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ABSTRACT

Recently; the Palestinian Mobile telecommunication sector witnessed a development in terms of
the services provided by the Palestinian two mobile operators, Jawwal and Wataniya. The
launching of 3G and also the expansion of Wataniya mobile in Gaza is expected to increase the
competition between the aforementioned companies, and hence customer satisfaction and loyalty
as a topic became more crucial to understand, especially with the fact that customers can switch
service providers easily. The aim of this thesis was to assess the relationship between customer’s
satisfaction and loyalty to mobile operators in Palestine and certain factors such as price, service
quality, brand image, demographics factors and switching cost. Where the demographic factors

included place of work, monthly income, and age.

The population of the study consisted of the employees of the Ministry of Interior (Mol) and
Ministry of Education (MoE) as customers for mobile operators in Palestine with a total
population size of 650 employees, and the sample was chosen as a proportionate stratified sample
of 42% with a total sample size of 273 employees. A structured questionnaire was designed to
gather relevant data from the sample. The thesis used frequency tables and column percentages to
understand the perception of mobile subscribers towards selected factor, while also used ANOVA
testing and regression analysis to assess the relation between the factors and customers’
satisfaction and loyalty. Findings of this thesis concluded that price, Quality of service, Brand
Image, switching cost are positively related to customer satisfaction and loyalty towards Mobile
operators in Palestine, which is also affected by Place of Work, and Income level of customers
regardless of their age that appeared to be insignificant. However; Brand image, perceived service
quality and price were found to be the most critical contributing factors to customer satisfaction

and loyalty.

Therefore; in light of results achieved it was recommended that operators should keep an eye on
these three important factors and make sure to provide superb services to its subscribers whom will
always evaluate the brand position and service price rate / quality a matter that directly affect their
decision regarding the selection of mobile operators and their satisfaction and loyalty. It was
recommended that Mobile operators should build a long — term relationships with customers
through developing a value added programmes and services to satisfy them, such as reward
programmes, discounts, better customer service by personalizing the service to target the customers
from the different income levels and work environments in a way that ensures meeting their distinct

expectations and needs.

Keywords: Loyalty, Mobile service operators, Price, Service Quality, Switching Cost, Palestine.
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1.1 INTRODUCTION

Building strong long relationships with customers and attain their satisfaction and loyalty is a
big challenge for companies these days especially that the market place has a variety of
products and services with a high level of competition. The existence and success of the
company in the market depends on the its customers and their satisfaction and loyalty to the
product or service that the company offers, in this context it is worth mentioning that
customers’ satisfaction and loyalty means that consumers have a positive experience with a
certain company and in return they will increase their purchases and will attract other
customers as well. Building long lasting relationships with customers needs a deep study of
customer’s behaviours and their purchasing power. This what was confirmed in a study on
the impact of Customer satisfaction on brand loyalty which stated that customer satisfaction
and loyalty are an important and sensitive issue for the performance of businesses and their
growth and to improve them businesses should carefully consider the purchasing behaviour
of customers. The study added that customer satisfaction guides the marketing tactics of
businesses and it is a mean to improve their performance, the study also confirmed that
customer satisfaction would lead to loyalty and therefore greater profits (Awan & Rehman,
2014).

In reference to PR loyalty solution (2011), a customer is considered to be loyal when the
customer prefers to buy one brand from all others due to high level of satisfaction with that
brand whether it is for a product or service. It was mentioned in the article that customer
loyalty is both attitudinal and behavioural. Another article by Ranade (2012) clarified that
customers all the time make decision on how and where to spend their time, money and
efforts, on the other side sellers are trying to build customer loyalty by differentiating their
products and services among other competitors, generate demand, demonstrate value and
build customer loyalty. Moreover; in his article he defined customer loyalty as “customer
continuing to believe that your organization’s product/service offer is their best option, it best
fulfils their value proposition whatever that may be”. He also added that loyalty is the
situation when the customer hangs in there and stay committed to the product or service even

if any problem occurs. According to the article loyalty can be measured and monitored by



measuring customer loyalty, profiling loyalty segment, understanding loyalty segments and

margining loyalty segments which is covered in the next chapter of this thesis.

Customers have their own perspectives in choosing which product to buy or what service to
use. Many studies have taken place to find out what factors affects customer loyalty toward
mobile operators, one of the studies was by Amin, Ahmad and Hui (2012) which examined
customer loyalty toward mobile operators in Malaysia, the study clarified that the factors that
affect customer loyalty are cost, trust, corporate image and service however; quality was the

most critical factor.

Thus, this thesis will examine the factors that contribute to customer’s satisfaction and loyalty
to mobile operators in Palestine.

1.2 STATEMENT OF THE PROBLEM

Majority of mobile phone users have a personal relationship with their phones. They no
longer regard them as a mere luxury, but rather as an important for daily life. Therefore,
choosing mobile operator becomes an important part of owning a phone. For this reason, it is

important for mobile operators to maintain their current customers and attract new ones.

Gaining customer satisfaction and loyalty is the dream of any business, at the same time it is
not an easy job at all, it requires huge efforts, time, and capital from the businesses to provide
excellent customer service to satisfy all customers’ needs and to find out how to attract and
satisfy potential customers as well. Also, the profitability of any business depends mainly on

its customer’s satisfaction and loyalty.

Customer satisfaction and loyalty as a topic has been addressed by many researchers due to
its importance to business especially with the fierce competition in today’s markets. A study
by Bello (2012) argued that customer loyalty is a key factor for sustainable business profits,
as loyal customers will be willing to pay high prices for quality products and first-class
services, and therefore will lead to more profits for businesses and help in gaining a

competitive advantage over the market and in the face of the increasing competition.



However; in his study Bello indicated that literature failed to agree on the factors contributing

to customer loyalty.

The Palestinian Mobile Telecom Market moved from the monopoly phase of Palestine
Cellular Communications Co. Ltd (Jawwal) which is a subsidiary of the Palestine
Telecommunications Company (Paltel group) to competition with Watanyia Mobile which
was granted the licence to operate in the West Bank and Gaza (WBG) in March 2007, this is
beside the unauthorized competition with the existing Israeli mobile operators whom cover
80% of the Palestinian land and dominate around 20% of the Market according to a study for
the World Bank (2008). Mobile users now can easily switch from one network to the other as
there are options available for them and the cost of getting a new SIMs or even owning
multiple SIM cards is not high at all. Hence; this study will assess the variables that affect
and contribute to customer’s satisfaction and loyalty to mobile operators in Palestine and how

Palestinian mobile operators can enhance them.

1.3 RESEARCH OBJECTIVE

The purpose of this study is to assess the relationship between certain factors (price, service
quality, brand image, demographics factors and switching cost), and customer’s satisfaction

and their loyalty to mobile operators in Palestine.

1.4 RESEARCH QUESTIONS

The study will mainly answer the question on How is customer satisfaction and loyalty are
related to price, service quality, brand image, and switching cost?

The above main question will be answered through assessing customers reply on the below

specific questions that will be addressed in the study.

Question 1: Is there a relationship between price; and customer satisfaction and loyalty
towards mobile operators in Palestine?

Question 2: Is there a relationship between service quality; and customer satisfaction and
loyalty towards mobile operators in Palestine?

Question 3: Is there a relationship between brand image; and customer satisfaction and
loyalty towards mobile operators in Palestine?



Question 4: Is there a relationship between switching cost; and customer satisfaction and
loyalty towards mobile operators in Palestine?

Question 5: Is there correlation between customer satisfaction and loyalty to mobile
operators; and selected demographic factors such as type of work, monthly income and age?

1.5 RESEARCH HYPOSHISES

H1: There is a significant relationship between price; and customer satisfaction and loyalty
to mobile operators.

H2: There is a significant relationship between service quality; and customer satisfaction and
loyalty to mobile operators.

H3: There is a significant relationship between brand image; and customer satisfaction and
loyalty to mobile operators.

H4: There is a significant relationship between switching cost; and customer satisfaction and
loyalty to mobile operators.

H5: There is correlation between loyalty and place of work

H6: There is correlation between loyalty and Monthly Income

H7: There is correlation between loyalty and age

1.6 SIGNIFICANCE OF THE STUDY

The popularity of mobile phones among consumers is a worldwide phenomenon and
Palestine is no exception. However, limited researches have been conducted to assess the
factors contributing to customer satisfaction and loyalty to Mobile operators in Palestine.
Thus, this thesis will add to the body of knowledge by clarifying factors that affects customer
satisfaction and loyalty in the Palestinian Mobile Telecom Sector. Results of the thesis will
provide guidelines for Mobile operators to help them develop appropriate marketing
strategies aiming to satisfy their current customers and attract new ones, and will give clues
to improve their current customer retention and loyalty strategies. Also, the findings of the

thesis shall give indications and recommendations for further future studies.



1.7 MOTIVATION FOR THE STUDY

Recently; the Palestinian Mobile telecommunication sector witnessed a development in terms
of the services provided by the Palestinian two mobile operators, Jawwal and Wataniya. The
launching of 3G and also the expansion of Wataniya mobile in Gaza is expected to increase
the competition between the aforementioned companies in addition to competition with the
Israeli companies. Hence, with the increasing competition in the Palestinian Mobile
telecommunication sector, customer satisfaction and loyalty as a topic became more crucial
to understand, especially with the fact that customers can change their service providers
easily. Therefore, this thesis will investigate the factors that affect customers’ satisfaction and
loyalty to Mobile operators and their decision regarding to keep or leave their provider so as
to guide Palestinian Mobile operators in developing appropriate marketing strategies in an
effort to satisfy their current customers and attract additional ones.

1.8 THEORITICAL FRAMEWORK

Customer loyalty is an emotional bond that is built through a positive experience with the
company or any provider. Usually customers stay loyal because of this special bond that is
formed during an experience. Companies need to find that emotional bond between them and
their customers in order to attain them. Retaining customers is less expensive in comparison
to the customer experience management which is all about driving and bringing customer

satisfaction, retention and loyalty (Beyondphilosophy.com, n.d).

Many researchers have defined customer loyalty; Aeker has defined customer loyalty as “the
attachment that a customer has to a brand". Another definition by Beerli stated that customer
loyalty is when the customer repeat purchasing or using the same product / service from the
same company based on their satisfaction and positive experience with the company.
Through the article they have explained loyalty as an active loyalty when the customer re-use
the same brand and tell other about it, and the passive loyalty is when the customer has no
intention to switch to another brand even though the brand provide less positive conditions
(UKEssays, 2015).



Customer used to switch, change and try many products or services until they feel satisfied
and happy, what makes them satisfied and happy is different from customer to another, and
there are many perspectives that affect the choices of customers, according to Houlihan and
Harvey (2012) customer loyalty results from price sensitivity, brand advocacy or direct
referrals and while in our days the competition is very high, the product itself has to be
competitive with the right price and deliver superior values to customers in order to win
customer loyalty. In their article they have added that there are several factors beside the ones
mentioned above that affects customer choices and loyalty to product or a service, such as
convenience, expectations, customer service, personal relationships, rewards, reputation and

community outreach.

Moreover, in regards to factors affecting customer loyalty; Reynolds (n.d.) through her article
she has discussed the customer loyalty theory which indicates the drives that affects
customer’s loyalty and how these drives can influence the creation of new business. She has
identified four factors that affect loyalty that is based on variable demographics such as age,
through which she explained that younger customers are less loyal, the second factor of this
theory is gender, in which she explained that there is a difference between female and male
shoppers where females value long term relationships more than men, the third factor is
education, and she mentioned that there is a negative relationship between education and
loyalty, where higher education level means less loyalty level, the last factor is Expectations,
and she indicated that when customer expectations are met then the customer will be satisfied

therefore its more likely to be a loyal customer.

Another theory described by Reader (2017), he mentioned that maintaining customer loyalty
is a key goal for any business, he said that loyal customer means reliable revenues and
sustainable profit. In his article he added three important factors on Reynolds theory
mentioned above, the first factor is trust where customers are more loyal to companies that
matches their ethical concerns, the second factor is growth, studies approves that customer
will be more loyal if the business balance between their needs and the growth in the
marketplace around, last factor is customer satisfaction, which is the first step to build loyal
customers, when customers fulfil and met their needs they are loyal because they are
satisfied.



Another factor that is worth mentioning to be taken into consideration in this study is the
switching cost. That is in order to move and switch from product or service to another, there
Is a switching cost that will affect any change, as represented by Cleverism (2014), he
clarified that switching cost is the costs that consumer had to pay in order to change
suppliers, product or a service, and it includes time, convenient and effort. Usually businesses
try to keep the switching cost very high by acquiring different strategies in order to maintain

customers.

The factors and theories mentioned in this section will be used in this thesis in order to
determine what factors are affecting customer satisfaction and loyalty to the mobile operators

in Palestine.
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2. Previous Literature

The last two decades witnessed a deep change in the nature of relationship between
businesses and customers. The fact the consumer behaviour changed due to the increase in
their mobility and purchases, better information they have, and better critical sense that they
developed as the market become more transparent and therefore they can easily make
comparisons, this all led to increase the tendency of customers to easily switch between
brands, this is beside the increased competition were companies can fast recognize the
competitive advantage of others and recover accordingly, all raises the need for the change in
the business — Customer relationship (Scriosteanu and Popescu 2010). The fierce competition
in today’s markets enhanced the businesses' attention towards customer behaviour so as to
better cope and strengthen market relationships (Costabile). Marketing Managers are now
aware of the importance of customers’ satisfaction and loyalty, and hence retention and
increasing the number of customers became the main goal of businesses, as loyal customers
are considered to be the key to the success of businesses specially service businesses
(TaghiPourian and Bakhsh 2015).

2.1 Customer Satisfaction

Customer satisfaction is the most important priority for business organizations and a key
factor in keeping a sustainable customer business relationship, it is defined as the outcome of
perception, evaluation and the resulting psychological reactions to the consumption
experience with a product or service (Ganiyu , 2017), another study defined it as a
psychological state that reflects consistent emerging emotions and expectations (Irfan,
Shamsudin, & Ul Hadi, 2016). It is one of the basic concepts of marketing that satisfies the
needs and wants of consumers, and can lead to many benefits such as more loyalty, less
sensitivity to price, lower cost associated with attracting new customers, lower operational
cost due to increasing customers and building a positive reputation for the business (Igbal &
Shah, 2016).

There are two key determinants to judge whether a customer is satisfied or not, the first is
perceived value that is that how much output the consumer gets from the use of the product,
whether it matched his observation or not, and the second is the perceived quality which

implies the product consists of the attributes which he wanted in the product, customers are
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considered to be satisfied when they verify the two determinants, in this regards the after-sale

service is often used as a dimension of customer satisfaction (Igbal & Shah, 2016).

The relation between Customer satisfaction and loyalty was explained in many studies that
confirmed that satisfaction significantly and favourably impacts customers’ loyalty and
therefore satisfaction was considers as a key factor for loyalty to a brand (Awan & Rehman,
2014), (Irfan, Shamsudin, & Ul Hadi, 2016) this was further explained as satisfied customers
are more likely to repurchase same brand which will lead to long term relationship with

businesses and therefore increase business’s profits (Awan & Rehman, 2014).

2.2 Customer loyalty

Customer loyalty is the customer emotion that leads to make purchases from a certain
business in spite of the existence of other more financially lucrative offers on the market,
therefore it is different than customer satisfaction in the it is non-rational evaluation that
results from unconsciously perceived factors (Kiseleva, Nekrasova et al. 2016). According to
Oliver Richard customer loyalty has four sequential stages. The first stage is when customers
are only cognitively loyal where they had knowledge that is either direct or indirect regarding
the brand and its benefits, and continue to make purchases from that brand based on the belief
that the offer is superior. While the second stage of affective loyalty occurs after the
customer make repeated purchases from the brand and favorable attitude towards the brand is
developed as the customers’ expectations are met. As time passes and after the repeated
purchases the third stage of Conative loyalty is reached through which loyalty becomes
strongly intended. Finally, Action loyalty stage is the most powerful stage as during this
stage the customer will take actions to overcome all possible obstacles that may arise to alter
the decision to make purchases from the brand to which the customer is loyal (Costabile).

On another end, Dick and Basu (1994) developed an approach that explain the different

conditions of customer loyalty according to the stages of the relationship life-cycle.
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Figure 1: Customer Loyalty and stages of relationship Life-cycle

Positive Sustainable
Loyalty

Latent
Loyalty

Spurious
Negative Loyalty

No loyalty

Relative attitude towards the focal brand

High Low
Repeat Purchase of the focal brand

Source: (Dick and Basu 1994)

Where No loyalty is attributed to negative attitude and low repeated purchases this can be due
to the new introduction of the brand or because of the inability to communicate advantages.
Spurious Loyalty is attributed to low attitude but with repeated purchases and this occurs
when the customer recognizes little differentiation among brands and hence makes purchases
based on familiarity. Latent Loyalty which is a serious concern for marketers, it occurs when
customer show positive attitude towards the brand but with low level of purchases. This can
be related to environment of the market, norms, and situational effects that may outweigh the
positive attitude (Dick and Basu 1994).

2.2.1 Measuring customer loyalty

Loyal customers are treasure to any business, they worth to try anything to keep them beside
ad they do so much for businesses, besides increasing profits and revenues. In reference to
Userlike Live Chat (2016), the article specifies the benefits of having loyal customer to the
business, loyal customers refer the business to their friends and contacts, they will continue

purchase the product as long as they still needs it, they don’t search for other product and
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suppliers, they are not open to other competitors in the market, they are open to other
products and services that business offer, they are likely to give feedback in regards any
development or ways to improve the business and they are easy going towards emerging
issues. Moreover, the same article clarifies how business could measure customer loyalty,
and added that there are six ways that the business can use in order to measure their
customers’ loyalty, these measurements are the first step to compare and improve any
business, these are very important tools in the process of customer loyalty management, and
the methods are as follows:

= Net Promoter Score (NPS): It is a very powerful simple metric indicator; it indicates the
likeliness of customers to refer a business to others. It is about answering simple
questions with a value between 1 and 10. This kind of method divides customers into
three categories:

1- Detractor: customer whom answers with a score of 6 or lower are more likely not to
recommend a business to others, they may not buy from that business again, and they
are more likely to be a bad mouth for the business.

2- Passives: their answers with scores of 7 or 8 segments, they are satisfied, but they
won’t recommend the business to others, they will keep buying from the business until
they find other supplier with better value proposition.

3- Promoters: they scores 9 or 10, they are more likely to recommend the business to

others and they will stick with the business and stay around for long time.
HOW LIKELY ARE YOU TO RECOMMEND USs?

Not a chance 0 1 2 3 a 5 6 7 B 9 10 Very likely

Source: (Userlike Live Chat, 2016)

= Repurchase Ratio: this method measures the ratio of the repeated purchasers over one
time purchasers. The way to calculate this ratio differ from business to business, it
depends on the business model, if the business have the subscription model, they can
simply divide the number of customers that extend their purchases after their first contract

by the customer that cancel their contracts after the first purchase.
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Upselling Ratio: this method concerns other products from a business, not just measuring
loyalty toward one product. This method can track the customers who bought more than
one type of products to the one who bought only one type of the business products.

Customer Loyalty Index (CLI): it is a standard tool to track customer loyalty over a
period of time, and it includes the value of NPS, upselling and repurchasing. It’s a simple
method that calculates all three values mentioned above by using a simple questionnaire
that has a 6 point scale from 1 — 6, where 1 is for definitely yes and 6 is for definitely no.
It is a very important method that calculate and measure the three values at the same time
and its very simple to collect by directly asking customers to fill up the questionnaire by

sending to them be e-mail or through business apps or even in person.

Sample question are like:

Question 112|3|4|5|6

How likely are you to recommend us to your friends or contacts?

How likely are you to buy from us again in the future?

How likely are you to try out other of our products/services?

The CLI score will be the average score of the three questions, where answers scores are, 1=

100, 2= 80, 3=60, 4= 40, 5=20, 6=0.

How much would you miss us? : this method is an alternative to the NPS method, and
uses the same tools in order to measure it, by asking simple questions with values from 1
— 10 where 1 stands for (would not miss at all) and 10 stands for (I couldn’t do without
you).

Customer Engagement Numbers: It is the most effective and easier measuring tool and
it is correlated to revenues and profits. It is perfect for online businesses that the metrics
are easily tracked; businesses can track activity time, visit frequency and core user’s

actions.

Another description for additional customer loyalty measurement methods is clarified by

Ranade (2012), he highlighted five main steps in order to measure loyalty as follows:
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Loyalty Segmentation: at this stage business need to create their customer profile to
evaluate their relationship toward the business in order to categorize the customers
into three segments, loyal, neutral and vulnerable.

Profiling Loyalty Segments: this stage is very important in order to analyse why
some customers are loyal and others are not, by profiling the customers based on
meaningful customer descriptor which includes demographic and descriptive factors
as well. Throughout this stage, businesses need to obtain information directly from
customers in order to gather enough information to complete the profiling stage.
Understanding the loyalty segments: three important points needs to be understood
by businesses regarding their customers and how to increase their loyalty, first
customers’ underlying preferences for the products/services, second, customers value
toward the product and the business, last point is the customer’s experience,

perceptions and beliefs about the business and he product or the service.

Loyalty research centre have developed a model to describe the daily interaction
between customers and the business as described by Ranade in his article, this model
represent interaction, experience and attitude that drives any business to success.
Behavior
Loyélty
Attitudes to Company

Overall Experiences

Transactional Interactions

Source (Ranade, 2012)

Through this stage it is very important to get feedback from customers in order to find
out new ways to solve any coming issues and take action, as well as sharing their
experience and problems and how it was solved.

Taking Actions: after all the information gathered in previous stages, it is the time

for the business to take actions to increase their loyal customer base, improving
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weaker areas, reviewing identifications of specific customers and determining which
customers are the valuable ones for the business.

= Migrating Loyalty segments: this stage is all about developing new strategies to
maintain the business loyal customer and move the lower level loyalty customer to the
top level loyalty customers. Loyal customers are very important to the business
because they buy more of the business’s product, they even buy all types and kinds of
product / service, do not need sales support, pay more for value add service/product
and most important they make referrals for the business.

Another three ways to measure loyalty by Retention, Advocacy and Purchasing, in reference
to mTAB (n.d.), Retention is a useful way to measure loyalty because it is the willingness
that the customer stay using and buying the same supplier, measuring advocacy is very
helpful for the retention, advocate is about referring the product or service to other, to
advocate does not require a lot action from the customer, but retention is about purchasing
and engaging with the business. The last way to measure loyalty is purchasing, where
purchasing means that the customer is satisfied and willing to buy more and try more kinds of

products or services.

2.3 Factors affecting Customer’s Loyalty
2.3.1 Price

Price is the most significant factor in determining satisfaction of customers according to
marketing theories. It is indicated that in order to be successful in both the internal and
external markets service providing businesses should carefully consider their prices and their
effect on customer satisfaction and Loyalty, taking into consideration that this relation
depends mainly on price fairness and price acceptance concepts (Virvilaite, Saladiene et al.
2009).

Awan and Igbal (2014) in their study defined price as what the customers sacrifice in order to
obtain a certain product/service, and hence mentioned that the price as a perception has a key
role in selecting the product/service, also Virvilaite, Saladiene et al. (2009) and Awan and
Igbal (2014) added in this regards after referring to Dovaliene and Virvilaite (2008) that price

is the most flexible element in the marketing mix that can be changed quickly after making
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modifications to product/service characteristics, and that price is the only element in the

marketing mix that brings income to businesses.

According to Virvilaite, Saladiene et al. (2009) the increase in the price of services will be
acceptable for customers if they perceived more satisfaction, and added that scientific studies
in this regards proved a positive relation to exist between change in customer’s satisfaction
and the acceptability of increase in service price. It was therefore recommended by Awan and
Igbal (2014) that service businesses should manage the customer’s perception for price

actively in an effort to increase their loyalty.

2.3.2 Quality

Virvilaite, Saladiene et al. (2009) indicated that service quality affects customers’ loyalty.
The study mentioned that it is important for any business to assess the customers’ expected
quality of the service being provided, and clarified that the customers’ estimation is built
based on the image of the business, reliability, responsibility, competence, accessibility,
attention, informative, reputation, safety, understanding of customer, and tangibility.
Therefore, businesses that aim to meet the customers’ quality expectations should keep an

eye on these characteristics so as to achieve better estimation by customers.

A study conducted by Agyei and Kilika (2013) on The Relationship between Service Quality
and Customer Loyalty in the Kenyan Mobile Telecommunication Service Industry found
ssignificant relationship was found between service quality and customer loyalty, the
study emphasized that service providing businesses do not offer tangible products to its
customers, and therefore their services will be evaluated based on their relationship with
customers and hence recommended that telecommunication management should ensure

quality of their services.

2.3.3 Brand Image

Ibok and Etuk (2015) mentioned that the brand image is viewed as identity of the business
that it seeks to create in the market and how it conveys its products and reveals its brand
associated promises to the customers. The study which was conducted to assess the Brand

Identity and Customers Loyalty with Evidence from the Nigeria Telecommunication Industry
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concluded a strong positive significant relationship between brand identity and customer’s
loyalty, and therefore recommended to combine management with promotional packages in

an effort to enhance customer loyalty in the telecommunication industry.

Another study by Saeed, Lodhi et al. (2013) also confirmed positive significant relationship
between Brand Image, Brand loyalty, and Customer Satisfaction. The study indicates that
businesses with a sound image in the market will have better opportunities to reach superior

places, create a competitive edge, and have greater market share in the market.

2.3.4 Switching Cost

In Reference to Bhattacharya (2013) consumers usually face the switching cost when they
change the product they use to another one from the same category or when they change the
supplier, in his article he clarified three types of switching cost, procedural switching cost
like economic risks, evaluation costs, set up costs and learning costs, the second type is
financial switching that’s involves the loss of financially quantifiable resources, benefit 10SS
cost and monetary loss costs, the third type is Relational switching cost which occurs due to
relationship breakage between consumer and supplier because of psychological or emotional

issues, which involves personal relationship loss costs and Brand relationship loss costs.

In reference to Saylordotorg.github.io (2006), buyers like to switch and have the opportunity
to try new product, at the same time they are more likely to avoid switching cost, in other
term customer do like to be locked in, but on the other hand businesses goal is to lock
customer in and lock out competition. That’s why businesses try their best to keep the
switching cost high, that prevent customers to find and go for new suppliers, and they do so
by creating a value proposition. Businesses can develop different strategies to lock in
customer such as high quality products and customer service, loyalty programs, and legal

contracts, the figure below shows levels of lock in for several businesses.
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2.3.5 Demographic Factors (Occupation, Gender, and Age)

There are many demographic factors that affect customer loyalty and have a direct
relationship with it. Through this section will go through different factors and how they affect
loyalty.
= Loyalty and Age: in reference to Saad, Ishak and Johari (2013), in their study they
have clarified that older customers are less to try new brands, they value loyalty and
they are more loyal than younger age consumer. Reynold (n.d) added that younger
customer tends to do more searches for different product or services, they actually can
search in depth to find what they want.
Another article by CEB (2011) stated that there are three reasons why old customers
are more likely to be loyal than young, first is that younger customers have large
social circles where older customers have fewer but deeper relationships. The second
reason is that older customers tend to be loyal for the same brand; they have less
experience with dealing with new brands. The study found that 65% of older
customers are loyal, while younger customers with an age between 20 — 24 years old
are 47% loyal. The third reason is that younger customers are more likely to try new

brands and seek new experience and new samples.
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Loyalty and Gender: According to Stan (2005), women and men are totally different
in many ways such as the expression of emotions, men are more analytical and
women are more subjective, men are guided by societal norms which make them
more bossy, likes to control. On the other hand, women are more self-concerned and
concern for other as well. Such differences make women more likely to be loyal and

like to build long term relationships than men.

Reynold (n.d) shares that same thoughts of Stan regarding men and women
differences, but he added that women are more likely to build relationships with
business owners and staff, they really like to interact, which make them more loyal

customers toward the business or the brand they like.

Loyalty and occupation: An article by CEB (2011), clarified that retires and home
makers are more likely to be loyal. In regards to occupations, the study classified
customers into two categories according to income; one for those who have high
income, and the other for those of low income, and added that people who get lower
income tend to be more loyal that customers with high income. High income
customers are always looking for the big deal, and they are bargain hunters which
make them disloyal customers. Therefore, the study concluded that students and
professionals are less loyal than retirees and home makers as they are not exposed to
large social circles like those of the students and professionals.

2.4 Mobile Telecommunication Sector in Palestine
2.4.1 Overview of Palestinian Telecommunication Sector

The Palestinian Telecommunication sector has a key role in the economy, constituting to 4%
of the Palestinian GDP. The sector which has two mobile operators Jawwal and Wataniya
Mobile whom employs over 3,400 employees and serve 3.4 million subscribers according to
2015 statistics (Office of the Quartet 2015).

The Palestinian Telecommunication sector as all other Palestinian economic sectors is
governed by the terms of Oslo Agreement signed by the PLO. With regards to the

telecommunication sector in specific; the agreement stated that “Israel recognizes that the
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Palestinian side has the right to build and operate separate and independent communication
systems and infrastructures including telecommunication networks, a television network and
a radio network”, However such provisions were never applied or respected by the Israeli
government which resulted in several challenges facing the Palestinian telecom operators
(The World Bank Group 2016).

2.4.2 Challenges facing Palestinian Telecom Operators

According to note of the The World Bank Group (2016) prepared for the Palestinian Ministry
of Telecommunications and Information Technology (MTIT), there are several challenges
that resulted from the Israeli measures and non-recognition of Oslo provisions. Such

Challenges were summarized mainly in the below issues:

= The Israeli restrictions on frequencies: There has been a request that was submitted since
2008 by the Palestinian mobile operators to launch 3G services but only limited release of
frequencies were given to them according to an agreement signed in 2015. This is
considered as a competitive disadvantage for Palestinian Telecom operators as their
surrounding Israeli competitors provide 3G since 2004 and 4G since 2015 to their
subscribers, also the MENA region in general is moving towards 4G, and therefore
launching 3G by Palestinian operators cannot be considered as a success.

= The inability of Wataniya Mobile to take its full competitive role as the Israeli restrictions
caused two years of delay in its operation in the West Bank and prevented it from starting
its operations in Gaza strip.

= The illegal activity by Israeli operators in the West Bank created unfair competition to
Palestinian operators, as the additional services provided by Israeli operators captured
high value-added Palestinian customers.

= The Israeli restrictions imposed on the import of needed equipment for telecom and ICT
companies.

= The Israeli restrictions imposed on the movement of goods and people which hindered the

deployment and maintenance of infrastructure.

According to this World Bank note, the loss in the revenues of Palestinian mobile sector
during the period between 2013 and 2015 is estimated to range from 436 million US dollars
to 1,150 million US dollars, out of these amounts 339 million US dollars to 742 million US
dollars are attributed to the inability to provide 3G services, while 70 million US dollars to
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184 million dollars are attributed to fiscal loss of Value Added Tax. Such a loss represents a

loss of 3% in the Palestinian GDP during the aforementioned three years.

2.4.3 Competition in the Palestinian Mobile Sector

Paltel Group was established in 1997 to be the telecommunications leading operator in
Palestine. It includes companies from the main sectors of telecommunications and
information technology (IT) market, and among these is Jawwal which is its mobile
subsidiary. Since the establishment of Paltel group and given that it had the first and only
mobile operator in Palestine it dominated the market which was characterized by the
existence of a private regulated monopoly by Paltel and its subsidiaries, beside the
unauthorized competition with the Israeli operators whom were authorized by Oslo
Agreement to service only the settlers in the West Bank, in addition to the overall weak

governance and regulation. (The World Bank Group 2008).

The monopoly of Jawwal over the Palestinian Mobile sector continued since establishment in
1999 until the Wantaniya Mobile which is a member of Ooredoo Group was launched in
2009 based on the license granted to it in 2007. Since then competition among the Palestinian
Mobile operators whom have to face also the illegal competition of the Isreali Mobile
operators increased, a matter that made Customers’ Loyalty and retention the main objective

for both companies.

In this regards it is worth mentioning that the main players in the Palestinian Mobile
telecommunications market are the Palestinian Mobile operators Jawwal and Watanyia
Mobile whom have to face competition with four Israeli Mobile Operators, namely Orange,

Cellcom, Pelephone and Mirs that operating in the West Bank and Gaza.

2.5 Discussion of literature

From the literature review that is presented in the above section, customer satisfaction and
loyalty are a very important topics for businesses, each business is looking to have a satidfies
and loyal customer to increase their market share, and at the same time, satisfied loyal

customers save time and money as well, because they can help the business in market and
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promote their product or service by talking about them and encourage people to try them, but
as discussed by Dick & Basu (1994) customer loyalty have different conditions and stages,
they have mentioned four stages of customer loyalty which they are, sustainable loyalty,
latent loyalty, spurious loyalty and customers who have n loyalty at all, each one of them can
affect the business in different ways as discussed above. Businesses can measure their
customer loyalty by using different types of methods, like the Net promoter score (NPS)
which the business can prepare a simple questionnaire with value between 1 -10, another
simple method it is the customer loyalty index (CPI), to track customer loyalty over a period
of time, it includes the NPS, and other measuring tools like upselling and repurchasing. It’s a

simple method using a simple questionnaire that has a 6-point scale value from 1 — 6.

Measuring loyalty is very important for the business, besides figuring out what are the factors
that affects their customer’s loyalty, they can benefit from this information in different ways,
through the literature above as described by many authors, there are different factors that may
affect loyalty like, price, service quality, brand image, switching cost and demographic
factors like gender, age and occupation. Off course there are many factors that may affect
customer loyalty, but in this study the researcher have considered the mentioned above
factors because it was clear through the different studies and article reviewed, that the
mentioned factors are the most important and affecting ones that have a significant
relationship with customer loyalty, as (Houlihan & harvey 2012) said that customer loyalty
results from price sensitivity, another writer (Virvilaite, Saladiene et al.2009) added that price
is the most significant factor in determining customer satisfaction, as well as (Awan & Igbal
2014) in their study said that price is the most flexible element in the marketing mix. That
indicates that price has a very direct significant relationship with customer loyalty. Another
studies for different writers like Agyei and kilika 2013, Ibok and Etok 2015, and saeed, lodhi
et al 2013, they all have clarified and agreed that brand image, service quality, switching cost

and demographic factors have a strong positive significant relationship with customer loyalty.
The mentioned factors will be the core of this thesis in order to determine the factors that

affect customer satisfaction and loyalty in Palestine, where there are two mobile operators

Jawwal and Wataniya that are delivering their services to customers in Palestine.
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2.6 Conceptual framework for customer Satisfaction and loyalty

As discussed in the literature review above, there are different factors that may affect the
satisfaction and loyalty of customers towards brand of a service; this section will give a
closer look on the factors affecting satisfaction and loyalty. This thesis is depending on a
cause — effect relationship, as described by (Swaen, 2015) the cause — effect relationship
occurs when there are different relevant variables that are the characteristics that the
relationship can describe, this relationship will involve two types of variable, independent
variables and dependent variables. In this study there are many independent variables that
were identified to affect one dependent variable that can be described in figure 2 below.

Figure 2: Conceptual framework for customer satisfaction and loyalty
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As shown in the figure above, customer satisfaction and loyalty is the dependent variable,
which is the variable that its results and value is dependent on other factors, which in this
study are the price, service quality, brand image, switching cost and demographic factors, in
which they are the independent variables that affects the value and level of satisfaction and
loyalty of the customers. One or more independent variables may affect the decision, choice
and loyalty for customers, through this thesis, the researcher will find out what factors are

affecting the satisfaction and loyalty of customers toward mobile operators in Palestine.
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CHAPTER 3: METHDOLOGY

= Research Design

= Population and sample of the study

= Data Collection Procedures and Instruments

= Validity and Reliability of Research Instruments
= Data Analysis

= Descriptive Statistics

= The Pearson Product Moment Correlation

= Multivariable Regression Analysis
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3. METHODOLOGY

This thesis aims to determine the factors that affect customer’s satisfaction and loyalty for
Palestinian Mobile operators. Within this context the researcher reviewed many papers for
the cases of many countries at the regional and international levels, and was able to identify
based on the previous literature a model with five variables that appeared to affect customer
satisfaction and loyalty in the Mobile telecommunication sector, these are demographic
variables, price, quality, brand image, and switching cost. Previous studies that were used as
a benchmark for this study are Md. and Akther (2017) which studied the Determinants of
Customer Loyalty in Mobile Telecommunication Industry in Bangladesh, Amin, Ahmad et al.
(2012) which studied the determinants for the case of Malaysia, Khan and Afsheen (2012) for
the case of Pakistan, Adeleke and Aminu (2012) for the case of Nigeria, Khizindar, Al-
Azzam et al. (2015) for the case of the Kingdom of Saudi Arabia, and Adjei and Denanyoh
(2014) for the case of Ghana. The Methodology applied in all the aforementioned studies is
cross sectional surveys with a five point Likert scale to gather primary data from respondents
from a sample that was determined using convenience sampling, and used Pearson
correlation to reveal the relationship between the specified factors, and regression to analyse
the hypothesis of the study. The below table illustrates the sampling and data analysis
methodology applied in each of the studies.
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Table 1: sampling and data analysis methodology applied in Literature

Study Sample and instrument

Statistical Tests used

Adeleke
Aminu (2012)

and

Used cross sectional survey that targeted 252
respondents determined using convenience
sampling.

Instrument was a structured gquestionnaire with a
5-point Likert scales, and the questions used
were collected from different literature sources
and were adjusted to conform to the study
objectives.

Descriptive statistics and
Pearson Product Moment
Correlations were employed to
analyse the data collected.

Khizindar, Al-
Azzam et al.
(2015)

The study used a survey with a Likert scale as a
tool to collect primary data. A total of 800
guestionnaires were distributed to
telecommunication customers throughout the
various regions of Saudi Arabia, and was
determined using Convenience sampling.

The study used a questionnaire that was
developed by Zhang and Feng (2009) and
used by Reena (2012).

For the purpose of data analysis
and hypothesis testing, the study
used correlation analysis to
reveal the relationship between
the factors, while regression
analysis was used to test price,
service quality, brand image,
and trends on customer loyalty.

Adjei and
Denanyoh (2014)

The study targeted 200 subscribers for mobile
operators, and due to the limit of time and costs,
the population was narrowed to mobile phone
users in Sunyani, and was determined by
connivance sampling. The questionnaires were
designed with five-point Likert-type scale.

The study used Pearson
correlation to establish the
relation between the dependent
and independent variables.

Khan and Afsheen
(2012)

The study surveyed 200 telecom customers in
Bangladesh from Dhaka city, and the
convenience sampling method of non-
probability sampling technique was used.

The study used One-way
ANOVA and Multiple
Regression analysis to test
hypothesis.

Amin, Ahmad et
al. (2012)

The study used a 5-point Likert scale
questionnaire which was prepared by Serkan and
Gorhan. The study targeted 185
telecommunication users among university
students.

Multiple regression analysis was
used for the analysis.

(Md. and Akther
(2017))

Data has been collected from 200 people
Namely from Narayanganj, Savar, Shantinagar
and Azimpur in Dhaka City using a 5 point
Likert scale questionnaire. The Convenience
sampling method of non-probability sampling
technique was used to specify the study sample.

multiple regression analysis was
used to analyze the data.
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In light of the above; this section describes the methodology that is used in this study
including the research design, population and sample of the study, data collection procedures
and tools, reliability and validity of the data gathered, and procedures of data analysis that is

used to achieve the intended objectives.

3.1 Research Design

This thesis is descriptive with a quantitative research design. A cross sectional research
design with quantitative methods is used to assess relationship between certain identified
factors with customer satisfaction and loyalty to Palestinian mobile operators. This research
design is used for this thesis as data will be gathered in a particular time.

A very well-designed questionnaire is used as a tool to gather the needed data about the
mobile users mainly, customers’ profile, their behaviour, their satisfaction towards mobile
operators, their willing to keep their line, their willing to recommend their friend to use

services and lines of x- operator, and other indicators that will be included in the thesis.

3.2 Population and sample of the study

This thesis will study the factors that affects customers’ satisfaction and loyalty for the
Palestinian Mobile operators from the view of the customers’ themselves. Therefore; the
population consists of all the individuals in Palestine (West Bank and Gaza) who are
connected to a certain mobile network operators including Jawwal, Watanyia Orange,

Cellcom, Pelephone and Mirs.

However; given to the limited time and cost consideration; the sample of the study was
narrowed to the subscribers of mobile operators in Ramallah and Al-Bireh governate from
both males and females with an age of 22 years and above, whom are employed in the public
sector mainly in the Ministry of Education (MoE) and Ministry of Interior (Mol). This
sample was chosen as the under aged individuals are generally affected on the choice of their
network by their parents, while public sector employees were targeted based on the fact that
they make careful decisions regarding the value of their money given their limited income.
Data was collected from individuals in Ramallah and Al-Bireh Governate, and the sample

size is determined using Convenience sampling according to the below equation:
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Sample Size = e«
=2 % p(1-p)
1_ = 4
( 2N )
Where:
N is the Population Size
e Is the Margin of Error (as a decimal)
z Is the Confidence Level (as a z-score)
p Is a Percentage Value (as a decimal)

3.3 Data Collection Procedures and Instruments

To achieve the intended objectives of the thesis, both primary and secondary data was used.
Secondary data were obtained mainly from journals, books, reports, and Website, while
primary data was collected through a questionnaire designed by the researcher to gather
necessary data directly from respondents. Research questions were transferred to measurable
questions, that were included in the questionnaire as a 5 point Likert scale with number 1
means that respondents strongly agree, 2 means agree, 3 for Neutral, 4 for Disagree, and 5 for
Strongly Disagree so as to gather the information about the main factors affecting customer

satisfaction and loyalty among Palestinian mobile network users.

The questionnaire consisted of two parts, the first aimed to gather information about the
respondents’ demographic criteria such as name of the mobile network service provider,
gender, age, occupation, education, and monthly mobile expenses. The second part of the
questionnaire included questions regarding the identified influential variables of customer

satisfaction and loyalty in the mobile telecom industry.

3.4 Validity and Reliability of Research Instruments

Validity of research instruments is the degree to which the instrument measures what it
supposed to measure (Kimberlin and Winterstein 2008), while Reliability relates to the
consistency of a measure, that is the extent to which a research instrument will consistently
lead to the same results if repeated (Heale and Twycross 2015). And since the research

instrument that is used in this thesis as described in the above section was addressed through
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review of relevant literature, then it is valid. However; with regards to reliability of the
research instrument, the Cronbach’s Alpha reliability coefficient is used to measure the
internal consistency of the questionnaire. The coefficient has values that range between 0 and
1 with higher values indicating higher reliability.

3.5 Data Analysis

The data gathered was analysed to find out the opinion of respondents regarding the research
variables. The Statistical Package of the Social Science (SPSS 20) was used for data analysis,
where Descriptive statistics, Pearson Product Moment Correlations, and Regression analysis

were employed to analyse the data collected.

3.5.1 Descriptive Statistics

Descriptive statistics will be used in this study to give a general view about the data gathered
from respondents and to describe the basic features of this data. Descriptive statistics provide
a summary for the sample and the measures in a simple way. Mainly; Percentages to describe
the demography of respondents such as age, gender, education, and current mobile operator is
used. Additionally; the mean and standard deviation is used to assess how respondents reply
on the various variables of the thesis. The mean value that is calculated for each of the
variables to give an idea about the importance of the variables from the respondent’s point of
view that is variables with higher mean values indicates greater importance to respondents.
On the other hand; standard Deviation will give an idea about how wide is the spread of data
that is higher values for standard deviation means that respondents gave variety of opinion
and the low standard deviation means that customers express close opinion (Hossain and
Suchy 2013), (Adeleke and Aminu 2012).

3.5.2 The Pearson Product Moment Correlation

The Pearson Correlation Coefficient or Pearson’s r; was invented by Karl Pearson, and it is
an easy way to measure correlation between any two variables. It has a value that ranges
between +1 and -1, where the positive sign indicates positive relationship between the
variables under investigation and the negative sign indicates a negative relationship, while a
value of O indicates that the variables have no association (Uebersax NA). The formula for

the coefficient is as below.
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Where (r) is the Pearson Coefficient and indicates the strength of the relationship among the
variables, (n) is the sample size, (xi) and (yi) are the single samples indexed with i, and (s) is

the sample standard deviation.

The coefficient give an indication for the linear association among the two variables by
drawing a line of best fit for the gathered data of the two variables, and the value of the (r)
gives an indication of how far the data points are from this line. A value of (r) that is closer to
+1 or -1 indicates a strong positive or negative association respectively and means that the

data points are closer to the line of best fit
3.5.3 Likert Scale & Alpha Cronbach Coefficients

The Likert Scale ranging from (1-7) was found through the literature to be an excellent
measure of satisfaction or loyalty. But due to the type of research done, the Likert scale was
combined with Alpha Cronbach Coefficient Key in order to measure the level of importance
after measuring significance. The Likert scale was thus used with the Alpha Cronbach

Coefficient as clarified in table 2 below.

Table 2: Alpha Cronbach coefficients

Mean Level
0-1.8 very low
1.8>2.6 Low
2.6>3.4 Moderate
3.4>4.2 High
4.2 -5 very high
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3.5.4 ANOVA Analysis

The ANOVA test analysis can be said to be a generalised t-test, where it is applied to more
than two groups. The analysis is set to measure the whether the population means are equal,
where the main test results are represented by P-Values, wherever a P-Value <0.05, means

that the value is of significance.

3.5.5 Multivariable Regression Analysis

Regression analysis helps to describe the relation between the dependent variable and the
independent variables. While; the Multivariable regression in specific is a type of regression
analysis that is used when more than one independent variable contributes in explaining the
dependent variable, and therefore helps to study the effect of those variables on the dependent
variable. Hence, the dependent is expressed as a linear function of independent variables as
shown in the below model.

Y =a+ by x Xy + by x Xy +by x X,

The analysis will allow computing the coefficient bi for each of the independent variables X;,
the coefficient of determination describes the overall relationship between the independent

variables X; and the dependent variable Y (Schneider, Hommel et al. 2010).
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4. DATA ANAYSIS

4.1 Population and Sample of the Study

The population of the thesis consisted of all Public Sector Employees in The Ministry of
Education and The Ministry of Interior as customers of mobile operators in Palestine. The
population size equals to (650) customers (employees). The population is partitioned into two
main strata: The Ministry of Education with size (500) customers, and The Ministry of
Interior with size (150) customers. A proportionate stratified sample with 42% proportion
was taken from these two strata, then the sample size become (42%*(500))=210 employees
from the Ministry of Education and the sample size from the second main strata (The
Ministry of Interior) was 42% from the population which is (42%*150)=63. The total sample
size was 210+63=273. The researcher spread 300 questionnaires and received 280 with 100%
response percentage since the requested sample size is 273. Table (3) below shows the

population and sample size used.

Table 3: Population and Sample size of the thesis

Place of work(Strata) Population Sample=42% of Population

Ministry of Education 500

The Ministry of Interior 150

4.2 Demographics

Table (4) shows that the study sample in hand consists of (77%) working at the Ministry of
Education, and (23%) working at Ministry of Interior. More than half of the sample are
females (55%), and (44%) are aged between 31-40 years old, as well (28%) between the age
of 44-55 years old. (79%) of the sample are married, (57%) have a bachelor degree, and
(45%) are within the second level of employment, (29%) within the third level. As for level
of income, (33%) take more than 4,021 Shekels per month, and (32%) take between 2721 —
4020 Shekels per month. Lastly, (62%) of the respondents are Ramallah residents.
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With regards to their mobile subscription, more than half (55%) of the respondents are
Jawwal subscribers, (15%) are Wataniya mobile subscribers, and (29%) are subscribers of
both Jawwal and Wataniya mobile. (44%) of respondents have had their mobile subscription
for more than 10 years, (19%) from 6-10 years, (24%) for 2-6 years, (10%) between 6 months

and 2 years, while only (3%) have had their subscription for 6 months or less.

Table 4: Demographic Frequency & Percentages

Place of work Ministry of Education 77%
_ Ministry of Interior 65 23%
Gender Male 127 45%

Age 22-30 63 23%
31-40 122 44%
41-55 79 28%
Over than 55 16 6%

Marital status Single 49 18%
Married 220 79%
Divorced 7 3%
Widow 4 1%
Educational level Diploma 58 21%
Bachelor 160 57%
Master 56 20%
PHD 6 2%
Employment Level (Position) First Level 41 15%
Second Level 127 45%
Third Level 81 29%
Fourth Level 14 5%
Fifth Level 17 6%
Monthly Income Less than 1570 10 4%
1571 - 2090 22 8%
2091 - 2720 67 24%
2721 - 4020 90 32%
More than 4021 91 33%
Current mobile operator / BEVIIEL 155 55%
service provider Wataniya 42 15%
Both 82 29%
Other 1 0%
How long have you been with [EEERGEREE (131 9 3%
eV g anolo]NeI s Il More than 6 months — less than 27 10%
2 years
2 — 6 years 68 24%
6 - 10 years 54 19%
More than 10 years 122 44%

Place of Residence Ramallah 173 62%
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Jerusalem 20 7%

Hebron 21 8%
Nablus 36 13%
Bethlehem 2 1%
Jericho 1 0%
Jenin 8 3%
Salfit 4 1%
Tubas 1 0%
Tulkarem 10 4%
Qalgilia 4 1%

4.3 Reliability

Reliability analysis allows to determine the extent to which the items in the questionnaire are
related to each other, and the reliability coefficient value represents overall index of the
repeatability or internal consistency of the scale (questionnaire) as a whole, this procedure
also enables to identify problem items that should be excluded from the scale. The next table
shows Alpha Cronbach coefficients which represent the most common procedure to assess

scales reliability.

Table 5: Alpha Cronbach coefficients

Domain N of Items CTEEE
Alpha
Perceived Price 6 0.71
Service Quality 6 0.81
Brand Image 5 0.89
Switching Cost 5 0.79
Total Satisfaction loyalty to mobile operators 7 0.94
Over All Total 29 0.95

The Over All Reliability Coefficient (Alpha Cronbach) is 0.95 and it is 0.94 for the Total
Satisfaction and loyalty to mobile operators. The scales are ranged from (0.71-0.89) for the
main factors. The Coefficients are greater than 0.7 for all domains, so we conclude that there
exist acceptable reliability levels for data to be reproduced or repeated in the case of

repeating other research similar to this thesis using the same questionnaire.
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4.4 Validity

The validity of a questionnaire is the degree to which the questionnaire measures what it
claims to measure, which called also the accuracy measurement. One of the most useful
method to measure the validity is the Factor analysis by principal component method. It gives
numbers called Extraction communalities which estimate the variance in each questionnaires'
item accounted for by the factors (components or domains) in the factor solution. For other
extraction methods, these values are the proportion or the amount of variance accounted for

in each variable by the rest of the variables.

High values of the extraction coefficients (>0.5) indicate that variables (Items) fit well with
the factor solution, and should possibly not be dropped from the analysis. The next table
shows the extraction coefficients for all items and it is clear that most of them are greater than

0.5 which means that the questionnaire has high level of validity.

Table 6: Extraction Coefficients for Validity

Communalities
Communalities
Communalities
Communalities
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Item number
Item number
Item number
Item number
Item number

Extraction
Extraction
Extraction
Extraction
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(@]
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(&)
©
S
)
x
LL

1. 0.730 1. 0.278 1. 0.656 1. 0.525 1. 0.788
2. 0.721 2. 0.687 2. 0.753 2. 0.710 2. 0.777
3. 0.809 3. 0.751 3. 0.796 3. 0.679 3. 0.784
4. 0.824 4. 0.543 4. 0.708 4. 0.308 4. 0.716
5. 0.488 5. 0.711 5. 0.547 5. 0.542 5. 0.648
6. 0.526 6. 0.204 6. 0.711

7. 0.725

4.5 Analysis of Factors affecting Customers’ Decision Making

45.1 Rank of factors in order of importance when choosing mobile operator

Table 7: Ranking of Factors in order of importance when selecting mobile operators

39.1%
40.6%
20.2%
100.0%
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According to the results of the table above 40.6% of respondents indicated that the Quality of
services is the most important factor when selecting mobile operator, while 39.1% indicated
that it was Price, and finally 20.2% indicated that it is Brand Image. Accordingly; we can
conclude that according to respondents the Quality of service is the most influencing factor
for the selection on mobile operators, followed by Price, and Brand image consequently.

4.5.2 Importance of factors relative to choosing a mobile operator

Table 8: Factors ordered by importance relative to the respondents when choosing Mobile operators
Factor Importance percentage

Overall network quality 15.5%
Price 14.5%
Network Coverage 14.1%
Quality of Internet Services 11.2%
Quality of customer care services 10.5%
promptness of complaint handing 9.2%
Offers 8.7%
variety of service plans that meets my needs 7.6%
Brand image 7.4%
Other 1.4%
Total 100.0%

As the previous results show, it seems that respondents think Overall Quality of service
(15.5%) as the most important attribute, followed by Price (14.5%), Brand Image comes in
9™ place with only (7.4%). As for what is between, most are relative to service quality or

prices, proving even more that those two are the most relative to respondents.

4.5.3 Switching Mobile Provider

Table 9: Would you switch to another network if another operator provides better price or service?

i T

Total

The results of the table above show that most of respondents will switch to another network if

another operator provides better price or service (74%).
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4.6 Analysis of Questionnaire's Items and Domains

This section introduces analysis of the Domains (Factors) of the thesis (Perceived Price,
Service Quality, Brand Image, Switching Cost, Customer satisfaction). An ANOVA analysis
is conducted for each domain and its corresponding items, and was found that the items are
each significant to their domain, where all P-Values were all below 0.05. Furthermore, for
each domain, each Item is analysed using Means (Averages), Standard Deviations, and
Coefficients of Variation, where their importance towards the domain will be seen. A final
variable for each domain will be calculated in order to asses them regarding Customer
Loyalty & Customer Satisfaction and test the differences between respondents in their

attitudes toward them.

4.6.1 Perceived Price

Table (10) below shows means and standard deviations of Perceived Price items, the items
sorted descending by means. The total value of mean indicates that the respondents' attitudes
are high, since the total mean value is (3.48) and the standard deviation is (0.65).

Given that the ANOVA analysis showed all factors are of significance to price, table (10)
shows how significant It is. The two factors with very high significance to price are customer
price sensitivity, and price and quality knowledge, with averages of (4.41) & (4.40)
respectively. Coming in third place with high significance to price is price for quality, with an
average of (3.5). The overall price average was calculated to be (3.48) which indicates high

significance.

Table 10: Means, Standard Deviations and Coefficients of Variation for Items of Perceived Price Domain

Perceived Price Mean Standard deviation C.V
I am a Price sensitive person, when | buy

N
1 products | like to be sure that | am getting my 4.41 0.69 0.16  Very High
money’s worth

0
I generally shop around for lower Prices on

products, but they still must meet quality 4.40 0.61 0.14 Very High
requirements before | buy them
| prefer to pay more if quality of product or .
service worth it 3.50 1.10 0.31 High
]Ic believe that the company offers good value 208 114 0.38 Moderate
or money
| believe that Prices of the company are
reasonable and affordable 296 1.25 0.42 MSEEES
u | will stick to the same company even if their 263 115 0.44 Moderate
Prices increase
0 Total 3.48 0.65 0.19 High
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We can conclude from the above that customers highly consider quality of service and they
are willing to pay more if they believe that the service is worth that money, However,
currently their satisfaction to moderate with regards to the quality of service offered by their

current mobile operator.

4.6.2 Service Quality

Table 11: Means, Standard Deviations and Coefficients of Variation for Items of Service Quality Domain

No  Service Quality Mean Standard deviation C.V Level

7 Product. and service availability direct 384 0.88 0.23 High
my buying behavior
As a customer I alwa_ys Io_ok for the best 3.68 104 0.8 High
quality regardless of its Price

u The company was very responsive to ., 106 0.30 High

my concerns

po, | G ENENS (GRS TMAGHITY (e | g en 1.01 0.30 Moderate
quality of services

11. Sz prpw_ded tgy t_he company: 5 34 1.03 0.31 Moderate
Create superiority feelings in me

12 I never compromise on the quality of 318 0.99 031 Moderate
service provided by the operator

T Total 3.49 0.72 0.21 High

Table (11) above shows the means and standard deviations of Service Quality items. The
items sorted descending by means. The total value of mean indicates that the respondents'

attitudes are high, since the total mean value is (3.49) and the standard deviation is (0.72).

The ANOVA analysis determined that all items regarding service quality are of significance,
the items seem to be split between high and moderate significance. Those whom were
deemed to be of high significance are buying behaviour relative to availability of products
and services (3.84), Looking for best quality regardless of price (3.68), company
responsiveness to concerns (3.54). Nevertheless, Quality of Service as a total is of high

significance with an average of (3.49).
The above shown responses assures again on that the quality consideration by customers is a

key factor that affect their buying behaviour, and adds that customers believe that their

current operator need to work more on improving the quality of the services it provides.

40



4.6.3 Brand Image

Table (12) below shows means and standard deviations of Brand Image items, where the
items sorted descending by means. The total value of mean indicates that the respondents'
attitudes are moderate towards Brand Image, since the total mean value is (3.29) and the
standard deviation is (0.85).

Table 12: Means, Standard Deviations and Coefficients of Variation for Items of Brand Image Domain

No Brand Image Mean SIEfE CV Level

deviation

The company always have new ideas and
(<l services in order to further satisfy the  3.65 0.94 0.26 High
needs and expectations of its customers
The company is well known for its quality
(i of services and | feel comfortable for  3.38 0.98 0.29 Moderate
being their customer
15, Tr_le company has a positive image in the 333 105 0.32 Moderate
minds of consumers
16. The company of‘fe_)rs overall_better pricing 315 1.05 0.33 Moderate
plan compared to its competitors
Brand Image of a product or a service
attract my buying behavior the most 2.93 L3 0.38 MOEELS
I Total 3.29 0.85 026  Moderate

Although the ANOVA analysis showed all item to be of significance to the domain Brand
Image, only one item was deemed to be of High significance “The company always have new
ideas and services in order to further satisfy the needs and expectations of its customers” with
an average of (3.65). All other values were of moderate significance, including Brand Image

as a total domain.

It can be concluded from the above table that customers believe that current mobile operator
is innovative and do have new ideas, however, their satisfaction towards the quality of the
service being provided is moderate and accordingly think that their current operators should

reconsider working harder on their image to make it more attractive to customers.
4.6.4 Switching Cost

Table (13) shows the means and standard deviations of Switching Cost items, the items
sorted descending by means. The total value of mean indicates that the respondents' attitudes

are medium, since the total mean value is (3.14) and the standard deviation is (0.77).
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Table 13: Means, Standard Deviations and Coefficients of Variation for Items of Switching Cost Domain
No Switching Cost Mean Standard deviation C.V Level
The cost in time and effort for changing
my current service provider will be  3.38 0.98 0.29 Moderate
high for me

Changing my phone company will not 393 103 032  Moderate
make much difference

It would be very inconvenient formeto ., , 107 034 Moderate

switch to another service provider

I am not ready to put forth the effort
required for switching

Switching to another provider will
bring economic loss to me

Total 3.14 0.77 0.24  Moderate
Similar to Brand Image, the ANOVA analysis showed significant relationship between ltems

3.12 1.04 0.33 Moderate

2.84 1.07 0.38 Moderate

regarding Switching cost to the domain itself (Switching cost), but none of the items were
seen to have high significance, where mean average was of moderate significance to the total
domain Switching Cost. Furthermore, Switching Cost as a domain itself is seen to have
moderate significance with an average of (3.14). The above responses of customers show that
switching cost is not a significant obstacle for changing to another mobile operator, as it does
not need a high effort nor it does cause a significant financial loss. Also, respondents show
that customers are indifferent regarding their current operator.

4.6.5 Customer Satisfaction and Loyalty

Table (14) shows means and standard deviations of Customer Satisfaction and Loyalty items,
where again the items sorted descending by means. The total value of mean indicates that the
respondents’ attitudes are medium, since the total mean value is (3.29) and the standard
deviation is (0.91).

Table 14: Means, Standard Deviations and Coefficients of Variation for Items of Customer Satisfaction and Loyalty Domain

Customer Satisfaction Mean Standard deviation C.V Level

Company respect people 3.40 1.01 0.30 High

Company values relationships 3.39 1.00 0.29  Moderate

25. I am satisfied with the products and 3.37 1.10 0.33 Moderate

services provided the company

The company provides products and  3.36 1.05 0.31 Moderate
services that best fit my interests

I would like to recommend the service of  3.25 1.02 0.32 Moderate
this company to my friends and family

I will still choose the company, if | had to  3.25 1.11 0.34 Moderate
do it all over again

I will buy or try other products and services  3.01 1.11 0.37 Moderate
from the company

B Total 3.29 0.91 0.28  Moderate
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Regarding Customer Satisfaction, it seems that the only factor of High significance is
“Company respects people”, with a mean average of (3.4), All other items within this domain
have a moderate significance, including the domain itself Customer Satisfaction and Loyalty
with an average mean of (3.29).

It is clear from the above that customers believe that their current mobile operators respect
their customers, never the less, they are not that satisfied from their services and therefore
they are not interested in recommending them to others and they themselves not sure if times

go back will choose the same mobile operator.

4.6.6 Overall

Table (15) shows the overall averages of domain tested, and their significance according to
the Likert scale. Results are in line with the ranking achieved in sections 4.6.1 and 4.6.2
where the Perceived Price and Service Quality were concluded to be the two most important
factors for respondents, with a high significance, and averages of (3.48) and (3.49)

respectively. Total satisfaction and loyalty gained a score of (3.29) which is moderate.

Table 15: Means, Standard Deviations and Coefficients of variation for all study domains

Mean Standard deviation

CV Level

3.48 0.65 0.19 High
3.49 0.72 0.21 High
3.29 085 026  Moderate
Customer Satisfaction and 3.29 0.91 0.28 Moderate
Loyalty

3.14 0.77 024  Moderate

The above illustrates that customer consider that quality of service and price as the most
important factors to affect their buying behaviour. The results also show that customers will
always evaluate quality versus price to assess if the service is worth the money they pay and
this what will lead to buying the service or not. The effect of brand image is not of that
importance to them neither the switching cost. Results also confirm that customers’
satisfaction and Loyalty is moderate towards current mobile operators as indicated also in the
previous sections of the analysis.
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4.7 Hypothesis Testing

For the hypotheses testing of the study, a multiple regression analysis was conducted to test the
relationships between independent variables (Price, Service Quality, Brand Image, Switching
Cost) and the dependent variable (Customer Satisfaction and Loyalty to Mobile Operators). The

multiple regression model performed for this purpose is:

CSL = B0+ Blp + BQSQ + B3B| + ﬁ4SC +e

Where: o, B1, B2, B3, Ba: Are constants
CSL: Customer Satisfaction and Loyalty
P: Price
SQ: Service Quality
BI: Brand Image
SC: Switching Cost
e: Random Error

Before conducting Multiple Linear Regression, Pearson Correlations were computed. The

results are illustrated in table (16).

Table 16: Pearson Correlation Matrix

The results of the Pearson correlation, indicate a high and significant correlation between the

Satisfaction and Loyalty Order of Pearson

Domain to Mobile Operators Correlation
Price 0.617 3
Service Quality 0.744 c
Brand Image 0.838 L
Switching Cost 0.527 4
3

Customer Satisfaction .838

independent variables (Price, Service Quality, Brand Image, Switching Cost) and customer
satisfaction loyalty. Furthermore, the p-value of all items were found to be less than 0.05,
which results in a problem called (Multi-collinearity) which make the ordinary analysis of
multiple linear regression inaccurate, to solve this problem, a Ridge Regression is used,

which can be seen in the table below.

Table 17: Multiple Linear Regression Model Summary

R Square Adjusted R Square

- 0.724 0.720 160.595 0.000
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Table 18: Multiple Linear Regression Coefficients (Ridge Regression)

Unstandardized Standardized

Coefficients Coefficients

Beta Std. Beta
Error

0.216  0.025 0.155 39.898
0.283  0.018 0.224 155.171 0.000 2.958
0.334  0.019 0.314 275388 0.000 2.477
0.165  0.020 0.140 46.990

Constant=0.276, KS Normality test for residuals(Z2)=0.943 ; P-value=0.336

The Calculated Estimate for the Study Model:

CSL =-0.068 + 0.216* P + 0.283*SQ + 0.334* Bl + 0.165*SC (Unstandardized)
CSL = 0.155* P + 0.224*SQ + 0.314* Bl + 0.140*SC (Standardized)

By the results of tables above, we conclude that the regression model is significant with
F=160.595, P-value<0.05. After using Ridge regression Method, all Variance Inflation Factor
(VIF) values are less than 10 indicates that there is no Multicollinearity problem between the
independents in the model*, the K-S Normality test for residuals is not significant (P-
value>0.05) indicates that the residuals are normally distributed, so the model fits the data
well. The coefficient of Determination of the estimated model R?=0.724 implies that the
Independent Factors (Price, Service Quality, Brand Image, Switching Cost) explain 72.4% of

the total variation of the Customer Satisfaction and Loyalty.

The calculated customer satisfaction and loyalty study model is represented through both
standardized and unstandardized beta coefficients. The difference between both coefficients
is the measurement units for both. The standardized coefficients work under the assumption
that all variables have been measured using the same unit, and the unstandardized coefficient
means that there were different measuring units used. The beta coefficients for standardized

and unstandardized differ enough to have both present.

! Kutner , M. H., Nachtsheim, C. J., Neter, J., & Li, W. (2005). Applied Linear Statistical Models (5th ed.).
McGraw Hill, p409.
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Hi: There is a significant relationship between Price; and Customer Satisfaction and

Loyalty to mobile operators

The results of the table above show that the hypothesis (H1) is accepted, so we conclude that
there is significant positive relationship between Price and Customer Satisfaction & Loyalty
to mobile operators (Unstandardized Beta=0.216, P-value<0.05). Meaning that for each unit
increase in Price appropriateness, the Customer Satisfaction and Loyalty increases by 0.216
holding other variables constant.

Although there is a high correlation between price and Customer Satisfaction & Loyalty, the
standardized beta value and Pearson correlation were both the Third highest at (0.155), and
(0.617) respectively. this means that even though the relationship is strong, Perceived Price is
not the most important factor in relation to Customer Satisfaction and Loyalty, even if used
the unstandardized beta value, price is the third highest factor that effects customer

satisfaction & loyalty.

H,: There is a significant relationship between Service Quality; and Customer

Satisfaction and Loyalty to mobile operators

The results of the table above show that the hypothesis (H2) is accepted, so we conclude that
there is significant positive relationship between Service Quality; and Customer Satisfaction
and Loyalty to mobile operators (Beta=0.283, P-value<0.05). We conclude that for each unit
increases in Service Quality, the Customer Satisfaction and Loyalty increases by 0.283

holding other variables constant.

Service Quality and Customer Satisfaction and Loyalty has a Pearson correlation value of
(0.744) (the second highest correlation), and an unstandardized beta value of (0.224) (second
highest). The high Pearson correlation increases its significance in terms of Customer
Satisfaction and Loyalty
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Hs: There is a significant relationship between Brand Image; and Customer Satisfaction

and Loyalty to mobile operators

The results of the table above show that the hypothesis (H3) is accepted, so we conclude that
there is significant positive relationship between Brand Image; and Customer Satisfaction and
Loyalty to mobile operators (Beta=0.334, P-value<0.05). We conclude that for each unit
increases in Brand Image, the Customer Satisfaction and Loyalty increase by 0.334 holding
other variables constant.

Although Brand Image was seen to have the least impotence in terms of customer perception
of its importance, the Pearson correlation coefficient was found to be the highest with a value
of (0.838) and a standardized beta coefficient of (0.314) (the highest out of all). This means
that although customer perception of brand image is quite low, its effect on actual Customer

Satisfaction and Loyalty is higher than initially thought of.

Hs: There is a significant relationship between Switching Cost; and Customer

Satisfaction and Loyalty to mobile operators

The results of the table above show that the hypothesis (H4) is accepted, so we conclude that
there is significant positive relationship between Switching Cost; and Customer Satisfaction
and Loyalty to mobile operators (Beta=0.165, P-value<0.05). We conclude that for each unit
increase in Switching Cost, the Customer Satisfaction and Loyalty increase by 0.165 holding

other variables constant.

The Pearson coefficient for Switching cost was the lowest, with a value of (0.527), and a
value of (0.140) for a standardized beta coefficient which is the lowest value. This means that
even though Switching Cost has an effect on Loyalty, it is the least correlated to Customer

Satisfaction and Loyalty.

With Regards to differences in satisfaction and loyalty to mobile operators according to selected

demographic factors such as Place of work, Monthly Income, and Age
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To measure this T-test and ANOVA analysis were used to calculate P-Values (t-test was used
only with Place of work as it has only 2 variables. Tukey HSD model was also used to

understand the relationship between monthly income levels.

Hs: There are statistical significant differences in Satisfaction and loyalty to mobile

operators due to Place of work

Table 19: Means, Standard Deviations and the independent samples t test of differences in Satisfaction and loyalty to
mobile operators due to Place of work

Domain

Price Ministry of Education 343 0.64 -2.430
Ministry of Interior 65 3.65 0.67
Service Quality Ministry of Education 215 344 071 -2.404 278 0.017
Ministry of Interior 65 3.68 071
Brand Image Ministry of Education 215 319 0.87 -3.568 278 0.000
Ministry of Interior 65 361 071
Switching Cost Ministry of Education 215 3.09 0.78 -2.152 278 0.032
Ministry of Interior 65 332 0.70
§Ro) ! Mo i Saicwmiley Ministry of Education 215 3.30 0.60 -3.255 278 0.001
Factors Ministry of Interior 65 3.57 0.59
Customer Ministry of Education 215 319 091 -3.243 278 0.001
SEUE M ERERE Ministry of Interior 65 3.60 0.82
Loyalty
Based on the results shown in table (19) above; there is a statistical significant differences in
satisfaction and loyalty to mobile operators due to Place of work, accordingly hypothesis Hs
is accepted at all study domains (All P-values<0.05). It is clear that all mean values of
Ministry of Interior (Mol) are higher than Ministry of Education (MoE). Meaning that there

is a stronger relationship between those working at the Mol and their loyalty to mobile

operator, than those working in the MoE.

He: There are statistical significant differences in Satisfaction and loyalty to mobile
operators due to Monthly Income

To test this Hypothesis, One Way Analysis of Variance (ANOVA) test will be used and the
following table shows the results:

48



Table 20: Means, Standard Deviations and ANOVA test of differences in Satisfaction and loyalty to mobile operators due to
Monthly Income

- -

Price Less than 1570 10 3.70 0.47 3.151 0.015

1571 — 2090 22 3.65 0.53
2091 - 2720 67 3.59 0.65
2721 — 4020 90 351 0.63
More than 4020 91 3.29 0.67
Total 280 3.48 0.65
SE VIR ONNEN[\YA Less than 1570 10 3.97 0.30 3.888 0.004
1571 — 2090 22 3.65 0.57
2091 — 2720 67 3.66 0.72
2721 - 4020 90 3.46 0.69
More than 4020 91 3.32 0.75
Total 280 3.49 0.72
Brand Image Less than 1570 10 3.66 0.83 4.016 0.003
1571 — 2090 22 3.52 0.80
2091 — 2720 67 3.55 0.78
2721 - 4020 90 3.17 0.81
More than 4020 91 3.12 0.91
Total 280 3.29 0.85
SIS Less than 1570 10 3.52 1.01 3.429 0.009
1571 - 2090 22 3.41 0.73
2091 - 2720 67 3.32 0.71
2721 - 4020 90 3.02 0.70
More than 4020 91 3.02 0.81
Total 280 3.14 0.77
Total Less than 1570 10 3.72 0.48 5.062 0.001
E;fc‘*t%t;‘s’e 1571 — 2090 22 357 055
2091 - 2720 67 3.54 0.58
2721 - 4020 90 3.31 0.56
More than 4020 91 3.20 0.65
Total 280 3.36 0.61

Less than 1570 10 3.86 0.79 3.578 0.007
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Satisfaction 1571 - 2090 22 3.61 0.83

CUCECL LN 0091 - 2720 67 343 085
2721 - 4020 90 327 092
More than 4020 91 3.07 0.91
Total 280 329 0091

The results of table above refer to accept the hypothesis Hg at all study domains (all P-
values<0.05), so we conclude that there are statistical significant differences in satisfaction
and loyalty to mobile operators due to Monthly Income.

In order to study these differences, we used Tukey HSD Pairwise Multiple Comparisons

tests, and the following table shows the results:

Table 21: Tukey HSD Pairwise Multiple Comparisons tests due to Monthly Income

2091 - 2720 More than 4021 0.295 0.037
Less than 1570 More than 4021 0.652 0.046
2091 - 2720 More than 4021 0.347 0.020
2091 - 2720 2721 - 4020 0.386 0.037
2091 - 2720 More than 4021 0.436 0.012
2091 - 2720 More than 4021 0.303 0.096
2091 - 2720 More than 4021 0.343 0.003
Less than 1570 More than 4021 0.790 0.062
1571 - 2090 More than 4021 0.543 0.079
2091 - 2720 More than 4021 0.361 0.089

The results confirm the following:

1) P-Value: Even though the Tukey HSD analysis shows that there is a significant

difference between income levels, some factors such as Customer Satisfaction and
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Loyalty and Switching Cost (marked in green) were seen to have P values > 0.05,
meaning that their significance to monthly income is low, and shall be disregarded.
As for the lowest P-Value, Customer loyalty has the lowest (0.003), which means
that it is of high significance with monthly income.

2) Two main Income levels: Those whom have a monthly income between 2091-2720
Shekels, and those whom have a monthly income of more than 4021 Shekels are the
two main groups with differences, and even when looking at the p—value and other
levels of income within the domain, those two income levels have the lowest p-
values (marked in red). It seems that those whom earn between 2091 - 2720 Shekels
a month have higher mean averages than those gaining more than 4021 shekels a
month. What is interesting is that those whom have the lowest and highest values are
not the extremes of the income level. To understand more about this, the

demographics of both groups are seen in the table below;

2091 - 2720 (I) More than 4021 (J)

Place of work Ministry of Education 82% 85%

Ministry of Interior 18% 15%
Gender Male 28% 71%

Female 2% 29%
Age 22-30 31%

31-40 58%

41-55 9%

Over than 55 1%
Marital status Single 22%

Married 75%

Divorced

Widow

Educational Tawjehi or less
level Diploma
Bachelor

Master

PHD
Employment First Level
Level (Position) | second Level

Third Level

Fourth Level

Fifth Level
Current mobile | Jawwal
operator /| Wataniya
service provider Both

Other
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The difference between both income levels gives insights to the type of respondents and their
relationship to loyalty. For ease of explanation, those whom have an average monthly income
between (2091-2720) will be referred to as group (1), and those whom gain more than (4020)
shekels a month will be referred to as group (J).

Group (1) consists of mainly females, (72%), whereas group (J) is (71%) males. The age
groups for group (I) are younger, where (58%) are between 31-30 years old, and (54%) of
group (J) are between 41-55 years old. Group (J) seems to be more educated, where more
than a third (41%) have a Master degree or higher, compared to only (3%) of those in group
(. Lastly, and very importantly, the employment level of both groups differ, where (86%) of
those in group (J) are within the first or second level of employment, whereas only (45%) of
those in group (I) are within those levels of employment.

Although these demographic data do not directly affect the relationship between income level
and customer satisfaction and loyalty, it does give us background on the respondents whom

have a lower level of satisfaction and loyalty, and generally lower mean average.

H;: There are statistical significant differences in Satisfaction and loyalty to mobile

operators due to Age

To test this Hypothesis, One Way Analysis of Variance(ANOVA) test will be used and the

following table shows the results:
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Table 22: Means, Standard Deviations and ANOVA test of differences in Satisfaction and loyalty to mobile operators due to

Age

Domain

Age

Price

22 -30

31-40

41 —-55

Over than 55

Total

Service Quality

22—-30

31-40

41 —-55

Over than 55

Total

Brand Image

22 -30

31-40

41 - 55

Over than 55

Total

Switching Cost

2230

31-40

41 - 55

Over than 55

Total

Total
Effective
Factors

22 -30

31-40

41 - 55

Over than 55

Total

Customer
Satisfaction
and Loyalty

2230

31-40

41 —-55

Over than 55

Total




The results of table above refer to reject the hypothesis Hy; at all study domains (all P-values
> 0.05), so we conclude that there are no statistical significant differences in satisfaction and

loyalty to mobile operators due to Age.

4.8 Summary and discussion of study result

The aim of this thesis was to assess the relationship between customer’s Satisfaction and
loyalty to mobile operators in Palestine and certain factors such as price, service quality,
brand image, demographics factors and switching cost. Where the demographic factors

included place of work, monthly income, and age.

The first part of the study analysis concentrated on customer perception and satisfaction,
towards this aim frequency tables and column percentage were used. It was concluded that
(41%) of subscribers consider “Service Quality” as most important factor when choosing a
mobile operator, followed by (39%) whom considered “Price” as the main factor for their
selection, and (20%) whom mentioned that “Brand Image” is what matters most to them.
Also; 74% of subscribers indicated that they will switch to another mobile operator if it

provides better price or service than their current operator.

The ANOVA test was also used were results for the overall all averages of the “Perceived
Price”, “Service Quality”, “Brand Image”, “Switching Cost” domains and their significance
according to Likert scale concluded respondents are price sensitive but do care about the
quality of the product and results indicated that subscribers are willing to pay more if they
believe that the service being offered worth that money. Results also showed moderate
satisfaction of subscribers towards the services of their current mobile operators and believe
that operators in Palestine should work more on improving the quality of their services as this
was considered as a very important factor that affects their buying behaviour. With regards to
Brand image results assured that subscribers do believe that mobile operators are innovative
and always have new ideas, however; they should further enhance their image in the market
and increase satisfaction and loyalty as currently subscribers are indifferent regarding
changing their operators and are not interested in recommending it to others. Additionally;
the “Switching Cost” for changing from mobile operator to another appeared to be moderate

in significance. Overall, the two main domains with high significance, as a result of their
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average means and the Alpha Cronbach Scale, appeared to be “Service Quality” and

“Perceived Price” based on analysis results.

The second part of the study analysis tested the 8 hypothesis regarding he relationship
between the study factors and customer satisfaction and loyalty. Ridge Regression was used
to test the relation between Price, Service Quality, Brand Image, Switching Cost as
independent variables with customer’s Satisfaction and Loyalty as a dependent variable were
results showed that the factors jointly explain 72.4% of the total variation of Customer’s
Satisfaction and Loyalty, and the significant value of 0.000 assures that the regression model
for this thesis is statistically significant. Positive significant relationships were proved to
exist, were Brand Image was with the highest unstandardized Beta value of 0.334, followed
by Quality with a value of 0.283, Price 0.216, Switching cost 0.165. Therefore; Brand Image

and quality were the most significant factors.

The relation between demographics including variables Place of Work, Income Level, and
Age; and Customer Satisfaction and Loyalty were also investigated. It was found that both
Place of Work, and Income level were significant to Customer Satisfaction and Loyalty, but
Age was not. Results indicated that those working at the Ministry of Interior seem to have
higher levels of satisfaction. Also; the Tukey HSD analysis found the those with a monthly
income between 2091-2720 Shekels, and those with monthly income level of more than 4021
shekels have the largest mean differences in satisfaction and scoring, the demographics of
both groups were analysed and results showed that these two groups can be highly
distinguished in terms of gender, level of work, and education level. Where the first group is
(72%) Female, (64%) with (45%) of them are holders of Master’s degree, and are located
within the second or first levels of employment. As for the second group, (71%) are Male,
while (48%) have a Bachelor’s degree and (36%) have a Master’s degree, and lastly a total of
(86%) are within the first and second level of employment.

4.9 Comparing the result achieved with previous literature

Comparing the result achieved with previous literature we can conclude that results of the
study were in line with the results reached by studies conducted worldwide. The price had a
positive significant relationship and this what was mentioned by Virvilaite, Saladiene et al.
(2009), same as service quality which appeared also to have significant relationship with

loyalty and this what was confirmed by Agyei and Kilika (2013) in their study on the Mobile
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Telecommunication service industry in Kenya. Also, results with regards to Brand image
were in line with those of Saeed, Lodhi et al. (2013) whom found positive significant
relationship with customers’ loyalty and finally with regards to switching cost results of this
study confirmed that subscribers appeared to be indifferent to change their current mobile
operator if they found better service elsewhere and this what was also mentioned by
saylordotorg.github.io (2006). For the demographic factors results were also in line with
those of previous studies as place of work and monthly income appeared to affect satisfaction
and loyalty, however; this was not the case with regards to age; as it was mentioned in
literature that older people tend to be more loyal than young, but Age appeared to be

insignificant in this thesis.

In conclusion, it can be said that customers value Brand Image, service quality, and price the
most. Two very interesting outcomes is that “Brand Image” is considered as a main factor for
choosing mobile operators and appeared to be the most significant factor that affects
customer satisfaction and loyalty. The second is that Age is insignificant to loyalty while
Income level has a direct effect on it, and those within different income level groups have a

different perception and scores for satisfaction and loyalty.
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CHAPTER 5: CONCLUSION, Future Research AND POLICY
IMPLICATIONS

= Conclusion
= Future Research and Implications
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5.1 Conclusion

Based on the previous section which discussed the findings of this thesis, it is concluded that
price, quality of service, brand Image, switching cost are positively related to customer
satisfaction and loyalty towards Mobile operators in Palestine, which is also affected by Place
of Work, and Income level of customers regardless of their age that appeared to be
insignificant. However; Brand Image and perceived service quality was found to be the most
critical contributing factors to customer loyalty, beside price. This means that operators
should make sure to provide superb services to its subscribers that distinguishes them from
their competitors, to be innovative and always have new ideas that further enhance their band
image as subscribers will always evaluate the brand position of their operator and the service
price rate / quality a matter that directly affect their decision regarding the selection of mobile
operators and their satisfaction and loyalty according to results. It was also concluded from
the responses of mobile subscribers that they would switch easily from one operator to
another if they find a better brand image, quality and price, which indicates that customers
are not satisfied with their current mobile operators and are looking for a better service
quality, fair prices and an improved image and they expect more from mobile operators.
Therefore, mobile operators should concentrate on the quality of their services, reconsider
their prices and strive to improve services to build long term relationships with their
subscribers and get the benefit of having satisfied loyal customer’s base.

5.2 Policy Implication

This thesis contributes significantly in highlighting the customer’s perceptions of the
marketing elements that influence their satisfaction and loyalty in specific to the
telecommunication services. It will help mobile operators better understand the elements that
their subscribers take into consideration when choosing the operator and rely on in their
evaluation of services and accordingly affect their buying behaviour which is a very
important issue given the fact that Palestinian mobile subscribers can easily switch operators
due to the low switching cost and due to the fact that there are considerable percentage of
people that are subscribers to more than one operator and therefore will depend on the factors
discussed in the thesis to evaluate operators and make their decisions to which line they will
recharge. Hence; this thesis will provide a clear insight for mobile operators in Palestine to
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help them focus on what really customers want and expect from them in order to retain,
maintain and satisfy their customers and be more competitive, it will help them formulate
better marketing strategies by emphasizing on the factors that really matter to customers
which will help boosting subscriber’s satisfaction and loyalty and enlarge their subscribers

base.

The results included from the thesis leads us to recommended that mobile operators in
Palestine to pay more attention and put extra efforts on quality of service and price, they need
to be innovative, offer better services at fair prices in order to better locate their brand image
and increase customer satisfaction, minimize the percentage of switching to other operators
and increase the number of customers whom more likely to recommend the service operator
to others. Mobile operators can achieve that by building a long — term relationships with
customers through developing a value added programmes and services to satisfy them, such
as reward programmes, discounts, better customer service by personalizing the service; in this
regards the Omnichanel customer service is an example for new ideas that could facilitate the
communication between subscribers and mobile operator representatives and will lead to a
more effective communication channel. The services offered by mobile operators should also

consider the expectations and needs of the different income levels of subscribers.

5.3 Future Research

This thesis aimed to shed the light on the factors that affect customer satisfaction and loyalty
toward mobile operators in Palestine, and based on the fact that due to time and cost
limitations the study targeted only the employees of the Mol and MoE as a sample, therefore
it is recommended that future research should build on this thesis and take a further step
forward by widening the scope of the study in terms of population and sample to better
represent the Palestinian population in the different geographical localities including urban,
rural, and refugee camps, both as individual and business subscribers in order to get a clearer
picture about customers perspectives regarding their buying behaviour and what attracts them

the most with regards to the services of mobile operators in Palestine.

Also; given that Brand image, Service quality and price appeared to be the most influencing
factors that affect satisfaction and loyalty to mobile operators, more research could be done to

deeply investigate what are the factors in quality that need to be further enhanced and lead to
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a better positioning of the brand from the subscribers’ point of view such as voice clarity,
data downloading quality, and subscribers’ experiences in store and with the Call Center

services, beside their experiences with the billing and pricing plans of operators.
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awaall Axnla
Al-Quds University

QUESTIONNAIRE
Dear participants,

This questionnaire was designed for data collection purposes for my thesis on “Factors
affecting customer Satisfaction and loyalty to mobile operators in Palestine”, which aims to
assess the relationship between certain factors (price, service quality, brand image,
demographics factors and switching cost) and customer’s Satisfaction and loyalty to mobile
operators in Palestine. The study targets the employees of the Public sectors mainly the
employees of the Ministry of Education and Interior as a sample, and it is conducted under
the supervision of Dr. lbrahim Awad, a researcher with a Doctoral degree at Al-Quds

University.

You are cordially invited to answer this questionnaire by adding (V) in front of each option
that suits you best. The researcher greatly appreciates if you could spare few minutes of your
time to respond to the questionnaire items. Data collected from this questionnaire will be
used only for academic research purposes and will help in the success of this thesis.

Confidentiality of guaranteed.

My deep and most sincere regards, appreciations, and gratitude for your help and

participation.

Researcher: Doaa Khaireddin
Mobile: 0599001648

Email Address: do3a2.saced@gmail.com
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PART 1: DEMOGRAPHICS

1. Place of work

o Ministry of Education

o Ministry of Interior

2. Gender o0 Male o Female
3. Age 022-30 o31-40
041 -55 o Over than 55
4. Marital status o Single o Married
o Divorced o Widow
5. Educational level 0 Tawjehi or less o Diploma
o Bachelor 0 Master
o PHD
6. Employment Level (Position) o Fifth Level oFourth Level
o Third Level o Fourth Level
o Fifth level
7. Income/month (NIS) o Less than 1570 01571 - 2090
0 2091 - 2720 02721 - 4020
o more than 4021
8. Current mobile operator / service o Jawwal 0 Wataniya
provider
o Both o Other:

9. How long have you been with your
current mobile operator?

o Less than 6 months

02— 6 years

o More than 10 years

o More than 6 months —
less than 2 years

0 6 - 10 years

10. Place of Residence
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** PART 2: CUSTOMERS’ DECISION MAKING

11. Please rank the following factors in order of importance from 1 to 3. Where 1 is most important
and 3 least important to you when selecting your mobile operator
|| Price, because of

|| Quality of services, because of

D Brand image, because of

12. Please number each of the factors listed below in order of importance to you in your
choice of Mobile operators. Number the most important with 1, the next with 2 and so on.

If a factor has no importance at all, leave it blank.

Factor Importance

Price

Overall network quality

Network Coverage

Quality of Internet Services
Quality of customer care services
promptness of complaint handing
Brand image

Offers

variety of service plans that meets my needs

P e e e e e e e
N~ N N N

Other, Please describe

Would you switch to another network if another operator provides better price or service?

] Yes . | No
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< Part3

With regards to your current mobile operator or service providing company; please insert

(\) to indicate the level of agreement you have about the following statements:

Perceived Price: is the cost that the mobile operator charge for its services such as call rates, SMS,

Internet services, .. etc.

Statement

Strongly
Agree

Agree

Neither
Agree or
Disagree

Disagree

Strongly
Disagree

I am a price sensitive person, when | buy
products | like to be sure that | am getting
my money’s worth

I generally shop around for lower prices on
products, but they still must meet quality
requirements before | buy them

I believe that prices of the company are
reasonable and affordable

I believe that the company offers good
value for money

| prefer to pay more if quality of product or
service worth it

I will stick to the same company even if
their prices increase

Service Quality: Is a measurement for how well the service of the mobile operator is delivered to its
subscribers, and how well these services conform to the client's expectations. Service quality here
include network coverage, and quality of internet, calls, and customer care services. . .etc

Statement

Strongly
Agree

Agree

Neither
Agree or
Disagree

Disagree

Strongly
Disagree

As a customer | always look for the best
quality regardless of its price

Services provided by the company Create
superiority feelings in me

Company always keeps improving the
quality of services

I never compromise on the quality of
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service provided by the operator

The company was very responsive to my
concerns

Product and service availability direct my
buying behaviour

Brand Image: Is how consumers think about a company, it is the impression that consumers build in

their mind about the company.

Statement

Strongly
Agree

Agree

Neither
Agree or
Disagree

Disagree

Strongly
Disagree

The company always have new ideas and
services in order to further satisfy the needs
and expectations of its customers

The company is well known for its quality
of services and | feel comfortable for being
their customer

The company has a positive image in the
minds of consumers

The company offers overall better pricing
plan compared to its competitors

Brand image of a product or a service
attract my buying behaviour the most

Switching Cost: the costs that the subscribers of the mobile operators incur as a result of changing
brands, suppliers or products. In this questionnaire; it is related to the cost of switching from one
mobile operator to the other, for example switching from Jawwal to Wataniya or Israeli operators.

Strongly
Agree

Agree

Neither
Agree or
Disagree

Disagree

Strongly
Disagree

The cost in time and effort for changing my
current service provider will be high for me

It would be very inconvenient for me to
switch to another service provider

I am not ready to put forth the effort
required for switching

Changing my phone company will not
make much difference

Switching to another provider will bring

68




economic loss to me

Customer satisfaction: is defined as a marketing term that measures how the products / services
supplied by the company meet or surpass a customer's expectation, While;
Loyalty is defined as a consumer behaviour where consumers become committed to a particular

brand, and make repeat purchases over time.

Statement

Strongly
Agree

Agree

Neither
Agree or
Disagree

Disagree

Strongly
Disagree

I am satisfied with the products and services
provided the company

The company provides products and
services that best fit my interests

I would like to recommend the service of

this company to my friends and family

I will buy or try other products and services

from the company

I will still choose the company, if | had to
do it all over again

Company respect people

Company values relationships

Thankyou .... ©
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