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Abstract 

 

The conditions for doing business are changing rapidly. In last few years the 

mobile telecom market has witnessed a substantial growth and rapid changes globally as 

well as domestically. Customer satisfaction is a critical issue in the success of any 

business system, hence; one of the key challenges of this market is how they satisfy and 

retain their customers and also manage service quality, which holds a significant 

importance to customer satisfaction and their perceived performance. In order for 

companies to survive and grow, they must find new ways of thinking, which has led to 

doing marketing researches, especially those related to customer satisfaction.  

This thesis tries to find a model which can best describe the customer satisfaction 

formation in mobile telecom sector and will apply and evaluate it in the Iranian market of 

this area. It will also study the dimensions of service quality (SERVQUAL) on the 

perceived performance of the customers in the market. 

For doing so, a survey has been performed on customers of the only prepaid 

mobile service operator in Iran, questionnaires were distributed among them and the 

results analyzed based upon the proposed research questions and hypotheses, and finally 

the conclusions and implications were made. 
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Chapter I 

Introduction 
 

1 INTRODUCTION 

 

In this chapter, the reader will be provided with a brief introduction to this thesis 

and an insight to the research area. This begins by discussing the background of 

customer satisfaction, mobile telecom, service quality and moves towards the focus on 

research problem and questions. 

 

1.1 Background 

1.1.1 Customer Satisfaction 

Customer satisfaction has been studied and recognized as an important factor in 

the management and marketing literature for the past few decades. To understand 
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satisfaction, it is needed to have a clear understanding of what it means. Customer 

satisfaction is defined as a result of a cognitive and effective evaluation, where some 

comparison standard is compared to the actually perceived performance. If perceived 

performance is less than expected, customers will be dissatisfied and on the other hand, if 

perceived performance meets or exceeds customer’s expectations, s/he will be satisfied 

(Lin 2003). Customer satisfaction is a critical issue in the success of any business system, 

traditional or online (Ho, Wu 1999). Customer satisfaction means that the customer's 

needs are met, product and services are satisfactory, and customers’ experience is 

positive (Friday and Cotts, 1995, Gitomer, 1998). Customer satisfaction constitutes a 

cardinal indicator for assessing the success of an enterprise. Satisfied customers are assets 

that ensure a regular cash flow for the business in the future. 

Satisfaction is also of great interest to practitioners because of its important effect 

on customer retention. 

In a turbulent commerce environment, in order to sustain the growth and market 

share, companies need to understand how to satisfy customers, since customer 

satisfaction is critical for establishing long-term client relationships (Patterson et. al., 

1997). It is evidenced by the fact that over the last few years, customer satisfaction 

surveys have become common. Thus a fundamental understanding of factors impacting 

customer satisfaction is of great importance (Pather, Erwin & Remenyi, 2002). 

There are some studies that considered different constructs as determinants of 

customer satisfaction and also have developed models based on this, such as different 

customer satisfaction indices, expectation disconfirmation, desire disconfirmation, 

disconfirmation and so on. This study has reviewed different models of customer 

satisfaction and based on previous theories and the characteristics of mobile telecom 

market will choose one them as the basis of this research. 

 

1.1.2 Mobile Telecommunications 

Today's conditions for doing business are changing rapidly. There are some 

aspects that are of great importance for the new situation that companies are facing. One 

of these changes is due to rapid development of technology. The twenty first-century man 
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has witnessed a tremendous amount of technological advances. The area with the fastest 

growth right now is the field of telecommunications and information technology. The 

growth is fuelled by the increased competition due to globalization and deregulation. One 

specific area, within telecom sector that has drawn a lot of attention is the mobile 

communications. 

Globally, telecommunications revenues totaled approximately $1.3 trillion in 

2003, with industry projections of single-digit percentage growth over the next five years. 

Growth is expected to be dominated by wireless and data, which estimates suggest may 

total two-thirds of a more than $1.7 trillion market by 2009. 

Mobile telecom structures are rather complicated and vary across markets 

customers within a market. In the highly competitive telecom market, providers are under 

continual pressure to deliver new products and services. According to both marketing 

theory and practical experience, telecommunications firms should improve their 

performance by satisfying customers, so as to obtain and sustain advantage in the 

intensely competitive business environment. This is because the main output of customer 

satisfaction is customer loyalty, and firms with a bigger share of loyal customers profit 

from increasing repurchase rates, greater cross-buying potential, higher price-willingness, 

positive recommendation behavior and lower switching tendency (Bruhn and Grund, 

2000). 
 

1.1.3 Service Quality 

Service quality is a concept that has aroused considerable interest and debate in 

the literature. Relationship between satisfaction and service quality is the key to measure 

user satisfaction (Pitt et. al., 1995). 

Definitions of service quality revolve around the idea that it is the result of the 

comparison that customers make between their expectations about a service and their 

perception of the way the service has been performed (Lewis and Booms, 1983; Lehtinen 

and Lehtinen, 1982; GroÈnroos, 1984; Parasuraman et al., 1985, 1988, 1991, 1994). 

Service quality (SQ) has become an important research topic because of its 

apparent relationship to costs (Crosby, 1979), profitability (Buzzell and Gale, 1987; Rust 
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and Zahorik, 1993; Zahorik and Rust, 1992), customer satisfaction (Bolton and Drew, 

1991; Boulding et al., 1993) and customer retention (Reichheld and Sasser, 1990). 

 Services have been studied extensively since 1980s. The idea of linking service 

value and customer satisfaction has existed for a long time. Studies indicate that there are 

links among customer satisfaction, customer loyalty, and profitability. During recent 

years, there have been studies that have established mechanisms that attempt to link 

customer satisfaction and customer loyalty. Many studies additionally attempt to establish 

connections between service quality, customer satisfaction, customer loyalty, and 

profitability (Grönroos, 1978, Grönroos, 1980, Grönroos, 1982, Parasuraman et al., 1985, 

Reichheld and Sasser, 1990, Sewell and Brown, 1990, Jones and Sasser, 1995, Heskett, 

1997, Anderson and Mittal, 2000). 

In businesses where services are part of the business, the services are visible to the 

customer. Therefore, it would be quite natural that such services would have a major 

impact on the customer satisfaction. In the context of the mobile telecommunications 

network, this is more important. Service quality can be explained as perceived 

performance from the customer’s perspective.   

Some studies have been undertaken to identify quality dimensions and detailed 

aspects of services and their relationship with customer satisfaction. The SERVQUAL 

approach is the most common method for measuring service quality developed by 

Zeithaml et. al. (1988). In this study, as mentioned earlier, different influencers of 

customer satisfaction are going to be addressed based on previous studies, in which 

perceived performance would be one of them. Besides evaluating the customer 

satisfaction model, the effects of 6 dimensions of SERVQUAL in mobile telecom are 

going to be measured on perceived performance (service quality).  

 
 

1.2 Problem Discussion and Research Questions 

The Iranian mobile telecommunications market has changed rapidly and 

considerably during the recent years. The deregulation of the market has left the field 

open for new players. The mobile services in Iran are predominantly based on a mobile 

system called GSM (Global System for Mobile Communications). 
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Over the last few years the mobile telecom market in Iran is undergoing dramatic 

changes. Nowadays, in the centralized telecommunication monopoly vast competition has 

emerged.  

The subscribers now have more alternatives to choose according to their 

convenience. They can make decision and choose their operator according to their 

expectations and desires disconfirmation and perceived performance. In a competitive 

market place understanding customers’ needs become an important factor. As a result 

companies have moved from a product-centric to customer-centric position. 

Therefore, in order to compete in the market these companies have to identify the 

factors related to customer satisfaction and loyalty. 

Due to the above mentioned facts, the ability of mobile telecommunication 

operators to focus successfully on the customer has proven to be one of the most 

competitive issues in this new emerging market. 

The present study was undertaken to clarify certain questions related to customer 

satisfaction formation in Iran's mobile telecom environment. Two research questions are 

going to be asked here which will be answered in this research: 

1. What is the model for determining customer satisfaction in mobile 

telecom in Iran like? 

2. How the chosen model is applied in the Iranian prepaid mobile 

market? 
 

1.3 Research Objectives 

The aim of this thesis is to study and test the application of disconfirmation theory 

on customer satisfaction determination model in mobile telecommunication by focusing 

on prepaid mobile market in Iran. It's going to develop the previous theories to make 

them more applicable to the prepaid mobile telecom context by considering the novelty 

effect of this market.  

For this purpose a questionnaire was designed and is going to be distributed to 

customers of the only prepaid mobile service provider. 
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1.4 Structure of the Study 

This study is divided into 5 chapters. By now the content of the first chapter has 

been presented. Consequently, the content of the following chapters will be briefly 

discussed below. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1.1: Outline of the Study 
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Chapter II  

Literature Review 

 

2 Literature Review 

In this chapter the theories and literature related to the research area will be 

reviewed. 

 

2.1 Customer Satisfaction 

In any business, customers are the most important aspect of a successful company 

and the customers must be looked after and managed properly.  

In the past, many companies took their customers for granted. Customers often 

did not have any alternative suppliers, or other supplies were just as poor in a quality and 
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services, or the market was growing so fast that the company could lose 100 customers a 

week, but gain another 1000 customers and consider its sales to be satisfactory. Such a 

company, operating on a ‘leaky bucket’ theory of business, believes that there will always 

be enough customers to replace the defecting ones. (Kotler- pp. 405) 

Customer satisfaction is the outcome felt by who have experienced a company 

performance that has fulfilled expectation. Customers are satisfied when their 

expectations are met and delighted when their expectations are exceeded. Satisfied 

customers remain loyal longer, buy more, are less sensitive and talk favorably about 

company. To be known, customer satisfaction has to be measured and there are several 

established ways of doing this. (Kotler- pp. 411-412) 

Now let’s have a look at some famous definitions of customer satisfaction. 

Customer satisfaction generally means customer reaction to the state of 

fulfillment, and customer judgment of the fulfilled state (Oliver, 1997).  

Kotler (1997) defines customer satisfaction as follows: 

Satisfaction is a person's feelings of pleasure or disappointment resulting from 

comparing a product's perceived performance (or outcome) in relation to his or her 

expectations. 

Brown (1992) defines customer satisfaction as: 

The state in which customer needs, wants and expectations throughout the 

product or service's life are met or exceeded resulting in repeat purchase, loyalty and 

favorable worth-of mouth. 

Bitner and Zeithaml (2003) states that satisfaction is:  

The customers’ evaluation of a product or service in terms of whether that 

product or service has met their needs and expectations. 

 

2.2 Telecommunications 

Telecommunications is an important economic sector in its own right. It also has a 

growing impact on our lives as individuals, on businesses in terms of efficiency and 

customer service and on every country's competitiveness as a knowledge-based economy.  
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The telecommunications industry is undergoing a radical transformation, creating 

exciting new opportunities and new challenges for infrastructure and service providers. 

Its marketplace has witnessed considerable and unprecedented changes in the past 25 

years culminating in the transformation of industry structures, market-specific structures 

and the internal structures of incumbent telecommunications operators. 

The established value chain is increasingly being deconstructed, with the entry of 

powerful new players and radical restructuring of the industry.  

Despite massive changes, as said above,  in telecommunications and related 

industries since the 1980s, it is widely believed that more radical changes are yet to come, 

and the market is going to be more competitive. In this highly competitive market, 

telecom service providers are undoubtedly and seriously forced to deliver new products 

and services, in order to attract customers, make them satisfied, retain them and finally 

make more profit. 

The mega-trends in telecommunications – the shifts from analog to digital 

technology, from wired to wireless platforms, and from narrowband to broadband 

services – have fundamentally changed the way people communicate. This is a social 

phenomenon that is already shaping the telecommunications industry of the future. 

Around the world, traditional telephone companies are evolving into providers of full-

service communications networks that deliver high-speed, mobile connectivity to 

customers wherever they are. 

The first land mobile services were introduced into the UK in the 1940s, but the 

growth and increase in public use began in earnest in the mid-1980s. Initially these 

mobile telecommunications were something less than portable and required a power 

supply of a small country to run.   

Back in 1990, the SIM card was introduced to provide a secure, standardized way 

of identifying, authenticating and billing the mobile user. From these roots it has grown 

to become a key network component in the wireless infrastructure. In the early 1990s, 

other developments such as the introduction of digital networks, the development of 

technological components and the entry of new service providers into the market fueled 

increases in the number of subscribers. 
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This provided the base for the current market with analogue technologies being 

substituted for the current 2nd Generation technologies of the Global System for Mobile 

Telecommunication, (GSM). 

This is now a world-wide standard and is primarily distributed throughout Europe 

but has been taken up globally and accounted in late 2004 for almost three quarters of the 

world mobile telephony market, both digital and wireless.  

In the highly competitive telecom market, providers are under continual pressure 

to deliver new products and services. Hence the rise in mobile telephony is predicted to 

continue with the introduction of new technologies such as M-commerce and 3G.  

The network providers continually offer the consumer more connection options 

that can be pre-paid, contract, or post-paid.  

The mobile telecommunications industry is a big business globally and with 

subscribers likely to top the 1 billion mark by year-end 2001, up from 722 million at year 

end 2000. Growth is likely to continue to be so for years to come. 

 

Figure 2.1: Growth of Mobile Phone Subscribers 
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Figure 2.2: World Mobile Subscribers by Geographical Regions 

 

Globally, telecommunications revenues totaled approximately $1.4 trillion in 

2004, with industry projections of single-digit percentage growth over the next five years.  

 

 

Figure 2.3: Global Telecommunications Revenue 2004 

Growth is expected to be dominated by wireless and data, which estimates suggest 

may total two-thirds of a more than $1.7 trillion market by 2009. 
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Figure 2.4: Global Telecommunications Revenue 2009 

According to both marketing theory and practical experience, telecommunications 

firms should improve their performance by satisfying customers, so as to obtain and 

sustain advantage in the intensely competitive business environment. This is because the 

main output of customer satisfaction is customer loyalty, and firms with a bigger share of 

loyal customers profit from increasing repurchase rates, greater cross-buying potential, 

higher price-willingness, positive recommendation behavior and lower switching 

tendency. 

 

2.3 Customer Satisfaction Formation 

Consumer satisfaction has long been recognized in marketing thought and 

practice as a central concept as well as an important goal of all business activities 

(Anderson et al., 1994; Yi, 1990). Realization of its importance has resulted in a 

proliferation of research on consumer satisfaction over the past few decades (e.g. the vast 

references provided by Yi, 1990). Even a causal glance at business journals and business 

sections of daily newspapers reveals that the subject of customer satisfaction is receiving 

extraordinary attentions.  

High consumer satisfaction has many benefits for the firm, such as increased 

consumer loyalty, enhanced firm reputation, reduced price elasticities, lower costs of 

future transactions, and higher employee efficiency (Anderson et al., 1994; Fornell, 1992; 

Swanson and Kelley, 2001). It is believed that consumer satisfaction is a good, if not the 
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best, indicator for a firm’s future profits (Fornell, 1992; Kotler, 1991; Reichheld and 

Sasser, 1990). The fact that attracting new consumers is much more expensive than 

keeping old ones explains the corporate drive toward increased consumer satisfaction 

(Anton, 1997; Fornell and Wernerfelt, 1987; MacStravic, 1995; Winston, 1988).  

Satisfied customers are likely to continue their relationship with the firm, and they 

are less costly to approach than new customers. They are inclined to purchase more, and 

they help to acquire new customers through positive word- of- mouth (Reichheld and 

Sasser, 1990). Customer satisfaction has a significant impact on profitability; it is central 

to assessing the past performance of firms, and to predicting their future financial success 

(Anderson and Fornell, 1994). To allow effective measurement and management of 

customer satisfaction, insight into the processes underlying the formation of satisfaction 

or dissatisfaction by customers is vital. 

The most common interpretations reflect the notion that satisfaction is a feeling 

which results from a process of evaluating what was received against that expected, the 

purchase decision itself and the fulfillment of needs or want (Armstrong & Kotler, 1996; 

Berkowitz et al.1999). Fe and Ikova (2004) added that the perception of the word 

"satisfaction" influences the activities which we conduct to achieve it. Researchers have 

also identified customer satisfaction from a multi dimensional nature and view overall 

satisfaction as a function of satisfaction with multiple experiences with the service 

provider (Sureshchandar et al., 2002). 

Overall satisfaction is based on the information from all previous experiences 

with the service provider and is viewed as a function of all previous transaction-specific 

satisfactions (Teas, 1993, Parasuraman et al., 1994). 

Today, customers carry heightened expectations for communication from their 

service providers. And if you don’t meet those expectations, customers will take their 

business elsewhere, which would cause a disaster for that business. 

As customer needs and expectations are changing all the time, this will lead to a 

situation whereby customers keep setting ever higher standards, and therefore to achieve 

perfection is impossible (Wellington, 1995, Farson, 1997). Implementing customer 

satisfaction philosophy means identifying customers, then identifying their needs and 

expectations and finally, measuring their perceptions (Stenberg, 1997). Knowing the 
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needs of the customer makes it easier to anticipate the ideal set of products and services, 

in order to make them more satisfied. 

There are many benefits for a company from a high customer satisfaction level. It 

heightens customer loyalty and prevents customer churn, lowers customers’ price 

sensitivity, reduces the costs of failed marketing and of new customer creation, reduces 

operating costs due to customer number increases, improves the effectiveness of 

advertising, and enhances business reputation (Fornell, 1992). 

The clear importance of consumer satisfaction drives various companies to 

conduct consumer satisfaction surveys and report to what extent their consumers are 

satisfied from time to time, with or without the help of marketing agencies (e.g. 

Marketing News (1995) for a list of consumer satisfaction measurement firms in the 

USA). There is also a growing managerial interest in using consumer satisfaction as a 

criterion for diagnosing product performance and then linking consumer satisfaction to 

both executive and employee compensation (Anderson and Sullivan, 1993). 
 

2.4 Customer Satisfaction in Mobile Telecommunication 
 

Telecommunications is at the core of the Information Society, any economic 

indicator ties together progress and communications infrastructure, the dissemination and 

progress of culture go hand in hand with the possibility of interacting and sharing ideas, 

again putting telecommunications at the center stage.  

Telecommunication firms have historically held dominant market positions in 

most countries. High-technology markets can be characterized by continuous and rapid 

change of the markets and short life cycles of products. In high-technology companies, 

technology is a key element of the business. A company's most significant success factor 

is the ability to deliver better customer value than the competitors do and the objective of 

a strategy is to deliver value to the customers in order to provide required returns to the 

shareholders and employees. (Riggs, 1983). 

And as we know, in this industry one of the fastest-growing markets is for mobile 

telecommunication. Lately, though, the industrial structure in mobile telecom has 

changed dramatically. The industry has been liberalized. Most importantly, new firms are 
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entering the competition. All forecasts, being they related to technology, market, 

economic or social aspects, point towards a continuous growth of communications; 

growing concerns over security and safety may give a further boost to remote 

communications.  

Consumers have never before had as much choice as is currently available. Since 

deregulation in the mobile telecoms industry, competition has been gaining pace and is 

accelerating even faster as cable TV companies' bundle in phone services, and mobile 

phones replace fixed lines for many consumers.  

As a result many firms are tran CyberLink PowerDVD.lnk sforming their organizations 

to meet the demands of their new competitive environments. These transformations 

represent significant challenges, involving alignment of systems and structures with 

business strategies, core competencies, and work processes. Therefore customers can be a 

particularly valuable resource for incremental profit and development. Key to the 

transformation is that the organization becomes more customer-driven. Management and 

staff must learn more about their external and internal customers – their values, needs, 

expectations, and priorities.  

And as mentioned before customer satisfaction is considered to be one of the most 

important competitive factors for the future and one of the best indicators of a firm’s 

future profits. 

Some consequences of customer satisfaction are: improvement of the firm’s 

reputation and image; reduction of customer turnover; increased attention to customer 

needs in TQM planning; reduction of marketing costs and, vice versa, lower transaction 

costs; reduction of costs related to product/service failures; and, lastly, increased 

satisfaction among personnel and greater stability of the workforce. Furthermore, 

customer satisfaction also creates very strong switching barriers, above all, in business to 

business relationships. Developing new technology in co-ordination with satisfied 

customers, a supplier can improve its products and help keep competitors away from the 

supplier's customer base (Burgeson, 1998). 

It can be understood from the above mentioned facts that telecommunications 

companies, like many others, talk of their customers being their most important assets. 
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This is increasingly true economically, but rarely reflected fully in a company’s strategy 

and operations. Therefore, finding out different factors and determinants which influence 

the level of customer satisfaction of those firms is really crucial for surviving in this 

competitive market these days. 
Due to the above mentioned facts, the ability of mobile telecommunication operators to 

focus successfully on the customer has proven to be one of the most competitive issues in this 

new emerging market. Therefore, in order to compete in the market these companies have 

to identify the factors related to customer satisfaction. 
 

2.5 Telecommunications of Iran and customer satisfaction 

Over the last few years the mobile telecom market in Iran is undergoing dramatic 

changes.  

After several years of delays, state-owned operator, Telecommunication Company 

of Iran (TCI), launched Iran's first cellular network, in June 1994 and that was the starting 

point for GSM in Iran.  

The government has been making moves to overcome the main barrier to mobile 

service up-take in Iran - limited network capacity - for the past few years. At the current 

subscription level, capacity is fully exhausted, but demand for services is still woefully 

underserved. 

Waiting lists for SIM cards are over a year long, and given that demand is so high 

and subscriber lines so scarce, connections are sold for over US$500 (US$1,000 on the 

black market). Furthermore, given the extreme strain placed on the networks service 

quality is very low. In its last major build-out, the Mobile Communications Company of 

Iran (MCI) contracted Ericsson and Siemens to roll out 1.1 million mobile lines in 

February 2003. MCI has also reportedly been in talks with equipment vendors for almost 

a year to roll out new lines to accommodate a further 5.6 million users.  
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Table 2.1: Iran Telecommunications Statistics 

 

Also as with other countries, Iran has experienced very rapid growth in mobile 

telephone services. This growth shows signs of continuing for the foreseeable future. 

State-owned MCI was the sole nationwide provider of GSM services in Iran until some 

respite for Iran's capacity shortage was delivered in May 2005, when two million pre-paid 

lines were released onto the market by local firm RIC. RIC was granted permission to roll 

out the lines under a BOT license awarded in 2004.  As said above, the main barriers to 

service take-up have been a lack of capacity, poor service reliability, and price. However, 

these issues are gradually being addressed, with the roll-out of these pre-paid lines in by 

RIC, in partnership with Millicom, and plan to bring in nationwide market competition.  

The network provides the first annual pre-paid subscriptions in Iran (Esfahan 

operator MTCE's currently provides credit-card payment phones for two-month periods). 

Millicom is currently receiving a share of the revenues from the service. It also has the 

option to buy 47% of the operator that comes to own the network. The service is being 

rolled-out to Shiraz, Tabriz, Esfahan and Mashhad. The product that this operator 

launched has been named Taliya.  

A new entrant, led by Turkcell, was expected to enter the market in 2005. But due 

to some problems their contract was terminated and negotiations were then opened with 
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the second-placed bidder, South Africa's MTN, which is going to lunch its product in 

2006. 

Aside from MCI's network, Taliya and MTN, there are two localized networks - 

in Esfahan and on Kish Island - which together serve a few tens of thousands of users. 

The Esfahan network has been operational since 1996 and is managed by Telekom 

Malaysia (TM)-owned mobile operator Celcom. The Kish network is run under a 15-year 

build-operate-transfer (BOT) contract. The owners of former Lebanese mobile operator 

LibanCell are partners in the venture. 

Let's go back to the prepaid operator which is going to be called Taliya. Over the 

past decade, prepaid mobile services have grown dramatically throughout the world. 

Mobile communication service providers have seen a strong growth of prepaid 

subscribers worldwide. Prepaid now accounts for over half of wireless subscribers 

globally and will continue to dominate operators’ business in the years to come. 

Operators worldwide have identified their prepaid subscribers to be targets for 

marketing programs aiming at increased customer satisfaction on the basis of more 

complex value added services tailored to individual customer segments and communities.  

For most of these mobile service providers, prepaid has become a valuable 

revenue stream. It represents an opportunity with great potential for growth as service 

providers look to extend their offerings beyond traditional mobile services. With the 

onset of new network technologies and economic and competitive pressures, it is a 

critical time for service providers to decide on a prepaid strategy. 

They’ll need to build an infrastructure with a billing and revenue management 

solution that addresses the real-time nature of prepaid for reducing leakage, increasing 

customer satisfaction, and rapidly launching new services, which are relevant to their 

customers. 

It’s said earlier that, nowadays, the centralized telecommunication monopoly is 

coming into being a relatively open and free competitive market by having a prepaid 

mobile provider since 2004 and the second operator which is going to launce its product 

in near future.  
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In almost all aspects, the mobile sector displays the hallmarks of a strongly 

competitive market in Iran. Its evolution will be conditioned more by developments in 

wireless spectrum use and availability in near future.  

 So, in the GSM mobile telephony sector in Iran vast competition has emerged 

and the threat of new and potential entrants is becoming a serious issue. The subscribers 

now have more alternatives to choose according to their convenience. They can make 

decision and choose their operator according to their expectations and desires 

disconfirmation and perceived performance. 

As discussed before, in today’s competitive market, customer satisfaction has 

never been more important. Mobile service providers must ensure that their customers are 

satisfied with their service to minimize the threat of competitors. Not only does real-time 

technology play a key role in the reduction of revenue leakage; it is also vital in building 

and maintaining the highest possible customer satisfaction levels. 

Iran generated US$5.3bn in telecoms revenues in 2003.  

With the rapid growth in the size of the cellular phone market in Iran, service 

providers have to find out the ways of ensuring customer satisfaction. A customer 

satisfaction study should begin by asking about the factors affecting customer 

satisfaction, how important those factors are for the whole, and the level of customer 

satisfaction (Järvelin et al., 1992). A problem with customer satisfaction surveys 

(Naumann, 1994) is that a poor customer satisfaction program yields vague data and 

raises customer expectations. If customer expectations are raised and a company's 

performance remains the same, the customer's overall satisfaction will decrease. 
 

2.6 Customer Satisfaction Theories 
 

There has been a growing interest in studying customer satisfaction over the last 

few decades. This is evident from the large number of books, journal articles, and 

research studies dealing with different aspects of the subject in different disciplines. 

Owing to the crucial role of customer satisfaction, it is generally accepted that its 

determinants must be analyzed and be compared across firms, industries, sectors and 
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nations (Fornell et al., 1996). For this purpose, different models have been developed for 

determining various influencers of customer satisfaction.  

Social psychologists, marketing researchers, and students of consumer behavior, 

have extensively studied the concepts of customer satisfaction and dissatisfaction. The 

increasing importance of quality in both service and manufacturing industries has also 

created a proliferation of research, with more than 15,000 academic and trade articles 

having been published on the topic of customer satisfaction in the past two decades 

(Peterson and Wilson, 1992). Several conferences have been devoted to the subject and 

extensive literature reviews have been published (Day, 1977; Hunt, 1977; LaTour and 

Peat, 1979; Smart, 1982; Ross, et al., 1987, Barsky, 1992: Oh and Parks, 1997). 

Nearly all customer satisfaction theories are based on a structural model, which 

comprises the antecedents and consequences of customer satisfaction. Some of these 

models are going to be described here. 
 

2.6.1 Customer Satisfaction Indices 

Customer satisfaction indices have been developed and applied in several 

countries (for example, Sweden, the USA, Russia, Switzerland, Norway, Taiwan and 

Germany) for measuring and analyzing customer satisfaction. A national customer 

satisfaction index is a market oriented performance measure, which can be seen as 

complementary to traditional performance measures, such as return on investment, profits 

and market shares or Kaplan and Norton’s balanced score card approach. These 

satisfaction indices help both consumers and product managers to assess the quality of 

products and services, help companies to benchmark their operations, and assist policy 

makers with decisions about quality-related aspects (Hackl et al., 2000, p. 999). 

The Swedish customer satisfaction barometer (SCSB) was the first national 

customer satisfaction index to provide a harmonized cross-company, cross-industry, 

national measurement tool for customer satisfaction and evaluation of the quality of 

products and services. It is based on annual survey data from customers of about 100 

leading companies in some 30 industries (Fornell, 1992, p. 6). In 1994, the National 

Quality Research Center in the USA (NQRC) adapted the Swedish index, to produce its 

own American customer satisfaction index. This ACSI was designed to be representative 



 28

of the economy as a whole, and covers more than 200 firms, with 1994 sales of more than 

$2.7 trillion, competing in over 40 industries in the seven major consumer sectors of the 

economy. It estimates customer satisfaction for each company in the data, and weights 

these firm-level indices to calculate industry, sector and national economy equivalents 

(Fornell et al., 1996, p. 7). 

Following the Swedish and American indices, the European Organization for 

Quality (EQO), European Foundation for Quality Management (EFQM), European 

Academic Network for Customer-Oriented Quality Analysis and the European 

Commission developed the European Customer Satisfaction Index (ECSI). A pilot study 

was conducted in 12 European countries in 1999. 

In all of these indices, customer expectations are considered as one the 

determinants of customer satisfaction. But some other models more than CSIs completed 

this factor by considering customer expectation disconfirmation rather than expectation. 

Because expectation by itself can’t result in customer satisfaction or dissatisfaction but, 

the level of disconfirming his expectations can lead us to understand our customer’s 

satisfaction. 
 

2.6.2 Expectation Disconfirmation Theory 
 

The importance of expectations in the consumer decision process has been 

documented in the literature.  

Expectations play a major role in the consumer decision making process (van 

Raaij, 1991; Spreng et al., 1993). In the pre purchase stage, expectations influence 

consumer decisions on which brand or type of product or service to buy. During 

consumption, expectations can be affected by the attitudes of service personnel, other 

customers and equipment. In the post purchase stage, expectations form the basis of 

evaluations of satisfaction (Oliver, 1980; Kurtz and Clow, 1998) and service quality 

(Parasuraman et al., 1988; Brown and Swartz, 1989). 

Most studies have treated expectations as a static variable that exerts both a direct 

and indirect influence on customer satisfaction (Cadotte et al., 1987; Tse and Wilton, 

1988). In these studies, customer expectations were formed prior to consumption; they 
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served as comparative referents for quality judgments, for determining customer 

satisfaction, and ultimately for behavioral intentions. It has been suggested that marketers 

who wish to understand and favorably influence customer satisfaction need to understand 

and influence customer expectations (Anderson, 1973). Success in influencing customer 

satisfaction may depend, in part, on understanding how customer expectations are 

developed and updated. In this case, expectations are viewed as dynamic since they may 

change as a result of the customer’s experience.  

A review of the literature suggests that consumers may use multiple types of 

expectations in their satisfaction evaluation process (Cadotte et al., 1987; Tse and Wilton, 

1988). However, the types most often referred to are predictive expectations and 

normative expectations. Predictive expectations are generally defined as consumer beliefs 

about the level of service that a specific service firm would be likely to offer. These 

expectations are frequently used as a standard of reference against which satisfaction 

judgments are made (Churchill and Surprenant, 1982). Normative expectations are 

generally conceptualized as consumers’ ideals level of service which can be referred as 

desires too.  

As mentioned before, numerous researchers have attempted to apply customer 

satisfaction theories developed by consumer behaviorists in different areas and industries.  

In the late 1980s, customer satisfaction was explained by the expectation 

disconfirmation theory.  While there are a variety of approaches to the explanation of 

customer satisfaction/ dissatisfaction, the most widely used is the expectation 

disconfirmation theory (Oliver, 1980). 

As explained by this theory in the late 1980s, in the marketing context, customer 

satisfaction is a collective outcome of perception, evaluation, and psychological reactions 

to the consumption experience with a product/service (Yi, 1990). This theory suggests 

that satisfaction is determined by the intensity and direction of the gap between 

expectations and perceived performance. As such, expectations are defined as a set of 

beliefs held by users about a product/service’s performance (Teas, 1993; Szajna and 

Scamell, 1993). In the domain of disconfirmation, expectations are defined using the 

expectation theory as “predictive expectations” or “expected expectations” (Miller, 

1977). 
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The expectation disconfirmation model suggests that customers determine 

satisfaction with a service by comparing perceptions of performance against their 

expectations. If there is a disparity between the expectations and the perceptions of 

performance, disconfirmation results, which in turn may affect the level of customer 

satisfaction (Oliver, 1980). There is considerable empirical evidence to suggest that 

consumers who perceive that a performance matches or exceeds their predictive 

expectations are more likely to feel satisfied with the service than those whose 

expectations are not met (Gupta and Stewart, 1996; Anderson and Sullivan, 1993).  

 This model was somehow the dominant paradigm of satisfaction/dissatisfaction 

formation for many years. It specifies that consumer satisfaction/ dissatisfaction results 

from a comparison of expectations concerning the quality of consumption, with the actual 

consumption experiences (Oliver, 1980). This model provides the theoretical basis for 

understanding the formation of consumer satisfaction (Anderson and Sullivan, 1993; 

Churchill and Surprenant, 1982) and the assessment of service quality (Brown and 

Swartz, 1989; Parasuraman et al., 1988).  

According to this theory, which has been tested and confirmed in several studies 

(Oliver and DeSarbo, 1988; Tse and Wilton, 1988), customers purchase goods and 

services with pre-purchase expectations about anticipated performance. Once the product 

or service has been purchased and used, outcomes are compared against expectations. 

When outcome matches expectations, confirmation occurs. Disconfirmation occurs when 

there are differences between expectations and outcomes. 

Satisfaction is also of great interest to practitioners because of its important effect 

on customer retention (Patterson et al., 1997; Neal, 1999). 

As discussed before, in the marketing literature (e.g. Churchill and Surprenant, 

1982; Oliver and DeSarbo, 1988), the disconfirmation theory emerges as the primary 

foundation for satisfaction models. According to this theory, satisfaction is determined by 

the discrepancy between perceived performance and cognitive standards such as 

expectations and desires. The expectation disconfirmation models were initially 

developed and validated in the context of physical products (mainly brand names) where 

customers were familiar with the attributes of the product and could develop expectations 

based on their prior experience/knowledge. 
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Expectation disconfirmation occurs in three states: 1) positive disconfirmation, 

where perceived performance exceeds expectations; 2) confirmation, where perceived 

performance meets expectations; and 3) negative disconfirmation, where perceived 

performance falls below expectations. An individual is more likely to be satisfied if the 

service performance meets (confirmation) or exceeds (positive disconfirmation) his/her 

expectations (Oliver and DeSarbo, 1988). On the other hand, he/she is more likely to be 

dissatisfied if the service performance falls below his/her expectations (negative 

disconfirmation). By proposing expectation disconfirmation as the sole determinant of 

satisfaction, this theory does not account for the possibility that the confirmation of high 

expectations is more likely to lead to satisfaction than the confirmation of low 

expectations. To resolve this drawback, Tse and Wilton (1988) included perceived 

performance as an additional determinant of satisfaction. Their rationale was that if actual 

perceived performance is expected and confirmed to be low, it may still negatively affect 

satisfaction and override the impact of confirmation or positive disconfirmation, resulting 

in dissatisfaction. The authors found perceived performance to be a direct and 

independent determinant of satisfaction. 

Negative disconfirmation occurs when product/service performance is less than 

expected. Positive disconfirmation occurs when product/service performance is better 

than expected. Satisfaction is caused by confirmation or positive disconfirmation of 

consumer expectations, and dissatisfaction is caused by negative disconfirmation of 

consumer expectations. 

 

 

 

 

 

 

Figure 2.5: The Expectation Disconfirmation Model 
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2.6.3 Desire Disconfirmation Theory 

 
With telecommunications services in Iran, however, the offerings are changing so 

rapidly introducing an important novelty element that the customer’s ability to form 

accurate expectations is limited. More recent studies proposed desire disconfirmation 

models as an alternative (e.g., Suh et al., 1994; Spreng et al., 1996).  They consider 

desires instead of expectations as the determinant of customer satisfaction. Yet, it is not 

clear which cognitive standard (expectations or desires) provides a better explanation of 

satisfaction. The empirical results are not conclusive (Spreng and Page, 2001). They vary 

depending on whether the service encounter is technology-based or interpersonal 

(Srijumpa et al., 2002). Some early researchers proposed expectations while more recent 

studies suggested desires (e.g. Suh et.al., 1994; Spreng et.al., 1996) but none provided 

strong justification or empirical evidence in support of their arguments. The main 

distinction between the desire disconfirmation theory and the expectation counterpart lies 

in the way the cognitive standard is defined. 

In light of this shortcoming, Khalifa and Liu (2002) developed, conceptually 

justified, and empirically verified a contingency theory that accounts for both desire 

disconfirmation and expectation disconfirmation.  

More recent research proposes the usage of desires rather than expectations as the 

comparison standard in the disconfirmation process. Desires are labeled as an internalized 

and desired ideal standard. 

According to the means-end theory (Gutman, 1982), the formation of desires is 

not based on realistic predictions of actual performance, but rather on inner emotional 

needs or wants that are not necessarily constrained by rational cognitive understanding of 

situation factors (such as practical feasibility). Expectations, on the other hand, are 

formed mainly based on past experience and the knowledge available (Zeithaml et al., 

1990) and are therefore more pragmatic. In addition, desires are generally more present 

oriented and stable when compared to expectations, which are relatively more future 

oriented and malleable (Spreng and Olshavsky, 1993). An individual may desire/want a 

certain service to be good, but nevertheless expect it to be poor from his/her past 

experience and understanding of the actual environment. Under the desire 
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disconfirmation theory, low performance, though meeting the individual’s expectations, 

can fall below the desired performance (negative disconfirmation) and is hence more 

likely to lead to dissatisfaction. 

 

 

 

 

 

 

 

 

 

 

 

Figure 2.6: The Desire Disconfirmation Model 
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without taking into account the potential role of desire disconfirmation that may possibly 

be a salient factor in satisfaction formation. Other studies (e.g. Suh et.al., 1994; Spreng 

et.al., 1996) argued for the superiority of desires over expectations as a comparison 

standard, but did not operationalize or empirically validate the proposed desire 
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different concepts that can both play important roles in explaining satisfaction. The main 

argument used by the desire disconfirmation proponents (e.g. Suh et al., 1994) is that 
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wanted by the customer). In such a case, meeting the customer’s desired level of service 

while failing to meet his/her expected level (e.g., based on what the merchant promised to 

deliver) may also lead to dissatisfaction. The customer may still feel dissatisfied if his/her 

expectations are not fulfilled, independently of his/her desires. Some researchers 

therefore agree with Chin & Lee (2000) and Khalifa and Liu (2002) on the need to 

include both desires and expectations as comparison standards for disconfirmation.  

Prior research did not provide conclusive results regarding what cognitive 

standard to use in explaining or predicting satisfaction. Some researchers argued for the 

superiority of desires over expectations, while others argued for the simultaneous use of 

both comparison standards. Therefore to address these problems, Khalifa and Liu (2002) 

developed the disconfirmation model that includes expectation disconfirmation, desire 

disconfirmation, and perceived performance simultaneously as determinants of 

satisfaction, differentiating between satisfaction at adoption and post-adoption 

satisfaction. 

As said above, more recently, Chin and Lee (2000) and Khalifa and Liu (2002) 

developed models that include both expectations and desires in explaining overall 

satisfaction with information systems and with online services, respectively. They both 

adopted direct measures of overall satisfaction using reflective items (i.e. “Overall I am 

satisfied with…”), arguing that expectations and desires might have direct and 

independent effects over satisfaction. While Chin and Lee (2000) provided the argument, 

it was Khalifa and Liu (2002) who empirically verified it—through their examination of 

satisfaction with online services in the adoption stage. 

Their results showed that desires and expectations are both important factors that 

need to be considered simultaneously in explaining satisfaction.  

Their research presents important theoretical and practical contributions. On the 

theoretical side, they provided a better conceptualization of the formation of satisfaction 

by examining its evolution and the variability of its determinants. On the practical side, 

their empirical results provide a better understanding of the respective roles and relative 

importance of the determinants of satisfaction. 

When not well defined, expectations play a minimal role as a comparison 

standard, and desires therefore become more salient determinants of satisfaction since 
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their formation is less dependent on past experience/knowledge. Hence they argued that 

the expectation disconfirmation theory developed in the marketing literature should be 

further refined by adding desire disconfirmation to more fully explain/predict satisfaction 

and is going to be called as disconfirmation theory. 

 

 

 

 

 

 

 

 

Figure 2.7: The disconfirmation Model 
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and desire disconfirmation (Oliver and DeSarbo, 1988; Suh et al., 1994). Satisfaction is 

Expectation 
Disconfirmation 

Perceived 
Performance 

Desire 
Disconfirmation 

Overall 
Satisfaction 



 36

more probable with higher perceived performance. Alternatively, perceived performance 

also affects satisfaction through determining the outcome of expectation/desire 

disconfirmation. Higher performance is more likely to meet or exceed 

desires/expectations, leading to more positive disconfirmation and hence higher 

satisfaction. 

Consistent with Khalifa and Liu (2002), Chin and Lee (2000) and Suh et al. 

(1994), it also hypothesizes that desire disconfirmation will affect satisfaction 

significantly and positively. When the formation of concrete expectations is restricted, 

e.g. by lack of experience or knowledge, desires may emerge to be the salient 

benchmarks for judging satisfaction.  

Spreng et al. (1993) consider that consumer expectations play two important roles 

in the determination of satisfaction. 

First, expectations strongly influence consumers’ choices of brand or type of 

product or service. Second, expectations serve as reference points with which subsequent 

perceptions of performance are compared. In some cases, when consumers find it 

difficult to judge a product or service performance due to its complexity, expectations 

play a major role in the judgment process (Anderson and Sullivan, 1993). Olshavsky and 

Miller (1972) explained that for some complex products with a considerable ambiguity, 

consumers’ perceptions of performance may tend to assimilate towards expectations. 

The importance of expectations in evaluations of service quality has been 

documented in the service literature (Sweeney et al., 1992; Brown and Swartz, 1989). 

Consumer expectations, which some prefer to call ‘‘standards’’ (Iacobucci et al., 1994), 

serve as the benchmark against which the quality of a service is evaluated. Clow and 

Vorhies (1993) consider the long-term success of service firms to be dependent on the 

skillful management of service expectations. 

As telecommunications evolve from systems providers to service providers, the 

perceived performance can be evaluated trough the “service quality” of the mobile 

service. Therefore this thesis is going to narrow down the perceived performance into its 

determinants by using an instrument for measuring the service quality.  

In order to approve this it must be considered that measurements of service 

quality and customer satisfaction have received considerable attention in the last two 
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decades (Cronin and Taylor, 1992; Parasuraman et al., 1985, 1988, 1991; Rust et al., 

1994). Indeed, Peterson and Wilson (1992) report that over 15,000 articles on customer 

satisfaction have been written in the past 20 years. This interest in improving customer 

satisfaction is not without reason, with the realization that high service quality results in 

higher customer satisfaction, retention and increased market share (Buzzell and Gale, 

1987; Danaher and Rust, 1996; Rust et al., 1994). 

As it can be figured out from the whole concepts of models, one of the most important 

factors for mobile telecommunications firms to survive in the potential competitive markets such 

as Iran is finding out and measuring the determinants of the customer satisfaction. Therefore, 

based on the studied models this thesis selects disconfirmation model as the basis. 
 

2.7 Service Quality 

During the past few decades service quality has become a major area of attention 

to practitioners, managers and researchers owing to its strong impact on business 

performance, lower costs, customer satisfaction, customer loyalty and profitability 

(Leonard and Sasser, 1982; Cronin and Taylor, 1992; Gammie, 1992; Hallowell, 1996; 

Chang and Chen, 1998; Gummesson, 1998; Lasser et al., 2000; Silvestro and Cross, 

2000; Newman, 2001; Sureshchander et al., 2002; Guru, 2003 etc.). There has been a 

continued research on the definition, modeling, measurement, data collection procedure, 

data analysis etc., issues of service quality, leading to development of sound base for the 

researchers. 

According to Vavra (1995), quality is: 

Consistently delivering products and services that fully meet consumer needs and 

expectations. 

Also quality is defined by Stonebraker and Leong (1994) in the following terms: 

Product or service quality requires a total system, which identifies customer 

requirements, which designs the product/service to those requirements and which 

establishes a production or service delivery system to produce in conformance with the 

specifications. 

A company's most significant success factor is the ability to deliver better 

customer value than the competitors do. By analyzing (McDougall et al., 1997) the 
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components of customer value, a company can estimate a customer's true profitability. 

Customer perception of expected benefits consists of product and service attributes.  

According to Woodruff (1997), customer value is: 

A customer's perceived preference for and evaluation of those product attributes, 

attribute performances, and consequences arising from use that facilitate (or block) 

achieving the customer's goals and purposes in use situations. 

Service quality is a logical driver of perceived value (Parasuraman and Grewal, 

2000b). Even if the buyer-seller relationship involves a physical product, excellent pre - 

sale or post sale can add to benefits received and reduce the buyer's non-monetary cost 

like time, effort, or mental stress. 

According to Brown (1992), customers prefer organizations that deliver higher 

service quality, and suppliers can charge premium for service qualities. Early research 

(Grönroos, 1982) suggests that customers assess service quality by comparing what they 

feel a seller should offer and compare it against the seller's actual service performance.  

During the 1980s, service quality received a great deal of attention as a key 

strategic factor for product differentiation to increase market share and boost profits 

(Phillips et al., 1983; Buzzell and Gale, 1987). Thus, researchers focused on the process 

in which consumers evaluate service quality. 

Definitions of service quality hold that this is the result of an evaluation process 

where customers compare their expectations about a service with their perception of the 

service to be received (Lewis & Booms, 1983; Lehtinen & Lehtinen, 1982; Gro¨nroos, 

1984; Parasuraman et al., 1985, 1988, 1994). 

Measures of service quality focused on a variety of dimensions that are going to 

be discussed later in this article. Also, researchers found support for the impact of 

disconfirmation on service quality, defined as the difference between expected and 

perceived performance (Tse and Wilton, 1988; Bolton and Drew, 1991; Cronin and 

Taylor, 1992).  

The empirical studies show that two constructs service quality and customer 

satisfactions are conceptually distinct (Bitner, 1990; Boulding, Kalra, Staelin, & 

Zeithaml, 1993). 
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The idea of linking service value and customer satisfaction has existed for a long 

time. Customer satisfaction has been studied and recognized as an important factor in the 

management literature for the past few decades. Studies indicate that there are links 

among customer satisfaction, customer loyalty, and profitability. During recent years, 

there have been studies that have established mechanisms that attempt to link customer 

satisfaction and customer loyalty. Many studies additionally attempt to establish 

connections between service quality, customer satisfaction, customer loyalty, and 

profitability (Grönroos, 1978, Grönroos, 1980, Grönroos, 1982, Parasuraman et al., 1985, 

Reichheld and Sasser, 1990, Sewell and Brown, 1990, Jones and Sasser, 1995, Heskett, 

1997, Anderson and Mittal, 2000). 

Customer perceptions and expectations of service quality are increasingly used to 

forecast company profitability and prospects for improved market share.  

Customer-driven strategies require satisfying customer preferences; it is first 

necessary to identify the customer (Sonnenberg, 1991), which is also found to be 

prerequisite to successful global competition (Butterworth, 1990) and service competition 

generally (Whiteley, 1991; Parasuraman et al., 1988). 

Quality is found to be measured most accurately through the eyes of the customer 

(Miller, 1992), and it is not found to improve unless it is regularly measured (Reichheld 

and Sasser, 1990).  

According to Berry et al. (1988), service quality has become a significant 

differentiator and the most powerful competitive weapon which all the service 

organizations want to possess. 

For an organization to gain competitive advantage it must use technology to 

gather information on market demands and exchange it between organizations for the 

purpose of enhancing the service quality. Researchers and managers thrive for learning 

details about components of service quality in their organization of obvious reasons of 

customer satisfaction, increased profitability etc. In this context different models of 

service quality gain specific importance as they not only help in learning the factors 

associated with it but also will provide a direction for improvements. 

Many have suggested that quality results from a comparison of perceived 

performance with expected performance – based on the so-called “disconfirmation 
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theory”. Indeed, this notion was the basis for the SERVQUAL model, which views 

service quality as the gap between the expected level of service and customer perceptions 

of the level received. Berry, Parasuraman and Zeithaml (1988) are the creators of this 

instrument which is for the measurement of customer perceptions of service quality. 

This instrument posits the computed disconfirmation approach whereby the 

difference (or gap) between a customer’s expectation and the actual performance (both 

measured after the service) is calculated. 

The model integrates the two constructs and suggests, among other things that 

perceived service quality, here in this thesis it would be perceived performance, is an 

antecedent to satisfaction. Spreng and Mackoy (1996) showed that service quality leads 

to customer satisfaction. Bitner (1990) developed a model of service encounter evaluation 

and empirically supported the effect of satisfaction on service quality. 
 

2.7.1 Dimensions of service quality 
 

The researchers developed ten general dimensions named- tangibles, reliability, 

responsiveness, competence, courtesy, credibility, security, access, communications, and 

understanding which are evaluated in SERVQUAL. This model was revised later by 

Parasuraman et al. (1991) based on the result of an empirical study on five service 

companies, including a telecommunication company too. 

They noticed that some of the ten dimensions were correlated. They refined it and 

finalized the instrument composed of five dimensions include reliability, responsiveness, 

assurance, empathy, and tangibles. In this present study these dimensions will be used to 

measure the perceived performance as one of the determinants of customer satisfaction in 

disconfirmation theory. 

As mentioned previously in studies of customers' expectations of service quality 

and their actual experiences, the following five elements are seen as the most important 

dimensions to a buyer (Gitomer, 1998, Heskett et al. 1990, Griffin, 1995, Parasuraman 

and Grewal, 2000b): 

1. Tangibles 

According to Philip Kotler (1999); Bitner, M. J., and Zeithaml, V. A. (2003), the 

appearance of physical facilities, equipment, personnel, and communication material of 
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an organization is the tangibles. Gilbert A. Churchill, Jr. & J. Paul peter (1999) added that 

customer look for quality in the equipment, facilities, and communication materials used 

to provide the service.  

2. Reliability 

According to Philip Kotler (1999); Bitner, M. J., and Zeithaml, V. A. (2003) the 

ability to perform the promised service dependably and accurately is the reliability. 

Gilbert A. Churchill, Jr. & J. Paul peter (1999) added that customers want performance to 

be consistent and dependable. 

3. Responsiveness 

According to Philip Kotler (1999); Bitner, M. J., and Zeithaml, V. A. (2003) 

responsiveness is the willingness to help customers and provide prompt service. Gilbert 

A. Churchill, Jr. & J. Paul peter (1999) added that customer must see service provider as 

ready and willing to perform. 

4. Assurance 

According to Philip Kotler (1999); Bitner, M. J., and Zeithaml, V. A. (2003), 

assurance means the knowledge and courtesy of employees and their ability to convey 

trust and confidence. 

5. Empathy 

According to Philip Kotler (1999); Bitner, M. J., and Zeithaml, V. A. (2003), 

empathy means the provision of caring, individualized attention to the customer. 

As Wang and PO-Lo applied the SERVQUAL instrument to the mobile telecom 

market, in addition to five general dimensions of SERVQUAL, network quality was 

considered as the sixth one for performance in mobile telephony, based on a qualitative 

study by organizing customer focus groups. The network quality, is reflected in excellent 

indoor and outdoor coverage and in the clarity of voice reproduction without any 

connection break-downs. 

The service quality model of Parasuraman et al. (1985) identified five key gaps 

that can cause problems in service delivery. These gaps are: 

1. Research gap – between customer expectations and management's perception 

of those expectations 
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2. Planning and design gap – between management's perception of what the 

customer wants and the designed capabilities of the system that management develops to 

provide the service 

3. Implementation gap – between what the service system is designed to provide 

and what it actually provides 

4. Communication gap – between what the service system provides and what the 

customer is told it provides. 

5. Reality gap – between customers' service expectations and their perception of 

that service 

A company should always pay attention to the customer perceptions and 

expectations. If there is a difference between customer expectations and perceptions, 

there is a gap and in practice, it does not matter whether the gap is based on facts or 

feelings, but how the customer perceives service matters (Friday and Cotts, 1995). 

Heskett et al. (1990) claim that quality of service equals delivered service quality 

minus service expected. Quality of service is seen to be similar to customer satisfaction. 

So six distinct criteria of service quality have been identified, that can be 

measured as the perceived performance in mobile market, which are: tangibles, 

reliability, responsiveness, assurance, empathy and network quality.  

For testing the disconfirmation model in mobile telecom these dimensions are 

going to be studied for perceived performance. 
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Chapter III 

Research Methodology 
 

3 Research Methodology 
 

In the previous chapter the theories related to the research area was presented. 

This chapter covers the methodology used in this study 

3.1 Research Purpose 
 

This section deals with the type of research that should be conducted to suit the 

purpose of the study, best.  Studies can be classified in terms of their purpose and 

according to Yin (1994), it is possible to pursue three different kinds of research 

depending on the nature of study and based on the type of information needed. These are 

exploratory, descriptive and explanatory (causal) research. Each of these types is 

going to be explained briefly. 
 

3.1.1 Exploratory Research 
 
As the term suggests, exploratory research is often conducted because a problem has not 

been clearly defined as yet, or its real scope is as yet unclear. It’s a research design in 
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which the major emphasis is on gaining ideas and insights; it is particularly helpful in 

breaking broad, vague problem statements into smaller, more precise sub problem 

statements (Yin 1994).  

Exploratory research is intended to help researchers formulate a problem in such a 

way that it can be researched and suggest testable hypotheses.  

Chief purpose of exploratory research is to reach a better understanding of the 

research problem. This includes helping to identify the variables which should be 

measured within the study. When there is little understanding of the topic it is impossible 

to formulate hypotheses without some exploratory studies.  

Exploratory research is basically ‘having a look’ type of activity. It often relies on 

secondary research such as reviewing available literature and/or data, or qualitative 

approaches such as informal discussions with consumers, employees, management or 

competitors, and more formal approaches through in-depth interviews, focus groups, 

projective methods, case studies or pilot studies. 

It is defined as collecting information in an unstructured and informal way. For 

example if the owners of a new restaurant often eat out at competitor’s restaurants in 

order to gather information about menu selections, prices and service quality. 

The results of exploratory research are not usually useful for decision-making by 

themselves, but they can provide significant insight into a given situation. Although the 

results of qualitative research can give some indication as to the "why", "how" and 

"when" something occurs, it cannot tell us "how often" or "how many." 

 

3.1.2 Descriptive Research 
As the name suggests, descriptive research is concerned with describing a 

phenomenon within its context. Typically, this research is based on already existing 

theories and hypotheses. Further, it is appropriate to use it when a problem is clearly 

structured and the researcher does not intend to connect causes and effects (Wiedersheim-

Paul & Eriksson, 1997). 

According to Robson (1993) the objective of the descriptive research is to portray 

an accurate profile of persons, events or situations. In this kind of research it is necessary 
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to have a clear picture of the phenomenon on which the researcher wishes to collect to 

data, prior to the collection of the data (Saunders and Thornhill, 2000). 

This type of study can involve the description of the extent of association between 

variables. For example, the researcher may observe that there is an association between 

the geographical location of consumers and their tendency to consume red meat. Note 

that the researcher is able to describe the relationship rather than explain it.  

The principal difference between exploratory and descriptive research is that, in 

the case of the latter, specific research questions have been formulated before the 

research is undertaken. When descriptive research is conducted the researcher must 

already know a great deal about the research problem, perhaps because of a prior 

exploratory study, and is in a position to clearly define what he/she wants to measure and 

how to do it. Descriptive research provides data about the population or universe being 

studied. But it can only describe the "who, what, when, where and how" of a situation, 

not what caused it. Therefore, descriptive research is used when the objective is to 

provide a systematic description that is as factual and accurate as possible. It usually 

makes use of descriptive statistics to help the user understand the structure of the data and 

any significant patterns that may be found in the data. Descriptive research results are 

often presented using pictorial methods such as graphs, ‘pie charts’, histograms, etc. 

 

3.1.3 Explanatory Research 
 

One of major limitations of Descriptive Research is that it cannot help determine 

what causes a specific behavior, motivation or occurrence. In other words, it cannot 

establish a causal research relationship between variables.  

Explanatory (causal) research focuses on the cause-effect relationships between 

variables, explaining what causes produce what effects (Yin 1994). It usually 

accomplishes this goal through laboratory and field experiments. 
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This kind of research, deals with the "why" questions. That is, there are occasions 

when the researcher will want to know why a change in one variable brings about a 

change in another. If he/she can understand the causes of the effects observed then our 

ability to predict and control such events is increased. Causal research design is 

conducted by controlling various factors to determine which factor is causing the 

problem. It allows you to isolate causes and effects.  

The model that is going to be evaluated in this thesis is based on previous 

theories, enough literature is available for this purpose and we rely on the variables and 

pattern drawn from the theory. The picture of the customer satisfaction formation is clear 

and the description of the extent of association between variables is going to be 

conducted. Therefore, based on the above mentioned explanations this thesis is going to 

be a descriptive research.  

3.2 Research Approach 

This section focuses on the way that the main issue of the research is going to be 

addressed. The selection of which research approach is appropriate in a given study 

should be based upon the problem of interest, resources available, the skills and training 

of the researcher, and the audience for the research. The research approach can be 

Quantitative or Qualitative, Deductive or Inductive. 

3.2.1 Quantitative or Qualitative 
 

Quantitative research is an inquiry into an identified problem, based on testing a 

theory, measured with numbers, and analyzed using statistical techniques. The goal of 

quantitative methods is to determine whether the predictive generalizations of a theory 

hold true. It is the systematic scientific investigation of quantitative properties and 

phenomena and their relationships. In quantitative research your aim is to determine the 

relationship between one thing (an independent variable) and another (a dependent or 

outcome variable) in a population. The objective of quantitative research is to develop 

and employ mathematical models, theories and hypotheses pertaining to phenomena. The 

process of measurement is central to quantitative research because it provides the 
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fundamental connection between empirical observation and mathematical expression of 

quantitative relationships.It is generally used to draw conclusions, tests a specific 

hypothesis. It uses random sampling techniques so as to infer from the sample to the 

population. 

Quantitative research is often an iterative process whereby evidence is evaluated, 

theories and hypotheses are refined, technical advances are made, and so on.Quantitative 

research is generally approached using scientific methods which include: 

• The generation of models, theories and hypotheses  

• The development of instruments and methods for measurement  

• Experimental control and manipulation of variables  

• Collection of empirical data  

• Modeling and analysis of data  

• Evaluation of results  

The term quantitative research is most often used in the social sciences in contrast 

to qualitative research. 

Qualitative research is often a broad term that describes research focusing on 

how individuals and groups view and understand the world and construct meanings out of 

their experiences. It essentially is narrative-oriented and uses content analysis methods on 

selected levels of communication content. Some researchers consider it simply to be 

research whose goal is not to estimate statistical parameters but to generate hypotheses 

that can be tested quantitatively. It is a set of research techniques, used in marketing and 

the social sciences, in which data are obtained from a relatively small group of 

respondents and not analyzed with statistical techniques. 

Qualitative research methods are sometimes used together with quantitative 

research methods to gain deeper understanding of the causes of social phenomena, or to 

help generate questions for further research. Unlike quantitative methods, qualitative 

research methods place little importance on developing statistically valid samples, or on 

searching for statistical support for hypotheses. 
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It is the examination, analysis and interpretation of observations for the purpose of 

discovering underlying meanings and patterns of relationships, including classifications 

of types of phenomena and entities, in a manner that does not involve mathematical 

models.  

Qualitative research methods are used primarily as a prelude to quantitative 

research. They are used to define a problem, generate hypotheses, identify determinants, 

and develop quantitative research designs. They are inexpensive and fast. Because of the 

low number of respondents involved, these exploratory research methods cannot be used 

to generalize to the whole population. They are however, very valuable for exploring an 

issue and are used by almost all researchers. 

Differences between qualitative and quantitative researches are summarized 

below: 

1. Qualitative research develops theories whereas quantitative tests theories 

as well as develops them  

2. Qualitative research describes meaning or discovery whereas quantitative 

establishes relationship or causation  

3. In qualitative research the researcher is explicitly a part of the data 

gathering process whereas in quantitative, the researcher is formally an 

independent entity  

4. Qualitative research uses communication and observation whereas 

quantitative research uses instruments  

5. Qualitative research uses unstructured data collection whereas quantitative 

research uses structured data collection  

6. Qualitative approaches have non-numerical values that mediate and shape 

what is understood. Quantitative approaches believe that non-numerical values 

can be ignored or otherwise rendered unimportant.  

7. Qualitative approaches have only tentative explanations for one time and 

one place. Quantitative approaches believe that explanations can be generalized to 

other times and places.  
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The main purpose of this research is to identify the factors influencing 

customer satisfaction formation in mobile telecom of Iran and calculate the level of 

importance of each determinant on the final one which is customer satisfaction. For 

doing so, a previously developed model is going to be applied in Iranian mobile 

telecom by reviewing the related literature and re-evaluating the proposed hypotheses. 

Based on the described facts, this thesis will go on the Quantitative basis. 

3.2.2 Deductive or Inductive 

Research can be distinguished as belonging to one of two models - a 

deductive (or “top-down”) approach or an inductive (or “bottom-up”) approach.  

Inductive research is a model in which general principles (theories) are 

developed from specific observations. In deductive research specific expectations of 

hypothesis are developed on the basis of general principles (i.e. social scientists start 

from an existing theory, and then search for proof). 

 

Figure 3.1: The Deductive/Inductive Cycle 

As you can see, the two methods differ in that deductive research works from the 

general to the specific (it is knowledge-driven) whereas inductive research works from 

specific observations to broader generalizations or theories (it is feature-detecting). The 

reasons for using these different approaches are varied but usually develop from 

epistemological or theoretical concerns or from the kinds of research question one is 

asking.  
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Figure 3.2: Deductive Vs. Inductive Research 

This thesis is following a top-down approach by having a model, asking research 

questions, developing hypotheses, and finally collecting data in order to evaluate them. 

Hence, this research is based on a deductive approach. 

3.3 Research Strategy      
 

As Thornhill et. al., (2003) mentioned, research strategy is a general plan of how 

researcher will go about answering the research questions. I will contain clear objectives, 

derives from research questions specify the sources from which researcher intend to 

collect data and consider the constraints that researcher will inevitably have such as 

access to data, time, location, money and ethical issues. 

Yin (1994) specifies five different research strategies to be used when colleting 

and analyzing empirical evidence, and provides three conditions to determine which 

strategy to use. According to Yin (1994), each strategy can be used for exploratory, 

descriptive, or explanatory (causal) research purposes. 
 

RESEARCH STRATEGY FORM OF RESEARCH 
QUESTION 

REQUIRES CONTROL OVER 
BEHAVIORAL EVENTS? 

FOCUSES ON CONTEMPORARY 
EVENTS? 

EXPERIMENT HOW, WHERE YES YES 

SURVEY WHO, WHAT, WHERE, HOW 
MANY, HOW MUCH NO YES 

ARCHIVAL ANALYSIS WHO, WHAT, WHERE, HOW 
MANY, HOW MUCH NO YES/NO 

HISTORY HOW, WHY NO NO 
CASE STUDY HOW, WHY NO YES 

Table 3.1: Relevant Situations for Different Research Strategies 
 



 51

To begin with Experiment is a technique in which individuals who are 

knowledgeable about a particular research problem are surveyed. The purpose of the 

experiment study is to help formulate the problem and clarify concepts, rather than 

develop conclusive evidence (Zikmund, 2000). 

Yin (1994) describes experiments as possible when an investigator is able to focus 

on one or two isolated variable and can manipulate and control behavior directly, 

precisely and systematically.  

The Survey strategy is a popular and common one in business and marketing 

research that is usually associated with the deductive approach. It allows the collection of 

large amount of data from a sizeable population in a highly economic way. 

Questionnaire, structured observation and structured interviews often fall into this 

strategy (Thornhill et. al., 2003). 

Moreover, in the Archival Analysis there is no control over behavioral events, 

which implies that this strategy is preferable when the goal is to describe the occurrence 

of a phenomenon and when the aim is to predict certain outcomes. 

Yin (1994) explains Historical Research as dealing with the past when no 

relevant person is alive to report, and where an investigator must rely on documents and 

cultural and physical artifacts as the main sources of evidence. 

Case Study involves when the researcher whishes to gain a rich understanding of 

the context of the research. The data collection in the case study may include 

questionnaires, interviews, observation and documentary analysis (Saunders et. al., 2003). 

More specifically, Yin (2003) defines a case study as an empirical inquiry that 

investigates a contemporary phenomenon within its real-life context, especially when 

boundaries between phenomenon and context are not clearly evident. 

Since this study is based on a deductive and quantitative approach, and it's going 

to collect answers from a large scale of customers by questionnaires, Survey strategy 

seems to be the best choice. And this is going to be done on a specific case, which is 

Taliya Company. 
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3.4 Data Collection Method 
 

Data collection is a fundamental step in a research. In data collection, sampled 

data are collected through various means that provide a basis for analyzing the market 

behavior of a general population from which the data are sampled. 

Saunders, Lewis & Thornhill (2000) explain that when gathering data and 

information to meet the objectives for the research questions and hypotheses there are 

two options to face, Primary and Secondary Data. 

Lekvall &Wahlbin (1993) together with Kotler & Armstrang (1994) declare that 

secondary data is information collected from former existing studies and literatures, 

gathered for the purposes other than the problem at hand. They continue to explain that 

the main advantage of secondary- compared to primary data is that it is fairly inexpensive 

and can be gathered more quickly. 

Primary research is conducted from scratch. It is original and collected to solve 

the problem in hand. It is gathered and assembled specifically for the current research 

project (Zikmund, 2000). According to Kotler & Armstrang (1994) Primary data is 

information collected for the specific purpose at hand. 

Primary data can be collected through questionnaires, telephone/personal 

interviews, observations and experiment. 

When collecting data and information for investigating research questions and 

hypotheses in this study, no secondary data was available. Therefore questionnaires 

were chosen as primary data source. 

3.5 Sample Selection 

As far as using the whole population is somehow impossible for researchers, a 

sample of this population must be selected based on different ways and techniques. There 

are two major techniques to choose between for selecting a sample, these are Probability 

versus Non-probability sampling (Random Vs. Non-random). In probability sampling 

every element in the population has a nonzero probability of selection. Nonprobability 

sampling is a technique in which units of the sample are selected on the basis of personal 

judgment and convenience. With probability samples it is possible to be more 

sophisticated in the analysis by using parametric methods of analysis or project results 
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with greater statistical reliability. With non random sampling techniques, descriptive 

statistics are more appropriate.  

The population of this research is the customers and users of Taliya prepaid 

mobile services. For validating and testing the disconfirmation and SERVQUAL models, 

a questionnaire was prepared to be distributed into the selected sample, and no specific 

characteristics were defined for the respondents except being a Taliya user. Hence, in this 

study, the probability or random sampling technique has been used.  

Another important decision is the size of sample. In this step the sample size is 

selected, implying that the number of units included in the study is selected. According to 

Zikmund (2000) it's difficult to determine the size of the sample, and in order to make the 

right decision different factors must be considered. The larger the sample size and more 

difficult it is to obtain (if randomly chosen) the higher the cost will be. For descriptive 

research, using a quantitative approach, the sample design is usually large. In this study, 

the applied model contains four constructs (customer satisfaction, desire disconfirmation, 

expectation disconfirmation and perceived performance) in which one of them, perceived 

performance is going to be evaluated trough SERVQUAL model that includes six other 

factors (tangibles, reliability, responsiveness, assurance, empathy and network quality). 

As a result we will have ten constructs all together. With a simple calculation for 

validating these constructs we will need ten valid questionnaires for each of them which 

will be a hundred, totally.  

3.6 Data Analysis 

To continue, when we decided upon how data in our thesis should be collected, it 

becomes important that we know how to analyze this data. According to Miles & 

Huberman (1994) there are two types of data analysis, the within-case analysis and the 

cross-case analysis. A within-case analysis is conducted when only one company is 

involved, and includes a comparison between the different theories used and the data 

gathered from the company involved. The cross-case analysis is performed between 

several cases, where the purpose is to enhance generalizability and to deepen 

understanding and explanation. Here, in Iran, when this research was conducted only one 
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prepaid mobile operator was in the market, and based on that this study will perform a 

within-case data analysis. 

The data analysis was completed in a holistic manner according to the Partial 

Least Squares (PLS) procedure (Wold, 1989), which is going to be described more in 

next chapter, using PLS Graph (Chin, 1994). PLS enables a simultaneous analysis of how 

well the measures relate to each construct and whether the hypothesized relationships at 

the theoretical level are empirically confirmed. 

We conducted tests of significance for all paths using the bootstrap resembling 

procedure (Cotterman & Senn, 1992) and the standard approach for evaluation that 

requires path loadings from construct to measures to exceed 0.70.  

3.7 Quality Criteria 

When gathering information used to draw scientific conclusions, meanings from 

the data should be tested for plausibility and ability to truthfully confirm its consistence 

(Miles & Huberman, 1994). Saunders, Lewis & Thornhill (2000) contribute that to reduce 

errors and receiving wrong answers, attention has to be emphasized on two particular 

research devises; Reliability and Validity. 

                

 

               

 

                

 

 

               Low Reliability                 High Reliability          Reliable but not Valid 

Figure 3.3: Reliability and Validity (Zikmund, 1994) 

The validity describes how well the collected data covers the actual area of 

investigation (Lekvall & Wahlbin, 1993). Zikmund (1994) claims that validity is the 

ability to measure what is intended to be measured. Reliability on the other hand is the 

degree to which evaluated data is free from arbitrary errors. In this study we have two 

models that are going to be evaluated. One is the disconfirmation model and the other is 
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SERVQUAL. Several tests were performed on the measurement models to examine its 

validity and reliability. First, the composite reliability for the internal consistency is 

demonstrated since values for all constructs are above the suggested threshold of 

0.70(Nunnally, 1978), (Tables 3.2 & 3.3). Also in tables 3.2 and 3.3, all AVE scores 

exceed 0.7 and the Cronbach’s alpha for all constructs are above 0.5 which implies a high 

reliability of the measures.  Second, the standardized factor loadings for all items are 

above the suggested cutt-off 0.60 (Hatcher, 1994) (Tables 3.4 & 3.5) and all are 

significant, showing strong evidence of convergent validity. All items are significant at 

the 0.01 level with high loadings (all above 0.80 and most above 0.90, which are above 

the recommended value of 0.60), therefore demonstrating convergent validity. Table 3.6 

and 3.7 present the discriminant validity statistics. The square roots of the AVE scores 

(diagonal elements of Table 3.6 and 3.7) are all higher than the correlations among the 

constructs, demonstrating discriminant validity. Cross-loadings of constructs are provided 

in Table 3.8 and 3.9. 

 
Construct Composite Reliability AVE Cronbach Alpha 

Desire Disconfirmation 0.98236 0.95824 0.98312 
Perceived Performance 0.98764 0.94109 0.96922 

Expectation Disconfirmation 0.99067 0.96154 0.98947 

Customer Satisfaction 0.97591 0.92851 0.97061 

Table 3.2: Reliability and AVE (Disconfirmation) 
 

Construct Composite Reliability AVE Cronbach Alpha 

Tangible 0.91824 0.90375 0.92854 
Reliability 0.94345 0.91342 0.96349 
Responsiveness 0.97536 0.92345 0.95135 
Assurance 0.94651 0.89399 0.90648 
Empathy 0.96378 0.95884 0.97064 
Network 0.98006 0.89928 0.91576 
Perceived Performance 0.98736 0.92465 0.94684 

Table 3.3: Reliability and AVE (SERVQUAL) 

 
 
 
 
 



 56

 
 

Factors Variables Loadings T-Statistic 

D1 0.9512 99.4621 

D2 0.9851 212.6432 

D3 0.9755 125.9531 

Desire 
Disconfirmation 

D4 0.9646 117.795 

P1 0.9256 63.6102 

P2 0.9317 87.0267 

P3 0.9428 56.7513 

P4 0.9054 30.6132 

Perceived 
Performance 

P5 0.9553 81.4461 

E1 0.9377 51.4662 

E2 0.9526 70.2644 

E3 0.9751 92.6112 

Expectation 
Disconfirmation 

E4 0.9265 28.345 

CS1 0.9362 94.3594 

CS2 0.9551 103.6531 

CS3 0.9648 120.0652 

CS4 0.9732 62.3598 

CS5 0.9359 81.6543 

Customer 
Satisfaction 

CS6 0.9467 97.5461 

 

Table 3.4: Measurement Model Statistics (Disconfirmation) 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 57

Table 3.5: Measurement Model Statistics (SERVQUAL) 
 

Factors Variables Loadings T-Statistic 

T1 0.8832 34.6579 

T2 0.8549 20.9764 

T3 0.9107 78.3148 
Tangible 

T4 0.8998 62.6575 

R1 0.9055 67.4681 

R2 0.8734 32.345 

R3 0.9388 59.6303 

R4 0.9451 82.2359 

Reliability 

R5 0.9193 35.5994 

RS1 0.8935 28.7521 

RS2 0.9086 32.9554 

RS3 0.9437 85.5933 
Responsiveness 

RS4 0.9265 35.496 

A1 0.9265 39.6452 

A2 0.9163 34.1987 

A3 0.9328 69.3591 
Assurance 

A4 0.8732 18.6379 

E1 0.9564 88.3946 

E2 0.9676 102.6598 

E3 0.9538 78.2369 

E4 0.9451 64.3946 

Empathy 

E5 0.9146 40.6594 

N1 0.9397 71.3951 

N2 0.9514 78.8842 

N3 0.9044 44.9484 

N4 0.9265 39.6194 

N5 0.9449 98.0981 

N6 0.9328 85.506 

N7 0.8759 23.0236 

Network 
Quality 

N8 0.9432 96.6194 

P1 0.9361 68.4982 

P2 0.9297 54.3915 

P3 0.9649 124.6943 

P4 0.9708 99.6321 

Perceived 
Performance 

P5 0.9642 107.6548 
 
 
 

Table 3.6: Correlations and Average Variance Extracted (AVE) (Disconfirmation) 
 

 
Desire 

Disconfirmation 
Perceived 

Performance 
Expectation 

Disconfirmation 
Customer 

Satisfaction 
Desire 
Disconfirmation 0.958       
Perceived 
Performance 0.702 0.941     
Expectation 
Disconfirmation 0.613 0.553 0.961   
Customer 
Satisfaction 0.597 0.672 0.632 0.928 



 58

 
 

 

Tangible Reliability Responsiveness Assurance Empathy 
Network 
Quality 

Perceived 
Performance 

Tangible 0.904             
Reliability 0.625 0.913           
Responsiveness 0.597 0.573 0.923         
Assurance 0.629 0.596 0.469 0.893       
Empathy 0.591 0.582 0.497 0.587 0.959     
Network 0.586 0.521 0.507 0.530 0.653 0.899   
Perceived 
Performance 0.502 0.584 0.431 0.599 0.634 0.498 0.925 

Table 3.7: Correlations and Average Variance Extracted (AVE) (SERVQUAL) 
 

Scale 
Items 

Desire 
Disconfirmation 

Perceived 
Performance 

Expectation 
Disconfirmation 

Customer 
Satisfaction 

D1 0.890 0.686 0.576 0.633 

D2 0.928 0.612 0.538 0.579 

D3 0.923 0.703 0.618 0.588 

D4 0.901 0.692 0.649 0.608 

P1 0.652 0.928 0.597 0.482 

P2 0.599 0.938 0.604 0.520 

P3 0.669 0.965 0.546 0.504 

P4 0.546 0.913 0.573 0.562 

P5 0.531 0.976 0.585 0.491 

E1 0.649 0.567 0.954 0.480 

E2 0.585 0.533 0.973 0.522 

E3 0.626 0.577 0.987 0.493 

E4 0.512 0.514 0.892 0.504 

CS1 0.434 0.642 0.593 0.923 

CS2 0.539 0.691 0.659 0.932 

CS3 0.585 0.630 0.689 0.977 

CS4 0.617 0.699 0.689 0.986 

CS5 0.648 0.707 0.584 0.918 

CS6 0.519 0.673 0.677 0.928 

 
 

Table 3.8: Cross-loadings of constructs (Disconfirmation) 
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Table 3.9: Cross-loadings of constructs (SERVQUAL) 

 

 
 

Scale 
Items 

Tangible Reliability Responsiveness Assurance Empathy 
Network 
Quality 

Perceived 
Performance 

T1 0.934 0.632 -0.628 0.620 -0.564 0.496 0.312 

T2 0.906 0.597 -0.585 0.618 -0.572 0.453 0.437 

T3 0.947 0.65 -0.647 0.625 -0.639 0.572 0.486 

T4 0.895 0.531 -0.604 0.599 -0.563 0.581 0.362 

R1 0.527 0.923 -0.491   0.481 -0.412 0.572 0.433 

R2 0.391 0.894 -0.552 0.497 -0.361 0.538 0.519 

R3 0.583 0.956 -0.548 0.534 -0.483 0.533 0.468 

R4 0.497 0.972 -0.595 0.459 -0.466 0.509 0.446 

R5 0.516 0.939 -0.506 0.469 -0.497 0.512 0.502 

RS1 -0.503 -0.493 0.908 -0.502 0.528 -0.497 -0.389 

RS2 -0.52 -0.571 0.928 -0.466 0.492 -0.563 -0.416 

RS3 -0.571 -0.592 0.987 -0.437 0.444 -0.59 -0.441 

RS4 -0.532 -0.519 0.951 -0.511 0.526 -0.564 -0.463 

A1 0.583 0.571 -0.493 0.943 -0.546 0.452 0.323 

A2 0.498 0.527 -0.532 0.93 -0.503 0.426 0.472 

A3 0.559 0.449 -0.444 0.962 -0.542 0.507 0.464 

A4 0.592 0.532 -0.598 0.919 -0.487 0.439 0.398 

E1 -0.614 -0.598 0.548 -0.588 0.983 -0.583 -0.556 

E2 -0.593 -0.603 0.579 -0.594 0.996 -0.617 -0.519 

E3 -0.675 -0.645 0.642 -0.616 0.992 -0.611 -0.572 

E4 -0.564 -0.579 0.537 -0.531 0.974 -0.627 -0.572 

E5 -0.538 -0.591 0.597 -0.576 0.926 -0.592 -0.568 

N1 0.584 0.507 -0.559 0.568 -0.496 0.957 0.395 

N2 0.536 0.581 -0.554 0.499 -0.507 0.971 0.362 

N3 0.512 0.492 -0.536 0.496 -0.499 0.896 0.436 

N4 0.592 0.618 -0.58 0.602 -0.533 0.947 0.502 

N5 0.402 0.514 -0.495 0.463 -0.542 0.944 0.473 

N6 0.521 0.549 -0.536 0.52 -0.535 0.966 0.469 

N7 0.491 0.493 -0.428 0.513 -0.479 0.874 0.482 

N8 0.514 0.504 -0.515 0.472 -0.527 0.963 0.339 

P1 0.593 0.639 -0.647 0.588 -0.616 0.426 0.939 

P2 0.583 0.562 -0.617 0.609 -0.561 0.519 0.913 

P3 0.524 0.614 -0.625 0.561 -0.548 0.483 0.989 

P4 0.616 0.611 -0.533 0.573 -0.592 0.466 0.992 

P5 0.577 0.581 -0.547 0.612 -0.603 0.521 0.979 
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3.8 Summary of Research Methodology 
 

Research Purpose 
- Descriptive 

 
 

Research Approach 
- Quantitative 

 
 

Research Strategy 
- Survey 

 
 

Data Collection 
- Primary Data 
(Questionnaire) 

 
 

Sample Selection 
- Probability 

 
 

Data Analysis 
Within-case Analysis 

Figure 3.4: Summary of Research Methodology 

 
 

 

 

 

 

 

 

 

 

 



 61

 

 

 

 

 

 

 

 

 

Chapter IV  

Data Analysis 
 
4 Data Analysis 

 

In this chapter the results from the survey will be presented. By way of 

introduction, the results of the personal information and a general view of the answers 

were presented in the previous chapter. In this chapter the related research question and 

the hypotheses will be evaluated and their answers will be found. 

4.1 Descriptive Statistics 

The study was performed among Taliya customers. It was done in Taliya shops, 

customer care and some were mailed directly to customers.  As mentioned before, two 

models and theories are going to be evaluated, one is the disconfirmation theory and the 

other is SERVQUAL. Also it was discussed that at least 100 valid questionnaires are 

needed for doing this research. A total of 320 questionnaires were distributed and 250 out 

of them have been completed, implying a response rate of 78.1%. Before starting the 

analysis of the answers some descriptive statistics about the personal information of the 

respondents were prepared.  
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       Table 4.1: Respondents' Gender 
 

Ge nde r

Female
Male

               Figure 4.1: Respondents' Gender 

             
 

 

 

                   Table 4.2: Respondents' Age 
 

Age
Under 20
20-30
30-40
40-50
50-60
Over 60

   Figure 4.2: Respondents' Age 
 

 

Gender Frequency Percent 
Female 132 52.8 

Male 118 47.2 

Total 250 100 

Age Frequency Percent 
Under 20 23 9.2 
20-30 119 47.6 
30-40 81 32.4 
40-50 18 7.2 
50-60 7 2.8 
Over 60 2 0.8 
Total 250 100 
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Figure 4.3: Shows the age curve of all the population (Taliya users) 
 

 

                                                                             

 

 

Table 4.3: Respondents' Education 
 

Education Below Diploma

High School Diploma

Associate Degree

Bachelor Degree

Master Degree and More

Not Mentioned

 Figure 4.4: Respondents' Education 

    

 
 

Education Level Frequency Percent 
Below Diploma 14 5.6 
High School Diploma 62 24.8 
Associate Degree 25 10.0 
Bachelor Degree 124 49.6 
Master Degree and More 22 8.8 
Not Mentioned 3 1.2 
Total 250 100 
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 Table 4.4: Respondents' Income 

Income Less than $200
$200-$400
$400-$600
$600-$800

Over $800
Not Mentioned

 Figure 4.5: Respondents' Income 
 

On the other hand before evaluating hypotheses trough the completed 

questionnaires, some statistics have been prepared to give the general information about 

the answers. 

The questions that were asked from the respondents were all seven-point scale range. As 

described before the studied model of this research is based on the disconfirmation theory 

and from that model one construct which is perceived performance is studied based on 

the SERVQUAL model. Hence the questionnaire included two categories, one for 

disconfirmation theory and the other for SERVQUAL. The following part shows the 

general view of the answers. 

 

 

 

 

 

  

 

Income Frequency Percent 
Less than $200 19 7.6 
$200-$400 120 48 
$400-$600 41 16.4 
$600-$800 12 4.8 
Over $800 8 3.2 
Not Mentioned 50 20 
Total 250 100 
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Desire Disconfirmation 
  Valid Percent 
Very Positive - 
Positive 4.3% 
Somewhat Positive 32.3% 
Medium 25.1% 
Somewhat Negative 19.3% 
Negative 15.5% 
Very Negative 3.5% 
Expectation Disconfirmation 
Very Positive 2.6% 
Positive 24% 
Somewhat Positive 30% 
Medium 21.3% 
Somewhat Negative 15.4% 
Negative 6.5% 
Very Negative 0.2% 
Perceived Performance 
Very High 3.4% 
High 19.3% 
Somewhat High 31.2% 
Medium 22.5% 
Somewhat Low 15.3% 
Low 6% 
Very Low 2.3% 
Customer Satisfaction 
Very Satisfied 5% 
Satisfied 29.5% 
Somewhat Satisfied  32.3% 
Medium 12.3% 
Somewhat Dissatisfied 14.2% 
Dissatisfied 5.8% 
Very Dissatisfied 0.9% 

 

Table 4.5: Descriptive Statistics of Respondents' Answers (Disconfirmation) 
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Table 4.6: Descriptive Statistics of Respondents' Answers (SERVQUAL) 
 

In some factors in SERVQUAL Model (Responsiveness and Empathy), questions 

were asked in negative words, therefore their results differ from other questions which 

had positive meanings. 

Tangibles 
Strongly Agree 4.9% 
Agree 20.3% 
Somewhat Agree 38.4% 
Medium 19.3% 
Somewhat Disagree 12.2% 
Disagree 3.5% 
Strongly Disagree 1.4% 
Reliability 
Strongly Agree 4.8% 
Agree 18.3% 
Somewhat Agree 37.2% 
Medium 17.4% 
Somewhat Disagree 15.2% 
Disagree 6.1% 
Strongly Disagree 1% 
Responsiveness(Negative) 
Strongly Agree 1% 
Agree 7.7% 
Somewhat Agree 16.2% 
Medium 7.6% 
Somewhat Disagree 41.6% 
Disagree 22.1% 
Strongly Disagree 3.8% 
Assurance 
Strongly Agree 7.8% 
Agree 28% 
Somewhat Agree 31.8% 
Medium 18.4% 
Somewhat Disagree 12.7% 
Disagree 1.3% 
Strongly Disagree - 
Empathy (Negative) 
Strongly Agree 0.5% 
Agree 8.1% 
Somewhat Agree 16.6% 
Medium 14% 
Somewhat Disagree 35.4% 
Disagree 19.1% 
Strongly Disagree 6.3% 
Network Quality 
Strongly Agree 3.5% 
Agree 19.5% 
Somewhat Agree 35.4% 
Medium 9.9% 
Somewhat Disagree 20.1% 
Disagree 8.6% 
Strongly Disagree 3% 
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4.2 Research Question and the Hypotheses 
 

In the second chapter we answered the first research question of this thesis which 

was" What is the model for determining customer satisfaction in mobile telecom in Iran 

like?". For this purpose the disconfirmation model was chosen, and the first research 

question was answered. Here, we will focus on the nest research question which is "How 

the chosen model is applied in the Iranian prepaid mobile market?". As mentioned before 

and is presented below in disconfirmation model three constructs are considered as the 

influencers of customer satisfaction.  

 

 
 

 

 

 

 

 

Figure 4.6: The disconfirmation Model (Reference) 
 

Based on this model one proposition and five hypotheses are supposed to be asked 

here which are going to be evaluated trough the data analysis. These are as below:  
(P1) Expectation and desire disconfirmations and perceived performance are key 

determinants of overall customer satisfaction in Iran's mobile telecom market. 

(H1) Expectation disconfirmation affects positively overall customer satisfaction. 

(H2) Desire disconfirmation affects positively overall customer satisfaction. 

(H3) Perceived performance affects positively overall customer satisfaction. 

(H4) Perceived performance affects positively the expectation disconfirmation. 

(H5) Perceived performance affects positively the desire disconfirmation. 

But as described earlier, perceived performance in this model is going to be studied by 

the SERVQUAL model too. According to this model in mobile telecom, perceived 

performance or perceived service quality has six dimensions as below:  

 

 

 

Expectation 
Disconfirmation 

Perceived 
performance 

Desire 
disconfirmation 

Overall 
Satisfaction 
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Figure 4.7: The SERVQUAL Model 
 

Regarding this model 1 proposition and six other hypotheses are proposed: 
(P2)  Factors associated with service quality (SERVQUAL) are significant drivers of 

customer perceived performance in Iran's mobile telecom market.  

(H6)  Tangibles have a significant influence on customer perceived performance.  

(H7)  Reliability has a significant influence on customer perceived performance.  

(H8)  Responsiveness has a significant influence on customer perceived performance.  

(H9)  Assurance has a significant influence on customer perceived performance. 

(H10) Empathy has a significant influence on customer perceived performance.  

(H11) Network Quality has a significant influence on customer perceived performance. 

 

By sending questionnaires among customers of Taliya, 250 valid ones were collected and 

their data has been analyzed.  

 

 

Tangibles

Reliability

Responsiveness

Assurance

Empathy

Network Quality 

Perceived 
Performance
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4.3 Data Analysis Results 
 

4.3.1 Partial Least Squares (PLS) 
 

The data collected from questionnaires were analyzed by using the PLS 

technique. There are two types of estimation techniques for as Structural Equation 

Modeling (SEM). The first type is the Maximum Likelihood (ML) based covariance 

structure analysis method that is documented in software such as LISREL, Amos and 

EQS. Another type is the Partial Least Squares (PLS) based variance analysis method, 

which is implemented in such programs as LVPLS and PLS-Graph. 

SEM techniques such as LISREL and PLS are second generation data analysis 

techniques that can be used to test the extent to which the research meets recognized 

standards for high quality statistical analysis (Gefen, 2000).  

SEM enables researchers to answer a set of interrelated research questions in a 

single, systematic and comprehensive analysis by modeling the relationships among 

multiple and dependent constructs simultaneously.  

The PLS procedure has been gaining interest and use among researchers in recent 

years because of its ability to model latent constructs under conditions of non-normality 

and small to medium sample sizes. It allows for the specification of both the relationships 

among the conceptual factors of interest and the measures underlying each construct. The 

result of such a procedure is a simultaneous analysis how well the measures relate to each 

construct, and whether the hypothesized relationships at the theoretical level are 

empirically confirmed. This ability to include multiple measures for each construct also 

provides more accurate estimates of the paths among constructs, which are typically 

biased downward by measurement error when using such techniques as multiple 

regressions.  

4.3.2 PLS Results 
 

VPLS was used to perform the analysis in this study. Tests of significance for all 

paths were conducted using the bootstrap re-sampling procedure.  
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The results of the PLS analysis are illustrated in Figure 4.8 and 4.9. The test of 

each link can be mapped to each specific path in the structural model. We provide the 

estimated path coefficients along with their respective t-statistics. The R2 is indicated 

next to each dependent construct. All links are found to be significant and important in 

magnitude.  

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

 

Figure 4.8: Results of PLS Analysis (Disconfirmation) 
 

 

From the PLS results of disconfirmation model, and the R2,  it can be achieved 

that more than 58 percent of the variance in overall satisfaction with prepaid mobile 

services of the sample is explained by the model, providing strong evidence of the 

strength of the model in explaining and predicting satisfaction. Or it can be figured out 

that desire and expectation disconfirmations and perceived performance explain about 58 

Desire 
Disconfirmation 

Perceived 
Performance 

Expectation 
Disconfirmation 

Overall 
Satisfaction 

0.075 
(1.692) 

0.481 
(9.114) 

0.442 
(8.263) 

0.671 
(16.345) 

0.635 
(14.512) 

RSq = 0.585 

RSq = 0.426 

RSq = 0.493 
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percent of overall customer satisfaction. Another value of R2 shows that perceived 

performance explains 42.6% of desire disconfirmation and 49.3% of expectation 

disconfirmation. 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

Figure 4.9: Results of PLS Analysis (SERVQUAL) 
 
 

Also from the PLS results of SERVQUAL model, and the R2, it can be achieved 

that the six factors associated with service quality explain 62% of the variance in perceive 

performance or perceived service quality.  

 

 

 

Tangibles 

Reliability 

Responsiveness 

Assurance 

Empathy 

Network Quality 

Perceived 
Performance 

0.038 
(0.829) 

0.152 
(1.875) 

-0.032 
(-0.687) 

0.427 
(6.511) 

-0.119 
(-1.731) 

0.494 
(9.686) 

RSq = 0.62 
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4.3.3 Testing Hypotheses 
The following tables demonstrate the results of the PLS data analysis. 
 
 

Structural Model--BootStrap 
 

Standardized 
Path Coefficient 

T-Statistic 

Desire Disconfirmation->Customer Satisfaction 0.075 1.692 

Perceived Performance->Customer Satisfaction 0.481 9.114 

Expectation Disconfirmation->Customer Satisfaction 0.442 8.263 

Perceived Performance->Desire Disconfirmation 0.671 16.345 

Perceived Performance->Expectation Disconfirmation 0.635 14.512 

Table 4.7: Results of PLS Analysis (Disconfirmation) 
 
 

Structural Model--BootStrap 

 
Standardized 

Path Coefficient 
T-Statistic 

Tangibles->Perceived Performance 0.038 0.829 

Reliability->Perceived Performance 0.152 1.875 

Responsiveness->Perceived Performance -0.032 -0.687 

Assurance->Perceived Performance 0.427 6.511 

Empathy->Perceived Performance -0.119 -1.731 

Network Quality->Perceived Performance 0.494 9.686 

Table 4.8: Results of PLS Analysis (SERVQUAL) 
 
 

The empirical results for the disconfirmation model show that all five hypotheses, 

H1, H2, H3, H4 and H5, are verified. It can be found that all the standardized path 

coefficients relating the three factors associated with customer satisfaction have the 

expected positive sign and are statically significant. Among them desire disconfirmation 

is significant at p<0.05 level, while expectation disconfirmation and perceived 

performance are significant at p<0.01 level, which shows proposition P1 is supported. 

This is to say that in Iran's mobile market, expectation disconfirmation and perceived 

performance are the two most important determinants of overall customer satisfaction 

(H1 and H3) with desire disconfirmation coming secondary (H2). From the analyzed 

data, expectation disconfirmation has a positive effect on overall customer satisfaction 

(path coefficient =0.442; t-statistic =8.263), and by this result H1 is verified. The desire 

disconfirmation positively affects overall customer satisfaction (path coefficient =0.075; 
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t-statistic =1.692), hence H2 is verified and supported. Also perceived performance has a 

significant positive impact on customer satisfaction (path coefficient =0.481; t-statistic = 

9.114), therefore H3 is verified too. 

On the other hand perceived performance significantly has a positive effect on 

expectation disconfirmation (path coefficient =635; t-statistic = 14.512) and desire 

disconfirmation (path coefficient =0.671; t-statistic = 16.345), thus, H4 and H5 are 

strongly verified and supported.  

Now about the second model which is SERVQUAL. From Table 4.2 it can be 

figured out that nearly all the standardized path coefficient relating the six factors  

(excluding tangibles and responsiveness) associated with the service quality to perceived 

performance have the expected positive sign and are statistically significant. The results 

of responsiveness and empathy have negative sign because the questions that were asked 

related to these two factors had negative words, which mean the negative sign of these 

factors must not be considered. Among the factors network quality and assurance are 

significant at p<0.01 level while reliability and empathy are significant at p<0.05 level. 

As result, in Iran's mobile telecom market, both network quality and assurance are the 

two most derivers of perceived performance (H9 and H11) with reliability and empathy 

coming secondary (H7 and H10). As for the key drivers of perceived performance, the 

standardized path coefficients and the T-Statistic show that, reliability (H7, path 

coefficient = 0.152; t-statistic = 1.875), assurance (H9, path coefficient =0.427; t-statistic 

= 6.511), empathy (H10, path coefficient =0.119; t-statistic = 1.731) and network quality 

(H11, path coefficient =0.494; t-statistic = 9.686) have significant positive influence on 

perceived performance in Iran's mobile telecom market, while no evidence was found to 

support the influence of tangibles (H6, path coefficient =0.038; t-statistic = 0.829) and 

responsiveness (H8, path coefficient =0.032; t-statistic = 0.687), which implies that P2 is 

partially supported. Therefore in this part H7, H9, H10 and H11 are verified and 

supported while H6 and H8 are not. 
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DD: Desire Disconfirmation, CS: Customer Satisfaction, PP: Perceived Performance, ED: Expectation 
Disconfirmation, T: Tangibles, R: Reliability, RS: Responsiveness, A: Assurance, E: Empathy, NQ: Network 
Quality 
*   p<0.01 
** p<0.05 
S: Supported, N.S: Not Supported 

 

Table 4.9: Summary of Hypotheses Tests Results 
 

   

 

 

 
 
 
 
 
 
 
 
 
 

Hypothesis Effects Structural Coefficient T-Statistics Remarks
H1 ED -> CS 0.442 8.263* S 
H2 DD -> CS 0.075 1.692** S 
H3 PP -> CS 0.481 9.114* S 
H4 PP -> ED 0.635 14.512* S 
H5 PP -> DD 0.671 16.345* S 
H6 T -> PP 0.038 0.829 N.S 
H7 R -> PP 0.152 1.875** S 
H8 RS -> PP 0.032 0.687 N.S 
H9 A -> PP 0.427 6.511* S 
H10 E -> PP 0.119 1.731** S 
H11 NQ -> PP 0.494 9.686* S 
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Chapter V 

Conclusion and Implications 
 

5 Conclusion and Implications 

Based upon data analysis and findings, this final chapter includes conclusions of 

the studied models, disconfirmation and service quality. It will also consist of 

implications and contributions for this industry and who are involved in as well as fro 

future researches. 

5.1 Contributions 

5.1.1 Disconfirmation Theory   

The empirical results provide strong evidence for the descriptive power of the 

proposed model. The most important contribution of this research is that the 

disconfirmation theory was proved to be applicable in Iran's mobile telecom of Iran too. 
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The most important result of the analysis is that expectation disconfirmation, desire 

disconfirmation and perceived performance were found to be important in explaining 

overall customer satisfaction in the Iranian mobile market.  

These findings confirm the proposed hypotheses are true. This study represents a 

crucial step toward the development of a satisfaction theory in Iran's mobile telecom. 

Such a theory should build upon several major findings.  

Our research presents important theoretical and practical contributions. On the 

theoretical side, we provide a better conceptualization of the formation of customer 

satisfaction in Iran by examining its determinants. On the practical side, our empirical 

results provide a better understanding of the respective roles and relative importance of 

the determinants of satisfaction in Iran's mobile telecom. 

5.1.2 Service Quality 
 

The conclusions reached as a result of data analysis and interpretation of the 

service quality model will be discussed in this section. 

Was the SERVQUAL model in Iran's mobile telecommunication environment 

reliable and valid? 

It seems that there is no published SERVQUAL study for the telecom industry in 

Iran. This research found that the mobile telecom industry in Iran receives strong ratings 

on network quality, empathy, assurance and reliability and very lower ratings on 

tangibles and responsiveness. It means that in this study, we conclude that four of six 

dimensions of service quality in telecom are valid and reliable for Iran and have positive 

influences on customers' perceived performance.  

5.2 Conclusion 

 
Although here aren't lots of players in Iran's mobile telecom market, the 

competition between them is more intense than ever. They compete not only in network 

quality by a large amount of investment in network extension and upgrading, but also in 

customer acquisition and satisfaction by direct and indirect strategies. Hence customer 
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satisfaction and also service quality would be critical factors for surviving in this 

emerging market. 

Some researches did not provide conclusive results regarding what cognitive 

standard to use in explaining or predicting satisfaction. Some researchers argued for the 

superiority of desires over expectations, while others argued for the simultaneous use of 

both comparison standards. To address these problems, this study focused on 

disconfirmation theory which developed a satisfaction model that includes expectation 

disconfirmation, desire disconfirmation, and perceived performance simultaneously as 

determinants of satisfaction, which is specifically applicable to the markets that are 

characterized by novelty elements. Here the application of this model in the Iranian 

mobile telecom market was studied. 

The empirical study provided strong support for the proposed model. The results 

show that expectation disconfirmation and perceived performance are the most important 

factors in determining customer satisfaction and after them desire disconfirmation comes. 

Furthermore, this research studied perceived performance by SERVQUAL model 

which was somehow the innovative part of this thesis. Based on literature, six dimensions 

have been proposed for service quality in mobile telecom, tangibles, reliability, 

responsiveness, assurance, empathy and network quality. The empirical results show that 

from six dimensions of service quality in mobile telecom, four of them have a significant 

role in determining customer perceived performance in Iran, which are reliability, 

assurance, empathy and network quality, in which network quality has the most 

significant role between them. It also can be understood from the results that in those six 

dimensions tangibles and responsiveness don't have a significant influence on customers' 

perceived service quality or perceived performance. 

5.3 Implications 

5.3.1 Implications for Theory 

The aim of this research was to identify different influencers of customer 

satisfaction in mobile telecom by applying the existing theories (the one which is used 

here is disconfirmation theory). Regarding the results, the majority of findings for this 

study, supported the applied theory. First of all, applying the disconfirmation model in 
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Iran, specifically in mobile telecom market, was something that didn’t happen before. 

The model proved to be applicable in Iran’s telecom market. Besides, in this thesis 

expectation disconfirmation and perceived performance found to have more significant 

effects on customer satisfaction than desire disconfirmation.  

Furthermore, the innovative part of this research was that it evaluated the 

SERVQUAL model for perceived performance as a determinant of customer satisfaction. 

The service quality model was studied in this thesis and from six dimensions of it, four 

proved to be effective on perceived service quality in Iran too (reliability, assurance, 

empathy and network quality) and two of them didn’t have significant effect on 

customers’ perceived performance (tangibles and responsiveness). 

5.3.2 Implications for Managers 

As mentioned before, mobile telecom market in Iran is getting more competitive 

recently, therefore, firms expecting to build and maintain competitive advantages in this 

market, according to the results of this study, must try their best to achieve higher 

customer satisfaction and improve service quality. They must pay attention to and invest 

more on CRM programs for their customers to survive in this market. As far as the results 

indicate that tangibles and responsiveness don't affect perceived performance, they can 

focus on these hidden factors to gain more competitive advantages over other 

competitors. Also a managerial priority should be to identify the most important factors 

in assessing service quality. Additionally, managers should make key performers aware 

of their role and provide them with adequate training in order to offer a consistently high 

standard of service delivery. It is important that service quality be reassessed on a regular 

basis.  

5.3.3 Implication for Further Research 

According to disconfirmation theory which was applied in this thesis, further 

studies can examine the formation of expectations and desires too. Future research should 

investigate the evolution and changing roles of expectations and desires over time and 

possible convergence of and interactions between the two comparison norms.  

Future research should investigate further the role of experience in affecting the 

effects/significance of expectation disconfirmation and desire disconfirmation on 
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satisfaction. The effect of experience is probably not direct, but rather mediated through 

the customer’s confidence in his expectations. Experience is an important antecedent to 

confidence (White et al., 1991). It means that it would be better if they study the 

disconfirmation model on different stage of adoption. With a higher level of prior 

experience, and hence greater familiarity with the subject of evaluation, individuals may 

be more confident about the realization of their expectations. Thus, satisfaction may be 

more significantly affected by the degree to which their expectations, rather than their 

desires, are met (Khalifa, Liu, 2003). Conversely, the effect of expectation 

disconfirmation on satisfaction may be considerably weakened when confidence in 

expectations is low or minimal. In other words, confidence in expectations may moderate 

the relationships between expectation/desire disconfirmation and satisfaction. 

Future research should test the model in other contexts to further verify the 

generalizability of the results.  

Also on the SERVQUAL basis, this research has successfully applied what has 

been derived from service quality literature to the mobile telecom sector with evidence 

from Iran, providing a comprehensively integrated framework to understand the dynamic 

relationships among dimensions of service quality and perceived performance. However, 

additional research should further examine these dimensions and relationships in Iran 

with additional samples before generalizations can be made. Furthermore, additional 

research is needed to find out whether other factors more that the studied six ones can be 

added to the SERVQUAL model in mobile telecom of Iran or even other industries or 

not. 
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Appendix A: Questionnaire 
 

I: Personal Information 
Gender:                                         Male ------                       Female ------- 
Age:              
1)Under 20      2)20 - 30       3)30 - 40       4)40 - 50        5)50 - 60      6)Over 60              
Educational Level:         
1)Below than high school diploma       2)High school diploma               
 3)Associate degree        4)Bachelor degree       5) Master degree an upper    
Income: 
1) Below $200    2) $200-400    3) $400-600     4)$600-800      5)Over $800         
II: Perceived Performance and Service Quality 

1- Strongly Agree    to     7- Strongly Disagree 
 

 SERVQUAL 
1 Taliya has up-to-date equipment. 

2 Taliya's physical facilities are visually appealing. 

3 Taliya's customer service staff are well dressed and appear neat. 

4 
The appearance of the physical facilities of Taliya is in keeping with 
the type of telecom services. 

5 When Taliya promises to do something by a certain time, it does so. 

6 When I have problems, Taliya is sympathetic and reassuring. 

7 Taliya is dependable. 
8 Taliya provides its services at the time it promises to do so. 

9 Taliya keeps its records accurately. 

10 
Taliya does not tell customers exactly when services will be 
performed. 

11 I do not receive prompt service from customer service staff. 
12 Customer service staff are not always willing to help customers. 

13 
Customer service staff are too busy to respond to customer requests 
promptly. 

14 I can trust customer service staff. 

15 I feel safe in Taliya's transactions with customer service staff. 
16 Customer service staff are polite. 

17 
Customer service staff get adequate support from Taliya to do their 
jobs well. 

18 Taliya does not give me individual attention. 
19 Customer service staff do not give me personal attention. 

20 Customer service staff do not know what my needs are. 

21 Taliya doesn't have my best interests at heart. 
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22 Taliya doesn't have operating hours convenient to all its customers. 

23 Taliya provides its customer with required network quality. 

24 The coverage availability is acceptable. 

25 The voice quality of calls is acceptable. 
26 I'm reachable by my Taliya SIMcard most of the time. 

27 
I don't have problems in making calls by Taliya and don't face the 
network congestion, most of the time. 

28 I don't have problems in sending and receiving SMSs by Taliya. 

29 I don't have problems in making international calls by Taliya. 
30 The network quality is acceptable. 

 
No. Perceived Performance 

31 I am happy with my decision to use Taliya services. 

32 Overall, Taliya is a good company to do business with. 

1-Ideal                to                  7- Not acceptable 
No. Perceived Performance 
33 Overall, the offerings provided by Taliya are ---------------------. 

1- Extremely adequate               to                  7- Extremely inadequate 
No. Perceived Performance 
34 Overall, the offerings provided by Taliya have been ---------------------. 

            1- Extremely proper               to                  7- Extremely improper 

No. Perceived Performance 

35 Overall, the offerings provided by Taliya have been --------------------- than I desired. 

III. Desire Disconfirmation  

         1- Much more adequate               to                  7- Much less adequate 

No. Desire Disconfirmation 

36 Overall, the offerings provided by Taliya have been --------------------- than I desired. 

 1- Much more proper               to                  7- Much less proper 

No. Desire Disconfirmation 

37 Overall, the offerings provided by Taliya have been --------------------- than I desired. 

                                          1- Much better               to                  7- Much worse 

No. Desire Disconfirmation 

38 Overall, the offerings provided by Taliya have been --------------------- than I desired. 

 1- Much more appropriate               to                  7- Much less appropriate 

No. Desire Disconfirmation 

39 Overall, the offerings provided by Taliya have been --------------------- than I desired. 
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 IV. Expectation Disconfirmation 

1- Much more adequate               to                  7- Much less adequate 

No. Expectation Disconfirmation 

40 Overall, the offerings provided by Taliya have been --------------------- than I expected. 

                              1- Much more proper               to                  7- Much less proper 

No. Expectation Disconfirmation 

41 Overall, the offerings provided by Taliya have been --------------------- than I expected. 

                                      1- Much better               to                  7- Much worse 

No. Expectation Disconfirmation 

42 Overall, the offerings provided by Taliya have been --------------------- than I expected. 

 1- Much more appropriate               to                  7- Much less appropriate 

No. Expectation Disconfirmation 

43 Overall, the offerings provided by Taliya have been --------------------- than I expected. 

 V. Customer Satisfaction 

              1- Strongly Satisfied     to       7- Strongly Dissatisfied 

No. Customer Satisfaction 

44 How would you rate your level of overall satisfaction with Taliya? 

45 Are you satisfied with the offerings and services of Taliya ? 

46 All things considered, I am ------------------------ with the offerings and services of Taliya. 

47 Overall, I'm -------------------- with the offerings of Taliya. 

                                              1-Excellent               to                  7- Not acceptable 

No. Customer Satisfaction 

48 How likely are you to recommend Taliya to a friend or relative? Would you say the 
chances are … 

49 How likely are you to repurchase products and services from Taliya? Would you say the 
chances are … 

 


