
Page 1 of 90 
 

                                   

                                                TABLE OF CONTENTS 

Submission Form of Thesis for Higher Research Degree Bahria University, Islamabad ………….…..iii 

Approval Sheet ………………………………………………………………………………….……...iv 

Declaration of Authentication ………………………………………………………………….……….v 

Acknowledgements …………………………………………………………………………….….........vi 

Dedication …………………………………………………………………………………….………...vii 

CHAPTER 1: INTRODUCTION................................................................................................ 5 

1.1 INTRODUCTION .............................................................................................................................. 5 

1.2 GAP ANALYSIS ................................................................................................................................6 

1.3 RATIONALE OF THE STUDY.........................................................................................................6 

1.4 OBJECTIVES .....................................................................................................................................7 

1.5 RESEARCH QUESTIONS.................................................................................................................7 

1.6 SIGNIFICANCE AND CONTRIBUTION OF THE STUDY ...........................................................7 

CHAPTER 2: LITERATURE REVIEW AND HYPOTHESIS DEVELOPMENT............... 9 

2.1 ORIGIN AND NATURE AND THEORY OF THE STAKEHOLDER ............................................9 

2.2 DEFINING A STAKEHOLDER ......................................................................................................12 

2.3 RECENT WORK ON STAKEHOLDER MANAGEMENT ...........................................................14 

2.3.1 A STAKEHOLDER APPROACH TO NORMATIVE THEORIES OF BUSINESS ...............14 

2.3.2 A STAKEHOLDER APPROACH TO CORPORATE GOVERNANCE AND 
ORGANIZATIONAL THEORY........................................................................................................15 

2.3.4 STAKEHOLDERS AND MARKETING STRATEGY ............................................................16 

2.3.5 ALTERNATIVE STAKEHOLDER MODELS IN RELATIONSHIP MARKETING.............17 

2.3.6 VALUE PROPOSITIONS AS A VALUE ALIGNMENT MECHANISM ..............................18 

2.3.7 IDENTIFY STAKEHOLDERS WITHIN THE NETWORK....................................................18 

2.3.8 KEY STAKEHOLDERS IN THE TELECOM INDUSTRY OF PAKISTAN .........................19 

2.4 ANTECEDENTS OF STAKEHOLDER MANAGEMENT ............................................................20 



Page 2 of 90 
 

2.4.1 TRUST .......................................................................................................................................20 

2.5 TRUST AND STAKEHOLDER ENGAGEMENT..........................................................................23 

2.6 COMMITMENT...............................................................................................................................25 

2.7 STAKEHOLDER MANAGEMENT PRACTICES AND ORGANIZATIONAL PERFORMANCE
................................................................................................................................................................25 

2.8 STAKEHOLDERS AND THEIR IMPACT ON FIRM PERFORMANCE .....................................26 

2.9 AN ORGANIZATION’S CUSTOMER SATISFACTION AND OVERALL PERFORMANCE ..30 

2.10 CONCEPTUAL MODEL ...............................................................................................................30 

CHAPTER 3: RESEARCH METHODOLOGY ..................................................................... 32 

3.1 INTRODUCTION ............................................................................................................................32 

3.2 THE RESEARCH DESIGN .............................................................................................................33 

3.2.1 TYPE OF RESEARCH..............................................................................................................34 

3.2.2 TARGET POPULATION..........................................................................................................34 

3.2.3 SAMPLING TECHNIQUE .......................................................................................................34 

3.2.4 TARGET SAMPLE ...................................................................................................................35 

3.2.5 THE RESEARCH INSTRUMENT ...........................................................................................35 

3.2.6 THE RATING SCALE ..............................................................................................................35 

3.3 DATA COLLECTION PROCESS ...................................................................................................35 

3.4 RESPONSE RATE ...........................................................................................................................36 

3.5 THE RESEARCH PROCESS...........................................................................................................36 

3.6 DATA ANALYSIS TECHNIQUES.................................................................................................36 

3.7 STATISTICAL TOOLS ...................................................................................................................37 

3.7.1  RELIABILITY ANALYSIS ...............................................................................................37 

3.7.2 CORRELATION .......................................................................................................................37 

3.7.3 REGRESSION ...........................................................................................................................37 

CHAPTER 4: DATA & RESULTS ANALYSIS ..................................................................... 38 

4.1 INTRODUCTION ............................................................................................................................38 

4.2 DATA ANALYSIS...........................................................................................................................38 

4.2.1 RELIABILITY STATISTICS....................................................................................................38 



Page 3 of 90 
 

4.2.2 DESCRIPTIVE ANALYSIS .....................................................................................................39 

4.2.3 MEANS, STANDARD DEVIATIONS, VARIANCES ............................................................40 

4.3 HISTOGRAMS.................................................................................................................................41 

4.4 Graphical Analysis............................................................................................................................43 

4.5 CROSSTABS....................................................................................................................................48 

4.6 CORRELATION .............................................................................................................................. 53 

4.7 REGRESSION ANALYSIS .............................................................................................................53 

4.5.1 COMMITMENT ........................................................................................................................53 

4.5.2 TRUST .......................................................................................................................................56 

4.5.3 CUSTOMER SATISFACTION ................................................................................................60 

4.5.4 PERFORMANCE ......................................................................................................................64 

4.5.5 PERFORMANCE ......................................................................................................................69 

CHAPTER 5: CONCLUSION................................................................................................... 73 

5.1 SUMMARY ......................................................................................................................................73 

5.2  CONCLUSIONS.........................................................................................................................75 

5.3 LIMITATIONS .................................................................................................................................76 

5.4 IMPLICATIONS .............................................................................................................................. 77 

REFERENCES............................................................................................................................ 78 

APPENDIX.................................................................................................................................. 85 

A- QUESTIONNAIRE ...........................................................................................................................85 

 

 

 

 

 

 



Page 4 of 90 
 

ABSTRACT 

The aim of this paper is to apply the stakeholder management practices in the telecom Sector of 

Rawalpindi and Islamabad and identify the antecedents of the stakeholder relationship which are 

trust and commitment, the research then seeks to examine the impact of these two antecedents on 

the stakeholder management practices and then to assess the effects of these stakeholder 

management practices on the organizational overall performance and the customer satisfaction in 

the telecom sector of Rawalpindi and Islamabad.  

Survey using questionnaires was conducted in the twin cities Rawalpindi and Islamabad on the 

sample of 257 respondents from different telecom companies of Rawalpindi and Islamabad 

which included Telenor, Warid, Mobilink, Ufone, Zong. The result thus came satisfactory 

providing the basis for discussion. 

The key finding of the research paper is that the both antecedents trust and commitment were 

positively influenced by the stakeholder management practices in the telecom sector of 

Rawalpindi and Islamabad. Also the other major findings of the research is that stakeholder 

management practices have a positive influence on both the organization overall performance 

and the customer satisfaction in the telecom sector of Rawalpindi and Islamabad. 

The research paper will help for the future research in the field of Stakeholder and it provides the 

vital insight for the industry practitioner and academics in this field of stakeholder management. 

The results can be used for further research in the other sectors as well. 

 

 

 

 

 

 


