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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 (MoI) 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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 فمسطين في الزبائن لدى مقدمي خدمة الياتف النقال وولاء اعمى رض المؤثرة العوامل
 اعداد: دعاء أنور جميل أبوسارة 

 إشراف: د.إبراىيم عوض
 ممخص ال

تقدميا الشركات المزودة لخدمة تطوراً من حيث الخدمات التي في فمسطين مؤخراً شيد قطاع الاتصالات المتنقمة 
الوطنية  ىذا الى جانب توسع شركةالجيل الثالث خدمة إطلاق  ، حيث تمجوال والوطنيةشركتي  وىم، الياتف النقال

رضا موضوع من تين وجعل افسة بين الشركزيادة المنالأمر الذي أدى إلى غزة قطاع في لتقديم خدماتيا موبايل 
وعميو  .ديل مزودي الخدمة بسيولةمكنيم تبحقيقة أن العملاء يفي ظل وجود  ، لا سيماىميةأكثر أ مالعملاء وولائي

 العلامة الخدمة، جودة مثل السعر، العوامل بعض بين العلاقة تقييم إلى الرسالة ىذه ىدفتوبناءاً عمى ما سبق 
لدى مقدمي خدمة الياتف  ولاء الزبائنرضى و التحويل بين مزودي الخدمات؛ و  وتكمفة الديموغرافية ، العواملالتجارية

  والعمر. ،والدخل الشيري ،حيث تضمنت العوامل الديموغرافية مكان العمل .فمسطين في النقال
عملاء لمشغمي الياتف المحمول في بصفتيم وزارة التربية والتعميم، تألف مجتمع الدراسة من موظفي وزارة الداخمية و و 

بحيث تكونت ٪ 24بنسبة كعينة طبقية متناسبة  عينة الدراسة، وتم اختيار اً موظف 056 ىمإجمالي عددوبمغ فمسطين 
، تم تحميل لجمع البيانات ذات الصمة من العينةتم تصميمو استبيان منظم  رسالةاستخدمت الو  اً.موظف 472من 

الياتف النقال لفيم تصور المشتركين في خدمة والنسب المئوية،  جداول توزيع التكرارات لكل فئةبياناتو باستخدام 
واختبار الانحدار لتقييم العلاقة التباين الأحادي ميل م تحا، في حين استخدلذكرتجاه كل عامل من العوامل سابقة ا

إلى أن السعر وجودة  رسالةخمصت نتائج ىذه الو .تجاه مزودي خدمة الياتف النقال لاءالو و  االرضالعوامل و ىذه بين 
 زودي خدمةتجاه م وولائيم زبائنال ىرضبالخدمة وصورة العلامة التجارية وتكمفة التحويل ترتبط بشكل إيجابي 

تبين بغض النظر عن العمر الذي  زبائنا بمكان العمل ومستوى دخل الفي فمسطين، والتي تأثر أيضً  نقالالياتف ال
الأكثر  ىم العواملوجودة الخدمة ، السعرصورة العلامة التجارية،  أشارت النتائج أن. و بأن ليس لديو دلالة إحصائية

  .زبائنلولاء او  ارضعمى  تأثيراً 
 

أن تركز الشركات المزودة لخدمة الياتف النقال عمى تقديم  ، أوصت الرسالةإلييا التوصل تم التي النتائج ضوء في
ودراسة أسعار الخدمات المقدمة نظراً من أجل تحسين صورة العلامة التجارية خدمات ذات جودة عالية لممشتركين 

 سعرعمى تقييميم الدائم ل ل أساسيشراء الخدمات والذي يرتكز بشكلأىمية ىذين العاممين عمى قرار المشتركين ب
رضائيم و  ياتف النقالفيما يتعمق باختيار مشغمي ال، الأمر الذي يؤثر بشكل مباشر عمى قرارىم الجودة/  الخدمة

ء علاقات ابنتكثيف جيودىم للارتقاء بأدائيم و ب نقالال الياتفخدمة مزودو تم التوصية بأن يقوم كما و ولائيم. و 
من خلال تطوير برامج وخدمات ذات قيمة لإرضائيم، مثل برامج المكافآت والخصومات  زبائنطويمة الأمد مع ال

 من مستويات الدخل وبيئات العمل المختمفة. زبائنال ات متخصصة تتلاءم مع احتياجات وتوقعاتخدمتقديم و 
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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 


