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ABSTRACT

Service quality is a very emerging issue in the area of marketing research at present. It is
applicable to every sector and organizations profitability highly depend on this. In our country,
Mobile telecommunication is playing a vital role to our economy. But, there were hardly any
research addressing the issue of service quality in the mobile telecommunication sector
particularly in our country. Although, there have been some research done in other countries,
linking service quality and customers' satisfaction and continuance intention has neglected in
most of the previous research. This study has tried to present an empirical investigation
regarding service quality issues and practices in the Bangladesh mobile telecom area. This
study also tried to make an association with service quality and customers' perceived value,
satisfaction and their continuance intention. Also, an empirical study has been made to identify
the net promotion score of the different mobile operators in Bangladesh, which the researcher
believes as an unique contribution of this research.

To validate the study, this study used a quantitative-positivist approach as a research paradigm,
cross-sectional design as a survey method for collective quantitative data, Key informant
interview and Focus group for collecting qualitative data, convenience sampling as a sampling
technique and mainly multivariate analysis ( Exploratory Factor Analysis and Multiple regression
analysis) as a data analysis technique. The findings of this study represents some particular
service quality parameters that are used as benchmark to measure the service quality of the
mobile operators in Bangladesh. A number of factors in service came up, which have a
significant association with customers' perceived value, satisfaction and continuance intention.
Most importantly, this study found that, even customers perceived service quality is low, they
still want to continue the service of their mobile operators due to different switching barriers.
Also, the Net Promotion Score of the different Mobile operators are significantly low, even in
some cases it shows negative score, which may have a strong effect on the organizations
profitability and growth.

Theoretically, the study extends service quality research by reframing the concept as a
reflective, hierarchical model and framing its impact on satisfaction, continuance intentions in
the developing country context like Bangladesh. Practically, for the practitioners and policy
makers of various mobile telecom operators in Bangladesh, this study provides a conceptual
service quality model for conducting integrated analysis and design of service delivery systems.
Overall, in the mobile telecommunication service quality research in Bangladesh, this study
makes a significant contribution by identifying the benchmarks and its association with
customers' perceived value, satisfaction and continuance intention.
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ABSTRACT

1. Background of the study : The mobile telecommunication sector is a fast growing
service sector in the world economy. In Bangladesh too, especially in urban areas it is large and
touches the life of its public in many aspects of their daily lives. The blessings of this
technology helps to develop every other service area of our country like education, healthcare,
banking, restaurants , retailing, transportation, water supply and many other related areas
that facilitate the evolution of a modern society. Telecommunication companies are advancing
their technology tremendously. As a result, they face intense competition, including
competition from sources that were not previously existing. The quality of these mobile
telecommunication services needs to be constantly monitored and upgraded to maximize their
positive impacts on individuals and society. Thus service quality measurement is very
important as well as a challenge for the mobile telecommunication marketer or operator to
stay ahead in terms of competition. It is the service excellence that differentiates them and
sets them apart from the rivals. By pursuing service excellence they also continue to build and
reinforce an intangible asset: Brand equity. Over time, and with the increased saturation of
the market, companies have come to realize their performance can improve by focusing more
on retaining customers than constantly acting in a conquest mode.

Within service marketing literature, service quality has received a great deal of attention from
both academics and practitioners. Organizations operating in service industries should
consider service quality a key strategic issue for business success. Since the last two decades,
research in marketing has shown that customer behavioral intention can be explored from
three attitudinal aspects: customer satisfaction, perceived value and switching barriers. The
first stream is often called the “service quality -satisfaction- behavioral intentions” paradigm
(Dabholkar et al. 2000). Comprehensively, the first two streams, customer satisfaction and
perceived value, can help induce customers’ positive behavioral intentions and minimize
customers’ attraction to other competitors.

However, companies can also encourage desirable consumer behavioral intentions by raising
switching barriers so that customers are unlikely to change to an alternative provider.
Furthermore, when switching barriers are high, customers find it difficult or costly to defect
even if they are not very satisfied or when short-term fluctuations in service quality occur
(Ranaweera and Prabhu 2003; Wathne et al. 2001).

Based on these motives, The researcher in this study has tried to identify the core customer
service quality parameters that are used empirically in the context of Bangladesh & study their
impact on customers' perceived value, satisfaction and their continuance intention. The
reasons for choosing the mobile telecommunication market in Bangladesh for this study are as
follows: First, this is one of the most important service markets, but often neglected by most
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of the previous studies. These services may not only have significant influences, but also have
some tremendous operational effectiveness for communication in business. Second, over the
last decade, the centralized telecommunication monopoly in Bangladesh has been changed
and a relatively open and comparatively competitive market is gradually coming into being. As
a result, many functional and fundamental changes have taken place in telecommunication
reforms and more and more attention need to be paid to the improvement of customers’
perceived service quality, customer value and customer satisfaction and the factors behind
their continuance intention, in order to build superior competitive advantages by way of
effective customer acquisition and retention with the increasingly intensified domestic
operation. Third, Bangladesh Mobile telecommunication industry is one of the fastest growing
service industry in the South Asia region, which may intend to compete with some other
country’s mobile telecommunication sector like India and China or in any other developing
countries in near future. Therefore, such a study is very useful to determine what are the
factors that create a link between service quality and customer satisfaction level and what are
the main determinants of their continuance intention in the mobile telecommunication
industry in Bangladesh.

2. Literature Review : A extensive amount of literature review has been conducted to
explore the nature, characteristics, roles, opportunities and challenges of service quality
theories particularly in IS in the context of developing countries like Bangladesh. A review of
the literature found that studies in this area are largely subjective and lacks continuity.
Recently, service quality has received a greater attention and identified as the major challenge
for developing country context platform; however a very little study has practically conducted
in this context, especially in the mobile telecommunication platform. This chapter has
evidenced frequent research calls to explore the existing service quality theories from an
interdisciplinary perspective in order to identify the relevant research gaps with regard to the
components and consequences of service quality in the context of Bangladesh mobile
telecommunication sector.

3. Objective /hypotheses of this study : Outcome of the Research will be beneficial to
mobile service providers as well as the policy makers relevant with this area to understand
service quality parameters from customer perception & satisfaction-continuation intention
point of view. This may help to update the set benchmarks & so can improve the customers'
satisfaction level. Therefore, the main objectives of this study is:

e To identify the link between service quality and consumer behavior in the
telecommunication industry in Bangladesh (thus, determining consumers behavioral
intention to the mobile telecommunication service providers in Bangladesh).
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Specific objectives are:

e To identify those factors which creates customer satisfaction in the mobile
telecommunication industry in Bangladesh and thus (if any) the new factors/variables
can be added to determine the service quality and/or continuance intention of the
mobile telecommunication users in Bangladesh.

e to measure the impact of overall service quality on customers’ perceived value,
satisfaction and continuance intentions in the context of Bangladesh.

Based on these objectives a conceptual model and six hypotheses has been developed, which
aims to identify the link among service quality and customers' perceived value, satisfaction and
their continuance intention in the Bangladesh mobile telecommunication industry. They are:

H1: Service quality positively influences mobile telecom customer's perceived value
H2 : Service quality has a positive impact on satisfaction on mobile telecom users.

H3 : Customer satisfaction positively impacts customers' perceived value.

H4 : Perceived value plays a significant role in continuance intention of the customers.

H4.1 : Perceived value plays a paradoxical role in switching behavior of the customers.

H5: Perceived Service quality has a positive impact on the continuance intentions of the
mobile telecom users.(specifically in their switching behavior, loyalty and promoting
tendency)

Hé6: Satisfaction has a positive impact on mobile telecom customer's overall continuance
intentions.

All of these hypotheses were tested though chi-square. Based on the result and 95%
significance level, all of these hypotheses became significant at p value <0.005. Thus, based on
the findings, it is difficult to reject these hypotheses.

4. Methodology :

4.1 Sampling: For conducting this research, non -probability sampling method in the form of
convenience technique was being selected to conduct the survey part of this study. And for the
qualitative nature of data collection, Purposive Sampling in the form of Expert Sampling/Key
Informant interview and Snowball sampling was used. In view of the above arguments and
after reviewing the literature, the researcher has considered to use a sample size of 1200
mobile phone customers from the all mobile telecommunication company would be suitable
and appropriate for this type of research. These 1200 user was equally divided from seven
major divisions of Bangladesh. Out of that, 932 questionnaire turned to be complete and useful
for this study. Also, the sampling method used in this research allows the researcher to use
her subjective judgment in terms of a sampling plan. A detailed discussion has been made in
chapter 5 regarding target population, sampling frame, unit, element and strategy.
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4.2 Data collection and instrument: This research study is done primarily through a

survey. Survey is referred as the best research method to understand public opinion regarding
any issue. So this method can help to produce the precise result.

e To achieve the above-mentioned objectives & to prove these hypotheses, the study is
done through Survey method.

e Questionnaires are filled by personally interviewing various customers ranging from
students to corporate employees, housewives to business people.

e Interview technique is used to get the valid & reliable data.

e The questionnaire has used the likert scale questions divided into three main sections:
section A presents data measuring customer usership, section B measuring overall
service quality of the operators and customers attitude and behavior regarding their
operators, Section C was designed to gain descriptive information associated with the
respondent’s demographic factors.

Qualitative Data was collected through focus group and expert interview. Two focus groups
have been conducted consisting 7-8 people for each group. The group participants were
selected based on the criteria of mobile phone uses for at least one year. For expert interview,
service quality managers from various mobile operators in Bangladesh were interviewed
through a semi-structured interview.

4.3 Data Analysis: Data were analyzed into three main part. First part was Descriptive
statistics. The main objective of this part was to check the normality of data and some basic
demographic details of the respondents that participated in this study. The next part was to
conduct the chi-square (x?) test for testing the hypotheses that was developed in the
conceptual model. The chi-square (x?) test is used to determine whether there is a significant
difference between the expected frequencies and the observed frequencies in one or more
categories. To test the significance, mainly Pearson chi-square test value was considered. The
next part represents exploratory factor analysis. Exploratory factor analysis is a statistical
approach that can be used to achieve two main results; data summarizing and data reduction
Data summarizing aims to locate appropriate structure of the research variables under the
specific logic factors. So, to identify the main contributing factor in service quality of mobile
telecom operators and its linkage to customers' satisfaction and continuance intention
exploratory factor analysis was used. The outcome of the factor analysis shows seven prime
factors which are mainly responsible for service quality issue in our mobile telecom sectors.
They are: customer care/help services, Network/VAS performances, call rate, Switching barrier,
Brand Image/trust, Customer loyalty and continuance intention. Multiple regression analysis is
the best way for assessing the quality of predictions of dependent variable with reference to
independent variables. It gives the proportion of variance of dependent variable against
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independent variables. In the overall regression analysis, higher regression coefficients (B) was
reflected on the following service quality constructs. They are: Call rate/charge, Signal
availability, call drop frequency, Voice quality, ease of access to customer care/ call center and
time taken to resolve problem. Their detail has already been presented in the analysis and
findings chapter.

5. Major Findings : Based on the above objectives and analysis, the major findings are
presented below:

Firstly, factor analysis was used to identify the main contributing factors in measurement of
service quality. Among all the factors in main three categories, that is: Interaction Quality,
Physical environment Quality and Outcome/Network quality, constructs present in Interaction
quality and outcome quality are adequately reflected. Based on the factor analysis result
customer care/help services ( interaction quality) and Network/VAS performances , call rate (
Outcome quality) approached as principal component factor. The other prime factor came up in
this research as Switching barrier, Brand Image/trust, Customer loyalty and continuance
intention which create affect service quality of the mobile telephone service in our country.

Also, in the overall regression analysis, higher regression coefficients () was reflected on the
following service quality constructs. They are: Call rate/charge, Signal availability, call drop
frequency, Voice quality, ease of access to customer care/ call center and time taken to
resolve problem. Their detail has already been presented in the analysis and findings chapter.
Which means that if this constructs contribution increases, service quality of the respective
mobile operators will increase accordingly. All of their association with either customers
perceived value or satisfaction or their continuance intention are positive except call drop,
meaning, there is a negative relationship exist between call drop and service quality, which is
also practically justified .

Among the regression model, Service quality emerged to have more influence on perceived
value and customer satisfaction rather than direct impact on customer's continuance intention.
The findings showed that customer's perceived value and satisfaction has more prominent
influence on customers' continuance intention.

One thing the researcher in this study feels to mention that R2 or adjusted R2 value in multiple
regression analysis was not that much high like .7 or .8 above. From many past studies , the
researcher has found that, when there is a study happened concerning human behavior
prediction or exploratory research those values may not be higher. Also. higher R2 value does
not always mean that the true phenomenon has came up in the study. So, based on the
originality and the context, the researcher has shown the exact phenomenon what came out as
result.
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Secondly, Chi square was initially used to test the significance level of the hypotheses that
were presented in the conceptual model. All of the hypotheses were accepted at p<0.05
significance level.

Finally, which was the unique contributing part in this research that is to identify the link with
service quality and net promotion score for the mobile telecom operators in Bangladesh. For
that purpose, respondents were asked to rate their score based on their service quality and
satisfaction regarding their respective operators. The result already has been discussed in
chapter 6. The summary is though according to market share Grameen phone is the largest
operator in our country, their NPS is only 0.2%. The second highest NPS stand for ROBI( 0.18%) .
Banglalink (-0.23%) and Airtel (-0.45%) NPS are negative. Citycell(0.09%) and Teletalk(0.03%)
NPS is not that significant. But, apparently, all of these operators are close to each other in
terms of their product offerings and competition. If they really want to retain their customers
and make more profit from them, there is no alternative but to offer them an excellent service.

6. Thesis Structure:
This thesis comprises six chapters, appendices and references.

Chapter 1: Summary of the thesis provides a rationale of the research. It outlines the key
research into service quality and the extension of service quality level for the mobile
telecommunication industry and how its related to customer satisfaction level. This chapter also
discusses the gap in literature, and how this is applied specifically in Bangladesh is addressed in
this study objective.

Chapter 2: This chapter is mainly concerned about the detailed service quality measurement
literature primarily from the marketing discipline and its application in business strategy
formulation, especially in mobile telecommunication sector both in from global and local
perspective. Also, it tried to establish a link among the different constructs of service quality,
perceived value, customer satisfaction and continuance intention (mainly on switching
behavior, loyalty and promoting tendency). Different approaches to quality measurement and
its importance to behavioral output, particularly in mobile telecommunication has also been
discussed in this chapter.

Chapter 3: This chapter presents a detailed overview of the mobile telecommunicationindustry
in our country. This chapter also presents some key facts and figures related to this and
identifies the roles and challenges of regulatory authorities for mobile telecom industries.
Another important contribution of this chapter was to identify the key measures of different
service quality parameters that have been used as benchmarks for measuring the service
quality by various operators in Bangladesh.
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Chapter4: This chapter will mainly discuss the conceptual model which has been developed for
this study. The context and explanation of different constructs, and thus the hypothesis
development is also the subject matter of this chapter.

Chapter5: This chapter details about the methodology that has been used for this study. This
chapter discusses the detailed outline about the mix methodology which has been used for
this study. First study was the exploratory study using in-depth interviews, focus group and
KIl to develop understanding of the attributes and dimensions used for the service quality
level measurement for the mobile telecom sector in Bangladesh. Second study was also
explanatory in nature as it takes the dimension identified in study 1 and seeks to confirm
these through quantitative research and analysis. This chapter also discusses the research
paradigm, Instrument development and validation process that is questionnaire
development, sample size determination, selection, data collection process and data analysis
technique that have been used in this study.

Chapter 6: Data analysis and results found from the field is the main content of this chapter.
This chapter is mainly divided in three sections. The first section was for descriptive studies
and checking the validity of the data in general. Chi-Square was also used to test the
conceptual model and test the hypotheses that has been developed in particular at the
primary level. The second section was for exploratory factor analysis. Here, the significant
factor was identified as a part of the contributing factor for service quality and behavioral
outcome. Also, this technique confirmed the validity of the study by checking the cronbach's
alpha and other parameters. The third section uses the multiple regression technique for
predicting the unknown value of the variables identified in the study from the known value
of two or more predictors. This has also helped to answer the question about whether the
independent variables individually influence the dependent variable significantly.

Chapter 7: This chapter presents the conclusion of the thesis by summarizing the key
findings of the study, discussing its theoretical contributions and managerial implications,
examining the limitations of the research and making recommendations for further research.
Based on the findings of this study, conclusion and some recommendation have been made
for the mobile telecommunication operators in Bangladesh for the strategy formulation and
development of their service level to a global standard.
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7. Direction: This study provides a detailed outline regarding the service quality issues and
practices that exists in Bangladesh. This study has contributed in both academic and practical
field of investigation with the subject matter. Combining the NPS ( net promotion score)
with the linkage of customer satisfaction and service quality is a unique combination of this
study. More detailed discussions have been made in the last chapter of this study regarding
the future research scope, targeted to both academician and practitioners, who are
interested to research into this area.

8. Limitation : This study is not free from limitations. Firstly, the research was conducted
within the specific domain of mobile telecom service in a specific country. As a result, the
applicability of findings more broadly or to other specific forms of these types of service in a
new setting is uncertain. Secondly, this research was mainly based on only cross-sectional
studies, so the study contains typical limitations associated with this kind of research
methodology. Thirdly, the sample only represents consumers from a developing country
(i.e., Bangladesh), thereby there is a limitation regarding the generalizability of findings to
other consumers in developed countries. And finally, the researcher had some limitations to
both time and cost for conducting this research , as a result the researcher feels that this
study may have some lacking in terms of adding more value into this field.

9. Conclusion : To meet the customer perception & customer expectation this research
findings will provide some base to raise the customer satisfaction level by understanding the
impact of basic service parameters. Service providers have to put-up extra efforts to raise
the satisfaction level of users. Also, understand the reason for low net promotion score and
investigate more on this issue will give the organizations a better profit opportunity and
areas of improvement.
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Chapter 1

Introduction

“We can do anything we want as long as we stick to it long enough."

- Helen Keller

1.1 Overview (Rationale, Context and Objectives):

The mobile telecommunication sector is a fast growing service sector in the world economy. In
Bangladesh too, especially in urban areas it is large and touches the life of its public in many
aspects of their daily lives. The blessings of this technology helps to develop every other
service area of our country like education, healthcare, banking, restaurants , retailing,
transportation, water supply and many other related areas that facilitate the evolution of a
modern society. Telecommunication companies are advancing their technology tremendously.
As a result, they face intense competition, including competition from sources that were not
previously existing. The quality of these mobile telecommunication services needs to be
constantly monitored and upgraded to maximize their positive impacts on individuals and
society. Thus service quality measurement is very important as well as a challenge for the
mobile telecommunication marketer or operator to stay ahead in terms of competition. It is
the service excellence that differentiates them and sets them apart from the rivals. By
pursuing service excellence they also continue to build and reinforce an intangible asset:
Brand equity. Over time, and with the increased saturation of the market, companies have
come to realize their performance can improve by focusing more on retaining customers than
constantly acting in a conquest mode.

Within service marketing literature, service quality has received a great deal of attention from
both academics and practitioners. Organizations operating in service industries should
consider service quality a key strategic issue for business success (Lewis and Mitchell, 1990;
Spathis, Petridou and Glaveli, 2004). Those service providers who establish a high level of
service quality retain a high level of customer satisfaction they obtain a sustainable
competitive advantage (Lewis and Mitchell, 1990; Meuter et al., 2000; Guo, Duff and Hair,
2008). Research indicates that companies with an excellent customer service record reported a
72% increase in profit per employee, compared to similar organizations that have
demonstrated poor customer service; it is also five times costlier to attract new customers
than to retain existing customers (Cook, 2004). Therefore, achieving high levels of service is
one method to keep customers both satisfied and loyal.
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Since the last two decades, research in marketing has shown that customer behavioral
intention can be explored from three attitudinal aspects: customer satisfaction, perceived
value and switching barriers. The first stream is often called the “service quality -satisfaction-
behavioral intentions” paradigm (Lapierre et al. 1999; Dabholkar et al. 2000). Previous studies
suggest that customers’ positive behavioral intentions come from their satisfaction, while
satisfaction is the result of good service quality. Specifically, satisfaction is a strong mediator of
the effect of service quality on behavioral intentions (Dabholkar et al. 2000). However, this
research stream primarily discusses consumer behavioral intentions from the benefit aspect.

Thus, researchers have also proposed the concept of perceived value, which simultaneously
combines the benefit and cost aspects to explain customer behavioral intentions (Monroe
1991; Zeithaml 1988). In general, perceived benefits have most often been operationalized in
terms of service quality (Jen and Hu 2003; Lapierre et al. 1999; Zeithaml 1988), and perceived
costs have been divided into monetary prices and nonmonetary prices (Choi et al. 2004; Wang
et al. 2004). Existing literature also provides significant empirical evidence in support of the
positive relation between service quality and perceived value, while the relation between
perceived costs and perceived value is negative (Choi et al. 2004; Cronin et al. 2000; Jen and
Hu 2003; Lapierre et al. 1999; Liu et al. 2005; Wang et al. 2004). Moreover, researchers show
that perceived value is not only an important antecedent of behavioral intentions, but also a
new paradigm that offers a more comprehensive approach than a simple focus on service
quality or satisfaction (Ruiz et al. 2008). Comprehensively, the first two streams, customer
satisfaction and perceived value, can help induce customers’ positive behavioral intentions
and minimize customers’ attraction to other competitors.

However, companies can also encourage desirable consumer behavioral intentions by raising
switching barriers so that customers are unlikely to change to an alternative provider.

Research suggests that with the exception of customer satisfaction and service quality,
switching barriers also play an important role in explaining customer behavioral intentions
(Burnham et al. 2003; Huang et al. 2007; Jones et al. 2000; Liu et al. 2005; Yim et al. 2007).
Furthermore, when switching barriers are high, customers find it difficult or costly to defect
even if they are not very satisfied or when short-term fluctuations in service quality occur
(Ranaweera and Prabhu 2003; Wathne et al. 2001).

The construct of switching barrier is a crucial factor in framing consumers’ value perception
and in loyalty or promoting the said services. The present scenario of Bangladesh Mobile
telecom industry is not that different. Empirical investigation in this research has also wanted
to see this phenomenon and tried to create a link among these constructs. If there are some
barriers in switching, customers may face some difficulties to change the service, by making
some compromises with their dissatisfaction. In general, people link switching with
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dissatisfaction, but there may also be some cases, where people would generally continue
their services, even if they are not satisfied or have perceived positive value for their service.

The role of consumers in evaluating the nature of quality becomes a critical competitive
consideration due to its enormous impact on outcome constructs (Chiou et al. 2006;
Donabedian 1992; Jun et al. 1998; O’Connor et al. 2000). As such, perceived service quality and
its association with satisfaction and continuance intentions becomes a critical dimension to
determine the success or failure of the service system (Dagger et al. 2007; Dagger & Sweeney
2006).

This study defines service quality (SQ) as consumers’ judgment about the overall excellence or
superiority of the service (Zeithaml 1987). The role of consumers in evaluating the nature of
quality becomes a critical competitive consideration due to its enormous impact on outcome
constructs (Chiou et al. 2006; Donabedian 1992; Jun et al. 1998; O’Connor et al. 2000). As such,
perceived service quality and its association with satisfaction, continuance intentions and
quality of health life becomes a critical dimension to determine the success or failure of the
mHealth service system (Dagger et al. 2007; Dagger & Sweeney 2006). However, research using
models to analyze these relationships is scant in this domain (Ostrom et al. 2010). A review of
the literature reveals that most of the research in this domain (i.e., mHealth) still remains
largely anecdotal, fragmented and a theoretical (Chatterjee et al. 2009; Kahn et al. 2010; Akter
2010) . Therefore, the main objective of this study is to identify the link between service quality
and consumer behavior in the telecommunication industry in Bangladesh (thus, determining
consumers behavioral intention to the mobile telecommunication service providers in
Bangladesh). The specific objectives are: firstly, to identify those factors which creates
customer satisfaction in the mobile telecommunication industry in Bangladesh and thus (if any)
the new factors/variables can be added to determine the service quality and/or continuance
intention of the mobile telecommunication users in Bangladesh. Secondly, to measure the
impact of overall service quality on customers’ perceived value, satisfaction and continuance
intentions in the context of Bangladesh.

1.2 Research Questions:
Some major research question for this study includes:

®© RQ1: What are the dimensions used to evaluate the service quality level in mobile
telecom industry?

® RQ2: How are these dimensions used in service quality measurement level?
® RQ3: What are the particular components that actually create the link between service

guality and customer satisfaction?
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1.3 Research Methodology:

This study specifies that the nature of the theory is ‘explaining and predicting’ (Gregor 2006),
the research philosophy is ‘quantitative-positivist’ (Straub et al. 2004), the research method is
‘field study’ (Jenkins 1985), the data collection technique is ‘cross-sectional survey’
Pinsonneault & Kramer 1993), the sampling strategy is ‘convenience sampling’ (Shu Xin 2010)
and the data analysis technique is ‘exploratory factor analysis’ and ‘multiple regression
analysis’ for the main study. The study established rigor in the research design by supporting
the application of each of these techniques using necessary logic and support from the
literature.

1.4 Research Paradigm:

This study reflects the positivist approach by formulating an empirically testable theory to
establish ‘law like generalizations’ (Orlikowski & Baroudi 1991), such as, overall service quality
in mobile telecommunication consists of three primary dimensions and they have a significant
impact on customers’ perceived value, satisfaction and continuance intentions.

Since this study is going to measure a causal network of relationships in service quality, a field
study was conducted using cross-sectional survey design. This study confirms such research as a
“proxy view” to capture the critical aspects of service systems through some surrogate
measures (e.g., quantitative variables). It posits that perceptual, cognitive and attitudinal
responses to service systems are the critical variables in explaining and predicting technology
and its effects on the world (Orlikowski & lacono 2001).

1.5 Sampling:

Data were collected from Bangladesh, from all seven divisions through an extensive survey
from October to July 2012. The study used non- probability, convenience sampling method to
collect data from all the divisions in Bangladesh. Areas from the mentioned were selected in
such a manner that different socio-economic groups were represented. A total of 1200 surveys
were attempted for the study, of which 932 surveys were completed during the period. For
expert opinion, the service quality managers of different mobile telecom companies were
interviewed following a semi-structured questionnaire. The demographic profile of the
respondents who participated in survey represents unbiased, expert users and a diverse cross-
section of the population.

1.6 Data Analysis:

Data analysis proceeded in three steps; data preparation, data analysis and reporting.
Computer statistical packages (SPSS 20) were used in undertaking four types of statistical
analysis; descriptive analysis, chi-square analysis, exploratory factor analysis and multiple
regression analysis. The background information in the questionnaire was subjected to
descriptive statistical analysis to provide a profile of the respondents. Using cross tabulation,
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correlation analysis and Chi square test of independence of association, the study sought to
establish the existence of significant association between respondent profile, service quality
variables and its relationship to customers’ perceived value and their continuance intention.

1.7 Justification of this research:

Services are deeds, process & performances. (Zeithmal and Bitner, 2006) Broadly, service
includes all economic activities whose output is not a physical product or construction is
generally consumed at the time it is produced and provides added values in forms
(conveniences, amusement, timeliness, comfort or health) that are essentially intangible
concerns for its first purchaser (Quinn et al, 1987). The service sector consists of different
dimensions and among them Telecommunication sector is playing a vital role in any country’s
economy and development by providing the facilities of communication and employment
generation.

Influence and unprecedented growth in the foreign investment in the economies of South Asia
and Pacific region are growing with rapid pace. Telecommunication sector of these areas are
have an enormous scope for employment generation, creating new business opportunity and a
rapid improvement in communication. Bangladesh is not an exception in this case. Mobile
telecommunication has revolutionized the process of communication between individuals,
particularly in countries like Bangladesh. Mobile telecommunication helps business people,
general people to have constant communication and it helps tremendously to receive and pass
information. In our country, Mobile telecommunication is playing a vital role in terms of ICT4D

(ICT for development) and women’s empowerment. If we see the growth rate of the mobile
telecommunication sector in Bangladesh, we can observe the rate of expansion and its
increasing popularity and acceptance. The Bangladeshi mobile industry acquired more than six
million subscribers between March 1997 and June 2005, who are mainly middle and high-
income citizens. (Source: New Horizons; vol;1,2006) The recent growth of the mobile
telecommunication sectors depicts it more clearly. As per BTRC (Bangladesh
Telecommunication Regulatory commission) the total number of mobile phone subscribers has
reached 34.37 million at the end of December 2007. The Mobile Phone tele-density has
increased 23.23% (www.btrc.gov.bd). This overall growth statistics gives a picture of
Bangladesh as one of the largest growing markets for mobile telecommunication sector. The
more this industry grows, the more it is becoming challengeable for the Mobile operators.
Because as it grows, it is becoming competitive and search for profits has called for more
attention towards customer satisfaction. Specifically, Mobile operators should provide good
network coverage and offer a competitive price to retain their customers. In fact providing an
overall good service delivery is also a very crucial factor for the mobile telecommunication
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service operator in Bangladesh. Thus, assessing service quality dimensions is very important to
understand the overall customer satisfaction in this area.

By any measure, the future for mobile subscriber growth or the overall market growth in
Bangladesh appears to be very strong. On the other hand, the various mobile
telecommunications operators are also conducting a strong visible war in marketing
communication to reach their marketing objectives as well as profit. For this, they have
introduced lower call —rate, better network, other value —added services like internet facilities
in cell phones, SMS, MMS, different content service options, international roaming etc. All of
these activities are a part of their marketing strategy to win over the market share and by this
they want to satisfy their customer. It may be worthwhile to explore the various factors in the
service sector of mobile telecommunication in which satisfaction may influence the marketing
mix and other marketing strategy to gain the desired profit from the market. The reasons for
choosing the mobile telecommunication market in Bangladesh for this study are as follows.
First, this is one of the most important service markets, but often neglected by most of the
previous studies. These services may not only have significant influences, but also have some
tremendous operational effectiveness for communication in business. Second, over the last
decade, the centralized telecommunication monopoly in Bangladesh has been changed and a
relatively open and comparatively competitive market is gradually coming into being. As a
result, many functional and fundamental changes have taken place in telecommunication
reforms and more and more attention need to be paid to the improvement of customers’
perceived service quality, customer value and customer satisfaction and the factors behind
their continuance intention, in order to build superior competitive advantages by way of
effective customer acquisition and retention with the increasingly intensified domestic
operation. Third, Bangladesh Mobile telecommunication industry is one of the fastest growing
service industry in the South Asia region, which may intend to compete with some other
country’s mobile telecommunication sector like India and China or in any other developing
countries in near future. Therefore, such a study is very useful to determine what are the
factors that create a link between service quality and customer satisfaction level and what are
the main determinants of their continuance intention in the mobile telecommunication
industry in Bangladesh.

1.8 Contribution of this research:

1.8.1 Contribution to theory:

This research has mainly tried to investigate the relationship of service provided by the telecom
operators and customers’ perceived value and their satisfaction level . Also, the subject matter
tried to identify (if) any link exists among service quality, customers’ perceived value,
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satisfaction and their continuance intention. In addition, it adds novelty to theory. By modeling
the association between service quality and continuance intentions three new constructs were
examined ( i.e. Switching behavior, loyalty and net promoting tendency). As knowledge to the
researcher till date, there was no work done investigating these constructs in relation to the
service quality and continuance intention in the context of the developing countries, specifically
in Bangladesh. Furthermore, the newness of the theory lies in its application in a new research
setting (developing country) based on the logical evidence of user-perceived quality (Whetten
1989). Thus, the study believes that the proposed theoretical framework makes a significant
contribution to knowledge as most of its constructs and their relationships have not been the
subject of prior theorizing in the context of mobile telecom study in Bangladesh.

1.8.2 Contribution to Practice:

The implications of this research are highly relevant to different service providers, like telecom,
health care, banking and insurance, management and society in general. The findings suggest
that users generally evaluate the service quality of their respective mobile telecom operator at
an overall level and three main dimensional levels, ( i.e. Interaction Quality, Physical
environment quality, and Outcome quality). For providers of different telecom services in our
country, this finding may improve their understanding of how customers evaluate their overall
service quality. In particular, the findings suggest that operators should focus on improving the
quality of the services they provide based on the three primary dimensions, and how their
customer perceive the value and how it reflects on their satisfaction and continuance intention.
The findings support the importance of overall service quality (SQ) as a significant decision-
making variable in predicting individual outcome (i.e., perceived value, satisfaction, and
economic outcome (i.e. Switching behavior, loyalty and promoting tendency). Thus, the
researcher believes that this study will help the decision makers and strategy planners of
various operators in our country make their strategy related to their service quality and
customers satisfaction.

1.8.3 Research Limitations

This study is not free from limitations. Firstly, the research was conducted within the specific
domain of mobile telecom a service in a specific country. As a result, the applicability of findings
more broadly or to other specific forms of these types of service in a new setting is uncertain.
Secondly, this research was mainly based on only cross-sectional studies, so the study contains
typical limitations associated with this kind of research methodology. Thirdly, the sample only
represents consumers from a developing country (i.e., Bangladesh), thereby there is a limitation
regarding the generalizability of findings to other consumers in developed countries. And
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finally, the researcher had some limitations of both time and cost for conducting this research ,
as a result the researcher feels that this study may have some lacking in terms of adding more
value to this field.

1.9 Thesis Structure:
This thesis comprises six chapters, appendices and bibliography.

Chapter 1: Summary of the thesis provides a rationale of the research. It outlines the key
research into service quality and the extension of service quality level for the mobile
telecommunication industry and how its related to customer satisfaction level. This chapter also
discusses the gap in literature, and how this is applied specifically in Bangladesh is addressed in
this study objective.

Chapter 2: This chapter is mainly concerned about the detailed service quality measurement
literature primarily from the marketing discipline and its application in business strategy
formulation, especially in mobile telecommunication sector both in from global and local
perspective. Also, it tried to establish a link among the different constructs of service quality,
perceived value, customer satisfaction and continuance intention (mainly on switching
behavior, loyalty and promoting tendency). Different approaches to quality measurement and
its importance to behavioral output, particularly in mobile telecommunication has also been
discussed in this chapter.

Chapter 3: This chapter presents a detailed overview of the mobile telecommunication industry
in our country. This chapter also presents some key facts and figures related to this and
identifies the roles and challenges of regulatory authorities for mobile telecom industries.
Another important contribution of this chapter was to identify the key measures of different
service quality parameters that have been used as benchmarks for measuring the service
quality by various operators in Bangladesh.

Chapter4: This chapter will mainly discuss the conceptual model which has been developed for
this study. The context and explanation of different constructs, and thus the hypothesis
development is also the subject matter of this chapter.

Chapter5: This chapter details about the methodology that has been used for this study. This
chapter discusses the detailed outline about the mix methodology which has been used for
this study. First study was the exploratory study using in-depth interviews, focus group and
KIl to develop understanding of the attributes and dimensions used for the service quality
level measurement for the mobile telecom sector in Bangladesh. Second study was also
explanatory in nature as it takes the dimension identified in study 1 and seeks to confirm
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these through quantitative research and analysis. This chapter also discusses the research
paradigm, Instrument development and validation process that is questionnaire
development, sample size determination, selection, data collection process and data analysis
technique that have been used in this study.

Chapter 6: Data analysis and results found from the field is the main content of this chapter.
This chapter is mainly divided in three sections. The first section was for descriptive studies
and checking the validity of the data in general. Chi-Square was also used to test the
conceptual model and test the hypotheses that has been developed in particular at the
primary level. The second section was for exploratory factor analysis. Here, the significant
factor was identified as a part of the contributing factor for service quality and behavioral
outcome. Also, this technique confirmed the validity of the study by checking the cronbach's
alpha and other parameters. The third section uses the multiple regression technique for
predicting the unknown value of the variables identified in the study from the known value
of two or more predictors. This has also helped to answer the question about whether the
independent variables individually influence the dependent variable significantly.

Chapter 7: This chapter presents the conclusion of the thesis by summarizing the key
findings of the study, discussing its theoretical contributions and managerial implications,
examining the limitations of the research and making recommendations for further research.
Based on the findings of this study, conclusion and some recommendation have been made
for the mobile telecommunication operators in Bangladesh for the strategy formulation and
development of their service level to a global standard.

1.10 Research Limitations:

This study is not free from limitations. Firstly, the research was conducted within the specific
domain of mobile telecom service in a specific country. As a result, the applicability of
findings more broadly or to other specific forms of these types of service in a new setting is
uncertain. Secondly, this research was mainly based on only cross-sectional studies, so the
study contains typical limitations associated with this kind of research methodology. Thirdly,
the sample only represents consumers from a developing country (i.e., Bangladesh), thereby
there is a limitation regarding the generalizability of findings to other consumers in
developed countries. And finally, the researcher had some limitations to both time and cost
for conducting this research , as a result the researcher feels that this study may have some
lacking in terms of adding more value into this field.

A brief overview of the remaining chapters of this dissertation is depicted in Table 1.1 and
discussed in the following sections:
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Dhaka University Institutional Repository

Chapter One: Introduction

Problem definition, rationale and objectives

Research questions
Scope and theory
Methodology and contribution

Structure of the thesis

Chapter Two: Literature Review(Context)

Overview

Definition of service and characteristics

Conceptualization of service quality

The nature and characteristics of service

quality in the mobile telecom industry

Chapter Two : Literature Review(Theory)

Generic service quality theory

Service quality in information systems

Relationship among service quality,
satisfaction, continuance intentions
Overview
Chapter Three: An overview of the Mobile Key challenges and opportunities
telecom sector in Bangladesh Discussions and conclusion
Discussion of conceptual model
Chapter Four: Conceptual model and Discussion of key constructs
Hypothesis Development. Discussion of hypotheses
Research paradigm
Chapter Five: Research Methodology Instrument development and validation

process
Sampling plan

Data analysis technique

Chapter Six: Analysis and Results

Construct and measurement
Reliability and validity
Tests of hypotheses

Overall findings

Chapter Seven: Discussions and Conclusions

Discussion of results
Theoretical contribution
Managerial implications
Limitations

Future research directions

Conclusions
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1.11 Chapter Summary

In summary, this chapter of the study has provided the background and overview of this thesis.
The background information explicitly specifies the research gap in the literature. The research
problem, research question and objective and justification of the study clearly signify the
importance of this research. This chapter also provides an outline of the investigation including
the research framework, methodological approach and areas of contributions. Given the
framework of this thesis, the following chapter contains a comprehensive discussion of the
relevant theories which emerged from a detailed review of the literature focusing on specific
importer perspectives.
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Chapter 2

Literature Review (Context)

2.1 Overview:

This chapter provides a general understanding of Service Quality and its context, exploring the
nature and characteristics of Service Quality, Service Quality measurement parameters
focusing on the mobile telecom operators in the market of Bangladesh, the primary dimension
of mobile communication service quality and its platform channels. This study also addresses
the gaps of measuring service quality in the region of developing country context, thus ignoring
the economic cost and profitability of the mobile companies. For this, Service Quality appears
to be the most formidable challenge for all of the mobile telecom companies in Bangladesh,
especially where the mobile telecom sector lies in a very closed and competitive market. Thus,
the literature review covers both the contextual application of service quality in mobile telecom
sectors (Chapter 2) and service quality-related theoretical explorations (Chapter 3).

This chapter is designed as follows: (Section 2.2) discusses an overview of service in terms of
service definition, service characteristics and service categories. The next (section 2.3) outlines
the nature and characteristics of service and the nature and characteristics of mobile telecom
service quality and its parameters (section 2.4). These discussion lead to the following sections:
Service quality challenges of mobile telecom operators in Bangladesh (Section 2.5) and overall
research gaps: Mobile telecom service quality in developing country context (section 2.6).

2.2 Definition of Service :

2.2.1 Defining Service

Services are part and parcel of our lives. Shostack (1977) views services as essentially intangible
activities which fulfill certain wants. Many scholars (e.g., Bateson 1979; Kotler & Bloom 1984;
Zeithaml et al. 1985) have supported this logic and based their service definition on
‘intangibility’. Berry (1980, p. 24) defines a service as “a deed, a performance, an effort ... and
when a service is purchased, there is generally nothing tangible to show for it.” This definition is
very consistent with Kotler and Bloom’s (1984) definition which also identifies a service as an
activity or benefit under an exchange process that is based on intangibility and no ownership.
Gronroos (1988, p. 10) in his initial definition proposes that “a service is not a thing but a series
of activities or process, which moreover are produced and consumed simultaneously at least to
some extent ..” (p. 10). Recently, Gronroos (2000, p. 46) redefines services as “processes
thatconsist of a set of activities which take place in interactions between a customer and
people, goods and other physical resources, systems and/or infrastructures representing the
service provider and possibly involving other customers, which aim at solving customers’
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problems”. Acknowledging the process viewpoint of service, Zeithaml et al. (1996) introduced
perceived value orientation in services by identifying them as “deeds, processes or
performances”. Overall, Lovelock et al. (2001) proposed services as process-based economic
activities that provide place, form, time, problem solving or experiential benefits to the user. In
the same spirit, Fitzsimmons and Fitzsimmons (2006) define service as “a time-perishable,
intangible experience performed for a customer acting in the role of a co-producer”. Rai and
Sambamurthy (2006) echo the same concept by defining service as “a simultaneous or near-
simultaneous exchange of production and consumption, transformation in the experience and
value that customers receive from engagement with providers, and intangibility in that goods
are not exchanged”. Sampson and Froehle (2006) also focus on the co-production and identify
that “the customer provides significant inputs into the production process.” Overall, Kotler and
Keller (2006) synthesize service as “any act or performance that one party can offer to another
party that is essentially intangible and does not result in the ownership of anything”. They
identify service as an economic activity which provides benefits to a customer by bringing a
desired change in his or her status at a specific time and place.

However, Vargo and Lusch (2004) further update the extant notions by focusing on value rather
than utility and defining service simply as “the application of specialized competences
(knowledge and skills) through deeds, processes, and performances for the benefit of another
entity or the entity itself.” More precisely, they identify a “service” as the application of
resources for the benefit of another (Vargo & Lusch 2006). Supporting such a dictionary-like
definition of a service, Alter (2008) states that “services are acts performed for others, including
the provision of resources that others will use.” In the same spirit, IBM Research (2009)
provides a simple definition of a service by defining it as “a provider-client interaction that
creates and captures value.” Early scholars emphasized the concept of ‘intangibility’ in defining
services; however, present scholars identify a service as the application of ‘resources’ under a
‘process’ for the benefit of others. Overall, this study adopts the simplistic and unifying
viewpoints of Vargo and Lusch (2004) and Alter (2008) which define service as a process to
provide benefits to others using resources (e.g., skills, competences or better platforms).
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Table 2.1 Service characteristics and their implications in service research (Adapted from Akhter,2012)

Service Characteristics Challenges Implications References
Difficult to provide concrete
Intangibility evidence; difficult to evaluate | Ensuring service Berry (1980);

Service cannot be

tasted, smelled, touched

service quality; risk

and uncertainty in

visualizing service benefits.

benefits; documenting

performance; offering

guarantee.

Lovelock et al.

(2011); Shostack

(1977); Zeithaml

or seen. (1985); Zeithaml &
Bitner (2009).
Inseparability Limited production Ensuring quality of Berry (1980);

Services are produced
and consumed

simultaneously.

capacity; difficult to ensure
consistency in provider’s
equipment, facility or overall
systems.

interaction to ensure

service benefits.

Lovelock et al.

(2011); Zeithaml
(1985); Zeithaml &
Bitner (2009).

Variability

Services vary as per

Difficult to ensure
consistency, reliability and
service quality or harder to
protect  customers  from
service failures.

Determining quality

standards to prevent

service failures;

Berry (1980);

Lovelock et al.

(2011); Zeithaml

contexts implementing good (1985); Zeithaml &
service recovery Bitner (2009).
procedures.
Services cannot be stored;
Perishability time  pressure In  service Fixing service systems Berry (1980);

Services cannot be

Stored

execution; difficult to
manage service demands,
waiting time, right-time
service.

to adjust capacity.

Lovelock et al.
(2011); Zeithaml

(1985); Zeithaml &

Bitner (2009).
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Customer

Participation

Attitude and behavior of

service providers and

Ensuring

standardization in

Berry (1980);

Lovelock et al.

Services require coproduction
from

customers.

customers hugely influence
overall  service  quality,
satisfaction or future use
intentions.

service quality in

service execution.

(2011); Zeithaml

(1985); Zeithaml &
Bitner (2009).

No ownership

Nothing remains after

consumption; difficult to

Reducing dissonance by

ensuring service

Kotler & Bloom

(1984); Lovelock et

The ownership of

services cannot be

provide equal service

experience; less time to

benefits and customer

satisfaction.

al. (2011); McColl-
Kennedy (2003);

transferred. ;\c/)asli;itrihase quality; Zeithaml & Bitner
dissonance. (2009).

2.2.2 Exploring the nature of service:

The fundamental characteristics of services are based on intangibility, inseparability, variability,
perishability, customer participation and no ownership (see Table 2.1). Research on services has
always addressed these characteristics to identify their challenges and opportunities. As such,
theories and models in services literature have always focused on these characteristics to
extend knowledge.

‘Intangibility’ is the most basic nature of services which distinguishes them from goods
(Shostack 1977). Although intangibility is an important nature of services, it is logical to think
about intangibility on a continuum ranging from highly intangible to slightly intangible (Lovelock
et al. 2011; Zeithaml & Bitner 2009). Consumers cannot make a full evaluation of service quality
before purchase because of this nature. It indicates that the elements of service cannot be
tasted, smelled, touched or seen (McColl-Kennedy 2003). As services are inherently intangible,
it is very difficult for customers to evaluate service quality before consumption. Moreover,
service providers are generally located in different locations. As a result, it is harder for
customers to compare a particular service performance with other providers due to the lack of
easily available reference points (Lovelock et al. 2011). Services also cannot be experimented
with or sampled before involvement in the exchange process, which creates additional
perceived risk for consumers in terms of functional or emotional benefit (Akter et al. 2010a;
Dagger & Lawley 2003).
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‘Inseparability’ refers to the simultaneous production and consumption of a service. It indicates
that it is very difficult to separate the service from its provider (Berry 1980; Zeithaml 1985). It
also indicates that customers are expected to cooperate and coproduce the service by
interacting with the provider’s equipment, facility and systems (Vargo & Lusch 2006). The
degree and nature of consumers’ involvement in the service process influences service
performance and the quality of the encounter (Dagger & Lawley 2003). In other words, the
quality of interaction between provider and customer influences the customer’s perception of
service quality and satisfaction. This feature indicates that both service providers and
consumers are required to play an active role in order to enhance productivity, experience and
satisfaction. This also highlights the roles of dynamic ‘front stage’ and ‘back stage’ to provide
better customer experience (Sousa & Voss 2006).

‘Variability’ implies that it is difficult to maintain consistency in service outcomes (Berry 1980;
Lovelock et al. 2011; Zeithaml 1987; Zeithaml & Bitner 2009). Because of the use of people in
service delivery, simultaneous production and consumption and other extraneous factors, wide
variation is seen in service performance. As people are involved in the service process,
providers and customers with differing backgrounds make it difficult to control service quality.
As such, differences in attitudes, transaction speed and quality of performance influence
service interaction and sometimes lead to service failures (McColl-Kennedy 2003). Variability
also indicates that the difference in provider and customer orientations in terms of personality,
manner and actions leads to variation in service perceptions and evaluations. Due to service
variability, it is not always possible to generate identical service outcomes each time the service
is executed. Thus, it is critical to reduce variability by adopting standardized procedures at all
service touch points which can be done by adopting rigorous management of all service quality
dimensions.

‘Perishability’ indicates that services perish (McColl-Kennedy 2003). Services are ephemeral and
cannot be stocked. It also suggests that services cannot be returned once they have been
purchased. It is important to manage demand levels by matching service capacity (Zeithaml &
Bitner 2009). It is also critical to manage demand and supply at a particular time to satisfy
service needs. Thus, in case of no demand, service is wasted and, in case of over demand,
customers have to wait. Service providers face major challenges when there is variation in
demand. Thus, a critical task is to manage demand levels according to available resources. In
addition to these basic characteristics of services, the role of the customer in production and
delivery influences service performance (Berry 1980). Since service is an exchange process, the
quality of customers’ input influences service outcomes (Zeithaml et al. 2004). To improve the
quality of input, customers should be provided with proper knowledge about the service
process using communication channels. For high involvement services, such as in health care, it
is often important to train customers to provide quality input for a better service outcome
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(Dagger & Lawley 2003; Lovelock et al. 2011; Zeithaml & Bitner 2009). Furthermore, as the
exchange process in service does not transfer any ownership to customers, customer
experience makes a real difference in service perception. This characteristic indicates the
challenge of effectively reducing ‘customer dissonance’ to manage a long-term relationship.
Overall, the basic characteristics of services indicate that service evaluations are highly
subjective and context specific (Brady & Cronin 2001).

2.3 The definition of quality:

Numerous researchers and scientific associations have tried and are trying to define the
concept of quality based on different aspects. It is safe to say, however, that as of this day we
do not have one uniform definition. The main reasons of it are found in the below
characteristics of quality (Veres, 2005, p. 68.):

e quality is objective and subjective at the same time, it can only be generalized to a
limited degree,

e among its factors there are specifications, which can be measured; and others, that
only can be appraised,

e quality can mean a technical-efficiency level and any departure there from (condition),

e it has perceivable use effects and effects that the purchaser does not consciously
perceive.

2.3.1. Development of the definition of quality:

Paranyi (2003, 2006) describes the change of the concept of quality in light of the historic
development. Quality originally was connected to tangible products and as supported by
Juran’s “fitness for use” (Juran, 1988) and Crosby's “zero defect” theory (Crosby, 1979). Later
this interpretation expanded lineally as well and experts started to apply the concept of
quality (and its criteria) to all elements of the production chain, creating products or services,
rather than to one product. In other words, they addressed the quality of the entire
production or consumption process (e.g. in assessing the quality of a product, the production-,
sale-, and customer service procedures are taken into consideration as well). Feigenbaum
defined the quality of a product or a service as ,the total composite product and service
characteristics of marketing, engineering, manufacture, and maintenance through which the
product and service in use will meet the expectations of the customer”

(Feigenbaum, 1991, p. 7).
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A — conformance with standards
B — conformance with practical needs . .
The subsequent development was characterlzecfeby a %ﬁ‘t towarc?s the service quality of

intangible products (such as reseatth apgdfdaviatament, cerginea’ingecds the significance of
services in the economy skyrocketed, quality too started to have an ever-expanding
importance in the sector. Quality wl%EiSQé‘fSFél%%‘acFe ei\}gnct (:t)otlﬁgri"al}astsg%trum of the service
sector: from industrial services (e.g.n%g escommunication), through personal and small-business

services (e.g. hair salons) to public qgwi@@ﬁﬁﬁﬁarﬁseaduﬁa@tqp@a@emtm@are).

One constant component of the quality definitions is meeting customer expectations or
demands. Be it a product or a service, suitability to meet customer demands is a significant, if
not the most important, element of the concept of quality.

As Freund put it: "the characteristics of a product or service that bear on its ability to satisfy
stated or implied needs” (Freund, 1985, p. 50). Pursuant to Deming’s interpretation, quality
"exceeds” the expectations of the buyer during the lifetime of product (or service). In his
opinion the concept of quality has no meaning, unless it composes (frames) the expectations
of buyers (Deming, 1986).

According to the traditional interpretation, quality meant compliance with internal
prescriptions and standard; then it was identified with suitability for use; in the most current
interpretation of the word, quality means not simply meeting or exceeding buyer needs,
rather meeting or exceeding environmental, social expectation (see figure no. 2.1)

Today “quality is construed in a more comprehensive manner; it refers to the entire
organization (company, instrument), its environment, infrastructure and the society as well.
Organizational, social culture as well as the category of life-quality gain true quality content.”
(Paranyi, 2006, p. 8.).

o

D D
C C C
B B B B

119¢p 1970 1980 1990 2000

Figure No 2.1: Development of the interpretation of quality (Source: Kormos, 2000, p. 18.)
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2.3.2. Approaches to defining quality:

Majority of the definitions are originated by the etymological interpretation, which holds that

quality is a status, a characteristic, the fitness or the value of performance. In Garvin's

definition quality means the totality of the above factors (Garvin, 1984).

Among the multiple definitions of quality, besides the above comprehensive interpretation,

further interpretations are possible according to the direction or the main factor of the

definition. Garvin (1988, pp. 41-46.) on this basis defined the five quality approaches as

follows:

Transcendent: quality can only be determined by empirical experiences, e.g. we can only
judge the work of a fine artist (the work quality) if we look at his/her works.

Product-based approach: quality is defined by the existence or lack of certain
characteristics. If the product or quality — from the viewpoint of the person making the
judgment — has advantageous, desirable characteristics, the customer will find it a high
quality product or service.

Manufacturing-based approach: quality means that the product or the service in the
course of manufacturing conforms to the predetermined expectations and
specifications. If the specifications are not met, the quality is poor. This approach
presumes that the product or service specifications are closely connected to the buyers’
expectations, and compliance with those will determine customer satisfaction.

User-based approach: quality is determined by the user. Meeting the costumer’s
expectations is the central criteria of the concept of quality. This approach is parallel to
the “marketing concept” of Kotler (1998), which states that the primary objective of an
organization is to fully satisfy the customer.

Value-based approach: quality is determined by the rate of the efforts, the customer
must exercise to receive the service or to possess the product (e.g. money, searching)
and the gain (value) derived from using the service or acquiring the product. Acquiring a
certain product at a reasonable price will make the customer perceive that quality is
higher (feeling that it is worth it), than purchasing the same product at a high price.

2.3.3 Process Quality:

Veress determines quality as the quality of the overall production-consumption procedure.

Veress maintains that: “the quality of the production-consumption process is the judgment

of those interested in the production-consumption procedure (the consumer, the producer

and the society) on the value of the above procedure as influenced by the environment of
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the connection existing between the procedures (e.g. the development of market
economy, the organizational structure of the state administration and that of the market
economy” (Veress, 1996, pp. 32-39.). Besides the subjective characteristics of the quality,
he includes the factors of the reliability of the procedure (the expected time of procedure’s
faultless operation) and the safety of the procedure (whether the procedure contains no
danger for the concerned parties).

The definition of quality needs to be separated from the concept of fitness. He maintains
that “the procedure (product, system) is fit if it meets the provisions of the given
requirement system” (Veress, 1996, p. 40.). However, in the assessment of customer,
compliance with the criteria does not necessarily equal to quality (Veress, 1996).

2.3.4 Strategic Quality:

As we could see, there are several theories on quality, but —regardless of the chosen
definition — we must avoid interpreting it as a well-sounding but empty phase. On the
organizational level quality and quality-consciousness is a strategy, which is implemented
in the organization, pervading and following the procedures. Tenner and DeToro held that
quality is “a basic business strategy that provides goods and services that completely satisfy
both internal and external customers by meeting their explicit and implicit expectations”
(Tenner and DeToro, 1992, p. 31.).

2.3.5 Conclusions Relevant to Quality definitions:

The I1SO 9000 quality management system provides a general interpretation of quality. The
technical dictionary (ISO 9000:2005) defines quality as the "degree to which a set of
inherent characteristics fulfills requirements”. In this format the definition reflects the
general nature of the standards, and requires explanation at many points depending on the
field of application.

The definition can be interpreted relevant to the production/service procedure and to the
result of the procedure. According to the premise of the definition, quality is an overall
value, derived by comparing the expectations and the inherent characteristics; but because
of its general nature, it is not clear which are the examined characteristics, and what
expectations those have to meet. In case of products (both tangible and intangible) these
are objectively determined requirements. In case of services subjectivity is significant,
because circumstances are determined not only by the individual, but by the service and its
environment too.

In connection with physical or other (such as intellectual) products and their production,
the characteristics to be assessed are often clearly identifiable (such as 14 screw nuts,
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where the characteristics are determined by standards (such as diameter, thread etc.) In
comparison, in case of services (which are based on the interaction of the individual and
the organization, and where the role of the subject is stressed) intrinsic characteristics are
also determined by the process of the service, the result, the geographical place, or the
culture of the place where the service is provided, and this makes any generalization
problematic.

In this thesis, based on the relevant professional publications, | accepted the following
comprehensive definition of quality (which in my opinion is a comprehensive definition of
high information value): Quality means the comprehensive value judgment of the customer
rendered in connection with a given unit, expressed by the degree of meeting or exceeding
the material internal and external specifications relevant to the unit, as perceived by the
customer.

Intrinsic characteristics are determined by the organization and the objective features
determined by entities surrounding the organization (e.g. sectoral standards, internal rules,
social expectations etc). External qualities are rather determined by subjective customer
expectations and preferences relevant to the unit. The factors determining quality may of
course change on an individual basis.

2.4 Conceptualization of Service Quality:

Parasuraman, Zeithaml, and Berry (1985) suggest that service quality is an abstract and elusive
construct, mainly due to the unique characteristics of services— intangibility, heterogeneity,
and inseparability of production and consumption. Brady and Cronin (2001) maintain that
despite a number of service quality studies, there is no consensus on the conceptualization and
measurement of service quality, the dimensions of service quality, and the content of the
dimensions.

Service quality is described as a form of attitude, as it is a global judgment relating to the
superiority of the service (Cronin and Taylor, 1992; Carman, 1990; Parasuraman, Zeithaml and
Berry, 1988). However, service quality is not equivalent to satisfaction (Cronin and Taylor, 1992;
Bolton and Drew, 1991; Parasuraman et al., 1988). Service quality and customer satisfaction are
distinct in two aspects. First, service quality is a long-run overall evaluation, compared to
customer satisfaction, which is a specific transaction measure (Bolton and Drew, 1991; Bitner,
1990; Parasuraman et al., 1988).

Second, although service quality and customer satisfaction may both result from the
comparison of customer expectations with the service performance (the disconfirmation
paradigm), the term —expectations is viewed differently in the service quality and satisfaction
literature. Expectations are viewed as customers’ predictions about service performance in the
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satisfaction literature, whereas expectations are viewed as the desires or wants of customers in
the service quality literature (Parasuraman et al., 1988).

2.4.1 Nordic Perspectives versus American Perspectives of Service Quality:

Brady and Cronin (2001) suggest that there are generally two types of alternative
conceptualizations of service quality presented in the service marketing literature. One is the
—Nordic perspective (Gronroos 1984, 1982), which conceptualizes that functional and
technical quality are two dimensions that contribute to a customer’s overall perception of
service quality. The other is the —American perspective (Parasuraman et al., 1988), which
adopts the terms reliability, responsiveness, empathy, assurances, and tangibles that indicate
service encounter characteristics. While the —American perspective dominates the services
marketing literature, a consensus over which approach is superior has not been reached (Brady
and Cronin, 2001).

More detailed discussion regarding different theory of service quality models will be discussed
in the next chapter.

2.5 The nature and characteristics of Service Quality in the mobile
telecommunication Industry

If we say that "Quality" is a word, and it has various points of direction, mobile
telecommunication is definitely far more complex than its simple meaning. What precisely is
service quality as applied to telecommunications and how is it measured? How are different
aspects of service quality affected by the transition to competition, technological
developments, and other changes? How do customers differ in their requirements for quality?
Obviously, concern for network reliability, availability of new services, consumers trust,
regulation and competition play a vital role to determine the service quality in the mobile
telecommunication industry, apart from the regular framework for measuring service quality
for any business/service type.

The Service Quality in the mobile telecommunication industry depends on both the telephone
network and the supporting services. The first is known as ‘equipment and system oriented
quality’ and the second as ‘people and process oriented quality.” Equipment and system
oriented quality consists of activities directly related to the network while people and process
oriented quality consists of activities provided over the telephone network or face to face. The
equipment and system oriented quality can be either objective (e.g. percent of access lines
served by digital switches) or subjective (e.g. satisfaction with voice clarity).Similarly, people
and process oriented quality can be either objective or subjective. (Yusuf, 2010)

In mobile telecommunication literature, service quality has been conceptualized in different
ways. Some of the researchers measured mobile service quality as customers' “overall
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evaluation of their experience with the service provider, and did not consider it as a
multidimensional construct (Akroush et al., 2011; Aydin & Ozer, 2005; Edward et al., 2010; Liu
et al.,, 2011; Shin & Kim, 2008; Lai et al., 2009). Nonetheless most researchers considered
mobile service quality as a multidimensional concept. However, the number and content of
these dimensions are different across studies. Some of them used and adapted generic models
like SERVQUAL to measure mobile service quality (Boohene & Agyapong, 2011; Leisen & Vance,
2001; Negi, 2009; Wang & Lo, 2002). Moreover, SERVQUAL or SERVPERF, as very general
instruments, are inadequate to measure mobile service qualities in making satisfactory service
related decisions because the dimensions of service quality depends on the type of service
offered (Babakus & Boller, 1992). For example, Wang and Lo (2002) employed a modified
version of SERVQUAL model to measure service quality of mobile phone operators in China.
They added network quality dimension to the model based on focus group discussions and
expert opinions. According to their findings based on structural equation modeling, the most
important service quality dimensions in predicting customers' “overall satisfaction was
assurance, followed by reliability and network quality. But they found no evidence to support
the influence of responsiveness and empathy on customer satisfaction (Wang & Lo, 2002).

Similarly, Negi (2009) tried to modify SERVQUAL scale to best fit in the context of mobile
telecommunication market in Ethiopia. In a pilot study, respondents were asked about
additional service quality dimensions by using open-ended questions. Three additional
dimensions were derived including network quality, compliant handling and service
convenience. According to regression analysis, network quality scored the highest in predicting
overall customer satisfaction followed by reliability, empathy and assurance (Negi, 2009).

Some researches in mobile telecommunication industry extended the traditional definition of
service quality and incorporated aspects particularly relevant to mobile services. For example,
Eshghi et al. (2008) used literature review to identify thirty two attributes relevant to mobile
telecommunication industry. Six factors were derived using factor analysis including relational
quality, competitiveness, reliability, reputation, customer support and transmission quality.
These factors were taken as service quality dimensions. Based on regression analysis,
competitiveness and reliability had the greatest effect on customer satisfaction followed by
relational quality and transmission quality. Also, a regression analysis was done to identify most
important service quality dimensions in predicting repurchase intension of customers. Results
indicated that relational quality and reliability are the most determinant factors in customers'
purchase decisions (Eshghi et al., 2008).

In another study on the perceptions of mobile phone operators" service quality, Santouridis
and Trivellas (2010) suggested that customers evaluate service quality of their mobile phone
operators based on quality of six dimensions including network, value-added services, mobile

31


Anis-pc
Typewritten text
Dhaka University Institutional Repository


Dhaka University Institutional Repository

devices, customer service, pricing structure and billing system. This scale was administered to
two hundred five residential non-business mobile phone users in Greece. Their findings show
that customer service, pricing structure and billing system are the service quality dimensions
that have the most significant positive effect on customer satisfaction, which in turn have
significant positive impact on customer loyalty (Santouridis & Trivellas, 2010).

Table 2.2 Dimensions of Mobile telecom Service Quality in different Literature (Adapted
from : Hosseini et al.,2013)

Dimensions Researchers

Network Quality Wang and Lo (2002); M. K. Kim et al. (2004); H. S. Kim & Yoon (2004); Kassim
(2006); Lim et al. (2006); Eshghi (2008); Ling & De Run (2009); Negi (2009);
Pezeshki, Mousavi & Grant (2009); Santouridis & Trivellas (2010); Wong (2010);
Gunjan et al. (2011); Gautam (2011); Liang, Ma & Qi (2012)

Value-added services M. K. Kim et al. (2004); H. S. Kim & Yoon (2004); Lim et al. (2006); Santouridis &
Trivellas (2010); Gunjan et al. (2011); Jahanzeb, Fatima & Khan (2011)

Pricing Plans M. K. Kim et al. (2004); Lim et al. (2006); Ling & De Run (2009); Santouridis &
Trivellas (2010); Gunjan et al. (2011)

Employees Competency | Eshghi et al. (2008); Krishnan & Kothari (2008); Jahanzeb et al. (2011)

Billing System Lim et al. (2006); Krishnan & Kothari (2008); Pezeshki et al. (2009); Santouridis &
Trivellas (2010)

Customer Service H. S. Kim & Yoon (2004); M. K. Kim et al. (2004); Lim et al. (2006); Kassim
(2006); Pezeshki et al. (2009); Negi (2009); Negi & Ketema (2010); Y. E. Kim &
Lee (2010); Santouridis & Trivellas (2010); Gautam (2011); Gunjan et al. (2011);
Jahanzeb et al. (2011); Khaligh, Miremadi & Aminilari (2012)

Convenience M. K. Kim et al. (2004); Ling & De Run (2009); Negi (2009); Liang et al. (2012)

Moreover, Lu et al. (2009) developed a multidimensional and hierarchical model to measure
mobile service quality. They proposed that mobile service quality was composed of three
primary dimension, which are interaction quality, environment quality and outcome quality.
Each primary dimensions further included sub-dimensions. An instrument was developed and
empirically tested using data collected from four hundred thirty eight mobile brokerage service
users (Lu et al., 2009). Also recently, Zhao et al. (2012) used this model to assess the effect of
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Network Operator

e Network Coverage
e Network Stability

mobilNREIRBAFIRRSGIOR service quality on customer satisfaction and the continuance
int&ntiBPBPHRBEAGARGESEded services. Their findings showed that all three dimensions of
serVicd GIANRGOARIPRENARLIRE & REOYINGPWHRRE on customer's satisfaction and continuance

intention (Zhao et al., 2012).

Many other researches were reviewed and mobile telecommunication service quality

dimensions which can be evaluated by customers in their decision making have been identified.
Physical . . Electronic channel )

(Hosseinj et al.,2013) Table 2.2 on the previous page summarizes identitied dimensions along
Channel/Interpersonal

) with their respective sources. Mobile Telecom Access by dialing
Interaction

service received by hotline numbers,
Between Opefutdrk Nature of Mobile Telegommiervice Quality Chanmneknails etc.
Employee andrRestoraps practically two different types of channel that exist in providing mobile telecom
through differrdtegctone is Electronic channel and the other is Physical channel .Through the Electronic
points. Channel customer compliant handling, providing solutions of customers' problem, Bill enquiry,
Mobile health service, bill payment, etc. services are given to the customer. This study defines
the mobile phone as the electronic channel or as the means of communication using advanced
telecomrGRARATS FEEATHBRMSEYHS Qrel tHRALRARERS A Anologies through which a service is
delivered to (or reaches) the customer (Sousa & Voss 2006).

Figure2.2: Mobile Telecom Service quality Platform
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The study defines Physical service as the customer’s service experience provided with human
intervention In this particular instance, human intervention takes place in the front office (i.e.,
employee-customer interaction), whereas technology-based service systems operate in the
back office (service delivery systems) for assisting in the physical service delivery process. The
range of services that customers usually receives here are : SIM related services, availability of
connections, consultation etc.

2.5.2 Service Quality Challenges of mobile operators in Bangladesh:

The mobile telecom industry in Bangladesh, like many other cases in other countries, has seen
growth in mobile penetration that has actually exceeded the primary expectations. It has
undoubtedly had a transformative impact on the aggregate economy, Employment,
communication, health, productivity and overall quality of life. It has also shown its impact on
rural communication which has been transformed in the form of small enterprise, development
in agriculture, providing m-health services to the unreachable and vulnerable rural community
and created a positive impact on poverty alleviation. The Government's view to "Digital
Bangladesh" has also likely to present a major opportunity to this sector.

Mobile Telecom Operators in Bangladesh, like any other developing country face challenges in
sustaining margins with declining ARPU (Average Revenue per user). Population Distribution
Patterns in developing markets complicate the situation since access to telecom services vary
significantly between urban and rural areas. Operators in this case, need to balance the cost of
operation in congested and saturated urban set ups with costs of new network rollouts in other
areas. In this case, tower sharing offers a compelling proposition for saving costs and reducing
time-to-market.( AT Capital research, 2010)

Bangladesh Mobile telecom sector already suffers one of the highest tax rates in the world,
which also works as a hindrance to provide cheap rated service to the customers. This has been
a major complain from the customers. ( AT Capital research, 2010)

Higher Broadband wholesale price, lack of information technology enabled services, and
regulatory uncertainty are also some key challenges that the mobile operators in Bangladesh
face. (AT Capital research, 2010)

Lack of parameters in monitoring and setting specific benchmark in Service Quality
measurement from BTRC is also a factor. Operators usually monitor and control Service Quality
by their own set parameters. For this reason, there is no common unique platform where all
the mobile operators can be monitored and compared as per their given service. Also, lack of
awareness among the consumers regarding the mobile telecom service quality and the role of
the regulatory institution for resolving these issues are highly absent, therefore, customers are
reluctant to address these issues robustly.
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2.5.3 Overall Research Gaps: Service Quality in the Mobile
Telecommunication industry in Bangladesh:

Like other sectors, Service Quality in telecom sectors is becoming an issue day by day almost in
every country, because customer satisfaction and continuance intention is highly related to
service quality, which is also a prime factor for a company's profitability. However, there are
few studies with adequate sample size and rigorous study design which have assessed the
service quality of Mobile Telecom sectors in Bangladesh.

The first research gap relates to a lack of published research regarding customers' perceptions
of service quality in the Bangladesh mobile communications market. The service quality
dimensions and how these dimensions impact on subscribers’ perceptions of service quality in
Bangladesh have not been fully investigated.

The second research gap relates to a lack of published research pertaining to the service quality
dimensions that the Bangladesh mobile subscribers perceive to be more or less important. This
research gap is important, as mobile communication services providers cannot be confident
that they are resourcing the appropriate dimensions of mobile communication services that
their subscribers perceive as important.

The third research gap relates to a lack of published research investigating the relationships
between service quality, customer satisfaction, continuance intention and perceived switching
costs, in the Bangladesh mobile communications market. This research gap is important as
several service marketing academics suggest that new studies are required to investigate the
relationships that exist among these important marketing constructs in service industries (Lai et
al., 2007; Adyin and Ozer, 2005; Wang et al., 2004; Caruana et al., 2000; Nguyen and LeBlanc,
1998; Cronin and Taylor, 1992; Bitner, 1990).
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2.6 Literature Review (Theory)

2.6.1 Overview:

The objective of this chapter is to explore different service quality theories and find out the
fundamental nature and the gaps of these theories from the service quality on the mobile
telecommunication perspectives particularly in developing countries like Bangladesh. In the
previous chapter (Chapter 2) the contextual application of service quality has been discussed in
detail, hence, this chapter will explore in detail different service quality theories which have
been widely used in academic world and helped to explore its application in different industrial
context. So, the main focus of the chapter is to concentrate on the service quality concept from
different perspectives. This chapter argues that the nature of service quality for a technology-
mediated service is complex, thus, it is necessary to explore this concept using a cross-
disciplinary approach, that is, generic theories from marketing, and information systems
research in services literature.

This chapter is designed as follows:(section 3.2) explores different generic service quality
theories. (Section 3.3) discusses service quality theories in Information System and their
relevance to mobile service context, the next section ( section 3.4) emphasized on service
quality theory focused particularly on mobile telecom area to critically analyze their
dimensions, relevance and limitations. (Section 3.5) discusses challenges in mobile telecom
related service quality theories. The next section ( Section 3.6) explores the associations of
Service Quality and its outcome constructs like Satisfaction and Behavorial intention,
particularly on Continuance intention and Net Promotion Intention. This section will try to focus
in detail on different theories related to this and the underlying gaps in these literatures.
(Section 3.7) will identify the overall gaps in the above mentioned area in the form of major and
specific gaps and their research specific relevance. Finally, (section 3.8) provides a summary of
the chapter.

2.6.2 Defining Service Quality in Theories:

Quality is an important ingredient for any service. The Japanese viewpoint treats quality as
‘zero defects’ (Parasuraman et al. 1985) and some researchers (e.g., Crosby 1979) treat it as
‘conformance to requirements.' In a comprehensive review, Reeves and Bednar (1994)
identified four dominant views of quality: quality as excellence, quality as value, quality as
conformance with specifications and quality as meeting expectations. According to Grénroos
(2000), quality is a complicated and indistinct concept and there is no single universal definition
of quality in the literature. In addition, due to its ‘elusive’ nature (Parasuraman et al. 1985;
Smith 1999), research in this sector has still remained ‘unresolved’ (Caruana et al. 2000, p. 57).
Indeed, it has remained a difficult concept to grasp (Brady & Cronin, 2001) and “far from
conclusive” (Atbanassopoulos 2000, p. 191). The extant research has undertaken either a

36


Anis-pc
Typewritten text
Dhaka University Institutional Repository


Dhaka University Institutional Repository

production-oriented or customer oriented view of quality (Gummesson 1991). Whereas the
production or manufacturing-based approach focused on objective or technical quality to
measure standardized products (Crosby 1984; Kasper 1999; Oliver 1997), the customer-
oriented approach focused on the perceptions of customers or quality in the eye of the
customer (Andaleeb 2008; Brady & Cronin 2001; Dagger et al. 2007; Gronroos 1984;
Parasuraman et al. 1988; Rust & Oliver 1994). In addition, due to its ‘elusive’ nature
(Parasuraman et al. 1985; Smith 1999), research in this sector has still remained ‘unresolved’
(Caruana et al. 2000, p. 57). Because of the complex nature of quality, the customer-oriented
view has become the mainstream approach in defining quality in service research (Schneider &
White 2004). Thus, in focusing on the customer-oriented view, the International
Telecommunication Union (1994) defines it as “the collective efforts of service performance,
which determines the degree of satisfaction to the end user.” The European Union’s R&D in
Advanced Communications Technologies in Europe (RACE 1994) program defines quality of
service as “a set of user perceivable attributes of that which makes a service what it is. It is
expressed in user-understandable language and manifests itself as a number of parameters, all
of which have either subjective or objective values.” These definitions reflect that quality of
service should be viewed from the users’ point of view to measure the performance level of an
entity.

Dagger et al. (2007) define quality “as a consumer’s judgment of, or impression about, an
entity’s overall excellence or superiority” which is consistent with the generic definitions in
services literature provided by Bitner and Hubbert (1994), Boulding et al. (1993), Cronin and
Taylor (1992) and Parasuraman et al. (1985, 1988). In defining and conceptualizing perceived
service quality, Gronroos (1984) suggests using expectation as a reference point against which
performance can be judged, but Parasuraman et al. (1985, 1988) define perceived service
quality as the difference between expected and perceived service. Parasuraman et al.’s (1988)
difference score definition became very popular; however, it faced serious criticisms from
subsequent researchers (e.g., Babakus & Boller 1992) as expectation score adds little value to
service quality measurement. Thus researchers (e.g., Brady & Cronin 2001; Dabholkar et al.
2000) focus only on “perception measures” in order to define and conceptualize perceived
service quality as perception scores performed better than difference scores.

The conceptual definition of service quality has always received an abstract focus by identifying
the dimensions as a second-order factor model (Gronroos 1984; Parasuraman et al. 1988; Rust
& Oliver 1994) or third-order factor model (Brady & Cronin 2001; Dabholkar et al. 1996; Dagger
et al. 2007; Fassnacht & Koese 2006; Parasuraman et al. 2005). This dimensionality of the
service quality concept suggests that service quality might have first-order, second-order or
third-order dimensions which are reflected by a higher-order overall perceived service quality.
It indicates that overall service quality has a reflection over dimensions and sub dimensions.
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Highlighting the complexity of such hierarchical dimensions of the service quality concept,
Dagger et al. (2007, p. 24) suggest that “modeling service quality in this way recognizes that the
evaluation of service quality may be more complex than previously conceptualized.” The extant
literature has also emphasized that conceptualization of service quality should be context
specific (Babakus & Boller 1992; Carman 1990; Dabholkar et al. 1996; Dagger et al. 2007).

Although studies have frequently highlighted the context-dependent nature of the service
quality concept, relatively few studies have focused on such modeling. As such, there is
evidence of many failed attempts to capture service quality by applying generic service quality
models in new contexts (Dagger et al. 2007). Overall, synthesizing the above findings, the study
defines service quality as a multidimensional, hierarchical and context-specific concept which
should always be viewed from consumers’ perspectives (Akhter, 2012).

2.6.3 Generic Service Quality Theories:

Traditionally, generic models (e.g., Gronroos 1982; Parasuraman et al. 1985; Rust & Oliver
1994) have played a predominant role in service quality literature and have been applied in
different disciplines, such as, services marketing, information systems and health care. In fact,
marketing literature, particularly services quality and customer satisfaction, have played a
crucial role in establishing the foundation for traditional service quality theory (Brady & Cronin
2001). In the following sections, this study discusses the classic service quality theories for
typical service settings such as:

Firstly, this study focuses on the Nordic model which was introduced by Gronroos (1982, 1984).
This model suggests that perceptions of service quality should be measured under two
dimensions (Gronroos 1982), that is, functional quality (how) and technical quality (what). The
functional quality focuses on the delivery mechanism and captures customers’ perceptions
while services are delivered (Brady & Cronin 2001). And the technical quality focuses on service
information and captures customers’ reactions to it. Gronroos (1984) based his arguments on
the disconfirmation paradigm and suggested that the service quality should be measured by
comparing expected service with perceived service. Although this is one of the foundational
theories and famous for its seminal conceptualization among researchers (e.g., Bitner 1990;
Lassar et al. 2000; Oliver 1997; Rust & Oliver 1994), it has been seriously criticized for its limited
dimensions. As a result, subsequent literature (e.g. Brady & Cronin 2001; Dabholkar et al 1996;
Parasuraman et al. 2005) proposed service quality as a multilevel and multidimensional
concept. Some researchers (e.g., Carman 1990; Dabholkar et al. 1996) questioned the absence
of sub dimensions and argued that it is necessary to integrate sub dimensions to grasp the
complexity of human perceptions.
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Secondly, the study concentrates on the SERVQUAL model (Parasuraman et al. 1988). This
model (see Table 3.1) is quite dominant in services literature (Ma et al. 2005; Jia et al. 2008)
and applied widely in industry (Brown et al. 1993), such as, health care, public recreation
centers, banking, etc., which sometimes indicates that scholars around the world are using
SERVQUAL as a basis for their own industries (Parasuraman et al. 1990). It may be noted that
the initial exploratory research of Parasuraman et al. (1985) came up with 10 dimensions for
assessing any service by consumers and these are tangibles, reliability, responsiveness,
communication, credibility, security, competence, courtesy, understanding and access.
However, because of the overlapping nature of the initial dimensions, this model was later
modified into five dimensions (reliability, responsiveness, assurance, empathy and tangibles)
and named as the SERVQUAL model (see Table 3.1) (Parasuraman et al. 1988).

Table 2.3 Summary of the SERVQUAL model (Adapted from Akhter, 2012)

Original 10 dimensions ) . o

(Parasuraman et al. SERVQUAL dimensions Definitions

1985) (Parasuraman et al. 1988)

Reliability Reliability Ability to perform the
promised service dependably
and accurately.

Responsivenes Responsiveness Willingness to help customers
and provide service.

Competence, Courtesy Assurance Knowledge and courtesy of

Credibility, Security employees and with trust and
confidence.

Access, Communication Empathy Customized and caring

and attention.

Understanding Customer

Tangibles Tangibles Appearance of physical
facilities, equipment,
personnel and communication
materials
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Using SERVQUAL, researchers measure service quality by comparing service expectation with
service perception under 22 Likert scale-based items. The perceived service quality score is
calculated by subtracting the perception score from the expectation score across 22 pairs of
items which could be used for individual diagnostic purposes as well as for an overall service
quality measurement (Brown et al. 1993). However, despite its popularity and widespread
application across the industry, the model has been seriously criticized for being designed as a
generic measure across all contexts rather than a customized one (Babakus & Boller 1992;
Carman 1990; Dabholkar et al. 1996). Customization may take place in the form of adding new
items or changing the wording of the items as per the application (Carman 1990; Dabholkar et
al. 2000; Dagger et al. 2007). Modified versions of the model dropped the expectation
dimension entirely (e.g., Boulding et al. 1993; Cronin & Taylor 1992; DeSarbo et al. 1994;
Parasuraman et al. 1991, 1994; Zeithaml et al. 1996) because the expected service is always
higher than the perceived service (Brady & Cronin 2001) and it is hard to measure service
expectation in the case of credence properties such as health services (Andaleeb 2008; Dagger
et al. 2007). Furthermore, some researchers (e.g., Boulding et al. 1993) added dimensions to
the expectation portion of the model and some others (Carman 2000; DeSarbo et al. 1994)
applied conjoint analysis instead of the difference method to determine service quality
perception. Methodologically, the model was questioned because of its item-total correlation
(Carman 1990; Dabholkar 2000), unidimensionality (Mangold & Babakus 1990; Brady & Cronin
2001), construct validity (Peter & Churchill 1986; Ma et al. 2005), poor reliability of the
difference score problem (Brown et al. 1993) and limited contextual application (Dagger et al.
2007; Finn & Lamb 1991). Subsequent studies (Dabholkar et al. 1996, 2000; Brady & Cronin
2001; Dagger et al. 2007; Teas 1993) mentioned that the disconfirmation model has conceptual,
theoretical and measurement problems and suggested that alternative perceived quality
models should be used. Therefore, Cronin and Taylor (1992, 1994) proposed that a direct
measure of perceptions, such as SERVPERF, is a preferable means to avoid the discrepancy
between expected and perceived service quality. They contend that SERVQUAL is too simplistic
to measure this complex cognitive evaluation process by separately measuring the expected
and perceived level of service quality and subtracting these scores. Critics both in marketing
(e.g., Brown et al. 1993; Cronin & Taylor 1992, 1994; Teas 1993, 1994; Brady & Cronin 2001;
Dagger et al. 2007) and in information systems (IS) (e.g., Kettinger & Lee 1997; Van Dyke et. al.
1997, 1999; Jia et al. 2008; Ma et al. 2005) point to conceptual and empirical difficulties with

Ill

the original SERVQUAL instrument and suggest that alternatives to the original “gap scored”
model be used. Despite the above mentioned weaknesses, the SERVQUAL model is still distinct
from others in the overall assessment of interactive service because of its multiple dimensions
for measuring service quality (Brady & Cronin 2001; DeLone & McLean 2003; Jia et al. 2008).

However, since service quality perceptions represent latent variables and service takes place at
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multiple levels under multiple dimensions, the major concern is to come up with such a model
which is context-specific, hierarchical and multidimensional.

Thirdly, according to Rust and Oliver (1994), overall perception of service quality is influenced
by three factors: customer-employee interaction or functional quality (Gronroos 1982, 1984),
service benefit or technical quality (Gronroos 1982, 1984) and service environment (Bitner
1992). The model highlights support for Gronroos’s generic model (Bitner 1990; Lasser et al.
2000; Mohr & Bitner 1995; Oliver 1997; Rust & Oliver 1994) and service environment (Baker
1986; Bitner 1990; Spangenberg et al. 1996; Wakefield 1996) to measure service quality and
solidify the positioning of this three-component model. Although the model was not tested
empirically (Brady & Cronin 2001), similar models were applied in retail banking (McDougall &
Levesque 1994) and health care samples (McAlexander et al. 1994; Dagger et al. 2007).

Fourthly, the study focuses on Dabholker et al.’s (1996) multilevel and multidimensional model
to address the inconsistency of the factor structure of the SERVQUAL model and to capture the
complexity of human perceptions. Although a good number of researchers (e.g., Carman 1990;
Czepie et al. 1985; Dabholkar et al. 1996; McDougall & Levesque 1994; Mohr & Bitner 1995)
have supported this model, they neither identified the subdimensions properly nor defined
those adequately (Brady & Cronin 2001). Subsequently, Dabholkar et al. (2000) proposed some
unique findings based on the antecedents, consequences, mediators and measurement of
service quality for measuring physical service. The study supported “perception measures”
rather than “difference measures” and “cross-sectional study” rather than “longitudinal study”
to measure service quality.

Fifthly, Kang (2006) adopts a framework on the basis that service quality is multidimensional
and has a hierarchical structure in order to measure service quality as perceived by cell-phone
users in Korea. The framework involves identification of the dimensions of service quality as
perceived by the cell-phone users, and the components that make-up each service quality
dimension. Kang (2006) identifies two service quality dimensions as perceived by cell-phone
users: functional quality and technical quality. However, Kang’s (2006) study focuses on
measuring only one of the identified service quality dimensions (functional quality) using a
hierarchical approach.

Finally, the study focuses on another multilevel and multidimensional model introduced by
Brady and Cronin (2001) which consists of three primary dimensions (interaction quality,
outcome quality and physical environment quality) and nine subdimensions (attitude, behavior,
expertise, ambient conditions, design, social factors, waiting time, tangibles and valence) based
on users’ perceptions to capture overall service quality. This study successfully synthesized the
previous works of Gronroos (1982, 1984) and Rust and Oliver (1994) and proposed a
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hierarchical service quality model. One of the greatest limitations of the model was the effort
to establish it as an unifying model across all service industries; however, the authors
acknowledged its inadequate representation of the population and emphasized the need for
context-specific modeling (Brady & Cronin 2001). Overall, the authors called for further
research in hierarchical modeling to better capture service quality perception of a particular
service.

2.6.4 Findings and Gaps:

Although the extant literature has evidenced multiple dimensions of service quality, such as
two (e.g., Gronroos 1982; Lehtinen & Lehtinen 1982; Mels et al. 1997), three (e.g., Brady &
Cronin 2001; Rust & Oliver 1994), five (e.g., Parasuraman et al. 1988) and even ten (e.g.,
Parasuraman et al. 1985), there is no standard agreement as to the nature or content of
dimensions in defining service quality (Brady & Cronin 2001; Dagger et al. 2007). However, it is
generally agreed that service quality should be defined from the users’ viewpoint and its
conceptualization should result in multilevel, multidimensional constructs. After synthesizing all
the quality parameters of all generic models, this study identifies that conceptualization and
measurement of service quality should be based on users’ perceptions (Parasuraman et al.
1985, 1988) and specific contexts (Babakus & Boller 1992; Carman 1990; Dabholkar et al. 1996),
and that the dimensions of quality should be captured under an hierarchical and
multidimensional manner (Brady & Cronin 2001; Dabholkar et al. 1996). These studies also
found that “perception scores” performed better than “difference scores” in developing and
validating the instrument for service quality in a cross-sectional context. One of the major gaps
of all generic theories is that very few theories have focused on mobile electronic platform-
based services to capture perceived service quality. No instrument has been specifically
developed to measure health services over a mobile platform (Chatterjee et al. 2009; Ivatury et
al. 2009; Mechael 2009; Varshney 2005; WHO 2011). Like this, no such instrument is also found
to specifically measure for mobile telecommunication service quality. Lu et al. (2009) note that
there is little research on how to measure the service quality of mobile communications. Lu et
al. (2009) note that the SERVQUAL scale, the most popular instrument for measuring the
service quality construct, has been criticized on both methodological and theoretical grounds
(Babakus and Boller, 1992; Van Dyke et al., 1997).
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Generic theory

Scope of application

Dimensions and sub-
dimensions

Findings

Two factor service
quality model by
Gronroos (1982,
1984)

SERVQUAL model
by Parasuraman et
al. (1985, 1988)

3 factor service
quality model by
Rust & Oliver
(1994)

A comprehensive
framework for
service quality
(Dabholkar et al.
2000)

Multilevel and
multidimensional
model by Brady &
Cronin (2001)

2 factor multi-
dimensional service
quality model by

( Kang, 2006)

A generic model of
service quality
applicable to any
services.

A generic model of
service quality widely
applied in health care.

A conceptual model,
later applied in health
care by subsequent
researchers.

A generic model of
service quality
applicable to any
services.

Any service which is
based on interpersonal
interaction applied in
health care.

A framework on the
basis that service
quality is
multidimensional and
has a hierarchical
structure in order to
measure service quality
as perceived by cell-
phone users

Functional quality (delivery)
and technical
quality(information)

Reliability, responsiveness,
assurance, empathy and
tangibles

Service product (service
outcome), service delivery
and service environment

Applied the SERVQUAL
model, however, prominent
for some ground-breaking
findings.

The customer-employee
interaction (attitude,
behavior, expertise), service
environment (ambient
conditions, design, social
factors) and the information
(waiting time, tangibles,
valence).

The framework involves
identification of the
dimensions of service quality
as perceived by the cell-
phone users, and the
components that make-up
each service quality
dimension. (Functional &
Technical Quality).

Perceived service quality depends on
technical quality, functional quality
and

image.

Service quality is the gap between
expected and perceived service under
five

dimensions.

Perceived service is determined by
three
factors.

An antecedent-based service quality
model predicts better in cross-
sectional

study. Satisfaction works as mediator
between overall quality and intention.

Service quality perceptions are
multilevel
and multidimensional.

Service quality is multidimensional
and has a hierarchical structure. This
study focuses on measuring the
perception of the users based on only
one of the identified service quality
dimensions (functional quality) using
a hierarchical approach.

Overall findings:

1. Service quality models are found mostly based on user perception, context-specific, hierarchical and

multidimensional.

2. Majority of the Service quality models are based on a components-based framework (as overall service quality),
perception measures and cross-sectional study.
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Major Gap: Generic theories have not addressed the service quality of mobile electronic platform-mediated
services.

Specific Gaps:

Gap 1: There was hardly any evidence for measuring the components of service quality for mobile electronic
platform in those generic theories.

Gap 2: Till now no instrument has yet been developed to measure technical communication and
interaction\(physical services) excellence in terms of technology-mediated service platform( Akhter, 2012).

In the light of the above mentioned discussion, the author of this research has adopted both
SERVQUAL and the multidimensional and hierarchical approach as introduced by Brandy and
Cronin (2001), and Dabholkar et al. (1996) to measure customers‘ perceptions of service quality
in this study. The use of the multidimensional and hierarchical approach has received
substantial support from several marketing academics and has been validated by several
researchers (e.g. Clemes et al., 2007; Dagger et al., 2007; Brandy and Cronin, 2001; Dabholkar
et al, 1996). Lu et al.’s (2009) findings provide empirically support for their proposed
multidimensional and hierarchical model of service quality.

2.6.5 Service Quality theories in Information Systems (IS):

Service-oriented thinking is one of the fastest growing paradigms in information systems (IS) as
the world becomes a service economy (Bardhan et al. 2010). Services account for 70% of gross
domestic product (GDP) in developed economies (Ostrom et al. 2010) and more than 40%
contribution in developing economies (Lovelock et al. 2011). This service-oriented growth is
projected to remain constant in the foreseeable future. As such, IT organizations have started
viewing systems as services in order to accelerate adoption of the new platform, build business

models for new technology and drive new innovation (Alter et al. 2010).As Pitt et al. (1995, p.
175) suggest, “If IS researchers disregard service quality, they may gain an inaccurate reading of
overall IS effectiveness. We propose that service quality should be included in the researcher's
armory of measures of IS effectiveness”. This behavioral perspective helps the IS field to
capture the critical dimensions of a technology-mediated service by focusing on both front
stage and back stage (Akter et al. 2010; Sousa & Voss 2006). It is widely believed that this
growth of the service-oriented paradigm yields many opportunities for IS researchers to
investigate the complex interaction between human behavior and IT (Rai & Sambamurthy
2006). ‘Viewing a system as a service’ can help IT organizations to align their interests with the
services economy by modeling service quality dynamics (Alter 2010; Maglio et al. 2009).

Researchers in service systems consider quality as the single most important determinant of
businesses’ long-term success (Alter 2010). Despite the importance of quality in service
systems, there is a paucity of research that explores the antecedents to and consequence of
service quality in this domain (Jia et al. 2008). Thus, there is a growing need to reframe and
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refocus service quality in IS in order to manage the critical outcomes of service systems (Alter
2010, Bardhan et al. 2010; Ostrom et al. 2010; Vargo & Lusch 2008).

However, the service system approach is struggling to develop meaningful consumer-oriented
guality assessment measures and their association with service outcomes. According to
Bardhan et al. (2010, p. 6), “[t]he deployment of IS and technology by firms increasingly
determines their competitiveness in the service economy. In this milieu, there is a
corresponding need to apply robust research findings in the appropriate managerial and
organizational contexts on services innovation, quality, architecture, and design and delivery, as
well as the customer satisfaction and business value that results.” It is noteworthy that growing
IT services (mostly data) including Internet search, mobile ticketing, digital wallet or mobile
health are transforming organizations by enhancing service quality and innovation. As such,
there is a research call to encourage both researchers and practitioners to focus on quality as a
core concept within the IT discipline (Jia et al. 2008; Nelson et al. 2005; Pitt et al. 1995).

In order to recognize the critical role of service quality in IS, researchers (e.g., Jiang et al. 2000,
2002; Kettinger & Lee 1994, 1995, 1999; Ketler & Walstrom 1993; Pitt et al. 1995, 1997; Ma et
al. 2005; Watson et al. 1998) have initially adopted SERVQUAL to measure IS service
performance. But they faced huge challenges because of the reliability and validity of the
generic SERVQUAL measures and lack of IT artifact in the IS context (Orlikowski & lacono 2001;
Van Dyke et al. 1997; 1999). Critics in IS, for example, Van Dyke et al. (1997), highlight that
confusion of SERVQUAL’s expectation component and its difference score measurement
approach make the model perform poorly in establishing discriminant validity for the five
dimensions. Although such studies have been important in explaining IT usage, they are
relatively weak in capturing human—technology interactions and provide limited guidance for
system designers (Nelson et al. 2005). Orlikowski and lacono (2001) have highlighted that such
IT research, which employs a "proxy view" of technology, has lost its connection to the field's
core subject matter—the IT artifact itself. Besides, some researchers found that when applying
the SERVQUAL model to e-services’ collapse, most dimensions lose their reliability and validity
(e.g., Gefen 2002). Overall, the extant literature on the SERVQUAL model in IS did not focus on
human-technology interaction (system quality), interpersonal interaction and outcome (or
information) benefits separately to measure overall IS service quality.

Addressing the above mentioned concerns, Nelson et al. (2005) presented a model which puts
forward two basic dimensions of IS, that is, systems quality (service delivery platform) and
information quality (output of an information system) in order to establish an IT artifact in the
IS quality literature (Table 3.3). They identified altogether nine fundamental dimensions of
which five are for systems quality and four are for information quality. They applied the model
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over data warehousing in health care to predict information quality and system quality
separately (Akhter, 2012).

Table 2.5 Nelson et al.’s IT quality model (2005) (Adapted from Akhter, 2012)

System Indicators Definitions
Quality
Systems Service accuracy, availability The degree to which a system is
Reliability and consistency. dependable over time.
Systems Ease of use, access and speed of | The degree to which a system provides
Efficiency response. easy and quick access.
Systems Ability to meet different needs. | The degree to which a system can adapt
Flexibility to a variety of user needs.
Systems Information protection and The degree to which the site is safe and
Privacy sharing. protects user information.
Systems Seamless service across live or | The degree to which a system facilitates
Integration automated voice or SMS. the combination of information from
various sources to support decisions.
Information Indicators Definitions
Quality
Accuracy Correct, unambiguous, The degree to which information is
meaningful, believable and correct, unambiguous, meaningful,
consistent. believable and consistent.
Completeness | Information adequacy. The degree to which all possible states

relevant to the user population are
represented in the stored information.

Currency Currency of information. The degree to which information is up-to-
date.
Format Comprehensive and easy to The degree to which information is
understand. presented in a manner that is

understandable and interpretable to the
user and thus aids in decision making.
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However, this research was conducted within the specific domain of data warehousing, so the
authors expressed their concern about whether the findings could be applied more broadly or
to other specific forms of technology. As such, the authors suggested a context-specific
conceptualization of system and information quality to better define the IT quality model.
Furthermore, their study was not based on ultimate users’ perceptions to capture service
guality dimensions in IS.

Similarly, DeLone and McLean (1992, 2003) developed the taxonomy of IS success theory based
upon Mason’s modification of Shannon and Weaver’s model (Shannon & Weaver 1949) of
communications. DeLone and McLean developed their initial taxonomy using established
theories of communication adapted to IS (Petter & McLean 2009). In the revised model (2003),
they incorporated service quality and merged individual impact and organizational impact into
net benefits to address the needs of greater benefits. They also felt that it is necessary to
measure user satisfaction and its impact on intention to use (an attitude) due to the changing
nature of IS and their contexts. As a result, DeLone and McLean (2003) combined systems
quality, information quality and service quality in their updated model to measure overall IS
performance. They argued that IS organizations now play the dual role of ‘information provider’
and ‘service provider’ so "service quality" should be added as an important dimension (in
addition to systems quality and information quality) to measure overall IS performance (DeLone
& McLean 2003). However, empirical validation of the modified IS success model has failed to
present clear guidelines on specific quality parameters (Petter & MclLean 2009) and, thus,
suggested context specific conceptualizations of quality dimensions. Moreover, there are at
least two groups of stakeholders in any IS service - staff and users. Whereas staff’s perceptions
are based on performance and learning experiences, users’ perceptions are based on how well
their needs are satisfied. DeLone and McLean did not draw a boundary line between these two
different perceptions in developing their success model (Jiang et al. 2001). In most cases, the IS
success model including the service quality dimension has been used to measure staff’s
perceptions, such as Sedera et al.’s (2004) replication of the IS success model on enterprise
systems. Overall, there is a paucity of research that focuses on users’ perceptions to evaluate
service quality (Petter & McLean et al. 2009).

In the case of mobile information services, Chae et al. (2002) developed a quality model
focusing on the characteristics of a generic mobile platform. They identified four primary
quality dimensions and these were connection quality, content quality, interaction quality and
contextual quality. In order to address these dimensions, they developed sub dimensions, such
as, stability and responsiveness to address connection quality; objectivity, believability and
amount to address content quality; structure, navigation and presentation to address
interaction quality and finally, timeliness and promptness to address contextual quality. In
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another study on mobile Internet acceptance, Cheong and Park (2005) developed two quality
constructs, the system quality and content quality, in their research model based on Delone
and McLean’s (2001) original success model.

Subsequently, Tan et al. (2008) proposed multiple quality dimensions (perceived usefulness,
perceived ease of use, content, variety, feedback, experimentation and personalization) as
constructs to measure the overall quality of mobile entertainment and information service.
However, these studies are very much context-specific and do not generalize the dimensions in
all other settings. Koivisto (2007) commented that the models of mobile IS of the above
mentioned models ignored two important components; the quality of a mobile device and
mobile network. So he offered a model capturing the quality perception of a mobile device, a
mobile network and the information service and he suggested that, “the overall quality is a
combination of all three that together form the mobile service supply chain.” This model has
focused on both product and service quality and formulated a quality model on expectation

and perception dimensions.
Table 2.6 DeL.one & McLean’s IS success model (adapted from Petter & McLean 2009)

Construct Indicators Definitions
System Quality Availability, adaptability, reliability, Performance of the IS in terms of reliability,

usability, response time convenience, ease of use, functionality and

other system metrics

assurance and empathy

Information Completeness, ease of Characteristics of the output offered by the IS,
Quality understanding, such as accuracy, timeliness and completeness
relevance,
personalization,
security
Service Quality Responsiveness, Support of users by the IS department, often

measured by the responsiveness, reliability and
empathy of the support organization

User Satisfaction

Repeat purchase, repeat
visits, user surveys

Approval or likeability of an IS and its output

Intention to Use

Reuse, repeat purchase,
etc.

Expected future consumption of an IS or its
Output

savings, etc

Use Nature of use, Use consumption of an IS or its output
navigation, number of described in terms of actual or self-reported
site visits, number of usage
transactions

Net Benefits Cost savings, time The effect of an IS on an individual, group,

organization, industry, society, etc., which is
often measured in terms of organizational
performance, perceived usefulness and effect
on work practices.
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Service quality theories in a web-based electronic service strongly influence mobile service
because in both cases, services are delivered over an electronic platform. Several powerful
models have been developed to address the issues of service quality over this platform, such as,
eQUAL (Barnes & Vidgen 2001), web quality (Aladwani & Palvia 2002), E-S-QUAL (Parasuraman
et al. 2005), eTailQ (Caruana & Ewing 2006; Long & Mellon 2004; Wolfinbarger & Gilly 2003),
perceived service quality in the web (Yang et al. 2004), WebQual (Loiacono et al. 2007) and
service quality in general portals (Liu et al. 2009).

Barnes and Vidgen (2001) presented three dimensions to measure the quality of a web-based
electronic platform (information quality, interaction and service quality and usability) which
was followed by Janda et al.’s (2002) five quality dimensions, that is, performance, access,
security, sensation and information and Collier and Bienstock’s (2003) three quality dimensions,
that is, process quality, information quality and recovery quality to measure the service quality
of the electronic platform. However, all these models have been seriously criticized for not
defining electronic services broadly, missing some core dimensions and generalizing the models
across all electronic service settings (Fassnacht & Koese 2006).

In order to overcome the pitfalls of the earlier models, Parasuraman et al. (2005) developed the
E-S-QUAL or electronic service quality model (see Table 3.5) to measure service quality of web-
based electronic services. The uniqueness of the E-S-QUAL model lies in its capacity to capture
perceptions on human—technology interaction for any web-based e-service platform (Sousa &
Voss 2006).

Table 2.7 E-S-QUAL model (adapted from Parasuraman et al. 2005)

Dimensions Sub dimensions Definition
Core Efficiency Ease of use and speed of response time
dimension

Systems availability Technical function capacity

Fulfilment Fulfilment of promises

Privacy Security and protection of customer information
Service Responsiveness Problems’ handling efficiency in service failure
Recovery

Compensation Degree of compensation in service failure

Contact Interactive assistance through online or telephone

Similarly, Fassnacht and Koese (2006) introduced quite a broad model by focusing on online
electronic networks. They proposed to measure service quality through environment quality,
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delivery quality and information quality. However, this model did not address the unique
characteristics of the mobile platform (e.g., network quality, interaction quality, etc.) and it was
again restricted to measuring service quality of all web-related services. Most web-based
electronic service quality studies are primarily based on front office (i.e., quality of interaction
between the end-user and the virtual platform) although service quality failures are frequently
related to back office operations (i.e., information systems). Since overall customer satisfaction
is strongly influenced by service quality at all moments of contact (Shaw & lvens 2002), some
researchers (e.g., Sousa & Voss 2006) integrated both front office and back office operations in
evaluating service quality. In this case, Sousa and Voss (2006) proposed a powerful service
quality model focusing on systems quality, interpersonal quality and interaction quality to
measure any service which contains both electronic (e.g., mobile channel) and physical
components (service provided by persons). Therefore, they proposed the dimensions of the E-
SQUAL model (Parasuraman et al. 2005) to measure systems quality and the SERVQUAL model
(Parasuraman 1985, 1988) to measure interpersonal interaction quality for any service over an
electronic platform (see Table 3.6). However, Sousa and Voss’s (2006) conceptual model was
not empirically tested and, again, it was proposed as a generic model for all electronic services
ignoring the contextual influence of service quality settings.

Table 2.8 Service quality for virtual channels (adapted from Sousa & Voss 2006)

Dimensions Sub dimensions Theories
Systems Efficiency
Quality

Systems availability E-S-QUAL Model (Parasuraman et al. 2005)

Fulfilment
Privacy
Interaction Responsiveness
Quality
Assurance SERVQUAL Model (Parasuraman et al. 1988);
cf.
(DeLone & McLean 2003)
Empathy

50


Anis-pc
Typewritten text
Dhaka University Institutional Repository


Dhaka University Institutional Repository

2.6.6 Findings and Gaps:

Akhter, 2012 described that, "Synthesis of the literature in IS and electronic services brings
some overlapping dimensions of service quality in the IS context to measure users’ perceptions
(see Table 3.7). Most studies focus on systems quality to measure performance of the overall
service delivery platform, interaction quality to measure user interactions with providers and
information or outcome quality to measure the quality of overall service benefits. In addition,
DelLone and McLean (2003) emphasized the role of contexts in conceptualizing and measuring
any model. In this regard, they confirmed Seddon’s (1992) opinion that no single model is
absolutely better than another, so conceptualization and measurement of variables are often
influenced by the context and objective of the study. Also, Jiang and Klein (1999) found that
users prefer different quality measures, depending on the type of system being measured. In
this viewpoint and above mentioned literature review the researcher in this study wants to
conclude that, firstly there is no such theory of measurement of system delivery, interpersonal
communication, outcome quality and at t