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Abstract:

Mobile services are widely used all over the world and with the
increase of mobile service users the competition between
different mobile service providers is also increasing in every
country. Mobile service usersare very conscious about network
quality, perceived value, billing service, satisfaction etc.

Perception of usersabout different services and packages offered
by different mobile service providers varies age wise, gender
wise, country wise etc.

This study aims to investigate the difference in mobile service
perception anditsimpact on perceived value, satisfaction, loyalty
between two significant groups of mobile service users, the
student and staff of a big business university at Karachi.

A group of statistical technique comprising analysisof variance,
regression and inferential statistics are used for testing
hypothesis about the attributes and for developing model of
loyalty.

Theresultsidentify the mobile service quality attributesthat are
important for two groups of users. This study also finds
significant difference between the two groups of usersin terms
of effect of perceived economic and emotional value, satisfaction,
network quality and loyalty.

Key Words: Customer loyalty, customer satisfaction, perceived
value, network qualityMobile service.

JEL Classification: M3310
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l. INTRODUCTION

Mobile phones are widely used all over theworld. The
number of mobile users around the world was 1.5 billion at the
middle of the year 2004 which is about 25% of the population
(Mobile Tracker: Cell phone Demand 2005). By the end of the
year 2005, it reached two billion (CNN 2005). In the year 2009,
40% of the world population were mobile phone users(Gartner;
2009)

According to Pakistan Telecommunication Authority
(PTA) Industry Analysis Report 2008 Cellular mobile servicesin
Pakistan commenced in the 90’ swith two mobile service provider
Paktel and Pakcom ( Instaphone). There has been strong growth
inthe cellular market. By the end of 2007; five cellular operators
were in the market in Pakistan.

The growth rate of number of subscribers was 80% in
the year 2007. The total subscribers were 76.9 million by Dec.
2007, it was 34.5 millions in the year 2006, and 12.7 millions in
2005.1n 2008-09, the cellular mobile companies added over 6.3
million subscribers, while the previous year, the addition was
about 25 million. During the period 2007-08 the number of
subscriberswere 88 millions, 94.3 millions during the period 2008-
09, about 97.6 millions by the end of year 2009 and 95.4 millions
by the end of Jan. 2010 (PTA report on March 11, 2010). InUSA,
Mexico, Hong Kong, Taiwan, China studies have been made
about the difference in perception of mobile service between
usersof different age group. We have not found any such study
about the users of mobile servicesin Pakistan.

Thepurpose of thisstudy istoinvestigatethedifference
in mobile servicequality perceptionsand itsimpact on perceived
value, satisfaction, and loyalty between two important mobile
service usersgroupsi.e. studentsand staff at aleading Business
university at Karachi in 2010.

As the usage pattern of these two groups is distinct,
the life style of these two groups as well as the technology
diffusion may cause significant differencesin their satisfaction
and loyalty decisions.
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. LITERATURE REVIEW

Kumar, A and Lim, H(2006) under took this study to
investigatethe effects of age on mobileservicequality perceptions
and its impact on perceived value, satisfaction and loyalty
decisionswith respect to two different consumersgroups 12 years
to 26 years termed as Generation y and 42 — 60years termed as
Baby boomers.

They have collected datafor the age group 18-24 years
old from asample of 159 out of thetotal population of the students
at Southern University USA, using the method of convenience
sampling. The datafor the persons of the age group 42-60 years
has been selected on the basis of a sample size of 139 through a
web-based survey. In both the groups, the respondents are only
mobile services users.

Inthisstudy analysishasbeen performed in three steps.

1 Separate baseline model s have been established
for both the groups Gen Y and baby boomers
by using the data setsfor Gen Y and baby
boomers respectively. The significant paths
werereconfirmed by using themulti-group SEM
model. Chi Square statistic has been used to
test the goodness of fit.

2. In order to assess the metric equivalency
of theconstructs inthetwo groups, a
measurement model has been fitted.
Goodness of fit test has been performed.

3. At thefinal stage, to test the equality of the
structural parameters additional constraints
were added and test! of invariance has been
performed by using Chi- Square statistic.

1They have used test of invarianceto discover that the structural
parameters are equal or not across the groups of the baby
boomers and Generation-y*
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They have tested several hypotheses.

About the effect of network quality on perceived

economic and perceived emotional value. They have
concluded that there is significant positive effect of

network quality on perceived economic and emotional

value for both groups.

About the effect of billing system on perceived

economic value and perceived emotional valuefor both

age groups. They have concluded that there is a
significant difference between hilling system and
perceived economic and emotional value for the two

groups.

About the effect of counter service quality on perceived

economic value and perceived emotional value for the
two groups. They have concluded that customer service
quality hasaninsignificant relationship with perceived

economic value and emotional value for baby boomers

while customer service quality has a positive effect on

perceived emotional value alonefor Gen Y - ers.

About the effect of emotional value on satisfaction for
the two age groups. They have concluded that thereis

significant difference for both the groups with respect

to emotional value and satisfaction; perceived emotional

value has agreater effect on Gen Y -ers than the baby

boomers.

About the effect of perceived economic value on

satisfaction for thetwo agegroups, it hasbeen observed

that there is a positive significant effect of perceived

economic value on satisfaction for baby boomers but

not for Gen-Y and hence the effect of perceived
economic value on satisfaction is greater for baby

boomers.

Rel ationshi p between Satisfaction and Loyalty hasbeen
studied and it was found that there is a positive relationship
between satisfaction and loyalty in both age groups.

Yang, Z and Peterson, R.T (2004) have undertaken a
study to investigate the moderating effects of switching over

PAKISTAN BUSINESS REVIEW JULY 2010 263




Research Differencesin Mobile Service Perceptions
costson customer loyalty through both sati sfaction and perceived
value measures.

They have collected data through a Web-based survey.

A random selection of 4000 subjects from an e-mail list
provided by an e-mail broker hasbeen selected and respondents
were invited to participate in the survey .Responses from 257
participantswerereceived by theauthors, including 22 incomplete
or duplicated responses,thereforethe actual ssmplesizeis235.The
analysis has been performed in four steps

1. Inthefirst step, exploratory factor analysis has been
performed to determinethe underlying factor structure of the scale
items.

2. Inthe second phase, confirmatory factor analysishas
been performed.

Chi-Square statistics have been used and goodness of fit
test has been performed in order to test the fitting ofthe model.

3. The discriminant validity of the measures has been
examined by two different procedures.

a) TheAVE? hasbeen compared with the square of the

parameter estimate among the latent variables.

b) Thediscriminant validity of each construct hasbeen
determined by loading higher on the construct of
nterest than any other variable.

4. Simultaneous maximume-likelihood-estimation
procedures have been used in order to examine the hypothesized
relationships among perceived, customer satisfaction, and
customer loyalty. Goodness of fit test has been performed.

They have tested the hypothesis:

About the effect of customer loyalty on customer

perceived value. Asthedifferenceissignificant, therefore

264 PAKISTAN BUSINESS REVIEW JULY 2010




Differencesin Mobile Service Perceptions Research

it is concluded that customer loyalty will be positively
influenced by customer perceived value

About the effect of customer loyalty on customer
satisfaction. Asthedifferenceissignificant, thereforeitis
concluded that customer loyalty will be positively
influenced by customer satisfaction.

About the customer satisfaction on customer perceived
value. As the difference is significant, therefore it is
concluded that customer satisfaction is positively
influenced by customer positive value.

About the level of switching cost on customer loyalty
through customer satisfaction, As the difference is
insignificant, it is concluded that the higher the level of
switching cost customer loyalty will not lead to greater
customer satisfaction.

About the level of switching cost on the customer loyalty
through perceived value. Asthedifferenceisinsignificant,
henceit isconcluded that the higher thelevel of switching
cost, the perceived value will not lead to greater customer
satisfaction

Anderson, R.E and Srinivasan, S.S (2003) undertook a
study to observe the impact of satisfaction on loyalty in electronic
commerce (e-commerce). | norder to observe therel ationship between
satisfaction and loyalty, they included the variables convenience
motivation and purchase size as consumer level factors where as
trust and perceived values were included as business|evel factors.

2The AVE (Average Variance Extracted) represents the amount of
variance captured by the constructs measures relative to
measurement error and the correlationsamong the latent variables.
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Initially they selected a random sample of 5000 consumers
from a large list of e- retailing consumers maintained by an online
marketing research firm. They collected the data by sending an
invitation through an e-mail to each of the 5000 respondentsand 1211
complete and usable responses were received. The representative-
ness of the data has been eval uated by comparing the collected sample
data with the data collected by a Greenfield Online study showing
similar demographic characteristics. To measure various constructs,
validated items used by other researchers have been adapted.

For the purpose of analysis, the sample has been split in to
two sets:

(a) An exploratory data set of 360 observations.

(b)The model estimation data set of 851 observations.

1. An exploratory factor analysis technique has been applied to the
exploratory dataset and internal consistency estimateswere obtained.
High internal consistency between various constructs was observed
on the basis of the estimates.

2. The model for loyalty has been obtained on the basis of the model
estimation databy applying regression analysis. The coefficient al phas,
means and standard deviationsfor various constructs on the basis of
model estimation data sets have been obtained.

Theregression model whichwasruninthisresearch paperisasfollows:

LT=g,+ g,SA + g,TR+ gPV + ¢g,IN+ g CM + g,SA*TR +
g, SA*PV + SA*PS + g,SA*IN + g,,SA*CM +e

LT: e Loyalty

SA: e Satisfaction

TR: Trustinthee-Business
PV: Perceived value

IN: Inertia

CM: Convenience orientation
PS: Purchasesize
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Their tested hypotheses are:

About the effect of the level of e-satisfaction onthelevel
of e-loyalty. Asthedifferenceissignificant, thereforeitis
concluded that the higher the e-satisfaction, the higher
the e-loyalty

That theimpact of customer e-satisfaction on e-loyalty is
moderated by inertia. Asthedifferenceissignificant, itis
concluded that e-satisfaction will have ahigher impact on
e-loyalty at alower values of inertiathan at higher values
of inertia.

That the impact of customer e-satisfaction on e-loyalty is
moderated by convenience motivation. Asthe difference
issignificant, itisconcluded that convenience motivation
positively moderatestheimpact of customer e-satisfaction
on e-loyalty.

That the impact of customer e-satisfaction on e-loyalty is
moderated by purchase size. As the difference is
significant, it is concluded that purchase size moderates
the impact of customer e-satisfaction on e-loyalty.

That the impact of customer e-satisfaction on e-loyalty is
moderated by trust. Asthe differenceis significant, itis
concluded that trust moderates the impact of customer e-
satisfaction on e-loyalty.

That the impact of customer e-satisfaction on e-loyalty is
moderated by trust. Asthe differenceis significant, itis
concluded that trust moderates the impact of customer e-
satisfaction on e-loyalty.

That the impact of customer e-satisfaction on e-loyalty is
moderated by perceived value of a Web site. As the
difference is significant, it is concluded that perceived
value moderatestheimpact of customer e-satisfaction on
e-loyalty.

Definitions of Variables(Kumar, A and Lim, H, 2006)
Service quality
Perceived value (i.e. economic, emotional)
Satisfaction and
Loyalty intention
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Overall service quality:

Quality isdefined asthe overall excellence or superiority
that consumers perceive from a product/service
(Zeithaml, 1998). Service quality in the use of mobile
services can be perceived through both technical (e.g.
pricing plans, network quality and data services) and
functional attributes (e.g. billing system and customer
service quality) of mobile services. Overall perceptions
of servicequality areformed by aconsumer’ sevaluation
of multiple quality dimensions (Gronroos, 1984). In
general, researchers, agree that positive perceptions of
service quality enhance consumer’ s perceived value and
the level of satisfaction. In other words, a consumer’s
initial appraisal of service quality can arouse positive
emotion, which resultsin behavioral responses (Bagozzi,
1992).

Perceived Value:

Previous studies examined perceived value in terms of
monetary tradeoffs only (McDougall and Levesque,
2000) what you get for what you pay. However,
consumers appear to assets perceived value not only by
monetary tradeoffs but also by other psychological
benefits (e.g. enjoyment and fun) (Sweeney and Soutar,
2001). Similarly, previous studies emphasized both
intrinsic and extrinsic motivations as predictors of
behavioral intentions (e.g. Davis et al., 1989). While
extrinsic motivationisgoal oriented, intrinsic motivation
pertainsto the pleasure and inherent satisfaction driven
by service experience (Vankateshet al ., 2000). Therefore
this study measures the effects of both perceived
economic and emotional value on consumers’
satisfaction.

Satisfaction and loyalty:
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Satisfaction has been widely studied as a mediator
between perceived value and loyalty (Andreassen and Lindestad,
1998; Croninet al., 2000). Customer satisfaction isan important
factor for along term relationship between afirm and acustomer
(Anderson and Srinivasan, 2003). Loyalty refersto aconsumers’
commitment to repurchase a preferred product or service
consistently in the future (Oliver, 1980). Researcher has shown
that the consumer’ s positive affect toward a service provider is
likely to motivate the consumer to stay with the provider and
also recommend the service to other (Zeithaml et al., 1996).
Therefore, this study measures the direct effect of satisfaction
on consumers' loyalty decisions.

[, M ethodology

The purpose of our research is to investigate the
difference in mobile service quality perceptions and its impact
on perceived value, satisfaction, and loyalty between two
important mobile service usersgroupsi.e. studentsand staff at a
major Business University in Karachi. Consequently the group
of students is appearing as the group of consumers of mobile
service without income and the group of staff is the group of
consumers with income.

As the usage pattern of these two groups is distinct, the life
style of these two groups as well as the technology diffusion
may cause significant differencesintheir satisfaction and loyalty
decisions.

This study proposes that differences in mobile service usage
between students and staff may be caused by different attributes.
The following hypotheses have been tested.

H1la: customer loyalty will be positively influenced by customer
emotional value

H1b: customer loyalty will be positively influenced by customer
economic value

PAKISTAN BUSINESS REVIEW JULY 2010 269




Research

Differencesin Mobile Service Perceptions

270

H2a: customer satisfactionwill bepositively influenced by customer
economic value

H2b: Satisfaction will be positively influenced by customer
emotional value

H3: Dataserviceswill have agreater effect on perceived economic
value for students than for staff.

H4: Dataserviceswill have agreater effect on perceived emotional
value for students than for staff.

These hypotheses are based on the literature survey
formulated in Section |1 above.

M easures

Theresearch instrument has been adapted from the researches of
Kumar, A and Lim, H(2006) , Yang, Z and Peterson, R. T(2004),
Anderson, R. E and Srinivasan, S.S (2003)

The likert scale rating 5 steps has been used to measure the
variables

1=strongly agreed, 2=agreed, 3= don’t know, 4= disagreed, 5=
strongly disagreed

But for the negativeresponse questions Q.13, 14,15and Q.25 scale
ratingis

1= strongly disagreed, 2=disagreed, 3=don’'t know, 4=agreed,
5=strongly agreed

The questionnaire comprising of the questions regarding mobile
service in use, age, gender, perceived quality of mobile service,
perceived value, the level of satisfaction, and loyalty.

Thequestionnairesfor both the groups comprises of 28 questions.

However the questionnaire for staff includes two additional
informations about designation and education.
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To measure the various concepts, validated items used by other
researchers have been adapted.

To capture the consumer’ s perception about Billing service two
items have been adapted from the study of Kumar .A and Lim
H(2006). Q.8 and Q.9 of this study are similar to that of Kumar A
and Lim H Questionnaire and measures the consumer’s
perception about billing service.

The consumer’ s perception about theNetwor k Quality hasbeen
measured by threeitems. Two items have been adopted from the
study of Kumar .A and Lim H (2006), Q.10 and Q.12 are common
and Q.11 (see appendix I1) about the Voice Quality has been
introduced in this questionnaire.

The Consumer’ s perception about the Customer ServiceQuality
has been measured by using threeitems. Theseitems have been
adopted from the studies of Kumar A and Lim H (2006), Yang Z
and Peterson R.T (2004). Q.13 and Q.14 and Q.15 (see appendix
I1) of this study are measuring the perception about Customer
Service Quality.

Data services in this study have been measured by using two
items. These items have been adopted from the studies of Kumar
A and Lim H (2006), Yang Z and Peterson R. T (2004). Q.16, Q.17
and Q. 18 (see appendix I1) of this study are common and
measuring the perception of consumer about Data services.

Perceived value includes both monetary and non-monetary
benefitsthat consumer perceivein aservice setting. Inthisstudy,
we consider perceived valueto include economical and emotional
value (Kumar .A and LimH, 2006), Perception about theEconomic
value has been measured by using three items. Two items have
been adopted from the studies of Kumar A and Lim H (2006),
Anderson R E and Srinivasan S S (2003) Q.19 and Q.20 (see
appendix 1) of this study are common and a new question Q.21
(Number of SM S you send per day) has been introduced.
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Consumer’ s perception about the Emotional value has been
measured by using threeitems. All items have been adopted from
the studies of Kumar A and Lim H (2006), Anderson R E and
Srinivasan S S (2003). Q.24, Q25, Q.26 (see appendix I1) of this
study measuresthe consumer’ s perception about Emotional value.

Consumer’ s perception about the Satisfaction hasbeen measured
by using two items. Both items have been adopted from the studies
of Kumar A and Lim H(2006), and Anderson R E and Srinivasan S
S(2003). Q.22 and Q.23 (see appendix 1) of this study measures
the perception about the satisfaction.

Consumer’ s perception about the L oyalty has been measured by
using two items. Both items have been adopted from the studies
of Kumar A and Lim H (2006), Anderson R E and Srinivasan S S
(2003). Q.27 and Q.28 (see appendix 1) of thisstudy measuresthe
consumer’ s perception about the L oyalty.

Inthisstudy some questionsdifferent from the questionnaires of
other researchers are being included due to the change of the
environment, habits and behavior of the consumers. These
questions are about the causes of selecting mobile service,
changing mobile service, using morethan one mobile serviceat a
time, and the type of package.

Thequestion about therating of SMSserviceisnot included in
the questionnair e of the other researchers. (How will you rate
SMS service of your selected mobile company?)

Thisresearch is different from the study of Archana Kumar and
Heegjin Lim (2006), Rolph E. Anderson and Srini S. Srinivasan(
2003) ,Zhilin'Yang and Robin T. Peterson (2004) onthefollowing
basis:

The groups are the students and the staff of alarge educational
institution in Karachi in early 2010
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Some new investigations on the basis of the behavior of the
consumersof mobile servicesinthisinstitute are being included.
(Q.2t0 Q.7) in our instrument attached

Inthisresearch it is being investigated:

Whether Dataservices(e.g. SMS, RINGTONES, MUSIC,
and DOWN LOADS) have greater effect on perceived
economic value for students than for staff?

Whether Dataservices(e.g. SMS, RINGTONES, MUSIC,
DOWN LOADS) have greater effect on perceived
emotional value for staff than the students.

Whether Functional servicequality (billing system) has
a greater effect on perceived value for staff than for
students.

Whether Functional service quality (customer service
quality) has a greater effect on perceived emotional
value for staff than for students.

Whether Perceived emotional value hasagreater effect
on satisfaction for students than the staff.

Perceived economical value has a greater effect on
satisfaction for staff than students.

Differenceof perception between staff and student about
satisfaction.

Difference of perception between staff and student
about loyalty.

Different mobile services would make a significant
differencein user’s satisfaction.

Sample design:

Thetargeted population of this research consists of all
students and staff (Teaching and Non-teaching) of a Business
University.

Keeping in view the variation in the perception of the

two user groups of mobile services, Stratified random sampling
has been used independently for both groupsin order to select

PAKISTAN BUSINESS REVIEW JULY 2010 273




Research

Differencesin Mobile Service Perceptions

274

representative samples for both. The data have been collected
by convenience sampling for both student and staff.

Sample size and itsallocation:
For students

Therewere 3777 total studentsregistered during thefall
semester, 2009 at the university. They have been classified inthe
groups BBA (H), BS, MBA (Reg.) and MBA (Ex.)

Groups No. of students
BBA(H) 1428
BS 650

MBA(Reg.) | 951
MBA(Ex.) | 748

The size of the sample with 5% level of precision and 95%
confidence level with unknown population variance is 352

The size of the sampleto be selected from each stratum has been
decided by proportional allocation method. The calculated sizes
of the samples are 132, 61, 88, and 69 respectively.

For staff

Total staff of the university in Fall 2009 was 342. This
can be split in three categories i.e. management staff (111),
permanent faculty (106) and visiting faculty (125).

The size of the sample with 5% level of precision and
95% confidence level with unknown population variance is 150

The size of the sampleto be sel ected from each category
has been decided by proportional allocation method. The
calculated sizes of the samples are 48, 42 and 60 respectively.
Samples from both the groups have collected by convenience
sampling.
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1 Correlation analysis has been used to explore
therelationship between different concepts
and attributes

2 Regression analysisisbeing used to determine
direction of causation.

3) Multipleregressionsare being used to develop
regression model for Loyalty.

4) Testing of hypothesis has been performed

by using t- statistic, Chi- square statistic,
analysis of variance etc.
DataAnalysis:

Table 1-
Correlation analysis results based on the data of the
samples for student and staff givenin Table 1

Independent Samples Test

Levene's Test for test for Equality of Means
95% Confidence
Sig. (- Mean | Std. Error
F Sg. t df tailed) Difference | Difference |  Lower Upper
billing Equal variances 47 388, 2.144 467 o2 17321 08070 01464 33179
service assumed
Equal variances nof 20571 217833 041 17321 08420 00721 .33916
assumed
data Equal variances 3027 083 3.48( 495 0oL 20277 05826 08829 31724
services assumed
Equal variances nof 328§ 240689 001 20277 06171 08124  .32433
assumeq

(Ref: Table 1 Appendix | — List of Tables)

It is found that there is significant difference in the
perception towards the billing service between the groups of
studentsand staff asP<0.05. Thisdifference may be duetotype
of package the two groups preferred i.e. prepaid and postpaid
packages

It is found that there is significant difference in the
perception towards the data services between the groups of
students and staff as P<0.05. Students enjoy sending SMS,
MMS, listening the music frominternet, downloading ring tones,
receiving and reading news etc. but staff is not that much pay
attention towards data services.
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Table 2—Correlationsbetween Emotional Valueand L oyalty

classification of respondents emotional value | loyalty
Students emotional Pearson Correlation 1 530
value Sig. (2-tailed) .000
N 351 351
loyalty Pearson Correlation | .530 1
Sig. (2-tailed) .000
N 351 351
Staff emotional  Pearson Correlation | 1 677"
value Sig. (2-tailed) .000
N 149 147
loyalty Pearson Correlation | .677 1
Sig. (2-tailed) .000
N 147 147

** Correlationissignificant

at the 0.01 level (2-tailed).

H,_ stated customer loyalty will be positively influenced by customer emotional value.
The effect of customer emotional value on loyalty issignificant asp<0.01 for both the

groups and Pearson correlati

on coefficient carries positive sign which shows that

emotional value and loyalty are positively related therefore Hlais supported and itis
concluded that loyalty is positively influenced by emotional value for both students

and staff.
Table 3 —Correlations between Economic Value and L oyalty
classification of respondents economic value | Loyalty
Students  economic Pearson Correlation | 1 405~
value Sig. (2-tailed) .000
N 351 3Bl
loyalty Pearson Correlation | .405™ 1
Sig. (2-tailed) .000
N 351 3Bl
Staff economic Pearson Correlation | 1 519"
vaue Sig. (2-tailed) .000
N 151 147
loyalty Pearson Correlation | .519" 1
Sig. (2-tailed) .000
N 147 147

**_ Correlation is significant at the 0.01 level (2-tailed).

276

PAKISTAN BUSINESS REVIEW JULY 2010




Differencesin Mobile Service Perceptions Research

H,, stated customer loyalty will be positively influenced by customer economical value.
The effect of economic value on loyalty is significant as p<0.01 for both the groups
and Pearson correlation carries positive sign which shows that economic value and
loyalty are positively related and therefore H1b is supported and it is concluded that
economic value has positive influence on loyalty i.e. increase in economic value will
increase the loyalty.

Table 4—Correlations between Satisfaction and Economic Value

classification of respondents satisfaction | economic value
Students satisfaction  Pearson Corréelation | 1 359"
Sg. (2-tailed) 000
N 351 3Bl
economic  Pearson Correlation | .359" 1
value Sg. (2-tailed) .000
N 351 351
Staff satisfaction  Pearson Correlation | 1 498™
Sg. (2-tailed) 000
N 149 149
economic  Pearson Correlation | .498~ 1
value Sig. (2-tailed) .000
N 149 151

** Correlation issignificant at the 0.01 level (2+tailed).

H,, stated customer satisfaction will be positively influenced by customer economic
value

The effect of economic value on satisfaction is significant for both groups students
and staff as p<0.01for students and staff. Pearson correlation for both groups carries
positive sign it shows that economic value and satisfaction are positively correlated
Therefore H,, issupported henceit is concluded that customer satisfactionispositively
influenced by customer economic value.
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Table 5—Correlations between Emotional Value and Satisfaction

classification of respondents emotional value | Satisfaction
Students emotional Pearson Correlation | 1 .542
value Sig. (2-tailed) .000
N 351 351
satisfaction Pearson Correlation | .542 1
Sig. (2-tailed) .000
N 351 351
Staff emotional Pearson Correlation | 1 .602
value Sig. (2-tailed) .000
N 149 149
satisfaction Pearson Correlation | .602™ 1
Sig. (2-tailed) .000
N 149 149

** Correlation is significant at the 0.01 level (2-tailed).

H,, stated satisfactionwill be positively influenced by customer emotional value. The
effect of perceived emotional value on satisfaction is significant as p<0.01 for both
groups students and staff. Pearson correlation carries positive sign for both groups, it
shows that emotional value and satisfaction are positively related Therefore H,, is
supported hence it is concluded that satisfaction will be positively influence by
customer emotional value for both groups.

Table 6 — Correlations between Economic Value and Data services

classification of respondents economic value | data services
economic  Pearson Correlation 1 259"
Students value Sig. (2-tailed) .000
N 351 351
data Pearson Correlation 259" 1
services Sig. (2-tailed) .000
N 351 351
economic  Pearson Correlation 1 163
Staff value Sig. (2-tailed) .049
N 151 146
data Pearson Correlation .163" 1
services  Sig. (2-tailed) .049
N 146 146

**_ Correlation issignificant at the 0.01 level (2-tailed).
* . Correlation is significant at the 0.05 level (2-tailed).
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H, stated Data services will have a greater effect on perceived economic value for
students than for staff. The effect of data services on economic values is significant
for studentsasp<0.01 andinsignificant for staff asp =0.05. It providesstrong evidence
to concludethat Dataservices have greater effect on perceived economic for students
ascompareto staff. It supportsour H.,. Itindicates dataservicesareimportant measure
for economic valuein case of students but not in case of staff.

Table 7 —Corrédations between Data services and Emotional Value

classification of respondents dataservices | emotiona value
Students data Pearson Correlation | 1 288"
services Sig. (Ztailed) .00C
N 351 351
emotional  Pearson Correlation 288" 1
vaue Sig. (2tailed) .000
N 351 351
Staff data Pearson Correlation 1 .09¢
savices  Sig. (Ztailed) .251
N 146 146
emotiona  Pearson Correlation .096 1
vaue Sig. (2tailed) 251
N 146 149

**_Correlation issignificant at the 0.01 level (2-tailed).

H, stated Data services will have a greater effect on perceived emotional value for
studentsthan for staff. The effect of data services on emotional valuesis significant
for studentsas p<0.01 and insignificant for staff asp>0.01. It providesstrong evidence
to conclude that data services have greater effect on perceived emotional value for
students than for staff. Hence our H, is being supported.

PAKISTAN BUSINESS REVIEW JULY 2010 279




Research Differencesin Mobile Service Perceptions

Table 8a

Theoverall model wasfound to be significant (p<0.01) with an adjusted R? of 0.329for
studentsand 0.538 for staff. It indicatesthat the combined effect of predictorsover the

loyalty issignificant. Model well explained the combined effect of predictors over the
depended variable loyalty.
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e e—

Notes: * significant at p<0.1: " significant at p<0.05: """ significant at p<0.01

For students:
The predictors emotional value and satisfaction are significant (p<0.01), economical
valueissignificant (P<0.05) and network quality is significant (p<0.10).

For staff:

The predictors emotional value and satisfaction are significant (p<0.01), economical
value is significant (P<0.05) and network quality for staff is not significant i.e. no
variations in perception about network quality among staff.

Multipleregression model obtained for Loyalty of the userstowardsthe mobile service

providersfor students and staff taking group of predictors Billing service, Net-work
quality, Customer support, Data services, Economic value, and Emotional valueis

LT =R+, NQ+ R,CS+R,DS+B,EV+ BMV + 3, SA+ 2

Where NQ = Network Quality, CS = Customer support, DS= Data service, EV =
Economic Vaue, MV = Emotiona Vaue, SA = Satisfaction
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It explains the combined effect of Net-work quality, Customer support, Data services,
Economic value, and Emotional value over theloyalty. Asthevalue of Adjusted R2for
staff is greater than the value of Adjusted R? for students therefore this regression
model is explaining variation in Loyalty better for staff than students. The model for
loyalty has been further improved by excluding the less significant factors Net-work
quality, Customer support, Data services

Table 9a

Table9b

Table 9¢c

Notes: significant at p<0.01:” significant at p<0.10
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By excluding the insignificant variables of table 8c the
overall model wasfound to be significant (p<0.01) with an adjusted
R? of 0.367 for students and 0.570 for staff (showsanincreasein
adjusted R? for both groups)

Therefore the improved model for loyalty is

LT=R + R SA +B,EV+RB,MW+ €

Where, SA = Satisfaction, EV = Economic Vaue, MV = Emotional

Vaue
Table 10z ANOVA
Sum of Mean
Squares df Square F Sig.
network quality Between Groups 13.391 4 3.348 4.027 .003
Within Groups 413.155 497 831
Total 426.546 501
Table 10b Multiple Comparisons
Tukey HSD
Mean Interval
Dependent o ) Difference Lower Upper
Variable company  company 1-J) Std. Error Sig. Bound Bound
network quality |mobilink Jufone -35411] .10710 009 -.6473 -.0609
ufone mobilink 35411] .10710 .009 .0609 6473
warid 33996 ] 11453 .026 .0264 6535
warid ufone -.33996] 11453 .026} -.6535 -0264
* The mean difference is significant at the 0.05 level.
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Ref: Table A2

The technique of analysis of variance for one way
classification for thedata of network quality has been performed
tofind that all mobile service companies have same performance
isrespect of network quality perceived by the customer. Asp <
0.05 therefore it is concluded that there is difference between
perceived network quality of different mobile service providers.
Using the post hoc test for multiple comparisonsit isfound that
thereis significance difference in the network quality perceived
by the customers of following mobile services.

1. Mobilink and Ufone
2. Ufoneand Warid

Conclusion:

Significant difference hasbeen foundinthe perception
towardsthebilling service between groups of studentsand staff
which may be due to the type of packages the two groups
preferred i.e. prepaid and post paid packages.

Significant difference hasbeen foundinthe perception
towardsthe data services between groups of studentsand staff.
Students enjoy sending SMS, MMS, listening the music from
internet, downloading ring tones, receiving and reading news
etc. but staff do not pay that much attention towardsdataservices.

Itisfound that emotional valueand loyalty arepositively
correlated for both groups student and staff. Anincreasein the
emotional valuewill increasetheloyalty. The effect of economic
value towards loyalty is also positive for both the groups.
Therefore Loyalty of customer is positively related with
Perceived value.

Economic value and Emotional value both have positive
influence over the satisfaction for both groups. It can be
concluded that if the mobile service provider take the measures
to improve Economic value and Emotional value of the users, in
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the result the satisfaction about the mobile service will be also
increased.

Aninteresting findingintheresearchisthat Dataservices
has positive influence over Economic value and Emotional value
for students but have no influence over the Economic value and
emotional value for staff. Therefore it is concluded that the
students prefer data services more as compared to staff.

It has been also found that thereissignificant difference
in the perceived network quality provided by the mobile service
providersand intheresult of further study it has been observed,
that there is significant difference between the Network quality,
which the customer perceived between the users of Mobilink and
Ufone as well as between Ufone and Warid customers.

Multiple regression model for the loyalty of the users
towardsthe mobile servicein use has been obtained which explains
the variation in Loyalty as a combined effect of the predictors
Net-work quality, Customer support, Data services, Economic
value, and Emotional value, and satisfaction.

This model has been further improved by excluding less
significant factors, Net-work quality, Customer support and Data
services and containing only Economic value, Emotional value
and Satisfaction as the predictors.

In general, over results indicate that various attributes
of mobile services contribute to consumers' perceived economic
and emotional valuewhichleadsto satisfaction and loyalty. Also,
age of the user has an apparent effect on mobile service
perceptions and loyalty decisions.
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APPENDIX |
Lig of Tables
TableAl
Independent Samples Test
Levene's Test for t-test for Equality of Means
95% Confidence
Sig. (2- Mean Std. Error
F Sig. t o tailed) Difference | Difference |  Lower Upper
Flling Equal variances 747 .388 2144 467 032] 17321 .08070] 01464 .33179
service assumed
Equal variances not 2051 217.833 041 17321 .08420] .00727] .33916
assumed
network Equal variances 224 .637| .859 500 391 05092 05933 -.06565 .16749|
quality assumed
Equal variances not .830Q 263.813 A07| 05092 .06137| -.06992] 17175
assumed
customer  Equal variances 17910 .000 1.364 498 173] 04643 .03402) -.0204]] 11327
support assumed
Equal variances not 1174  209.484] 240 04643 .03940] -.03124] 12410
assumed
data Equal variances 3027 .083 3480 495 001 20277 05826 .08829 31724
services assumed
Equal variances not 3.289 240.689 001 20277 .06171] 08120} .32433
assumed
leconomic  Equal variances 206 .650) 537 500 595 04343 08168 -11704 .20390|
value assumed
Equal variances not 519  268.570 605 04343 .08378| -12153 .20839
assumed
lemotional  Equal variances 167 .683] -.904 498] 366 -06260 06926 -.19867] .07347|
value assumed
Equal variances not -88q  266.925) 376 -06260 .07066 -20173 .07653
assumed
satisfaction Equal variances 031 .860) -.360 498 719 -01859 05166 -.12008 .08291
assumed
Equal variances not -360 279.246| 719 -01859 05164 -12024 .08307|
assumed
loyalty Equal variances 454 .501] -1.217 496 224 -09309 07646 -.24332] 05715
assumed
Equal variances not -1.189  259.988 236 -09309 07832 -.2473]] .06114
assumed
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APPENDIX || (THE QUESTIONNAIRE)

For IOBM Staff
Designation: Qualification:
Age: Sex: M/ F
For IOBM Students
Name: Program: Age: Sex:M /F
1 Which mobile company do you prefer/ use.
i%Mobilink i%Ufone i%Warid i%Zong i%Telenor
2. Reasons of selecting this mobile company? (choose all that apply)
- Economical Call rates
SM S Packages
Friendly customer support
Free offers
Free downloading
Loads of SMS packages
Loads of call rates packages
Smooth GPRS connectivity
Any other (please specify)
3. Are you the permanent customer of the mobile service you selected in Q.1
Yes/No
4, If no, which mobile service you were using before.
Mobilink - Ufone - Warid - Zong - Telenor
5. Are you the multiple mobile users? Yes/ No
6. If yes, mark the mobile company you are using.
- Mobilink -Ufone -Warid -Zong - Telenor
7. What package do you prefer (post paid/ pre paid)
- Prepaid - Post paid
8. Y our preferred mobile company always provides accurate billing.
- Strongly Agreed - Agreed -Don‘t know -Disagree
- Strongly Disagree
9. Y our mobile company resolves billing issues quickly.
-Strongly Agreed -Agreed -Don‘t know - Disagree

- Strongly Disagree
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10.

11.

13.

14.

15.

16.

17.

18.

19.

20.

21

22.

Y our preferred mobile company provides high voice quality.
- Strongly Agreed - Agreed -Don‘t know -Disagree - Strongly
Disagree

Voice quality of your selected mobile serviceis
- Excellent - Good - Average - Poor -Very Poor

Coverage of your selected mobile serviceis
- Excellent - Good -Average - Poor -Very Poor

When you contact customer support their behavior isrude.
- Strongly Disagree - Disagree - Don‘t know -Agreed
- Strongly Agreed

Service agents provide inconsistent advices.
- Strongly Disagree - Disagree - Don‘'t know - Agreed
- Strongly Agreed

Call center personnel is not usually able to help with problems.
- Strongly Disagree - Disagree - Don't know - Agreed
- Strongly Agreed

MMS service of your selected mobile serviceis

- Excellent - Good - Average - Poor - Very Poor
SM S service of your selected mobile serviceis

- Excellent - Good - Average - Poor - Very Poor

Downloading ring tones, musicinformation, and news of your selected mobile
serviceisfriendly.

- Strongly Agreed - Agreed - Don‘t know - Disagree
- Strongly Disagree

Call rate packages of your selected mobile service are very economical.
- Strongly Agreed - Agreed - Don't know - Disagree
- Strongly Disagree

Y ou get all benefits for the price you are paying.
- Strongly Agreed - Agreed - Don'tknow - Disagree
- Strongly Disagree

Number of SMS you send per day.
- 110 - 11-20 - 21-50 - morethan50 - Don’t use SMS

SMSand call rate packages attracted you to use your sel ected mobile service.
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- Strongly Agreed - Agreed - Don‘t know - Disagree
- Strongly Disagree
23. Y ou always feel bad about choosing your mobile service.
- Strongly Disagree - Disagree - Don‘tknow - Agreed
- Strongly Agreed
24, Y ou are satisfied with decision to use your selected mobile service.
- Strongly Agreed - Agreed - Don‘t know - Disagree
- Strongly Disagree
25. It gives you pleasure, to use the selected service.
- Strongly Agreed - Agreed - Don‘t know - Disagree
- Strongly Disagree
26. Y ou feel relaxed using your mobile services.
- Strongly Agreed - Agreed - Don‘tknow - Disagree
- Strongly Disagree
27. Y ou say positive things about the mobile company and servicesyou
useto others.

- Strongly Agreed - Agreed - Don‘tknow - Disagree
- Strongly Disagree

28. Y ou want to see your friends, family members using this mobile service?
- Strongly Agreed - Agreed - Don'tknow - Disagree
- Strongly Disagree
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