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ABSTRACT

Customers are the key drivers of an organization’s revenue as well as are a basis for its
profitability. Therefore organizations focus a lot on the satisfaction of customer as well as on the
retention of its existing market base. It is important to keep customers happy and contented with
the products and services. This contentment with company’s products and services leads towards
customer loyalty which definitely in return helps in maintaining the revenue levels. As every
organization aims towards the maximization of profits so there are basically three key livers
through which the organizations try to achieve their goal. These three key livers are customer
acquisition, customer retention and customer engagement. Customer acquisition focuses on new
customer intake that will gradually increase the market share hence increasing the revenues. The
second and the most important liver is the customer retention phase where the organization tries
its best to bring churned customers back to the customer base. The third being the customer
engagement mainly focuses on increasing the consumption or the activity level of the customers

which eventually will pool in the revenue’s pie.

To understand this complete customer satisfaction phenomenon, it is important to understand the
customer purchase behavior and what affects this behavior. Customers have different perceptions
towards products and services provided to them depending on quality, price, promotion and
innovation. There are many other variables which affects customer perceptions i.e. brand image,
product packaging, service quality and reliability. It is essential to understand consumer
perceptions which affect their purchase decisions to great extent. Product intelligence and service

quality are considered important while purchasing.

Keywords: Product Intelligence, Service Quality, Telecom Sector
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Chapter 1

1.1 Introduction

Customers are the key drivers of an organization’s revenue as well as are a basis for its
profitability. Therefore organizations focus a lot on the satisfaction of customer as well as on the
retention of its existing market base. It is important to keep customers happy and contented with
the products and services. This contentment with company’s products and services leads towards
customer loyalty which definitely in return helps in maintaining the revenue levels. As every
organization aims towards the maximization of profits so there are basically three key livers
through which the organizations try to achieve their goal. These three key livers are customer
acquisition, customer retention and customer engagement. Customer acquisition focuses on new
customer intake that will gradually increase the market share hence increasing the revenues. The
second and the most important liver is the customer retention phase where the organization tries
its best to bring churned customers back to the customer base. The third being the customer
engagement mainly focuses on increasing the consumption or the activity level of the customers

which eventually will pool in the revenue’s pie.

To understand this complete customer satisfaction phenomenon, it is important to understand the
customer purchase behavior and what affects this behavior. Customers have different perceptions
towards products and services provided to them depending on quality, price, promotion and
innovation. There are many other variables which affects customer perceptions i.e. brand image,
product packaging, service quality and reliability. It is essential to understand consumer
perceptions which affect their purchase decisions to great extent. Product intelligence and service

quality are considered important while purchasing.

Researchers have studied this topic in detail. Their research findings show that Product
intelligence and service quality impacts purchase decision of customers to different extents
depending on the context. Different sectors have been studied for this purpose including airlines,
telecommunication, retail stores, culinary industry, automotive industry, electronics and general
customers of coffee and tobacco. The findings of these studies clearly depicts that relationship

exists between consumer purchase decision and Product intelligence and service quality. The



researchers and the results of their studies are explained in detail in second chapter of literature

review.

The study of telecommunication sector in Pakistan is very important in this regard. The
telecommunication sector is growing immensely from past few years. According to the study of
(Jabri, 2018), the revenue of this sector has increased to 15.35$ between July 2013 and June,
2017. Telecom sector has introduced new technologies including LTE, 3G and 4G. The
statistical report of July, 2018 by Pakistan Telecommunication Authority (PTA) shows that
customers using 3G/4G technology has increased to 57 million whereas, mobile users have
increased to 151 million. This growth in customers is mainly due to the introduction of
innovative technologies and services by telecom sector. The basic aim of this study is to establish

a correlation between innovation of products, service quality and consumer purchase decisions.

1.1.1 Intellectual Context

Product intelligence is basically the creation and introduction of new product or service or
change in the previous product or service. Product intelligence can involve new product, change
in existing product feature, quality, packaging or performance. The purpose of this innovation is
to attract customers and to influence their purchase decision. Service quality is also an important
aspect in business. Customers normally perceive a particular quality of product or service from
the company based on previous experience of product of service or word of mouth. Purchase

decision of customer depends on the quality of service as well.

Due to the increasing competition and saturated markets, it has become difficult for companies to
retain their customers and to keep them loyal to their products and services. For this purpose,
companies are focusing on brining innovation in their products and services. For example, Apple
Inc. brings innovation in features and layout of their cellphones to keep customers attracted.
Similarly, Nokia has launched android smart phones to sustain in market. Companies have
started to introduce online reading apps so that readers can easily access books and other stuff
without going out to purchase them from stores i.e. Amazon’s kindle. Providing quality service
is also considered imperative to keep important place in market. Companies offering quality
services are preferred by customers over other. Companies put focus on these two aspects to gain

competitive advantage in overall market. Studies shows that consumers prefer products and
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services with high quality as compared to low quality and they prefer innovative products over

outdated ones.

1.1.2 Problem Statement

The problem statement of the study is to discover the outcomes of Product intelligence and

quality of service on customer buying behavior in Telecom sector of Pakistan.

1.1.3 Research Questions

1. What is the impact of Product intelligence on customer purchase decision?
2. What is the impact of service quality on customer buying decision?
3. What is the influence of Product intelligence and service quality on consumer buying

decisions in Telecom sector of Pakistan?

1.1.4 Research Obijectives

The aim of this work is to evaluate the correlation between Product intelligence, quality of
service and customer purchase decisions. The study focuses on measuring the effect of Product
intelligence and quality of service on consumer’s purchase decisions in Telecom sector of

Pakistan. The research will help to find:

1. The extent of correlation between Product intelligence and consumer purchase decision
in telecom companies

2. The extent of correlation between quality of service and consumer purchase decision in
telecom companiess

3. The amount of impact of Product intelligence and quality of service on purchase

decisions of consumers in telecom companies

1.1.5 Significance of research

In today’s globalized world, it is essential for companies to bring change in their products and
services to remain in market. This change and innovation in products and services help in
attracting consumers. Consumers purchase behavior is affected by these Product intelligences
and changes in product or service quality. The main reason for this investigation was to study the
effect of Product intelligence and quality of service on consumer buying decisions. Previous
researches on this topic show that Product intelligences and service quality have strong,

significant and positive affect on consumer purchase decisions. Consumers prefer to buy those
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products which offer high and better quality along with innovativeness. Different sectors have
been studied in past to find the relationship between innovation in products, quality of service
and consumer buying behaviors. This study is being conducted in Telecom sector of Pakistan to

figure out this relationship and to measure the extent of this relationship.

1.1.6 De-limitation of Research

Since the customer base to too large i.e. 157 million but we will be targeting few sample people
from this population set. Also due to time and resource limitation we will be conducting the

survey only in Islamabad and Rawalpindi

1.1.7 Research Gap

It is difficult to establish that what were the actual factors that pushed telecommunication
companies to adopt product intelligence and pursue service quality. Also, how important was

brand loyalty, even in face of innovation and quality, for the customers’ buying behaviors.

1.8 Definition of key terms

Product Intelligence: Product intelligence is related to the introduction and adoption of new and
improved methods. These methods can be related to production or equipment changes or both.
The new and improved methods are introduced to satisfy the changing needs of markets as it is
possible that old production equipment and methods are not good enough to deliver what is

needed and desired by end consumers.

Service Quality: Brady and Cronin (2001) described a positive and correlated effect when it
comes to quality of service and purchase decision of consumer. According to Lovelock and
Wright (2002), quality of service can be estimated through using SERVQUAL. There are total
five dimension related to quality service that are included in SERVQUAL. These dimensions

are: Reliability, responsiveness, assurance, empathy and tangible.

Service quality in Telecommunication industry refers to a number of KPIs (Key Performance
Indicator) some of these KPIs are Call drop rate, call connectivity, no hidden charges, network
reach. All these KPIs play a vital role in creating a common word of mouth regarding a brand or
a service provider. These KPIs help the service provider in attaining a specific position in the
competitor market of service industry. All these KPIs will be discussed in detail in the upcoming

chapter.
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Customer Purchase Behavior: Customer buying behavior basically helps a marketer to
understand the purchase pattern of a particular set of customers. By identifying buying patterns
marketers analyzes the decisions that a customer would take in a given situation. There are

different steps of customer purchase behavior that will be discussed in detail in the later chapters.

1.9 Summary

The focus of this thesis is to find out the impact of product intelligence and service quality on the
customer purchase behavior in the Telecom sector of Pakistan. This research is conducted on
variable demographics to see the variation in the impacts on consumers with different
demographics. The research also highlights the effect of buying intelligent products on Customer

Purchase Behavior.

This research is divided into 5 chapters each hold its own significance and has the connectivity

with the previous chapter. References are provided in the end to support the argument.

Chapter 1: The chapter starts with the over view of the marketing world and factor that led to the
development of intelligent products and the high maintenance of Service quality in order to
improve customer purchase behavior. General over view of thesis is given and identification of
the gap is mentioned in the intellectual review. Along with that, research objectives and
questions are mentioned and significance of research is given for practitioners, industrialist as

well as academicians. Lastly, the key terms are defined at that end of each chapter.

Chapter 2: The chapter starts with the work of the past researchers on Service Quality and
Intelligent Products on Customer Purchase Behavior. This chapter discusses in detail the
relationship between Service quality and purchase behavior. Product Intelligence which has an
impact on purchase behavior is also discussed. The chapter highlights the moderating impact on
purchase intension and mobile network operator service quality. Lastly the chapter concludes

with the inadequacies of previous literature.

Chapter 3: This chapter strengthens the work of the past researchers by establishing the
relationship between different variables. Likely influences of the variables are checked and

theoretical framework is constructed.
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Chapter 4: This chapter highlights the methodology of the research followed. The research
design, sample size and the scale used. This chapter also discusses the validity and reliability of

the instruments used. Lastly concludes with the sources of data collection and the justifications.

Chapter 5: This chapter strengthens the arguments and work of the past literature by using
different statistical instruments to establish relationship between Service Quality and Product
Intelligence on Customer Purchase Behavior. An empirical analysis is carried to establish and

justify the relationship among the variables.
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Chapter 2

Literature Review

2.1 Introduction

The previous chapter has set the context for the present study to justify that an empirical lens
need to be applied to the study of Product Intelligence and Service Quality. Particularly the
significance of this research for industries in general was highlighted. The aim was to set the
intellectual context in order to highlight the research objectives for the present study. This
chapter further strengthens the preamble of the existing study by reviewing the work of past
researchers and marketing practitioners. The focus is to justify the need of an empirical
viewpoint regarding the impact of Service Quality and Product Intelligence on Customer
Purchase Behavior. Moreover, the specific influences of the intelligent products in the Telecom

sector of Pakistan.

2.2 Theoretical Views

The research stream regarding the impact of Service Quality and Product Intelligence is new in
the marketing literature. However, specific studies that focus on micro-theoretical perspectives
are relatively available. To provide specific separate attention towards each and every customer
along with understanding the specific needs of customers are the most significant steps that are
necessarily required in order to build a very successful relationship with the customers ( Johra &
Mohammed , 2014). The existing study therefore attempts to develop a comprehensive
perspective regarding the impact of mentioned variables on Customer Purchase Behavior.

Towards that end, the following section discusses the relevant theoretical insights.

2.2.1 Service Quality

Brady and Cronin (2001) described a positive and correlated effect when it comes to quality of
service and purchase decision of consumer. According to Lovelock and Wright (2002), quality of
service can be estimated through using SERVQUAL. There are total five dimension related to
quality service that are included in SERVQUAL. These dimensions are: Reliability,

responsiveness, assurance, empathy and tangible. These dimensions are explained briefly below:
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e Reliability is basically the capability of organization to deliver the service to customers as
promised

e Responsiveness is related to customer service where employees of organization are
willing to help customers and deliver services effectively

e Assurance is related to the skills and knowledge employees have which helps them to
provide confidence to customers

e Empathy is related to the concern and courtesy employees and organization show towards
their customers

e Tangible are the physical facilities organizations have in their location. These facilities
include office equipment, communication infrastructures, rooms and parking lots. These
facilities help organizations to attract customers to their locations. This in turn helps

customers to ask questions, to look around and to purchase goods of these companies.

According to (Parasuraman, 2005 and Chakrabarty, 2007) consumer’s requirements are
dependent on the quality of service. Consumer’s attitude can be assessed using quality of service.
Customers purchase decision is affected by service quality provided by companies. Basically,
service quality refers to assessment of the deliverance of service and the customer’s expectations
towards service.

According to the study of (Rahmani, Firoozbakht and Taghipoor, 2014) service quality is an
important factor to consider while considering customer satisfaction and their expectations.
Service quality acts effectively where the customer is already aware of the product or service and
has experienced it already. Service quality can be measured by comparing the customer
expectation related to the service and the actual service they received. To determine purchase
decisions of customers, understanding of goof service quality is most important. Wibowo and
Soedjono (2014) explained that service is being considered upright or of good quality, if it can

satisfy customers.

Service Quality is an activity that offers services perceived by customers who already use the
service. Service Quality is essential to customer satisfaction and trust (Nejad, Firoozbakh, & &,
2014). Service Quality is a capital that gets describes the condition of the customer by comparing

the service they expect with what they receive in evaluating the quality. Good service quality is
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one of the most important factors for determining purchasing decisions. Service Quality can be
said good or quality if the services provided a company can satisfy its customers (Soedjono &
Wibowo, 2014). Kotler, and Keller (2016) describe five dimension of service quality are

tangible, Responsiveness, Reliability, Assurance, and Empathy.

Marketers and practitioners define Service quality as ‘‘an overall judgment on the level of a
service provider’s performance’’ (Nyadzayo & Khajehzadeh, 2016). It focuses on the firm’s
ability to correctly measure its customer expectations. Customers are unlikely to return or
recommend a service firm that falls short of their expectations of service quality (Nyadzayo &
Khajehzadeh, 2016). Service quality model (SERVQUAL) has taken the center stage in service
providing marketing research. Service quality dimensions include: ‘(1) Assurance: knowledge
and courtesy of staff and their ability to convey trust and confidence; (2) Empathy: caring,
individualized attention the organization provides to its customers (3) Responsiveness:
willingness to help customers and provide prompt services; (4) Reliability: ability to perform the
promised service dependably and accurately; and (5) Tangibles: facilities, equipment, and staff’s
appearance’’ (Chang & Shao, SERVQUAL: The quality of the services affects the customers,
2013).

Kotler defines purchase intension as the willingness to buy a certain product or services. It is in
turn dependent on several external and internal factors. (Kotler, 2012). There is a large number
of studies like (Kukanja , Omerzel , & Kodri¢, 2017; Cheng, Chen, Hsu, & Hu, 2012; Ruiz,
Castro , & Diaz, 2012; Ali, Omar, & Amin, 2013; Gon & Ji, 2009; Mosavi & Ghaedi , 2012; Ryu
& Jang, 2007; Ryu & Han, 2011; Wall & Berry, 2007) which has given stressed upon the
significance of tangible environment because it represents the important foundation for the
evaluation of overall quality of the services and the key factor in order to satisfy and attract
customers in hospitality industry. (Cronin & Taylor, 1992; Cronin Jr. & Taylor, 1994)
Introduced SERVPERF for authorizing the measurement technique for service performance, by
adopting the approach of performance for quality measurement, TANGSERYV by (Raajpoot &
A., 2002) is able to enables measuring the indicators of tangible quality. The very first step for
development of the customer relations is to understand the needs of customers, which focuses on

long-term associations, loyalty and retention ( Liang , R. , Kam, & D, 2014).
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However, as said by (Reza, Arash, Mohammad , & Hadi , 2016), it is the most important thing
for managers to be able to identify the weaknesses and strength of services that have been
delivered by the organization. Nowadays, it has been observed that the trend have started to
increase towards the research on the topics of customer satisfaction, service quality and
behavioral intentions in the service sector of Pakistan. But most of the earlier researches have
targeted only Hong Kong (C.S & Tianming, 2012; Kivela, Inbakaran, & Reece, 1999; Kivela ,
Inbakaran, & Reece, 2000), China (Ali & Amin, 2014), USA (Lee , Lee , & Dewald, 2016; Lee,
Ryu, & Kim , 2012; Jani & Han, 2011; Stevens, Knutson, & Patton, 1995), Korea (Kim , 2011;
Jang , Ha, & Silkes, 2009; Yiiksel & Yiiksel, 2003), Thailand (Kawpong & Suvenus, 2010),
Taiwan (Wu, 2013; Hshiung , Fei , & Syun, 2015), and Europe (Kukanja , Omerzel , & Kodric,
2017; Chow, Laua, Lo, Shac, & Yun, 2007; Sulek & Hensley , 2004).

The very first step for development of the customer relations is to understand the needs of
customers, which focuses on long-term associations, loyalty and retention ( Liang , R. , Kam, &
D, 2014). The support and organizational policies for employees pay a significant role to firm
performance, positive service climate and customer satisfaction (Susskind, Kacmar, & Borch,
2018). In order to identify the wants of customers first it should be strategized that how to make
those needs satisfied, and then implementing all these strategies in the form of operational
practices is considered to be best way for creating positive intentions and satisfaction among the

service availing customers.

2.2.1.1 Network Reach

Network reach refers to the broad spread of the telecommunication service provider, where the
customer stay connected with the broadband service irrespective of the location or area that
he/she is located in. A good service provider delivering quality service ensures that the customer

gets signal of their brand anywhere in Pakistan.

The goal of every service provider is to spread its network all over Pakistan to have a consistent

and unbreakable user experience.

2.2.1.2 Network Connectivity
A customer who pays for a cellular service expects that the calls that he/she makes would not

cause any trouble or any breakage. If the call connect rate is not up to the defined standards it
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marks the brand as a poor service provider and the customer starts churning from the network.
Customer is marked as churned when he/she leaves the network of a particular brand and start
porting out to competitor brand. Call should be connected within seconds without causing
unnecessary delays or wait time. As the greater the wait time is the greater the customer

frustration.

2.2.1.3 Call Drop Rate

A call is dropped when it do not receive proper signals through the cell sites (Base Stations) it is
connected with. In Telecom service provider companies, the dropped-call rate (DCR) is the rate
of cut off of calls due to some technical reason or lack of network connectivity. Whenever a call
is being dialed it initiates a call setup process which in successful case results in a connected call.
A connected call is considered to be dropped if it gets terminated in an unusual way. It basically
happens due to weak network signals. The shorter the call setup time the greater the customer
satisfaction. There is specific threshold defined for call setup time which varies between 1 to 3
seconds at max. There are multiple reasons of delay in call setup time one of which could be the
lack of radio coverage within that specific area, it could be either in the uplink or the downlink.
The second reason could be radio interference between both the calling parties. The call drop rate
is considered to be one of the most crucial KPI (Key Performance Indicator) that is being used
by the service providers to assess the performance of their network. Call drop rate has a direct
influence on customer satisfaction and it directly related to the loyalty of the customer with the
network provider. Although the procedure isn’t very that simple, it is quite a complex procedure
and measuring the accuracy of call set up time isn’t a piece of cake. There are multiple ways of
calculating call drop rate. Congestion on a particular cell site may also result in excessive call
drops. Network operators focuses a lot on the retainability of the calls in order to gain customer
satisfaction and loyalty. Due to which they constantly try to improve their radio coverage as well

as expanding the capacity of their network along with optimizing algorithms.

2.2.1.4 Hidden Charges

Hidden charges is one of the major concerns of telecom subscribers using telecommunication
services that either they are being charged on a fair basis or they have become a victim of
false/hidden charges. There are a number of Telecom Network Operator who are notorious for

placing hidden charges within their bundles that they offer. It leaves a very negative image on
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customers mind if they keep such a perception about the network operator. It is important to be
fair specially when dealing with cash and payments because it automatically develop customer’s

trust on the service operator.

2.2.2 Product Intelligence

Product Innovation (Abouzeedan, 2011) state that intelligence is the instrument to realize
enterpreneurship economy. Product or service intelligence is the company's ability to improve
product design, features, or specifications as per the customer's wish or enhance the value of
products or services by creating new products or services (Dokumentasi, Pejabat, Pengelola,
Informasi, & Dan, 2016) The higher the company's product intelligence will improve the
company's performance through increased buying decision. In the global competition, companies
must be able to modify their products to add value to the products they produce and must meet
the needs and tastes of consumers. The added value of the resulting product may be the design or
model of the product to produce and the service of the product being sold (Firdausi, 2016).
Product intelligence specifically a set of new idea in creating product or services which achieve

competitive advantage to organization (Polder, 2010).

In other word, product intelligence focuses in existing markets for existing products,
differentiating through features and functions that currently not offered (Rainey, 2006). Product
innovative can be analyzed by looking into the internal side and external side of the product.
Internal side, where it depends on knowledge, capacities, resources and the technologies used in
the company while the external side would be the consumers’ needs and the owners’
expectations towards the company’s product. Of course not all product innovations prove to be
successful. Often, researchers evoke famous product failures to show that marketing product
innovations could be a lottery game: sometimes you win, other times you lose. (Cooper, 1979)
Cooper conducted an extensive investigation of success and failure factors for industrial new
products. Cooper identified 3 factors that able to describe the innovativeness of the venture:
newness to the firm; a project that is totally new to the firm which takes the firm into new market
and new technology (diversification), product uniqueness; a product which is truly unique which
the firm introduces the existing market with a unique type of product, and product uniqueness /
superiority; a product which has significant improvements over previous products making it

unique and superior.
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Olson et al. 2004 (Booz, Allen, & Hamilton, 2006) separated product intelligence into three basic
categories: line extensions (products still familiar to the business organization but new to the
market), me-too products (products that are considered new to the business organization but
familiar to the market; imitations of competitor’s products) and new-to-the-world products
(products are considered new to both business organization and the market). These different
categories of product intelligence have led to conduct a research on product innovativeness from

the firm’s perspective.

(Chang & Wildt, Purchase Behavior of potential customers in service industry , 1994) Product
features is major decision variables used by marketer to influence the product evaluations and
purchase behaviors of potential customers. To effectively make decisions regarding these
variables, marketers seek knowledge about how consumers use product attribute information in
the evaluations of products. Besides that, many product features can be included in the
communication message. Much research focusing on the diffusion of innovations has identified
characteristic (e.g., relative advantage, compatibility) of innovations that affect the rate of their
adoption (Roger, 1983). (Hoyer, 1984) Mentioned when consumers are asked why they have
recently purchased particular products, they typically mention price and performance (product

features) as reasons, which are measures of overall value.

Product innovation is related to the introduction and adoption of new and improved methods.
These methods can be related to production or equipment changes or both. The new and
improved methods are introduced to satisfy the changing needs of markets as it is possible that
old production equipment and methods are not good enough to deliver what is needed and
desired by end consumers. The Global Innovation Index (GII) report of 2015 reported that out of
141 countries, Malaysia ranked as 32 in terms of Innovation Index and scored 45.98. The
innovative performance of Malaysia has helped it to record highest rank in GII in 2014. The
basic motivation behind this innovative performance of Malaysia is to gain competitive
advantage in national and international markets.

Polder, Leeuwen, Mohnen and Raymond (2010) specified in their study that product innovation
is related to the invention of new ideas to create new products and services which helps in
attaining competitive advantage in long run. According to (Abouzeedan, 2011), the product or

service innovation is related to company’s capability to enhance their products and services
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quality, improved product design and features. The main purpose of this innovation, quality and
feature enhancement is to satisfy the needs of customers and to change company’s procedure and
products/services according to customers’ requirements. Company’s performance will be
affected by the introduction of innovative products as the performance will increase which will
help in shaping the purchase decision of customers. Firdausi (2016) depicts in the research that in
today’s globalized world, it is essential for organization to keep themselves in markets and to
meet the changing needs of customers. This can be done by adding value to products and
services.

The innovation in products can be analyzed by focusing on its external and internal aspects. The
internal aspects includes awareness, capabilities, assets and technologies used within the
organization whereas external aspects includes consumer’s needs and expectations towards
particular company’s products and services. It is important to note that product innovations do
not always succeeds. Often, product innovations fail which depicts that this innovation process is
a lottery.

Product innovation is either considered positive in many organizations but it’s not necessary that
an intelligent product would have a positive impact on Customer Purchase behavior. Taking an
example of Veon in the telecom sector of Pakistan. Veon was basically a very intelligent product
by Jazz (previously known as Mobilink). Veon was an application that was pretty much similar
to WeChat of China. The application was designed to give all features under one umbrella such
as call, chat, listen, read, connect, watch, surf, discover, share, play, work, relax, out of cash take

immediate loan from VEON App. Everything under one umbrella.

Veon was considered one of the most intelligent product in the telecom market of Pakistan, but
unfortunately it couldn’t survive in the market more than 3 month time. If we further drill the
reason down we see that the reason behind the failure of the application was primarily due to gap
in the customer need, the promises that the application had made as well as the expectations it
had in the minds of its customers. It’s always important to identify the need and expectations of
the customers, any product designed in negligence of customer’s need and expectation find it
difficult to fit in the market. Especially in markets where the competition is high and the

organization is operating in Red Ocean.
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2.2.3 Customer Purchase Behavior

Identifying the Information Evaluation of

need |:> I:> alternatives

Post-purchase Buying
behavior —— decision

N

Figure 1: Buying Decision Process

Gueguen (2006) proposed buying decision process with five stages.

The first step of this process is to identify the need. The purchase process starts with
identification of need, problem. The need may arise due to internal or external
motivation.

The second step is information. When need is being identified, next step is seeking
information. Consumer seeks information related to problem from different sources i.e.
friends and family, commercial sources (advertisements, websites etc.), public sources
(media) and direct experimentation (usage of product itself).

Third step is the evaluation of alternatives where alternative products are being evaluated
before buying product. This evaluation can be done using different criteria i.e. brand
image, product value etc.

Fourth step is the buying decision where customer actually makes decision to buy the
product.

Fifth step is the post purchase behavior of customer. After purchase of product,
consumers show satisfaction or dissatisfaction towards products depending upon their

experience.

The purchase decision is the customer decision to buy the product which is most desirable to

him/her (Kotler and Armstrong, 2012). According to the study of (Mardhotillah and Saino, 2013)
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purchasing/buying decision is an activity performed by customers where from two or more
choices or behaviors one is being selected by customer after going through evaluating process.
Buying decision is the stage of the overall process, where customers purchase the desired
product. The producers of products or services main concern has always been consumer, as they
are the main party to use and react on the products and services of particular organization.
Purchase decision of customer is being shaped when they have already used the product or
service and are satisfied or dissatisfied with the purchase. If the customer experience is good
related to the product or service, they will likely to buy that product again. This buying decision
of consumers is influenced by many aspects. Company’s basic goal is to identify these factors
and act on them if they want to retain their customers. Companies should properly deliver the
benefits and prices of product they deliver so that consumers can make decision efficiently

(Nofiawaty and Yuliandi, 2014).

Customer Purchase behavior is directly related to the level of satisfaction and contentment that a
customer receives by availing a particular service. In today’s world of high and strong
competition, service industries along with understanding their own weaknesses should also
develop the appropriate marketing policies as well as operational strategies in order to improve
the customer satisfaction (Hsiao, Chen, Chang, & Chiu, 2016). The repurchase intention of a
customer is highly influenced by the customer satisfaction. Customer satisfaction is a component
which predicts the repeat patronage of a customer along with the new customers (Goh,
Goodmanb, & a, 2011; Tuu & Olsen, 2009) and also brings huge benefits for the company
(Opwi, cklin, & Brunner, 2008). In the past, a significant position has been grabbed by the topic
of customer satisfaction in marketing literature and the studies of customer satisfaction was more
towards the theoretical side in comparison with the other studies (Oh & Kim, 2017). Various
quantitative studies did suggest that call connectivity, clarity and service charges are some of the
major factors that effects the customers’ satisfaction of a service. (Ma, Qu, Njite, & Chen, 2011;
Jang & Namkung, 2007; Mattila, 2001; Ryu & Han, Influence of the quality, service, and value
on customer satisfaction and behavioral intention: moderating role of perceived price, 2010).
Customers will always select those brands which meet the value and quality standards of a
customer and if a mobile phone network operator does not pay much attention to that or ignores

that then their customer traffic will start declining as customer will start preferring the competing
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brand (Stevens, Knutson, & Patton, 1995). The satisfaction levels are considered to be the
convenient means in order to segment and identify consumers in the markets, as said that rather
than the trial purchases, repeat purchases are more likely to dominate sales of the existing

services. ( Myers & Bolton, 2003).

According to (Ekinci, 2003), service quality is considered as a customer satisfaction’s
predecessor, which then acts as mediator between behavioral intentions and service quality and
mediates their relationship. In order to predict the repeat patronage, managers often use customer
satisfaction which then leads to new customers as well as brand loyalty (Dubé , Renaghan, &
Miller, 1994; Yuksel & Yuksel, 2002; Haemoon, 2000). Therefore, customer loyalty and
satisfaction are realized through delivering exceptional service (Lockyer & Tim, 2003; Raajpoot
& A., 2002), as well as through overall physical environment which also plays a vital role in
delivery process. Customer satisfaction is believed to be closely associated with attitude, by
which repurchase intention is likely to be predicted. ( Le, Fornell, & Anderson, 1994; Mittal &
Anderson, 2000; Fornell, 1992; Reichheld, 1996).

According to our study, customer satisfaction tends can be defined as an evaluative judgment
which is post-purchase and concerns the purchasing decision (Day, 1984). Customer satisfaction
is basically the most important marketing outcome (Patterson & G, 1993); which is the function
of consumers’ expectations which they bring towards service encounter (Zeithaml, A., Berry, L,
& Parasuraman, 1996) and their following evaluation regarding the service quality (Oliver & L.,
1996). Managers should always look for a bigger picture and emphasize on the program of total
overall customer satisfaction instead of focusing solely on the strategies for service quality
because repurchase intention is more strongly influenced by consumer satisfaction as compared
to service quality. (Taylor, A., Jr., & Joseph, 1992). Due to this reason, customer satisfaction is
valued as better marketing practice’s key outcome (Cal, J., Oakley, Malthouse, & C., 2004).
Empirically, a significant positive association has been found between repurchase intention and
customer satisfaction in context of services and consumer goods both, by prior studies in field of
marketing (Selnes & Fred, 1998; Baker, L., Taylor, & A., 1994). Interactions between business
to business (Woodside, G., Frey, & Daly, 1989; Patterson & Spreng, 1997).

The organizations have always focused on improving their profitability and success etc. but with

the passage of time the firms have started to realize the importance of consumer behavior.
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Hence, firms now ant to achieve the maximum consumer satisfaction just because of the fact that
they have started to realize that the foremost important thing is to get the satisfaction of the
customers because a customer will only come back to buy the product or service again from the
same place only if he or she gets satisfied from that firm. In short, customer satisfaction not only
improves the image of the business in the mind of the customers but it also results in achieving
the behavioral intention of the customers towards that business. Customer satisfaction is
considered to be one of the most acute marketing priorities due to the reason that it is presumed
to be the important determinant of customer loyalty, repeat sales and positive word-of-mouth.
The reason behind why most of the managers are very interested in the customer satisfaction is
that customer satisfaction is significantly related with loyalty. (Sambandam & Lord, 1995;
Sullivan & Anderson , 1993; Michael, CroninJr., & MHulta, 2000). Because those customers
which are loyal tends to use the product or services more often or when they have to buy a
product they just stick with the same brand for years (Brunner, et al., 2008). They have an
association with the brand and are loyal towards it which make them not to go for another
competitor brand. There should be a perfect combination of both the intangible and tangible
features resulting in perception of customer regarding service quality of good service operator
that will lead to achieving effective behavioral intention as well as customer satisfaction in
telecom industry. In previous studies, network quality was one of the most significant attribute of
the overall service quality of the network operator and predicted to have positive relationship
with customer loyalty and satisfaction. (Ryu, Han, & Heesup, Influence of the quality service,
and physical environment on customer satisfaction and behavioral intention: moderating role of

perceived price, 2010).

In prior studies, there are mixed findings regarding causal direction between customer
satisfaction and service quality. According to the conceptualization of previous studies, when a
customer goes through events of satisfaction over the period of time then it leads towards the
service quality perception. In contrast, various other researchers have empirically supported
influence of the apparent service quality on the customer satisfaction (Cronin & Taylor, 1992;
Spreng & Mackoy, 1996). In our research, we will try to evaluate the mediating effect of
customer satisfaction between service related attributes such as service quality and behavioral
intention. The good and effective service related attributes helps in creating satisfaction among

the customers in a very significant way and when this customer satisfaction is there then the
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customer is more likely to have a behavioral intention towards the product or service. A
customer satisfaction will probably create a positive behavioral intention among customers
resulting in repurchase etc. whereas a customer dissatisfaction may result in negative behavioral
intention among customer where customer start preferring competitors which result in loss of
customer base and ultimately the profit, and in some cases this might also lead to a negative

word of mouth and negative image of the business among the other customers as well.

2.3 Previous studies

Another study related to product innovation and service quality is of (Bamossy & Scammon,
1985). The topic of this research was the influence of product quality, quality of service and
contextual experience on customer perceived value and purchase intents. For this purpose, data
was collected from 205 customers of national retailer chain, Cocoa Tree. Multiple regression was
used to carry out the research and to find the relationship between product quality, quality of
service, contextual understanding and supposed value of customers. This analysis was then being
used to measure customer perceptions and purchase intentions. Structural Equation Model
(SAM) was used to carry out the research. It illustrated healthy and positive influence on
consumer supposed value when it comes to product quality and service. Background
understandings have positive impact on consumer supposed value. The study also showed that

consumer supposed value of product affects consumer likings and buying intentions positively.

(Arslan & Rashid, 2014) Studied the effect of brand image and quality of service on customer
buying decision. The research was focused on the retail stores of Pakistan. 301 respondents were
selected to collect data from large retail stores. Quantitative research was being used to collect
data through questionnaires. Convenience sampling technique was conducted during this
research. Five point lickert scales was used in questionnaire. The data collected from respondents
were from Lahore and Islamabad. In order to find outcome of brand image and excellence of
service on buying behavior of consumers, exploratory factor research technique was utilized.
Multiple regressions were used to measure the results of the study. The outcomes depicted direct
and positive and significant impact on consumer purchase behavior in terms of brand image and

quality of service.
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(Jalal, Hanaysha, & Abdullah, 2014) Studied the direct and indirect effect of product innovation
and product quality on brand image. The study was conducted on automotive industry. Data was
collected from 287 passenger car users in Northern region of Malaysia at shopping malls.
Questionnaires were being used to collect data. Systematic sampling procedure was followed by
data collection. Structural equation model named as (AMOS) was used to analyze this data. The
results of the study depicted that both product innovation and product quality have strong and

significant effect on brand image and brand trust as well.

Another study related to this field is the study of (Horng-Cherng & Shiau, 2014). The research
main focus was to study the impact of product innovation on behavior intention. The brand
image of Japanese Anime dolls were targeted in this research. The research variables in this
study were brand image, product innovation and behavior intention. The research subjects were
those buyers who have experienced the purchase of these Japanese Anime dolls from Southern
Taiwan specialty stores. This research was then conducted and studied in Asia. The mediating
variable in this research was brand image which was being used to measure the results. The
nearness test group method was used to get data through questionnaires from the past users of
these Anime dolls. Total 600 questionnaires were being filled which were then reduced to 434
questionnaires because of invalid questionnaires. Reliability of the questionnaire was measured
using Cronbach o. Furthermore, correlation analysis was being conducted to measure the
relationship between variables. The results of the study showed that product innovation has
positive impact on behavior intention and brand image, whereas brand image also have positive

impact on behavior intention.

(Awan & Zuriat-ul-Zahra, 2014) Studied the impact of innovations on consumer behavior. The
case study was conducted on the Pak Electron Limited, which is the market leader in
manufacturing and marketing of electronics in Pakistan. Sample of 200 males and females
customers between ages of 18-65 years was being selected. Primary data collection method was
used where data was collected through questionnaires and field survey. Moreover, face to face
interviews were also conducted to collect data. Quantitative research method was being used and
lickert scale was used in questionnaires. For data analysis and to measure the relationship

between innovations and consumer behavior, S-Curve model is being used. The results of the
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study showed positive impact of innovations on consumer behaviors. The 75% of respondents

emphasized that innovations in products impact their purchase behavior and lifestyles as well.

(Floricica, 2015) Studied consumer response towards product and service quality. This research
was conducted on 100 people using three different surveys so that customer’s response towards
products and quality of services can be measured. Among 100 respondents, three main categories
were used to collect data that were mobile users, coffee users and tobacco users. Apart from
these categories, respondents were evaluated on the basis of their earnings and gender.
Kolmogorov-Smirnov coefficient was used to measure the significance level of study and
Levene test was used to figure out the homogeneity. The results of study showed that both male
and female responds differently towards products and service quality. Women were more careful
while making purchasing decision as compared to men. In terms of income, the results showed
that depending on income, people respond differently towards products and quality of services.
People with low income respond carefully towards product purchase and can accept low quality
products as well whereas high income people prefer high quality products. The crux of the study
was that people attitudes and purchase decisions changes with the change in product or quality of

product and services.

The study of (Carunia & Rani, 2017) on effects of quality of service on customer purchase
decision in context of Traveloka online Airline tickets in Jakarta, Indonesia shows that there is
positive and meaningful relationship among quality of service and customer purchase decisions.
This study was conducted using questionnaires. Data was collected from customers who used to
purchase online airline tickets from Traveloka. They used convenience sampling method and
lickert scale was used to collect data. Regression analysis was being done to figure out the

relationship between these two variables.

The research article of (Sugrova & Sedik, 2017) was linked to examine the result of product’s
quality on satisfaction of the consumer and corporate brand. The study was conducted on dairy
brand named Sloval Dairy Milsy JSC. The chief reason to investigate this was to find the
correlation between quality of product and consumer satisfaction towards it. The researchers

tried to investigate the effect of products quality and quality of services provided by dairy on the
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brand image. Data was collected from 743 respondents. Statistical Analysis System (SAS) was
being used for data analysis. The Chi-Square test, Cramer’s V Coefficient and Kruskal-Wallis
test was conducted to analyze the data. The results of the study showed that product quality has
strong impact on consumer satisfaction, as customers like to buy dairy products if their quality is

good enough.

(Laura, Merisa, Agustina, & Siahaan, 2018) Studied the impact of product innovation and
service quality on purchase decision. The study was conducted on Progo Road which is culinary
institution in Bandung city. Descriptive and verification method was being used and data was
collected through interviews, questionnaires, observation and documentation. 384 questionnaires
were being analyzed according to the results of validity. Data analysis was being done through
WarpPLS 3.0. The results of the study showed that both product innovation and service quality

affects consumer purchase decision.

Since the telecommunication industry has grown substantially over the years, it is imperative to
understand the causes of its growth. The resolute to fulfill customer satisfaction by better
approach in quality especially in service sector is pretty vital to keep the customer (Brown and
Gulycz, 2001). Similarly, product innovation in the face of global technological advancements is
also important for staying relevant in the competitive market. A recent study on cause of
consumer retention in telecom sector found that major aspects of service quality in
telecommunication, like openness, fee reasonability and clarity in call, are the sturdiest elements
to keep customer retained, which in itself is a buying behavior (Ali et al. 2010). Similarly,
another research aimed at the assessment of the service quality of telecommunication, found that
the “scopes of touchable, declaration, receptiveness, compassion, ease, and linkage quality have
constructive and statistically significant connection with cellular customers’ perceived service
quality” (Khan, 2010). The improvements in these dimensions or parameters have accompanied
the rise of the telecommunication industry, hinting at a positive correlation between service

quality and the buying behavior.
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2.4 Summary

This chapter begins with the work of past researchers. Work of different research scholars on
Service Quality is discussed. The chapter also discusses the Customer Purchase Behavior in
detail. Also the Customer Purchase behavior is discussed in the context of Service Quality and
relationships are established in the light of pervious works done. This chapter discusses in detail
the intelligent products, motivations behind its purchase and its market worldwide and in
particular in Telecom Sector of Pakistan. The chapter also discussed the negative impact of
introducing an intelligent product without properly performing customer need analysis and

analyzing a customer behavior.
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Chapter 3

Theoretical Framework

3.1 Theoretical Framework

The study of Impact of Service Quality and Product Intelligence on Customer Purchase Behavior
has two independent variables one is Service Quality whereas the second one is Product

Intelligence. The dependent variable in this research topic is Customer Purchase behavior.

In light of this research along with historical researches we would see that with increase and
decrease in both the mentioned independent variables what impact is being made on the
dependent variable. In this chapter we would discuss both the positive as well as the negative

impact of both the independent variables on the Customer Purchase Behavior.
Table 3.1

Theoretical Framework

Ability to Corporate - — - = — —,

Ability to Learn — — — — — — Product
. H1
Intelligence
Autonomy — - - - - - :
1
I
Human like interaction = = = = = ! Customer Purchase
Behavior
Ease = = = = = = .
1
Maintenance — — — - — — Service Quality H2
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3.2 Relationship between IVs and DVs

3.2.1 Null Hypothesis (Hy)

Hy1: There is no correlation between product intelligence and customer purchase decision
Hy,: There is no correlation between service quality and customer purchase decision

3.2.2 Alternative Hypothesis (Hy)

Haq: There is a positive correlation between product intelligence and customer purchase decision
Ha,: There is a positive correlation between quality service and customer purchase decision

Hopi1: There is no correlation between product intelligence and Customer purchase
behavior

According to the first null hypothesis we assume that there is no relation between product
intelligence and customer purchase behavior. It is not necessary that the customer would be
comfortable to use an intelligent product provided by its service operator. We take an example of
a very intelligent product VEON by Jazz (previously known as Jazz). VEON offered everything
under a single application, it had an option of money transfer, bill payments, music, chat, alarms,
offers and bundle uptake and many more. But the product couldn’t survive for more than three
month time. Within a very short span of time the product was being dumped by the customers as
the response was very unlikely that wasn’t expected by Jazz at all. A very heavy investment was
being made by the service provider but the planning and implementation of it had a lot of gaps.
The application over promised its values and features to the customers. The customers had a lot
of expectations from the product but it couldn’t meet the expectations of it customer so it didn’t

leave a good impact on customer purchase behavior.

Hy;z: There is no correlation between Service Quality and Customer Purchase Behavior
In second null hypothesis we assume that the second independent variable do not have any
relation with the dependent variable i.e. Customer purchase behavior. In this assumption we

simply ignore the relationship between service quality and customer purchase behavior.

Hjai: There is a positive correlation between Product Intelligence and Customer
Purchase Behavior
Alternate hypothesis of the study assumes that there is a positive associative relation between

product intelligence and customer purchase behavior. It assumes that if the product is intelligent
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and is easy to use there is a high chance that it will appeal to majority of the customers and will

have a positive impact on customers purchase behavior.

Hyz: There is a positive correlation between Service Quality and Customer Purchase
Behavior

The second hypothesis states that there exist a positive tie-in between the second independent
variable with the dependent variable. Customers’ purchase behavior would have a positive
impact of service quality that is if the service quality has ease, provides proper maintenance than

it would leave a positive impact of customer purchase behavior.

3.3 Summary

This chapter has presented literature review surrounding the variable of interests and theoretical
linkages in the context of present study. The focus throughout this chapter was on Product

Intelligence, Service quality and the Customer Purchase Behavior.

Later half of this chapter establishes the connection and theoretical linkages between different

variables. Finally hypothesis is identified to facilitate the empirical verification.

Few research defines the purchase of the intelligent products as a surrogate buying behavior and
the willingness to repurchase such products forms the consumer buying behavior of the
consumers (Phau, Consumers' willingness to knowingly purchase Intelligent products. Direct
Marketing, 2009). The strength required to form the customer purchase behavior leaves an

impact on the relationship between service quality and intelligent products.
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Chapter 4

Methodology

4.1 Introduction
This study aims to investigate the impact of service quality and product intelligence on customer

purchase intention through an empirical lens. Towards the end, this chapter explains the different
tools and techniques used in the study to empirically examine the casual link between different
variables of interest. The chapter begins with discussion of research design and its justification
for the present study. Also, the population and the sample size is discussed. The instruments used
for data collection is explained as well. Lastly, the chapter concludes with discussion of the tools

which are used for the analysis of the data.

4.2 Research Design
The study is based on quantitative approach to examine the impact of service quality and product

intelligence on purchase intension of customer. This is done within the context of the telecom
industry of Pakistan. A quantitative approach is used to determine the perception of the
respondents regarding service quality and product intelligence on customer purchase behavior.
Data was collected directly from respondents within Islamabad who are currently using resources

of any of the mobile network operator.

4.2.1 Population

Population is defined as group of individuals, objects from which a sample can be withdrawn for
statistical inferences (Webster, 1828). The target population for this study are the subscribers
between 18 to 60 years of age. Respondents are living within twin cities of Rawalpindi
Islamabad and are currently using services of any of the available mobile network operator i.e.
Jazz, Telenor, Zong or Ufone. The study basically aims to generalize and have a broader
perspective of how ease, maintenance and physical aspect of Service Quality influence customer
Purchase Behavior. Data has been collected from different age groups to form a better
understanding of the phenomenon of product intelligence and service quality leading to customer
purchase intension. Ideally the data could have been collected from different strata over a period
of time, however only cross-sections are used due to restrictive weaknesses regarding the time

period to complete this study.
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4.2.2 Sample Design

Sampling is defined as the process of selecting units from population of interest to reach
generalizability (Willaim, 2008). In research there are two types of sampling techniques.
Probability and non-probability based sampling. A probability sampling may be defined in which
unit of sample has an equal chance of being selected. Whereas in non-probability an individual
does not know that he/she will be selected (Surbhi, 2016). However, this particular study is
based on convenience based non probability sampling. Due to limitation of time, cost and other
restrictions in Pakistan. This was considered to be an efficient and an economical way of data

collection.

4.2.3 Sample Size and Unit of Analysis

Primary data seemed to be an appropriate choice in this study. Based on number of observations
per variable the sample size was calculated. Since the total population for the Telecom sector of
Pakistan is 163 million as per the authentic website of Pakistan Telecommunication Authority.
But due to time, cost and reach limitation survey couldn’t be conducted on such a huge number
of population. Hence the appropriate sample size for this study should be of 300 respondents. It’s

a perceptual based study. Those who participated in it are unit of analysis.

4.3 Data Collection and Sources
For this research primary data was collected from the telecom subscribers of Pakistan living in

the twin cities of Rawalpindi and Islamabad. The age of respondents range from 18 to 60 years
who are well aware of the Mobile Network Operator. Data was collected from the respondents
directly by asking them to fill out the questionnaire. The table below shows the scales adapted
and modified for data collection. 5 point Likert scales were asked from respondents to choose
from a scale of 1 to 5 to record their responses. For Service Quality (1 being strongly disagree
and 5 being strongly agree). Whereas, for Consumer purchase intention Likert scale was used

with (1 being more likely and 5 being less likely).

Data gathered from respondents were later on subjected to different statistical tools and

techniques.
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4.3.1 Measuring Instruments

Construct and Variables Items Sources
5 Homburg, Christian, Jan Wieseke, and Wayne
D. Hoyer (2009)
Service Quality 6 Mittal, Vikas, Pankaj Kumar and Michael
Tsiros (1999)
4 Mittal, Vikas, Pankaj Kumar and Michael
Tsiros (1999)
4 Rijsdijk, Hultink, and Diamantopoulos (2007)
5 Rijsdijk, Hultink, and Diamantopoulos (2007)
4 Rijsdijk, Hultink, and Diamantopoulos (2007)
Product Intelligence 5 Rijsdijk, Serge A., Erik Jan Hultink, and
Adamantios Diamantopoulos (2007)
4 Rijsdijk, Serge A., Erik Jan Hultink, and
Adamantios Diamantopoulos (2007)
4 Neese and Taylor (1994)
Customer Purchase Behavior 3 Rodgers (2004)
3 Maxham and Netemeyer (2002a)

4.4 Methods of Estimation

Simple two variables and multi regression techniques are used to see the impact of product

intelligent and service quality on customer purchase behavior in the telecom sector of Pakistan.

Barren and Kenny (1986) technique is used to estimate a series of stepwise regression models.

Both descriptive and statistical analysis are used to draw inferences about identified hypothesis.

SPSS (Statistical package for social science) version 22 is used to assist data analysis.
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4.5 Summary

This chapter explained the several tools and techniques used for an empirical analysis of the
impact of service quality and product intelligence on the purchase intension of customer. It also
explains the research design used, the population, sample size and unit of analysis used. The
nature of the research and its sampling techniques are also justified. Moreover, the instruments
used for data collection are discussed also there validity and reliability are discussed. Lastly the
chapter concludes with different statistical analysis used for data analysis to reach a conclusion

on the relationship among the variables.
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CHAPTER 5
Results and Analysis

5.1 Introduction
The previous chapter has presented a brief methodological account in view of the present study.

This chapter highlights the results and finding regarding the different determinants of Customer
Purchase Behavior. Different statistical techniques, both descriptive and inferential, have been
applied to substantiate the theoretical framework. The first part of this chapter focuses on the
reliability of datasets, the chosen method, and the specification of the regression models. This is
followed by the correlation matrix that relates the variables of interest. Finally, the inferential
statistics regarding the linear two-variable and multiple regression models are presented. The
purpose is to offer an analysis in view of the main findings and with respect to advanced

hypotheses.

5.2 Instrument, Sample and Reliability
To find the relation between all the variables i.e. Service Quality and Product Intelligence. A

comprehensive questionnaire was designed as an instrument to collect datasets. The
questionnaire along with the cover letter is attached in Appendix A and B at the end. Initially the
chosen sample was 330 respondents, however, 26 questionnaires were not included in the final
analysis due to missing values. The final sample size consisted of 304 cross-sectional
observations. The overall reliability of the items for the scales of Service Quality and Product
Intelligence remained 0.887 and 0.870 respectively. The reliability statistics for the dimensions
of Service Quality and Product Intelligence are presented below. It also needs to be highlighted

here that all items were measured on a five point Likert scale ranging from 1 to 5.

5.3 Reliability of Scales

5.3.1 Frequency distribution
Table 5 presented below shows the reliability coefficients of the purchase intention and value

expression.
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Table 5.1

Reliability of Scale
Variable Name Reliability | No. of Items
Service Quality .887 15
Value Expression .870 20
Valid | 304
Cases | Excluded | O 903 35
Total | 304

It is evident from the above table that the number of variables that are considered in the present
study. Moreover, the number of items used to ascertain each variable is also shown in the above
table alongside the Cronbach alpha statistic. The number of items used to observe service quality
remained 15 with a reliability statistic of .887. Similarly, 20 items are used to measure value
expression and the reliability statistic for this scale remained .903.

Figure 5.1
Respondent’s Gender

@ Male
@ Female

It is clear from Figure 5.1 that, out of 304 respondents, 68.2 percent of the respondents were
female compared to 31.8 percent male respondents. It is important to highlight here that there
was no gender bias in the collection of datasets. Moreover, respondents were approached

randomly without any gender discrimination.
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Figure 5.2

Respondent’s Age

® 1825

@ 26-35
36-45

@ 46-55

@ 55 Above

The figure 5.2 above shows that demographics of respondents with respect to age. The visual
representation of the percentage count of the sample size shows that out of 304, 36.4 % of the
respondents were between the ages brackets of 18 years to 25 years. While 59.1 % of the sample
units were between the ages brackets of 26 to 35 years. Yet remaining were between the ages
brackets of 36 years to 45 years. Since millennials is a time period marked between the ages of
18 years to 55 years so the data was collected from respondents falling in different categories of

age to reach a better understanding of the results.

Figure 5.3

Respondent’s education

@ Matric

@ Intermediate
Graduate

@ Post Graduate

@ Post Doctorate

The figure 5.3 shows the demographic pattern of the respondents with respect to the education.
Of a total sample size of 304 respondents. There is an equal distribution of respondents in terms
of education, 50% of the respondents are post graduates whereas the remaining 50% respondents

are only graduates. Hence there is an equal blend of education among the respondents. However
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our respondents didn’t include respondents who are below 16 years of education. Our

respondents were literate.
Figure 5.4
Respondent’s occupation

@ Student
@ Employee

Self Employed
@ Un Employed
@ Other

63.6% v

The figure shows the respondents demographics with respect to the respondent’s occupation. Out

of a total sample size of 304. 9.1 % are house wife. 27.03 % of the respondents are business
people. 13.6% are students while 63.6 % are employees.

Since the data was collected from male and females both between the age of 18 years and 45
years, so the sample size of the respondents were based on different occupations. Also the
literature suggests that people with different occupations are the subscribers of Telecom network

operator.

Figure 5.5

Respondent’s Income

@ Less than 80,000
@ 80,000 - 100,000

101,000 - 150,000
@ 151,000 & Above
@ None

The figure 5.5 shows the demographics in particular the income of the respondents. The visual
representation shows that out of sample size of 304, 31.8 % respondents had an income of less
than Rs 80000. While 25.46 % had an income between 81,000 to 100,000. Yet 27.3 % had an
income level between 101000 to 150000. 13.6 % had an income level above Rs 151000. The
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respondents were millennials with the age bracket between 18 years to 45 years, so that showed
that respondents were at different stages of the career lifecycle. Hence, there is a variation in the

income level of the respondents.

Figure 5.6
Network Operator
® Jazz
@ Telenor
Zong
@ Ufone
@ Other

The figure 5.6 shows the network connection that the respondents are currently using in Pakistan.
We can see from the above mentioned picture that out of 301 respondents 50% of them uses
Ufone, whereas 18.2 are Zong’s users, 18.2 % are on Jazz that was previously known as
Mobilink and 9.1% respondents are on Telenor’s network. The respondents for this survey were
completely random and the data set was not biased or in favor of any one mobile phone service

operator.

Figure 5.7
Network Service Provider Application

® Jazz World
® My Telenor

My Zong
@ My Ufone
@ None

The figure shows the network service provider’s application that they frequently use.

Jazz world as the name suggests is a Jazz’s product and is being used by 18.2% of the
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respondents, My Telenor App is being used by 13.6% of the respondents, 13.6 % uses My Zong
app where as 36.4% respondents use My Ufone application. So there is an equal blend of

subscribers using different applications from different mobile phone network service providers.

Figure 5.8
Network Provider App Frequency

@ Daily

@ Weekly
Monthly

@ Quarterly

@ Never

=
&

The above figure 5.8 shows the frequency of the use of application that the respondents use their
network service provider’s application. Now from the above pie chart it is evident enough that
almost 45.5% of the respondents use the application of monthly basis, whereas there are some
respondents’ who use the application quarterly, the percentage of such respondents is 13.6%.
9.1% of the respondents haven’t used the application at all. 27.3% use them of weekly basis for
updating or re subscribing the bundle or packages that they take.

5.3.2 Frequency Tables
Table 5.2
I am very comfortable with the services that my mobile phone service operator

provides me with

Cumulative
Frequency Percent Valid Percent Percent
Valid Disagree 48 15.8 15.8 15.8
Neutral 80 26.3 26.3 42.1
Agree 128 421 421 84.2
Strongly Agree 48 15.8 15.8 100.0
Total 304 100.0 100.0




In the table 5.2 above for the question I am very comfortable with the services that my mobile
phone service operator provides me with. Out of 304 respondents none of the respondents
strongly disagree. While 48 of the respondents have disagree with the statement. 80 of the
respondents from 304 are neutral about their opinions. However, 128 of the respondents have
agreed that they are comfortable with the services that their mobile phone service operator

provides them with.

Table 5.3
I can get helpful guidance from the service centers
Cumulative
Frequency Percent Valid Percent Percent
Valid Disagree 32 10.5 10.5 10.5
Neutral 112 36.8 36.8 474
Agree 144 474 474 94.7
Strongly Agree 16 5.3 5.3 100.0
Total 304 100.0 100.0

In the table 5.3 above for the question I can get helpful guidance from the service centers. Out of
304 respondents 32 respondents disagreed with it whereas 112 where neutral with the helpful
guidance from the service centers. 144 agree with the asked question and only 16 respondents

strong agreed with the statement.

Table 5.4

I only need to exert the smallest possible effort to know about the new products and

bundles offered by my network operator

Cumulative
Frequency Percent Valid Percent Percent
Valid Disagree 48 15.8 15.8 15.8
Neutral 80 26.3 26.3 421
Agree 160 52.6 52.6 94.7
Strongly Agree 16 5.3 5.3 100.0
Total 304 100.0 100.0

In the table 5.4 above for the question I only need to exert the smallest possible effort to know
about the new products and bundles offered by my network operator. Out of 304 respondents 48
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respondents’ disagreed with it whereas 80 where neutral with the question and 160 agree with
the asked question and only 16 respondents strong agreed with the statement.

Table 5.5
I keep the stress that is connected to telecom service provider as low as possible
Cumulative
Frequency Percent Valid Percent Percent
Valid Disagree 32 10.5 10.5 10.5
Neutral 112 36.8 36.8 47.4
Agree 112 36.8 36.8 84.2
Strongly Agree 48 15.8 15.8 100.0
Total 304 100.0 100.0

In the table 5.5 above for the question that I keep the stress that is connected to telecom service
provider as low as possible. Out of 304 respondents 32 respondents’ disagreed with it whereas
112 where neutral with the question and 112 agree with the asked question and only 48
respondents strong agreed with the statement.

Table 5.6
I receive service and guidance from relevant experts.
Cumulative
Frequency Percent Valid Percent Percent

Valid Disagree 80 26.3 26.3 26.3

Neutral 96 31.6 31.6 57.9

Agree 112 36.8 36.8 94.7

Strongly Agree 16 5.3 5.3 100.0

Total 304 100.0 100.0

In the table 5.6 above for the question that I receive service and guidance from relevant experts.
Out of 304 respondents 80 respondents’ disagreed with getting guidance from the relevant
experts whereas 96 where neutral with the question and 112 agree with the asked question and
only 16 respondents strong agreed with the statement that they have received service and
guidance from relevant experts.
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Table 5.7

My network provider stands by its agreements and policies

Cumulative
Frequency Percent Valid Percent Percent
Valid Disagree 16 53 53 53
Neutral 64 211 211 26.3
Agree 224 73.7 73.7 100.0
Total 304 100.0 100.0

In the table 5.7 above for the question that my network provider stands by its agreements and
policies. Out of 304 respondents 16 respondents’ disagreed with it whereas 64 where neutral
with the question and 224 agree with the asked question and none of the respondents strong
agreed with the statement.

Table 5.8
My network provider maintains its service quality
Cumulative
Frequency Percent Valid Percent Percent

Valid  Strongly Disagree 16 53 53 53

Disagree 16 53 53 10.5

Neutral 80 26.3 26.3 36.8

Agree 192 63.2 63.2 100.0

Total 304 100.0 100.0

In the table 5.8 above for the question that my network provider stands by its agreements and
policies. Out of 304 respondents 16 respondents’ disagreed as well as 16 strongly degreed with
it whereas 80 where neutral with the question and 192 agree with the asked question and none
of the respondents strong agreed with the statement.

Table 5.9
My network provider also work on resolving quality issues
Cumulative
Frequency Percent Valid Percent Percent

Valid  Disagree 48 15.8 15.8 15.8

Neutral 80 26.3 26.3 421

Agree 176 57.9 57.9 100.0

Total 304 100.0 100.0
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In the table 5.9 above for the question that my network provider stands by its agreements and
policies. Out of 304 respondents 48 respondents’ disagreed with it whereas 80 where neutral
with the question and 176 agree with the asked question and none of the respondents strong
agreed with the statement.

Table 5.10

I do not find any compromise on the quality of resolved issues

Cumulative
Frequency Percent Valid Percent Percent
Valid  Neutral 128 421 421 421
Agree 160 52.6 52.6 94.7
Strongly Agree 16 5.3 5.3 100.0
Total 304 100.0 100.0

In the table 5.10 above for the question that my network provider stands by its agreements and
policies. Out of 304 respondents 128 were neutral with the question and 160 agree with the
asked question and 16 of the respondents strong agreed with the statement.

Table S.11

My service operator gives me a satisfactory explanation with maintenance of

submitted issues

Cumulative
Frequency Percent Valid Percent Percent
Valid  Disagree 16 53 53 53
Neutral 192 63.2 63.2 68.4
Agree 96 31.6 31.6 100.0
Total 304 100.0 100.0

In the table 5.11 above for the question that my service operator gives me a satisfactory
explanation with maintenance of submitted issues. Out of 304 respondents 192 were neutral
with the question and 96 agree with the asked question and 16 of the respondents disagreed
with the statement.
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Table 5.12

My service operator maintains the quality of its communication with its

customers
Cumulative
Frequency Percent Valid Percent Percent
Valid  Disagree 32 10.5 10.5 10.5
Neutral 96 31.6 31.6 421
Agree 176 57.9 57.9 100.0
Total 304 100.0 100.0

In the table 5.12 above for the question that my service operator maintains the quality of its
communication with its customers. Out of 304 respondents 96 were neutral with the question
and 176 agree with the asked question and 32 of the respondents disagreed with the statement.

Table 5.13
My service operator has the ability to address the right issues first
Cumulative
Frequency Percent Valid Percent Percent

Valid Disagree 48 15.8 15.8 15.8

Neutral 112 36.8 36.8 52.6

Agree 128 421 421 94.7

Strongly Agree 16 5.3 5.3 100.0

Total 304 100.0 100.0

In the table 5.13 above for the question that my service operator has the ability to address the
right issues first. Out of 304 respondents 112 were neutral with the question and 128 agree with
the asked question and 48 of the respondents disagreed with the statement. 16 strongly agree
with the asked question, that they believe that their network provider has the ability to address
the right issues first.
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Table 5.14

Layout (interface) of the application provided by my service operator meets my

expectation

Cumulative
Frequency Percent Valid Percent Percent
Valid Disagree 32 10.5 10.5 10.5
Neutral 144 474 474 57.9
Agree 80 26.3 26.3 84.2
Strongly Agree 48 15.8 15.8 100.0
Total 304 100.0 100.0

In the table 5.14 above for the question that Layout (interface) of the application provided by
my service operator meets my expectation. Out of 304 respondents 144 were neutral with the
question and 80 agree with the asked question and 32 of the respondents disagreed with the

statement. 48 strongly agree with the asked question, that they like the interface of the

application that is being provided to them by their telecom network operator.

Table 5.15
The atmosphere in the service center/franchise is healthy.
Cumulative
Frequency Percent Valid Percent Percent

Valid  Neutral 128 421 421 421

Agree 112 36.8 36.8 78.9

Strongly Agree 64 211 211 100.0

Total 304 100.0 100.0

In the table 5.15 above for the question that the atmosphere in the service center/franchise is
healthy. Out of 304 respondents 128 were neutral with the question and 112 agree with the
asked question and none of the respondents disagreed with the statement and 64 strongly agree
with the asked question, that they like the atmosphere in the service centers or the franchise of
their telecom network operator.
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5.4 Inferential Statistics

The previous section has presented and analyzed the descriptive statistics reading the
demographics of the present study. This section discusses the inferential statistics relevant for the
present study. Particularly, the correlation analysis and the results of the estimated regression

model are presented below.

Table 5.16
Correlations
Customer_Purc
SQuality Pr_Int hase_Intention
SQuality Pearson Correlation 1
Sig. (2-tailed)
N 304
Pr_Int Pearson Correlation 350" 1
Sig. (2-tailed) .000
N 304 304
Customer_Purchase_Intenti Pearson Correlation 458" 552" 1
on
Sig. (2-tailed) .000 .000
N 304 304 304

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

Table presented above shows the values of correlation between service quality, product
intelligence and demographics. It is evident in the table shown above that the correlation
between service quality and purchase intention is positive and significant; value of co-movement
is 54.6 percent, while this statistic is significant with a p-value of P value = (0.000). Similarly,
the correlation between value expression and demographics is also positive and highly
significant; value of co-movement is 53.1 percent, while this statistic is significant with a p-value
of P value = (0.000). Finally, the correlation between purchase intention and demographics is

also positive and highly significant; value of co-movement is 51.6 percent, while this statistic is
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significant with a p-value of P value = (0.000). Accordingly, it is clear that the phenomenon of
value expression in the advertisements is highly valued in making up the mind of the potential

and existing customers.

5.4.1 Results of the Estimated Regression Models
Table 5.17

Variables Entered/Removed?

Variables Variables
Model Entered Removed Method
1 SQuality, Pr_Int° .| Enter

a. Dependent Variable: Customer_Purchase_Intention

b. All requested variables entered.
The table given below shows the first regression model in which purchase intension was
incorporated as dependent variable whereas service quality and product intelligence was in

corporate as an independent variable

Table 5.17
Reliability Statistics

Cronbach's
Alpha N of ltems

.832 7

Table 5.18
Model Summary

Adjusted R Std. Error of the
Model R R Square Square Estimate

1 .620° .385 .380 49729

a. Predictors: (Constant), SQuality, Pr_Int

Table given above illustrates the results of the regression model in which value expression is
used to determine purchase intention. It is clear from the coefficient of determination in the

model summary that the service quality has a direct effect on the purchase intention. Service
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quality and product intelligence has 38.0 percent predictive power to determine customer
purchase behavior. Therefore the marketers should focus on service quality and product
intelligence while communicating about the product as it is one of the major determinants of
purchase intention. Therefore, the first hypothesis of the present study is sustained that there
exists a positive correlation among the product intelligence and service quality on customer

purchase behavior.

Table 5.19
ANOVA?
Model Sum of Squares df Mean Square F Sig.
1 Regression 46.517 2 23.259 94.051 .000°
Residual 74.437 301 247
Total 120.954 303

a. Dependent Variable: Customer_Purchase_Intention

b. Predictors: (Constant), SQuality, Pr_Int

Table above illustrate the results of the analysis of variance with respect to the estimated
regression model. The value of F statistic suggests the total significance of the model which is
also confirmed by the highly significant value of F statistic in the last column. Consequently, it is
evident that value expression shows significant variation in the purchase intention of intelligent

products and service quality.

Table 5.20
Coefficients®
Standardized
Unstandardized Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) .664 .288 .230 .001
Pr_Int 747 .081 447 9.256 .000
SQuality .163 .026 .301 6.236 .000

a. Dependent Variable: Customer_Purchase_Intention
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Table given above shows the unstandardized and standardized coefficients on the basis of the
analysis of the variance of the estimated regression model. The values of standardized
coefficients in beta column show that the impact of service quality and product intelligence on
the purchase intention of customers in the Telecom sector of Pakistan. These outcomes are also

confirmed by the standard errors and the parallel “t”” values of the unstandardized coefficient.
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CHAPTER 6

Discussion and Conclusion

6.1 Introduction
The previous chapter has provided an empirical evidence of the study. The hypothesis

formulated were analyzed in the light of empirical evidence. The purpose of the chapter is to
discuss the results presented in the previous chapter. At the same time offering practical
recommendations to the academicians and industrialist. Limitations of the research are

suggested, at the same time future recommendations for the research are suggested.

6.2 Discussion and Findings
The analysis and results presented in the previous chapter empirically strengthens and supports

the argument that service quality and product intelligence has an impact on the customer
purchase behavior. Moreover, it is also confirmed that the relevant demographics discussed in
the present study moderates the impact of service quality and product intelligence on the
purchase intention of customers. Although the specific context of the present study was set to be
the customer purchase behavior on the telecom sector of Pakistan, but the main arguments of this
study can also be applied in other service industries as well. It is also evident that an intelligent
product that is specifically designed in a way that it satisfies customers need in a better way
leaves a positive impact on the customer purchase behavior. Customer satisfaction eventually
impacts customer loyalty, a satisfied customer would be more loyal towards a brand then a
customer who do not have a particular brand in their minds. However at the same time, there
may be other factor that influences the purchase decision those factors can be pricing strategies,

as well as psychographic factors.

It’s an era marked by post modernity that means the modern consumer is more interested in the
experience generated by the product rather than the product itself. As it is nicely being said that
the brand is something that exists in the mind of the customers. So in the postmodern consumers

a good experience is more important to satisfy customers’ expectation.

This particular research has also discussed the demographic factor of telecom network operator
subscribers that were taken into account to check their moderating influences. The age bracket of

the respondents were covered from 18 years to 45 years. Males and Females both were part of
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the research. Female respondent were 68.2 % while male respondents were 31.8 %. People of all
income groups were part of the research to conclude better results. People within the income of
Rupees 80000 were 23.88 % while 25.64 % of the respondents were between income brackets of
101000 to 150000. While 25.98 % were above 1510000. Most of the respondents 35.70 % were
from the age of 18 years to 24 years. 31.23 % were from the age bracket of 26 to 37 years. The
percentage of house wife participating were low, 27.03 % were business, while 26.32 % were

students and 21.21 % were employees.

The above demographics therefore suggest the general trends of the subscribers of the chosen
sample. It is obvious that the higher income people have better purchasing power for luxury
brands. While those with lesser income are more likely to buy products that fulfill their basic
need and provide an average quality service experience. People look for a good mobile phone
service operator that provides them good service quality in minimal rates with a good network
coverage. In this era of advancements as the technology is evolving customers’ expectation is
also increasing day by day and in order to keep up with the changing dynamics it has become
important for mobile phone service operator to keep up the pace with the advancements in
technology. If we talk about technology in context of telecom industry we see that it includes the
data centers, the base stations, the visitor location registers as well as the spectrum that the

network service operator offers to its customers.

There are four major telecom operators that are operating in Red Ocean as there exist a very
crucial competition between all four of them. Each operator has to go beyond its limits to satisfy
its customer, failure to do so will result in losing their customers to the competitors. In order to
cope up with this head to head competitions telecom operators have started to switch to other
product lines as well and they try to come up with intelligent products that would increase
customer engagement over a period of time. Increasing customer engagement is as important as
retaining the customer. Increase in customer engagement pave more way to generate more
revenue for the telecom operator. Hence launching an intelligent product that is easy to use,
understand and fulfills customer need then it definitely leaves a positive impact on customer

purchase behavior.
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Summary of the Main Finding Results
Null Hypothesis - Ho;: There is no correlation between product intelligence Rejected
and Customer purchase behavior
Null Hypothesis - Ho: There is no correlation between service quality and Rejected
Customer purchase behavior
Alternate Hypothesis - Ha;: There is a positive correlation between product Accepted
intelligence and Customer purchase behavior
Alternate Hypothesis - Ha,: There is a positive correlation between service Accepted
quality and Customer purchase behavior

6.3 Conclusion

The test of reliability shows internal consistency of the data Cronbach’s apla is .832, from the
empirical evidence of this research suggest that service quality and product intelligence
influences the customer purchase intension by 38.0 percent as suggested by the coefficient of
determination. It is clearly evident from the results and analysis of the datasets collected through
questionnaire that service quality and product intelligence has a positive impact of customer
purchase behavior in the telecom sector of Pakistan. Therefore the marketers should focus more

on creating intelligent products and improve service quality to address the target audience.

Advertisement is one the most powerful language of marketing to address the consumers. Thus
service quality and product intelligence can be capitalized through the means of different
advertisements. There could several reasons that justifies why intelligent products leads to the
increase in the purchase behavior of customers. This shows that the postmodern consumer is
more in the experience generated by the product rather than the brand itself. The experience may
be generated through a good service quality. Thus the innovative markets of telecom industry

should continue to rise in Pakistan.

Although the need for value expression was always dominant in individuals. In recent years the
power of advertisements and rapid growth and proliferation of social media has made this
realization even stronger. It is rather conceivable to argue that the postmodern consumer
purchase the product for value expression rather than for functional usage. Accordingly, the
counterfeit purchase continue to be on the rise. This is particularly relevant in the socio-

economic context of Pakistan where institutional structures are relatively weak. The result of the
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present study implicitly also suggest that the relevant institutional mechanism need to be
strengthened by taking appropriate policy measure. On the other side, marketers need to give
more consideration to the concept of value expression in the advertisements of self-expressive

product categories.

6.4 Recommendations
The empirical evidence based upon the datasets collected for present study suggests that service

quality and product intelligence has a positive impact on the customer purchase intension in the
telecom sector of Pakistan. Hence, the marketers should capitalize on the phenomena of service
quality and product intelligence in advertisements more often so that the demand for such
network operator service providing brands increase. Also this would increase the demand for
intelligent products as in the market every individual would want to use a product that makes the

processes easy.

Telecom industry is a mature industry of Pakistan where the customer is well aware of the
products and services offered by the network operators. There also exist a perception regarding
all the telecom network providing operators. In order to circulate a good word of mouth and
create a good perception in the minds of the customers it has become necessary for the telecom
operators to come up with innovating ideas and satisfy customer needs. There is a huge market
out there in Pakistan where new and intelligent products could be created and sell to the target
audience. Marketers and industry executive should explore the area of innovating new intelligent
product and should also focus on maintaining good service quality with consistency. Because in
services it is the most important and foremost thing to focus on. If the customer is satisfied from
the telecom network operator only then the customer would serve as an agent in a way that the
customer would influence other people as well and eventually over a period of time the telecom
network operator would become a come brand for all the friends and family. By investing on
intelligent products telecom operators will not only add value to their organizations but will also
do value addition in the economy of Pakistan. In this way the operator would contribute
positively in the development of our mother land. Telecom industry has reached its maturity and
it has become important for them to introduce new products in there profile. And coming up with
intelligent products is one way for them to further excel in Telecommunication network

providing industry.
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6.5 Limitation and Future Research
The total cellular subscribers of Pakistan are approximately 162 million as per Pakistan

telecommunication authority, but due to time and resources limitations only 304 subscribers
from different telecom operators were being surveyed to see the impact of service quality and
product intelligence on customer purchase behavior. This present study does not take into
significant level of sample size because of time constraints, for better results and greater
generalizability sample size should be increased in future studies. There are other factors that
contribute to Customer Purchase Behavior such as Competitor offerings and price etc. In future
further research on such factors should also be conducted that would help in understanding

customer purchase behavior in a more detailed way.

Data for this research was collected one time only; that is the cross sectional study. In order to
increase the accuracy of the results, data should be collected over a period of time; longitudinal
research to better research the accuracy. Due to limitation of time and cost, the data was
collected from Rawalpindi and Islamabad. In order to find the holistic over view of the entire
market of Pakistan, research should be conducted in different geographical settings to reach a

better conclusion of the variable of interest to the study.

An empirical investigation was carried out to find out the impact of service quality and product
intelligence on the customer purchase behavior in the telecom sector of Pakistan. Future research
can incorporate quantitative as well as qualitative research to have a better understanding of the
phenomena SERVQUAL is a very broad term in literature. This research has focused only the
ease, maintenance and physical aspect of service quality. This was done to study the impact at a
micro level. However, future research can take other dimensions of service quality into account

as well.

Same is the case with the independent variable of product intelligence, there are multiple aspects
to an intelligent product, and even artificial intelligence Al could also be incorporate into it. But
for this specific research only few dimensions of Product intelligence is taken into account such
as a product’s ability to learn, ability to cooperate, its ability to interact like humans, and
reactivity. However, future research can take other dimensions of product intelligence into

account as well.
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The results of this research shows that service quality and customer purchase behavior influences
the purchase intension by 38% which means they are other variables that impact the customer
purchase intension. Future research can be carried out on other variables to check their impact as

well.

Furthermore research has taken no variable as the moderating or mediating variables. The future
research can take other variables as moderators such as psychographic factors, word of mouth,
pricing models of intelligent products, value for money etc. to further investigate the customer
purchase behavior in the Telecom sector of Pakistan. Research was carried out with respect to
other services as well. Future research can be carried in other service industries and product areas

of Pakistan such as software houses etc.
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Thesis Questionnaire

Topic: “Impact of Service Quality & Product Intelligence on Customer Purchase Behavior in the

Telecom Sector of Pakistan”

Name Optional

Gender 1. | Male | 2. | Female

Income 1. Less than 80,000 2. 81,000 - 100,000 3. 101,000 - 150,000 4. 150,000 and above

Age 1. | 18-25 2. | 26-33 3. 34-41 4. | 42-48 | 5. | 49-59 6. 60 above
Education 1. | Matric | 2. | Intermediate | 3. Graduate | 4. | Post Graduate

Which network operator you are currently using?

Occupation | 1. | Student | 2. | Working | 3. | Self Employed | 4. | Un Employed

Which applications do you use?

How frequently do you use your service provider’s mobile application?

Service Quality

Ease

EA-1 I am very comfo.rtable with the services that my St.rongly Disagree | Neutral | Agree Strongly
mobile phone service operator provides me with Disagree Agree

EA-2 | I can get helpful guidance from the service centers St.rongly Disagree | Neutral | Agree Strongly
Disagree Agree
I only need to exert the smallest possible effort to Stronel Stronel

EA-3 | know about the new products and bundles offered by rongly Disagree | Neutral | Agree gy
Disagree Agree

my network operator.

EA-4 I keep the stress that 1s‘connected to telecom service SFrongly Disagree | Neutral | Agree Strongly
provider as low as possible Disagree Agree

EA-S I receive service and guidance from relevant experts. St.rongly Disagree | Neutral | Agree Strongly
Disagree Agree

Maintenance

MA-6 My. getwork provider stands by its agreements and St.rongly Disagree | Neutral | Agree Strongly
policies Disagree Agree

MA-7 | My network provider maintains its service quality St.rongly Disagree | Neutral | Agree Strongly
Disagree Agree

MA-8 My network provider also work on resolving quality St.rongly Disagree | Neutral | Agree Strongly
issues Disagree Agree

MA-9 | I do not find any compromise on the quality of St.rongly Disagree | Neutral | Agree Strongly
resolved issues Disagree Agree

MA-10 | My service operator gives me a satisfactory Strongly . Strongly
explanation with maintenance of submitted issues Disagree Disagree | Neutral | Agree Agree

MA-11 | My service operator maintains the quality of its St.rongly Disagree | Neutral | Agree Strongly
communication with its customers Disagree Agree

MA-12 My service operator has the ability to address the Sgrongly Disagree | Neutral | Agree Strongly
right issues first Disagree Agree

Physical Aspect

PA-13 Laygut (interface) of the appllcathn provided by my SFrongly Disagree | Neutral | Agree Strongly
service operator meets my expectation Disagree Agree

PA-14 | The atmosphere in the service center/franchise is St.rongly Disagree | Neutral | Agree Strongly
healthy. Disagree Agree

PA-15 Layout. of my service provider’s franchise/service St.rongly Disagree | Neutral | Agree Strongly
center is satisfactory Disagree Agree
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Product Intelligence

Below are the 5 dimensions of product intelligence related with mobiles service applications kindly carefully read the questions

given under each dimension and assess the performance of your network operator's application.
By application we mean MyTelenor App, MyUfone App etc.

Autonomy
My service provider mobile app takes Stronel
AT-1 decisions by itself regarding bundle Disa %e}c/: Disagree | Neutral | Agree | Strongly Agree
suggestions &
My service provider mobile app takes the Strongly .
AT-2 initiative to remind me of bundle expiry Disagree Disagree | Neutral | Agree | Strongly Agree
AT-3 My service provider mobile app update itself St.rongly Disagree | Neutral | Agree | Strongly Agree
automatically Disagree
Ability to Learn
My service provider mobile app is intelligent Strongly .
AL-4 enough to learn about my preferences Disagree Disagree | Neutral | Agree | Strongly Agree
My service provider mobile app performs Strongly .
AL-5 better and better Disagree Disagree | Neutral | Agree | Strongly Agree
My service provider mobile app learns from Strongly .
AL-6 experience by collecting customer feedback Disagree Disagree | Neutral | Agree | Strongly Agree
AL My serv1ce.pr0V1der mobile app has improved St.rongly Disagree | Neutral | Agree | Strongly Agree
itself over time Disagree
AL-8 My service provider mobile app adapts itself Sgrongly Disagree | Neutral | Agree | Strongly Agree
over time Disagree
Reactivity
My service provider mobile app offers new Stronel
RE-9 features on the basis of telecom trend rongly Disagree | Neutral | Agree | Strongly Agree
. Disagree
observation
My service provider keeps an eye on its Stronel
RE-10 telecom environmental dynamics to improve Disa %ez Disagree | Neutral | Agree | Strongly Agree
its application. £
My service provider is proactive to change for Strongly .
RE-11 betterment. Disagree Disagree | Neutral | Agree | Strongly Agree
My service provider directly adapts its Stronel
RE-12 behavior to the changing environment in rongly Disagree | Neutral | Agree | Strongly Agree
. Disagree
telecom industry
Ability to corporate
My service provider mobile app can sync with Stronel
AC-13 other relevant applications such as mobile rongly Disagree | Neutral | Agree | Strongly Agree
. Disagree
banking
My  service provider mobile app Strongly .
AC-14 communicates with other mobile application Disagree Disagree | Neutral | Agree | Strongly Agree
My service provider mobile app can be Strongly .
AC-15 connected with other products Disagree Disagree | Neutral | Agree | Strongly Agree
AC-16 MY service prov1d§r moblle app consults me St.rongly Disagree | Neutral | Agree | Strongly Agree
to improve the application Disagree
Human like Interaction
HI-17 My service provider mobile app assists me to Strongly Disaerce | Neutral | Aeree | Stronely Agree
choose the right bundle option Disagree £ £ EY A8
My service provider mobile app starts a Stronel
HI-18 dialogue with me while re- subscribing an rongly Disagree | Neutral | Agree | Strongly Agree
Disagree
offer
My service provider mobile app is user Strongly .
HI-19 friendly Disagro Disagree | Neutral | Agree | Strongly Agree
HI-20 My service provider mobile app explains the St.rongly Disagree | Neutral | Agree | Strongly Agree
processes to me Disagree
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Customer Purchase Intention

CPL1 I will continue to use the services from my current St.rongly Disagree | Neutral | Agree Strongly
network operator Disagree Agree
CPL2 I would like to have more 1nf(_)rmat10n regarding new St_rongly Disagree | Neutral | Agree Strongly
products that my service provider offers Disagree Agree
CPL3 I m 1nt.erested in ge'ttlng more promotional St'rongly Disagree | Neutral | Agree Strongly
information from my service provider Disagree Agree
CPI4 | In Fhe future, I intend to use mobile services for St.rongly Disagree | Neutral | Agree Strongly
online purchases Disagree Agree
CPL5 | I am likely to use my network operator’s mobile Strongly . Strongly
application when I am shopping in the market place Disagree Disagree | Neutral | Agree Agree
CPIL.6 | Would you like to try new features in your mobile
- . . . Strongly . Strongly
network application like online payments, music, . Disagree | Neutral | Agree
. Disagree Agree
calling, SMS etc.?
CPL.7 | I would patronize my mobile phone service operator St.rongly Disagree | Neutral | Agree Strongly
Disagree Agree

63




References

Aaker, J., & Schmitt, &. B. (2001). Culture-dependent assimilation and differentiation of the
self: preferences for consumption symbols in the United States and china. Journal of Cross-
Cultural Psychology, 561-576.

Abouzeedan. (2011). Understandind the significance of Product innovation and intelligence on
customer satisfaction. 301.

Albers. (1999). "Consumer misbehavior: why people buy illicit goods'. Journal of Consumer
Marketing, Vol. 16 No. 3, 273-287.

Ali, & Amin, M. (2014). The influence of physical environment on emotions, customer
satisfaction and behavioural intentions in Chinese resort hotel industry. Journal for Global
Business Advancement, 249-266.

Ali, F., Omar, R., & Amin, M. (2013). An examination of the relationships between physical
environment, perceived value, image and behavioural intentions: a SEM approach. Journal of
Hotel and Tourism Management, 9-26.

Ang. (2009). Targeting buyers of counterfeits of luxury brands: A study on attitudes of
Singaporean consumers. Journal of Targeting, Measurement and Analysis for Marketing 17:1, 3-
15.

Baker, L., T., Taylor, & A., S. (1994). An Assessment of the Relationship between Service
Quality and Customer Satisfaction in the Formation of Consumers’ Purchase Intention. Journal
of Retailing, 163-78.

Barbara, s. (1994). “Classical and Vignette Television Advertising Dramas: Structural Models,
Formal Analysis, and Consumer Effects . Journal of consumer research, 601-615.

Bearden. (1989). "Measurement of consumer susceptibility to interpersonal influence. Journal of
Consumer Research, Vol. 15, 473-481.

Bamossy, & Scammon. (1985). Product counterfeit: consumers and manufacturer beware.
Advances in Consumer Research, 12, 334339. .

Bian, & Moutinho. (2011). “The role of brand image, product involvement, and knowledge in
explaining consumer purchase behaviour of counterfeits: direct and indirect effects” European
Journal of Marketing, 191-246.

Belk. (1988). Posessions and extended self. Journal of consumer research Vol 15, 139-168.

Bernard, C. (1996). The Post Modern Explained To Managers:Implication For Marketing.
Business Horizons, 15-23.

Berthon. (2009). “Aesthetics and ephemerality: observing and preserving the luxury brand.
California Management Review, Vol. 52 No. 1, 45-66.

64



Betty. (1999). Couterfeit products and the motives. Journal of Consumer behaviour and
Phychology , 27 -32.

Biography, T. U. (2008.). neeru paharia. Journal of Consumer Research .

Bloch. (1993). “Consumer ‘Accomplices’ in product counterfeiting; a demand side investigation.
Journal of Consumer Marketing, Vol. 10 No. 4, , 27-36.

Booz, Allen, & Hamilton. (2006). Categories of line extensions of product familiarity. 1982.

Brunner, A., T., Stocklin, Markus, Opwi, & Klaus. (2008). Satisfaction, image and loyalty: new
versus experienced customers. European Journal of Marketing, 1095 - 1105.

C.S, H. V., & Tianming, G. (2012). Influence of restaurant atmospherics on patron satisfaction
and behavioral intentions. International Journal of Hospitality Management, 1167-1177.

Cal, J.,, B., Oakley, J. L., Malthouse, & C., E. (2004). Customer Satisfaction across
Organizational Units. Journal of Service Research, 231-242.

Chang, & Shao. (2013). SERVQUAL: The quality of the services affects the customers. 37.
Chang, & Wildt. (1994). Purchase Behavior of potential customers in service industry .

Chaudary, M. W., Ahmed, F., Gill, M. S., & Rizwan, &. M. (2014). The determinants of
purchase intention of consumers towards counterfeit shoes in Pakistan. Journal of Public
Administration and Governance, 20-38.

Cheng, C. C., Chen, C. T., Hsu, F. S., & Hu, H. Y. (2012). Enhancing service quality
improvement strategies : new insights from integrating a two-phase decision making model of
ipga and dematel analysis. International Journal of Hospitality Management, 1155-1166.

Chow, I. H.-s., Laua, V. P., Lo, T. W.-c., Shac, Z., & Yun, H. (2007). Service quality in
restaurant operations in China: decision-and experiential-oriented perspectives. International
Journal of Hospitality Management, 698-710.

Cleveland. (2003). “Information search patterns for gift-purchases: a cross-national examination
of gender differences. Journal of Consumer Behavior, Vol. 3 No. 1, 20-47.

Cooper. (1979). Investigation of Success and failure factors for new products. 201.

Cordell. (1996). “Counterfeit purchase intentions: role of lawfulness attitudes and product traits
as determinants. Journal of Business Research, 41-53.

Cordelle, V. (1996). “Consumer responses to counterfeit products”, in Childers. Marketing
Theory and Application, AMA, Chicago, IL, 247.

Cova. (1996). The Post Modern Explained To Managers:Implication For Marketing. Business
Horizons, 15-23.

65



Cronin Jr. , J. J., & Taylor, S. A. (1994). servperf versus servqual: reconciling performance-
based and perceptions-minus-expectations measurement of service quality. The Journal of
Marketing, 125-131.

Cronin, J. J., & Taylor, S. A. (1992). Measuring service quality: A reexamination and extension.
Journal of Marketing, 55-68.

Day, R. L. (1984). Modeling choices among alternative responses to dissatisfaction”, in Kinnear,
T.C. (Ed.). Advances in Consumer Research, 496-499.

Dodge. (1996). Consumer transgressions in the marketplace.

Dokumentasi, Pejabat, Pengelola, Informasi, & Dan. (2016). Jumping into a service industry and
creating new innovating product strategies .

Donthu, & Gilliland. (1996).

Dubé¢, L., Renaghan, L. M., & Miller, J. M. (1994). Measuring customer satisfaction for
strategic management. Cornell Hotel and Restaurant Administration Quarterly, 39—48.

Eisend. (2006). Explainig Counterfeit Purchase: A Review and Preview. Academy of Marketing
Science Review, 12 (online).

Eisend, 2., & Schuchert-Guler, 2. (2006). Explainig Counterfeit Purchase: A Review and
Preview. Academy of Marketing Science Review, 12 (online) .

Eisend, S.-G. 2., & Jurgita Stravinskienel, A. D. (2013). factors influencing intent to buy
counterfeits of luxury goods . economic and management , 761-768.

Ekinci, Y. (2003). An Investigation of the Determinants of Customer Satisfaction. Service
Analysis, 197-203.

Fernandes. (2013). Analysis of counterfeit fashion purchase behaviour in UAE . Journal of
Fashion Marketing and Management, , 85-87.

Fernandes, C. (2013). Analysis of counterfeit fashion purchase behaviour in UAE . Journal of
Fashion Marketing and Management, 85-97.

Firdausi. (2016). Service Quality design model.

Fishbein, & Ajzen. (1985). Belief, attitude, intention and behavior: An introduction to theory and
research. Reading, MA: AddisonWesley.

Fornell, C. (1992). A National Customer Satisfaction Barometer: The Swedish Experience.
Journal of Marketing, 6-21.

Fournier. (1998). “Consumers and their brands: developing relationship theory in consumer
research. Journal of Consumer Research, Vol. 24 No. 4, , 343-373.

Gistri. (2009 ). Consumption Practices of Counterfeit Luxury Goods in the Italian Context.
Journal of Brand Management, 364-374.

66



Goffman. (1959). “Countering brand counterfeits. Journal of International Marketing, Vol. 10
No. 4, 88-99.

Goh, B. K., Goodmanb, R. J., & a, N. B. (2011). “Consumers repeat patronage: a service quality
concern”. International Journal of Hospitality Management, 329-336.

Gon, K., & Ji, M. Y. (2009). Customers’ cognitive, emotional, and actionable response to the
Servicescape: a test of the moderating effect of the service type. International Journal of
Hospitality Management, 144-156.

Grossman, & Shapiro. (1988). Foreign counterfeiting of status goods". Quarterly Journal of
Economics, 79-100.

Haemoon, O. (2000). Perceptions of quality, value, and satisfaction. Cornell Contentment
Administration Quarterly, 58—66.

Harvey. (2003). “The revealed demand for pirate goods: probit analysis of experimental data.
International Journal of Management, Vol. 20 No. 2, 194-201.

Hoyer. (1984). Customer Retention and satisfaction strategies . 387.

Hshiung , T. S., Fei, L. H., & Syun, S. S. (2015). Positive emotions and behavioral intentions of
customers in full-service restaurants: does aesthetic labor matter? International Journal of
Hospitality Management, 115-126.

Hsiao, Y. H., Chen, L. F., Chang, C. C., & Chiu, F. H. (2016). Configurational path to customer
satisfaction and stickiness for a service using fuzzy set qualitative comparative analysis”. Journal
of Business Research, 2939-2949.

Husic, Cicic, 2., Stravinskienel, J., Dovaliene2, A., & Ambrazeviciute3, R. (2008.). factors
influencing intent to buy counterfeits of luxury goods . Economic and Management , 761-768.

Jang , S. S., Ha, A., & Silkes, C. A. (2009). Perceived attributes of Asian foods: from the
perspective of the American customers. International Journal of Hospitality Management, 63-70.

Jang, S., & Namkung, Y. (2007). “Does quality really matter in service industry? Its impact on
customer satisfaction and behavioral intentions”. Journal of Contentment Research, 387-409.

Jani, D., & Han, H. (2011). Investigating the key factors affecting behavioral intentions
Evidence from a full-service restaurant setting. International Journal of Contemporary
Hospitality Management, 1000-1018.

Jaya, & sastry. (1998). Asian Ethnicity and Sense of Personal Control. Social Phychology
Quaterly, 101-120.

Jaya, S. (1998). Asian Ethnicity and Sense of Personal Control. Social Phychology Quater, 101-
120.

Jennifer, E. (2003). “You Are What They Eat: The Influence of Reference Groups on
Consumers’ Connections to Brands,” . Journal of Consumer Phychology, 339-348.

67



Johra , K. F., & Mohammed , A. R. (2014). Service quality and satisfaction in the Telecom
sector. International Journal of Quality & Reliability Management, 367-379.

Junaidi, & Ikram. (2016, JULY 30). ‘Economic inequality rising in Pakistan’.

Jurgita, & Stravinskiene. (2013). Factors influencing intent to buy counterfeits of luxury goods.
Economics and management, 761-768.

Kamakura. (1999). Market Segmentation: Conceptual and Methodological Foundations,. Kluwer
Academic Publishers, Boston, MA.

Katz. (1960). "The Functional Approach to the Study of Attitud. Public Opinion Quarterly, 163-
204.

Kawpong, P., & Suvenus, S. (2010). The influence of service quality dimensions on customer
satisfaction and customer loyalty in the chain restaurant context: a Thai case. Journal of Global
Business and Technology, 64-76.

Kenneth, D. (1987). Investigating Social Adjustiveness and Value expression function of
Attitude. " Journal of Personality and Social Psychol ogy, 52 , 279-287.

Kim , H. J. (2011). Service orientation, service quality, customer satisfaction, and customer
loyalty: testing a structural model. Journal of Hospitality Marketing & Management, 619-637.

Kitz, & D. (1960). The functional approach to the study of attitudes. Public Opinion Quarterly,
24, 163-204.

Kivela , J., Inbakaran, R., & Reece, J. (2000). Consumer research in the restaurant environment.
Part 3: analysis, findings and conclusions. International Journal of Contemporary Hospitality
Management, v.

Kivela, J., Inbakaran, R. J., & Reece, J. (1999). Consumer research in the restaurant
environment. Part 1: a conceptual model of dining satisfaction and return patronage.
International Journal of Contemporary Hospitality Management, 205-222.

Kotler, P. (2013). Principle of Marketing. New Delhi: Thomson Press.

Kukanja , M., Omerzel , D. G., & Kodri¢, B. (2017). Ensuring service quality and guests’
loyalty: an integrative model based on marketing (7P) approach. Total Quality Management &
Business Excellence, 1509-1525.

Laaksonen, T. a. (2011). Diffusing the Boundaries between Luxury and Counterfeits. Journal of
Brand Management, 468-474.

Langerak, 1., & Egboro. (2015). Marketing Challenges of Satisfying Consumers Changing
Expectations. International Journal of Marketing Studies, 41-52.

Lee, L., Lee, M. J., & Dewald, B. (2016). Measuring the customers’ perception of tangible
service quality in the restaurant industry: an emphasis on the upscale dining segment. Journal of
Foodservice Business Research, 21-38.

68



Lee, H. R, Ryu, K., & Kim , W. G. (2012). The influence of the quality of the physical
environment, food, and service on restaurant image, customer perceived value, customer
satisfaction, and behavioral intentions. International Journal of Contemporary Hospitality
Management, 200-223.

Le, D. R., Fornell, C., & Anderson, E. W. (1994). Customer Satisfaction, Market Share, and
Profitability: Findings from Sweden. Journal of Marketing, 53-66.

Liang , W., R., L., Kam, H., & D, G. B. (2014). Consumer trust in tourism and hospitality: a
review of the literature. Journal of Hospitality and Tourism Management, 1-9.

Lockyer, & Tim. (2003). Let us get specific. A New Zealand study. Service Management, 297—
305.

M, & Eisend. (2006). Explainig Counterfeit Purchase: A Review and Preview. Academy of
Marketing Science Review, 12 (online) .

Ma, J. E., Qu, H., Njite, D., & Chen, S. (2011). Western and Asian customers’ perception
towards Chinese restaurants in the United States”. Journal of Quality Assurance in Hospitality &
Tourism.

Mattila, A. S. (2001). Emotional bonding and customer loyalty. The Cornell Administration
Quarterly, 73-79.

Michael, B. K., Croninlr., J. J., & MHulta, G. T. (2000). Assessing the effects of quality, value,
and customer satisfaction on consumer behavioural intentions in service environments. Journal
of Retailing, 193-218.

Mittal, V., & Anderson, E. W. (2000). Strengthening the Satisfaction-Profit Chain. Journal of
Service Research, 107-20.

Mk, W. (2008, May 15 May 2017). Retrieved from Research Methods Knowledge based:
https://www .socialresearchmethods.net/kb/sampling.php

Mooij, D. (2004). Consumer Behavior and Culture. Consequences for Global Marketing and
Advertising, Sage, Thousand Oaks, CA. .

Mosavi, S. A., & Ghaedi , M. (2012). The effects of relationship marketing on relationship
quality in promotional activities. African Journal of Business Management, 6090-6102.

Moutinho, X. B. (2011). "Counterfeits and branded products: effects of counterfeit ownership.
Journal of Product and Brand Management, 379-393.

Murray. (2000). “The politics of consumption: a re-inquiry on Thompson and Haytko’s (1997)
speaking of fashion”, . Journal of Consumer Research, Vol. 29 No. 3, pp, 427-41.

Myers, M. B., & Bolton, R. N. (2003). Price-Based Global Market Segmentation for Services.
Journal of Marketing, 108—128.

69



Neeru, P. (2011). The Underdog Effect: The Marketing of Disadvantage and Determination
through Brand Biography. Journal of Consumer Research.

Nejad, R., Firoozbakh, & &. T. (2014). A key to building Successful relationship with customers
. 266.

Niditch, Paharia, Keinan, Avery, & Schor, J. B. (2011). The Underdog Effect: The Marketing of
Disadvantage and Determination through Brand Biography. Journal of Consumer Research.

Nyadzayo, & Khajehzadeh. (2016). Effects of Service Quality, Price and Promotion on
Customers’ Purchase Decision. 256.

Oh, H., & Kim, K. (2017). “Customer satisfaction, service quality, and customer value: years
2000-2015”. International Journal of Contemporary Hospitality Management, 2-29.

Okonkwo. (2009). “The luxury brand strategy challenge. Journal of Brand Management, Vol. 16
Nos 5/6, 287-298.

Oliver, & L., R. (1996). Varieties of Value in the Consumption Satisfaction Response,” in
Advances in Consumer Research. Kim P. Corfman and John G. Lynch, eds. Provo, UT:
Association for Consumer Research, 143-47.

Opwi, K., cklin, M. S., & Brunner, T. A. (2008). Satisfaction, image and loyalty: new versus
experienced customers”. European Journal of Marketing, 1095-1105.

Paharia, Keinan, Averay, & Schor. (1996). The Underdog Effect;The Marketing of Disadvantage
and Determination through Brand Biography. Busines Horzon, 1-16.

paharia, n. (2011). The Underdog Effect: The Marketing of Disadvantage and determination
through brand biography. journal of consumer research, 1-16.

paharia, N., keinan, A., & Avery, J. (2011). The Underdog Effect: The Marketing of
Disadvantage and Determination through Brand Biography. Journal of Consumer Research, 1-
16.

Patterson, & G, P. (1993). Expectations and Product Performance as Determinants of
Satisfaction for High Involvement Purchases. Psychology and Marketing, 449-65.

Patterson, P. G., & Spreng, R. A. (1997). Modeling the Relationship between Perceived Value,
Satisfaction and Repurchase Intention in a Business-to-Business Services Context: An Empirical
Examination. International Journal of Service Industry Management, 414-34.

Perez, M. E., Castafio, R., & Quintanilla, &. C. (2010). Constructing identity through the
consumption of counterfeit luxury goods. An International Journal, 219-235.

Phau. (2009). Consumers' willingness to knowingly purchase counterfeit products. Direct
Marketing. An International Journal, 3(4), 262-281.

Phau. (2009). Consumers' willingness to knowingly purchase Intelligent products. Direct
Marketing. An International Journal, 3(4), 262-281.

70



Philip. (2015). Marketing communications in a post-modern world. Journal of Business Strategy,
Vol.361Iss 5,34 -42 .

Puth. (1999). “Consumer perceptions of mentioned product and brand attributes in magazine
advertising. Journal of Product and Brand Management, Vol. 8 No. 1, 38-49.

Raajpoot, & A., N. (2002). Tangserv: a multiple item scale for measuring tangible quality in
service industry. Journal of Business Research, 109-127.

Rainey. (2006). The influence of product innovation. 117.

Reichheld, F. (1996). The Loyalty Effect: The Hidden Force Behind Growth, Profits, and Lasting
Value. Boston: Harvard Business School Press.

Reza, D., Arash, S., Mohammad , S., & Hadi, S. (2016). Importance-performance analysis of
service quality dimensions for the customer groups segmented by DEA: the case of four star
hotels. International Journal of Quality & Reliability Management, 160-177.

Riccardo, M. (2014). Fuzzy Segmentation in Post Modern Consumers. Bozen Economics and
Managment series, 1-23.

Rizwan. (2013). The determinants of Purchase Intentions towards Counterfeit Mobile Phones in
Pakistan. Asian Journal of Empirical Research, 3(2), 220-236.

Roger. (1983). Diffusion of innovation and the affect rate of their adoption. 148.

Ruiz, D. M., Castro , C. B., & Diaz, I. R. (2012). Creating customer value through service
experiences: an empirical study in the service industry. Service Management, 37-53.

Ryu, & Han, H. (2011). New or repeat customers: how does physical environment influence their
service experience? International Journal of Hospitality Management, 599-611.

Ryu, K., & Han, H. (2010). Influence of the quality, service, and value on customer satisfaction
and behavioral intention: moderating role of perceived price. Journal of Contentment Research,
310-329.

Ryu, K., & Jang, S. S. (2007). The effect of environmental perceptions on behavioral intentions
through emotions: the case of upscale service markets. Journal of Hospitality & Tourism
Research.

Ryu, K., Han, & Heesup. (2010). Influence of the quality service, and physical environment on
customer satisfaction and behavioral intention: moderating role of perceived price. Journal of
Contentment Research, 310-329.

S, S. (2016, May 15 May 2017). Difference Between Probability and Non-Probability Sampling.
Retrieved from http://keydifferences.com/difference-between-probability-and-non-probability-
sampling.html

71



S, S. (2016, May 15 May 2017). Difference Between Probability and Non-Probability Sampling.
Retrieved from http://keydifferences.com/difference-between-probability-and-non-probability-
sampling.html

S, S. (2016, May 17 May 2017). Difference Between Probability and Non-Probability Sampling.
Retrieved from http://keydifferences.com/difference-between-probability-and-non-probability-
sampling.html

Sambandam, R., & Lord, K. R. (1995). Switching behavior in automobile markets: a
consideration-sets model. Journal of the Academy of Marketing Science, 57-65.

Schuchert, (., & Guler. (2006). Explainig Counterfeit Purchase: A Review and Preview.
Academy of Marketing Science Review.

Selnes, & Fred. (1998). Antecedents and Consequences of Trust and Satisfaction in Buyer-Seller
Relationships. European Journal of Marketing, 305-22.

Senesombath, M. (2015, May 17 May). Who started the fad of wearing fake glasses to appear
many times more attractive? Retrieved from Quora: https://www.quora.com/Who-started-the-
fad-of-wearing-fake-glasses-to-appear-many-times-more-attractive

Shapiro, G. a. (1988). Journal of Public Administration and Governance . Quarterly Journal of
Economics, 1(February), 79100.

Sharon, S. (1990). The Role of Attitude Object in Attitude Function. Journal of Experimental
Social Phychology, 124-148.

Sharron, S. (1989). "Operationalizing Functional Theories of Attitude," in Attitude Structure and
Function. Lawrence Erlbaum Associates, 311-337.

Snyder, & DeBono. (1985). Appeals to images and claims about quality: Understanding the
psychology of advertising. . Journal of Personality and Social Psychology, 49, 586-597.

Snyder, & Simpson. (1984). Self-monitoring and dating relationships. Journal of Personality and
Social Psychology, 1281-1291. .

Soedjono, & Wibowo. (2014). Impact of Service Quality on dertermining purchase decisions .
27.

Solomon. (1995). Journal of Consumer Research, 361-371.

Solomon. (2008 ). Consumer behavior buying, having, and being. Upper Saddle River, NJ:
Pearson Prentice Hall.

Spreng, R. A., & Mackoy, R. D. (1996). An Empirical Examination of a Model of Perceived
Service Quality and Satisfaction. Journal of Retailing, 201-214.

Stephen, H. (1989). Managing What Consumer Experience. Journal of Marketing, 53 (2), 1-20.

72



Stevens, P., Knutson, B., & Patton, M. (1995). SERVQUAL: A tool for measuring service
quality. Cornell Contentment Quarterly, 56—60.

Stravinskiene, Jurgita, Dovaliene, A., & Ambrazeviciute, &. R. (2014). Factors Influencing
Intent To Buy Counterfeits Of Luxury Goods. Economic and Management, 761-768.

Sulek, J. M., & Hensley , R. L. (2004). The relative importance of food, atmosphere, and fairness
of wait the case of a full-service restaurant. Cornell Hotel and Restaurant Administration
Quarterly, 235-247.

Sullivan, M. W., & Anderson , E. W. (1993). The antecedents and consequences of customer
satisfaction for firms. Marketing Science, 125-43.

Surbhi. (2016, May 15 May 2017). Difference Between Probability and Non-Probability
Sampling. Retrieved from http://keydifferences.com/difference-between-probability-and-non-
probability-sampling.html

Susskind, A. M., Kacmar, K. M., & Borch, C. P. (2018). Guest-server exchange model and
performance: the connection between service climate and unit-level sales in multiunit
restaurants. Journal of Hospitality & Tourism Research, 122-141.

Tahir, & Ali. (2012, May 17). Islam Quest. Retrieved from
http://www.islamquest.net/en/archive/question/fa21210

Tambyah, L. S. (2001). Spot the difference: consumer responses towards counterfeits . Journal of
Consumer Marketing, 219-235.

Taylor, A., S., Jr., C., & Joseph, J. (1992). Measuring Service Quality: A Reexamination and
Extension. Journal of Marketing, 55-68.

Tetlock. (1994). "Accountability Amplifies the Status Quo Effect When Change Creat. Journal
of Behavioral Decision Maker, 1-23.

Tom. (1998). Consumer demand for counterfeit goods. Psychology & Marketing, 405-421.

Tsai. (2005 ). “Impact of personal orientation on luxury brand purchase value. International
Journal of Market Research, Vol. 47 No. 4, 429-454.

Tuu, H. H., & Olsen, S. O. (2009). “Risk and knowledge in the satisfaction-repurchase loyalty
relationship”. Asia Pacific Journal of Marketing and Logistics, 521-536.

Vigneron. (2004). 484-506.

Vigneron. (2004). Measuring perception of brand luxury”. Journal of Brand Management, Vol.
11 No. 6, 484-506.

Wall, E. A., & Berry, L. L. (2007). The combined effects of the physical environment and
employee behavior on customer perception of service quality. Cornell Administration Quarterly,
59-69.

73



Webster, M. (1828). Retrieved from https://www.merriam-webster.com/dictionary/population

Wedel. (1999). Market Segmentation: Conceptual and Methodological Foundations. Kluwer
Academic Publishers, Boston, MA.

Wiedmann. (2012). “Luxury consumption in the trade-off between genuine and counterfeit
goods: what are the consumers’ underlying motives and value-based drivers. Journal of Brand
Management,, 544-566.

Wilcox. (2009). Why do Consumers Buy Counterfeit Luxury Brands? Journal of Marketing
Research, 247-259.

Willaim. (2008, May 15 May 2017). Research Methods Knowledge base. Retrieved from
https://www.socialresearchmethods.net/kb/sampling.php

Woodside, G., A., Frey, L. L., & Daly, R. T. (1989). Linking Service Quality, Customer
Satisfaction and Behavioral Intentions. Journal of Health Care Marketing, 5-17.

Wu, H. C. (2013). An empirical study of the effects of service quality, perceived value, corporate
image, and customer satisfaction on behavioral intentions in the Taiwan quick service restaurant
industry. Journal of Quality Assurance in Hospitality & Tourism, 364-390.

Yuksel, A., & Yuksel, F. (2002). Measurement of satisfaction with services: a segment-based

Zeithaml, A., V., Berry, L, L., & Parasuraman, A. V. (1996). The Behavioral Consequences of
Service Quality. Journal of Marketing, 31-46.

Zhou, & Hui. (2003). “Symbolic value of foreign products in the People’s Republic of China.
Journal of International Marketing , 36-58.

74



