
© 2015 Journal of ISOSS 131 

Journal of ISOSS 

2015 Vol. 1(2), 131-139 

 

MEASURING THE IMPACT OF SERVICE QUALITY IN 

TELECOMMUNICATION SERVICES OF PAKISTAN: 

A CONCEPTUAL FRAMEWORK 

 

M Malook Rind
1
, Mansoor A Khuhro

2
,  

Imran Anwar Ujan
1
 and Asaddullah Shah

1 

1
 KICT, International Islamic University Malaysia 

Email: engineermalook@gmail.com 

   iujan@yahoo.com 

        asadullah@iium.edu.my 
2
 Putra Business School, University Putra Malaysia  

Email: mehran.mann@gmail.com 

 

 ABSTRACT 
 

 The impact of the antecedents of service quality on customer satisfaction has been 

under debate in the academic literature since long. To ensure the customer satisfaction 

level, organizations require examining the level of customer expectations to survive in 

the competitive market environment. Increasing competition in telecommunication 

industry of Pakistan appeal service provider to welcome customer suggestion related to 

service quality. The primary aim of this research paper is to propose a conceptual 

framework for investigating the influence of perceived quality, customer expectation and 

perceived value on overall customer satisfaction in telecommunication industry of 

Pakistan. Based on the proposed research framework built through a thorough literature 

review, authors intend to adopt quantitative, clustered sampling approach for data 

collection. A Structured Equation Modeling (SEM) approach will be adopted to test and 

validate the acquired data. A clear understanding of the hypothesized relationships in 

proposed conceptual framework would encourage telecommunication service providers 

to outline proper course of action to retain their customer base with optimized services. 

Findings of this research will help operators to make proactive, feasible decisions 

towards best the utilization of their resources in maximizing profit, retaining customer 

base and achieving organization goals. 
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INTRODUCTION 
 

 In today’s competitive environment, service quality plays a cementing role in building 

a strong relationship between customers and organizations. Survival factors for service 

provider firms are not limited to the provision of superior services only, but they rather 

have broader platform to compete and prove the dominancy in the market place where 

customers have too many alternate choices to opt. Service organizations are responding 
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to the promise of tactical and financial impacts of quality as a strategic weapon (Johnson 

et al. 2006). It is the ability of firms to quickly respond to market demands for the 

survival and prosperity. According to Parasuraman et al. (1985), a wise decision to follow 

the profitable strategy is, the provision of excellent service which results the addition of 

more new customers, fewer lost customers, more business with existing customers, and 

more insulation from price competition. Hampton analyzed that if a firm intend to gain 

more competitive advantage and become more profitable, it must offer superior services 

in its served markets, however in parallel there should be an assessment of current service 

delivery for the identification of strengths and weaknesses. 
 

 Lot of empirical studies have been conducted previously to find the correlations 

between perceived quality and customer satisfaction (Ojo, 2010; Choi et al., 2004; Cronin 

and Taylor, 1992; Ranaweera and Prabhu, 2003; Jones and Suh, 2000; Coyles and 

Gokey, 2002). Most of the research work on this subject is conducted in developed 

economies such as the United Kingdom, United State, and Japan. There is dearth of 

academic literature and relevant research work in developing or underdeveloped 

economies, including Pakistan. In addition, despite the previous studies done on customer 

satisfaction, very little attention has been paid in context of the telecommunication 

service industry. Similarly, research related to customer satisfaction in 

telecommunication services has not yet received sufficient attention in Pakistan. 

Therefore, there is need and major research gap to empirically examine the influence of 

telecommunication services’ quality on customer satisfaction in Pakistan. This research 

study is intended to propose a framework that can help us find the significant factors 

effecting telecom services’ customer satisfaction in Pakistan. The special focus is on the 

expectation and perception of telecom services’ quality from customers’ perspective.  
 

 This research paper is further structured as follows: First we focus to highlight the 

theoretical background of service quality, perceived value, customer expectations and 

their significance, relationship and impact on customer satisfaction. Next, a conceptual 

framework and hypothetical relationship among all constructs is proposed. Research 

methodology including sampling, data collection method, analysis tools used is then 

presented. At the end, conclusion and future research directions are discussed. 

 

Telecommunication Industry in Pakistan 
 

 Telecom industry has seen a substantial growth with the proliferation and innovation 

of new hand held devices and technological solutions. Maintaining a subscriber base is 

getting a more challengeable task in a competitive environment. Pakistan is a huge 

telecom market having total teledensity of 73.0% of its total population (PTA,  2015). 

Telecommunication sector in Pakistan has currently witnessed a resurgent growth in 

recent past. Telecommunication sector in Pakistan is becoming a more competitive due to 

increasing diversified telecommunication service demands by new generation customers. 

As the market becomes more competitive, firms need to endeavor to retain their market 

share by closely focusing on customer satisfaction (Chadha and Kapoor 2009). 

Maintaining quality of service is particularly critical for the increasing telecom industry 

competition in Pakistan at this time. After the introduction of telecom deregulation policy 

by Ministry of Information Technology, Government of Pakistan in 2003 (MOITT 2003), 

telecom industry in Pakistan has undergone an interesting changes. In result, centralized 
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monopolistic telecom market became an open competitive market among wired and 

wireless operators. At present 17 telecom operators are offering telecom services in 

Pakistan including Landline, cellular wireless local loop services (MOITT, 2014). 

 

Theoretical Background and Research Hypothesis  

Customer Satisfaction: 
 

 It is an accepted truth that customer satisfaction is a powerful marketing tool for 

customer-centered firms (Suchy,  2013; Kotler, 2012). Customer satisfaction is a well-

known concept in various research areas such as marketing, consumer research, 

economic psychology, economics, welfare economics and information systems research. 

Customers are more prone to return and buy the same or alternate service or product 

again and again if they are satisfied. As per Oliver (1980) theory, customer satisfaction is 

a consequence of the differences between customer expected performance and customer 

perceived performance from a particular goods and services. Customer-centered 

organizations try to emphasize on a better understanding of their customers’ want and 

needs, and then transform these needs and wants into their capability. 
 

 Previous research studies found significant evidence between service quality and 

customer satisfaction with special emphases on customers’ point of view. 

Sureshchanndra et al., 2003; Ribbink et al., 2004; Wang and Lo, 2002) found strong 

connection between telecom services’ quality and customer satisfaction and argued that 

service quality always leads to customer retention. 

 

Perceived Value 
 

 Perceived value can be defined as the worth that a service or a product has in the 

mind of a customer and the price that he or she is willing to pay for it. Many research 

studies found a significant role of perceived value on the overall customer satisfaction 

(Anderson et al., 1994; McDougall et al., 2000;Ravald et al., 1996). Researchers assume 

that  perceived value is an important weapon to retain and  attract customers as well as is 

among the most significant factors that play vital role service providers’ strategic success 

(Woodruff et al., 1997; Zeithaml et al., 1996;Tabaku, 2013).  According to Zeithaml et 

al., (1988), customer perceived value is the predictor of customer’s overall assessment of 

the utility of a service or a product is  based on the perceptions of what is given and what 

is  received. One way to increase customer satisfaction is by creating customer value 

through the provision of comparative net value, efficiency, effectiveness, and 

differentiation of services (Langley 1992). Cottet et al., (2006) defined perceived value as 

“preferential, an interactive and relative experience”. They found that both hedonic and 

utilitarian values are positively related to customer satisfaction. Cronin et al.,(2000) in 

their study related to service environment provided evidence that service value is 

primarily received from perceptions of service quality. On the basis of these arguments 

and discussions, we hypothesize that: 

 

 H1. Perceived value has significant effect on customer satisfaction. 
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Service Quality 
 

 Usually, the definition of service quality varies in wording and the context it is 

defined. In reality it typically involves the understanding of, whether the service 

provisioning succeeds, exceeds or fail to succeed in satisfying the customers (Oliver, 

1993; Zeithaml et al., 1993;Ojo,  2010). According to Ojo (2010), proper attention to 

service quality makes organizations distinguished in attaining a long lasting competitive 

advantage. As per some earlier research studies, researchers have conceptualized service 

quality as the extent to which service delivery meets customers’  needs and expectations 

(Lewisand Mitchell, 1990; Akbar and Parvez, 2009;Dotchin, J. and Oakland 1994). 
 

 After the initiation and introduction of worldwide trend towards service quality in 

1980s, customer services became an important and distinct aspect of service/product 

offering (Wal  et al. 2002). Thus, companies realized that quality improvement strategies 

specially focused on customer driven quality were necessary for effective competition 

rather than following the traditional practices. Similarly, Hurley (1998)  reported a casual 

association between service quality and customer satisfaction. (Juran 1988) identified two 

primary elements of quality: 
 

1. To what extent a service or product meets customer  needs 

2. To what extent a service or product  is free from deficiencies 

 

 SERVQUAL model is considered as a reliable and consistent scale for the measuring 

the service quality. It is proved to be an appropriate tool for the measurement of customer 

satisfaction and quality measurement (Wal  et al.,  2002; Lam, 1995;Ojo, 2010;Akbar and 

Parvez, 2009). Researchers identified a close relation and resemblances between the 

service quality dimensions indicated by Parasuraman et al. (1988), (Sureshchanndra  

et al., 2003; Akbar and Parvez, 2009;M et al., 2012). Because of large scale adoption and 

clear understanding, this research employed all the five dimensions of service quality. On 

the basis of above literarily evidences we hypothesize that 
 

H2a. Perceived quality has significant effect on customer satisfaction. 

H2b. Perceived quality has significant effect on perceived Value. 

 

Customer Expectation 
 

 Different sources of information including word of mouth, prior exposure to the 

competitive services, publicity, expert opinion, normally lead to expectation of a new 

service or a product (Zeithaml et al.,1993). Customers may use multiple types of 

expectation in evaluation process of their satisfaction (Almsalam, 2014). Customer 

expectations are the pretrial beliefs of service or a product that serve as a reference point 

against which performance is judged (Zeithaml et al.,1993). According to Parasuraman et 

al., (1988) service quality is the assessment of comparison of service expectations with 

actual service performance. In their studies Parasuraman et al., (1985); Spreng and 

MacKoy (1996), support the effect of normative expectations on service quality  by 

modifying  the satisfaction-service quality model of Oliver,(1993)a.They further 

suggested that service quality is a function of perceived performance and ideals 

(normative expectation) related to quality dimensions. To summarize, many research 
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studies support this argument that, the overall service quality is determined by 

expectation and performance of a product or service. Thus, it is Hypothesized that: 
 

H3a. Customer expectation has significant effect on perceived quality. 

H3b. Customer expectation has significant effect on customer satisfaction. 

 

 

 
Fig. 1: Research Model 

 

 

RESEARCH METHODOLOGY 

 

Sample and Data Collection 
 

 A quantitative survey approach will be employed to collect enough data to test 

proposition made in the research model. This research methodology approach is in 

confirmation with the prior studies conducted in  different contextual settings including 

mobile value-added services, telecommunication, information systems acceptance, 

mobile commerce  (Wang and Lo, 2002; Johnson et al., 2006;Kuo et al.,  2009; Lai et al., 

2009; Chandio, 2011; Fida et al., 2013; Rind et al., 2015). Data for this research will be 

collected using convenience sampling approach from all telecom service providers’ 

customers of Pakistan. Responses will be collected from walk-in customers at various 

telecom service providers’ service centers located within three big cities of Pakistan i.e. 

Karachi, Lahore and Islamabad to get maximum representation of all geographical 

locations. Subjects will be asked to assess items related to constructs such as customer 

satisfaction, perceived quality, customer expectation, and perceived value. The inclusion 

criteria for respondents will be that they must be telecom service user at time of survey or 

have used these services in past.   

 

DATA ANALYSIS 
 

 Structural Equation Modeling (SEM) technique will be used to assess the proposed 

model. Hair et al. (2006), suggest that SEM is very helpful tool for researchers in 

measuring the relationships among multiple variables simultaneously.  As per Hair; and 

Tabachnick and Fidell, (2001) SEM is a powerful statistical technique with rigorous 

procedures that helps to deal with complex research models. Different statistical 
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procedures will be applied to deal with missing values, outliers and normality issues. 

Data will be tested for validity and reliability of every item using Confirmatory Factor 

Analysis (FA). CFA will be helpful to test the research model comprising of all items 

related to each constructs. Two-step approach will be adopted to test the proposed model 

and the hypothesized relationships. In first step CFA will be run to diagnose the proposed 

model with SEM based Analysis of Moment Structures (AMOS) software version 21.0. 

In second step the specification of structural model based on dependent and independent 

variables will be conducted to test the hypotheses.   

 

CONCLUSION 
 

 Customers always prefer to get goods and services in lower prices. Finding 

customers’ expectations in advance can play important role for service provider firms to 

meet or exceed customers’ expectations as to win a competitive advantage and avoid to 

dissatisfaction and defection in services. This gap generates a new call for researchers to 

underpin the relationship between factors in context of telecommunication service sector. 

There is an intense competitive environment among all 17 telecom operators offering 

Landline, fixed telephony, GSM, 3G, 4G cellular, and wireless local loop telecom 

services in Pakistan. Huge investment is done in network up-gradation and extension to 

optimize the service quality for customer satisfaction and retention.  
 

 This research paper provides a comprehensive integrated framework to understand the 

dynamic relationship among various dimensions of perceived quality, customer 

expectation, value and satisfaction with telecommunication services in Pakistan. 

Proposed model is still in theoretical phase and will be evaluated in future research. 

Synopsis of crucial factors identified by this research would be very informative for all 

telecommunication service providers operating in developing economies, especially for 

the operators in Pakistan. Findings would reveal the insights of customer expectations 

and perceptions of telecom services’ quality which are important to customer satisfaction.   
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