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Abstract 

 

This study assessed the service quality of the mobile telecommunications sector in Afghanistan 

and examined the impact of service quality on customer satisfaction.  The study also measured 

the level of satisfaction regarding price, value-added services, internet speed, and costumer 

care.  The study used quantitative methodology and a customized SERVQUAL model. A total 

of 270 respondents from different parts of Kabul were surveyed. Study results indicated that 

the majority of mobile telecommunication customers are dissatisfied with the quality of 

services. Moreover, the study identified significant relationships between customer satisfaction 

and four attributes of perceived service quality; reliability, assurance, network coverage, and 

tariff. The result also indicated that majority of customers are dissatisfied with the price, 

customer care services, and the internet speed; however, they are satisfied with the value-added 

services.  

Keywords: Customer satisfaction, service quality, mobile telecommunication, perceived 

service quality, Afghanistan mobile telecommunication 
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CHAPTER ONE 

Introduction 

 

1.1. Background to the Study 

The need for mobile telecommunication services has grown rapidly, therefore, the 

mobile sector is being considered as the most competitive part of telecommunication industry. 

The sector also plays a vital role in enhancing the economy of the country.  While the 

competitive market leads companies to offer quality services to exist, this study aims to 

evaluate quality of mobile telecommunication companies’ services and examine the effect of 

service quality items on satisfaction level of customers. Moreover, the research also purposes 

to determine the potential and existing gaps through modified SERVQUAL model. This is done 

based on the score that were received from respondents on their expectation and perception for 

each dimensions which are; Assurance, Reliability, Tangibility, Responsiveness, Empathy plus 

two additional factors of network coverage and tax/tariff.  

1.2. Importance of Expectations and Perceived Service Quality 

Some authors propose that evaluation of service quality and expectations play a crucial 

role on customers’ satisfaction (Tse and Wilton, 1988), where authors have also tried to find 

ways to involve the expectations more into service quality assessment process (Cronin and 

Taylor, 1992). 

Parasuraman, Ziethaml and Berry, 1985 studied the multi-sector levels of service 

quality. They proposed an integrated model to quantify customers’ expectations. They laid on 

two layers:  

Desired service: The service level that customers think they should be receiving. 
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Adequate service: The lowest level of quality that customers actually receive with the provided 

services.  

They also defined the “zone of tolerance” which is the range of services that separates the two 

levels of expectations as indicated in figure 1-1. 

 

 

 

 

 

 

Source: Parasuraman et al (1988) 

 

Perceived service quality (perception) is the outcome of customer’s evaluation from the 

services that she or he receives (Parasuraman et al,1988). The perceived product quality differs 

in a range of bad to good and to excellent based on specific features identified and preferred 

by each customer. Perceived service quality is important since it has impact on customers’ 

decision to repurchase and keep a long relationship with the companies (Carman, 2000). 

Conversely, Cronin and Taylor (1992) believed that perception has no impact on production 

and service purchase and repurchase, they argued that product and service are judged after 

being used and satisfaction will be shaped thereafter. Al-Habib (2004) agreed and stated that 

observed quality is commonly determined after services are used as its post-purchase attribute. 

 Adequate                                                                                                   Desired 

Low                               Expectations of service delivery                           High 

 

Zone of tolerance 

Figure 1-1: Zone of Tolerance 



 
 

 3 

However, some other researcher indicated that observed quality could act as both pre- and post 

attributes to purchase, because the prior experience is not required to evaluate quality of the 

services (Khan and Afsheen, 2014; Kuksov and Xie, 2008). 

The competition in the telecommunication industry is more like a healthy competition 

(Gheena, 2017), and this issue encourages and causes each company to offer quality services. 

Therefore, assessing the service quality would be vital in the existing competitive mobile 

telecommunication industry, particularly, if no research has been conducted previously as in 

Afghanistan.   

1.3.  Research Model 

 

An effort of this study was to recognize and evaluate the factors that influence quality 

of service in the mobile telecommunication sector. The factors to be assessed were the 

SERVQUAL model five dimensions; reliability, responsiveness, tangibility, empathy, 

assurance. Network coverage and tax were selected for evaluation as potential factors based on 

the literature review (Gheena, 2017). The research hopes to find some insights regarding 

service quality expectations and perceptions. 

It also worth mentioning, that in the very competitive market of telecommunication, it is not 

easy to measure the service quality gap. However, in general it has been agreed that measuring 

and maintaining the service quality is more difficult than controlling the product quality 

(Gheena, 2017).  

 

 



 
 

 4 

 

 

 

 

 

 

 

 

Source: Parassamune et al, (1985) 

1.4. Statement of the Problem 

Fahim (2017), reported a wide dissatisfaction among mobile telecommunication users 

in Afghanistan. In addition, Atlass (2016) reported that due to lack of technology, Afghanistan 

telecommunication sector hasn’t been able to provide customers with quality services. The 

findings of Nai supporting open Media in Afghanistan, demonstrated that 91.5% of the 

customers are dissatisfied with the services, particularly with internet quality. The research 

covered six provinces of the country and from customers of various companies. The 

International Telecommunication Union (2015) reported that the Asia Pacific is the most 

diversified region regarding Information Communication Technology (ICT) development. 

They mentioned Afghanistan is one of the least connected countries stating that the price of 

Figure 1-2: Conceptual Model of Study 
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Satisfaction 

Tariff 
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Assurance 
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calling and Internet is too high in comparison to the income level of the nation. Mr. Aziz Rafies, 

the Managing Director of Afghanistan Civil Society Forum Organization (ACSFO)1, stated to 

the Killid Group that the internet and mobile telecommunication service price is too high, while 

the service quality is very low, considering there is no organization to which people can 

complain.  

In this regard, Hanif Javaid told the Killid Group, “The prices that telecommunication 

companies set for the services is high since the companies pay the government opposite groups, 

so that they should not destroy the company’s antennas and facilities”. Ministry of 

Communication and Information Technology (2015) in a statements announced that due to the 

market liberty and competition, the Ministry can’t assign static price over the services including 

calls, text and voice massages and Internet. Ahmad (2017), also emphasizes that the technology 

is limited. For instance, internet could be accessed only through 3G and 2G despite other 

speedy technology is available globally. However, Afghan Wireless Communication Company 

(AWCC) announced that they have launched 4G internet services in Kabul, planning to expand 

it to the provinces soon. But still AWCC; the first Telecommunication Company, doesn’t gain 

the highest market share and revenue, though it has introduced new internet technology of 4G. 

Figure (1-3) illustrates the market share of Afghanistan Mobile telecommunication industry. 

Table 1-1: Afghanistan Mobile Market Share 

Telecommunication 

Company 
Market share Subscriber 

Roshan 32% 5.6million 

MTN 26% 4.5million 

AWCC 20% 3.5million 

                                                           

1 http://tkg.af 
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Etisalat 20% 3.5million 

Afghan Telecom 2% 260,000 

Wasel Telecom 0% 52,000 

 

Source: USAID Report, The State of Telecoms and Internet in Afghanistan, 2012 

 

The competition requires companies to attract and maintain more subscribers for more 

profit and revenue generation. Delivering quality and maintaining fair price is important for 

the company’s well-being, since it results current customer retention, new customer attraction 

and price competition protection (Reichheld, 1996).  

In addition, telecommunication sector is one of the service industries that has the 

highest level of direct contact and interaction with subscribers, consequently, customer 

satisfaction has become the researches’ focus. In the meanwhile, cu787stomer satisfaction is 

believed to be very important for telecommunication service providers with a significant role 

for telecommunication competitive market. In the time that competition is growing rapidly in 

this market, the competition factors differ even in developed countries. A factor might be 

considered very important for one customer while it is not a value for another one.  

Mobile telecommunication companies, from a monopoly market to a public and to 

competitive ones, play a crucial role in the economy of the country. Then, the mobile 

companies make all the possible efforts to retain the existing customers, and attract the 

maximum number of new costumers. Considering this competitions, customer satisfaction, is 

very important and causes companies to place special attention in providing high quality and 

cost effective and efficient offers and services.  

Unfortunately, up to date, studies have not been conducted and the issue of what 

determinants impact customer satisfaction in Afghanistan telecommunication has been 
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ignored. Therefore, there is need for a comprehensive study to examine quality factors 

(variables) that impact customer satisfaction of telecommunication companies in Afghanistan 

and to what extent the customers are satisfied.  

This study is going to be conducted in Afghanistan, located in South Asia with an estimated 

population of 32.5 million, it will mainly focus on mobile telecommunication customers in 

capital Kabul with population of around 4.6 million (World Bank, 2015). 

1.5. Significance of the Study 

The current study wishes to evaluate an established model (SERVQUAL) with 

capability of determining drivers of customer fulfillment and satisfaction in telecom industry 

of a developing country as Afghanistan; therefore, it will make specific contribution to 

marketing theory and its practical aspects. Since no specific studies have been conducted 

previously on this topic, so there is a knowledge gap in this important area to be filled out. It 

could also provide telecommunication companies’ managers with insightful inputs and 

recommendations to improve their business. 

Being more specific, the study contributes to marketing theory through considering 

customers as core of the business. Keeping customers satisfied, will create competitive 

advantage for the company and business. Therefore, it is getting more essential to know the 

factors that lead to customer satisfaction in Afghanistan telecommunication industry that has 

never been done before. The literature reviews also indicate that extensive studies have 

previously been completed to examine significance and correlation of observed quality and 

satisfaction in both developing and developed countries. For instance; observing a longer time 

ago Coyles and Gokey (2002), Jones and Suh (2000), Gheeta (2017), Loke at el (2011), 

Parasuraman, Zeithaml and Berry (1980), Ranaweera and Prabhu (2003) have conducted 
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similar researches in different contexts around the globe.  Because quality is considered as key 

determinant in creating value and influencing customer; therefore, it is critical to find the 

degree to which people of Afghanistan are satisfied with quality and has expectations and 

perception. The information focus on service quality objective in Afghanistan mobile 

telecommunication industry and fits accordingly.  

The study in addition to its contribution in marketing practice, also hopes to help 

managers (through study’s result) in obtaining high level of customer satisfaction and retention 

without a lot of dissension. So, the expectation from the study is to particularly assist mobile 

telecommunication company managers in understanding the practices that they are required to 

focus further on them. It will also expose network service providers to deliver superior quality 

services continuously, as a result of which Afghanistan mobile telecommunication users can 

enjoy better services based in accordance to their expectations.  

1.6. Objectives of the Study 

This study has the following objectives: 

1. To identify the significant effect of quality factors on customer satisfaction in 

Afghanistan mobile telecommunication sector.  

2. To identify the gaps in service quality dimensions among the mobile 

telecommunication customers. 

3. To measure satisfaction level of mobile telecommunication subscribers in regards to 

Internet speed, calling price, value-added services, and customer care quality. 

4. To provide telecommunication managers and authorities with recommendations to 

improve their business and satisfaction level of the subscribers.  
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1.7. Research Questions of the Study 

The research questions that are set out for this study in respect to factors of service quality 

are: 

1. What are the service quality determinants on mobile telecommunication in 

Afghanistan? 

2. What gaps exist in regards to customers’ expectations and perceptions? 

3. To what extent are customers satisfied with other potential determinants of customer 

satisfaction rather than service quality? 

1.8. Research Methodology 

A random sample of 270 mobile subscribers were surveyed. The total population 

included all subscribers of mobile companies in Kabul city. Primary data was analyzed through 

multiple regression analysis, Pearson correlation and descriptive statistics. The service quality 

GAP is calculated based on the SERVQUAL which is Expectation- Perception = Quality GAP 

or Perceived Service Quality (Parassamune at el, 1985). 

1.9. Organization of the Study 

Chapter One, has given the reader a general introduction to the research topic and 

explains the research objective. This chapter also focuses on scope of the study and its 

importance.  

The Chapter Two Second reviews the topic, and explores the theoretical and conceptual 

background. It also identifies the related terms to the service quality, and customer satisfaction, 

expectations and perceptions. Moreover, it explores studies on the other related factors that 

could impact the customer satisfaction and mobile telecommunication profitability and growth.  
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Chapter Three on methodology discusses the sampling method, data collection 

instruments and the SERVQUAL model standard instruments. It also focuses on the tools and 

instruments that were used for data analysis and tests of hypotheses. 

Chapter Four analyzes and discusses the findings of the research. The analysis is based 

on multiple regressions analysis result, Pearson correlation, and descriptive statistics. 

Demographic information and satisfaction level based on other determinants were analyzed 

and discussed, too.  

Chapter Five concludes the finding by providing recommendations for the mobile 

service companies and telecommunication stakeholders as well as suggestions for future 

research.  The chapter also discusses the constraints of the study.   

1.10. Limitations 

The study has had some limitations and constraints. First, the exact number of mobile 

subscribers is not known in Kabul. Therefore, the population size needed to be estimated based 

on available statistics. The other limitation is the shortage of literature review in Afghanistan.  

Another limitation to the study is the unwillingness of the mobile telecommunication managers 

and authorities to participate in the study due to their concern about the confidentiality.  the 

study is the unwillingness of mobile telecommunication managers about confidentiality. nd 

authorities to help, unless; there is a personal connection with employee and authorities of the 

companies. However, the managers’ logic behind their unwillingness is that company’s 

information is way confidential, therefore, they do not want them to be published and revealed 

to their competitors.  
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Furthermore, the study surveyed only in Kabul city excluding other cities and 

provinces. So, the result may not be generalizable to the whole population of the country.  
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CHAPTER 2 

Review of Literature 

Factors affecting customer satisfaction, in particular the service quality and the related 

concepts, is a broad topic, therefore, has gained a lot of attentions. Scholars and theorists have 

conducted many researches on the topic through various models including SERVQUAL model, 

in both developed and developing countries in different service industries. where the finding 

and analysis do not indicate the same applicable results for all contexts. Being more specific, 

the researchers have examined and identified various level of significance between costumer’s 

satisfaction and service quality and various GAPs considering customers’ perception and 

expectations.  

This section will discuss the theoretical framework and concepts that are closely related 

to the topic. Consequently, it will discuss and consist three main parts. First section explores 

the available researches, reports and statistics on the status of telecommutions in Afghanistan 

and its vitality and importance in growth and sustainability of country’s economy. The second 

part discusses the studies and analysis on customer satisfaction, service quality importance and 

specifications and SERVQUAL model developments. The third part focusses on other studies 

that have been conducted on potential factors (apart from service quality dimensions) that 

impact telecommunication industry growth. Being more specific, the section, explores how 

customer satisfaction affect the industries’ growth and profitability, and does an in-depth 

exploration on what other potential factors can derive satisfaction of customers in this industry.  

Furthermore, the study also provides justification for the research questions selection, it 

identifies the key related concepts and assesses the previous researches and those that are highly 
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related to the research questions. Finally, the chapter concludes by introducing the study’s own 

theoretical framework and hypothesis showing its contribution to the literature.  

2.1.   Customer Satisfaction 

Customer Satisfaction is a modern marketing concept and one of the most significant 

indicator of business future existence (Kotler and Keller, 2016). It is defined as overall 

performance and evaluation of an offer and the mental peace outcome of customers (Johnson 

and Fornell, 1991). 

Realizing the importance of customer satisfaction, marketing concept emphasizes on 

delivering satisfactory services, therefore, number of conferences and researches are being 

conducted on this topic. The overall feeling of happiness and satisfaction, leaves a strong 

impact on customer retention in both categories of production and service companies (Fornell 

1992; Fornell et al. 1996).  

A marketing principle agrees that companies can earn higher performance only through 

maintaining their customers satisfied (Aydin & Ozer, 2005), which in return helps businesses 

to establish long-term relationship with their customers. Howells (2016) believes that customer 

satisfaction, benefits the business by increasing customers’ loyalty, customers will advocate 

for the brand, gives the feedback opportunity, and competitive edge. 

Another marketing perception is that on average ten to thirty percent of the customers 

leave the companies annually while companies do not know the main reason of this decision. 

Therefore, they often focus on how to attract new customers in order to fulfill the vacant place 

of former customers and make the profit that they can make (Kotler and Keller, 2016).  

It is also a prominent fact, that long term relationship with the customers can be identified 

through customer satisfaction (Mosahab, 2010).  
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However, obtaining customer satisfaction is considered challenging and not easy and 

the most important goal of any business (Angelova & Zekiri, 2011). Akbar and Parvez agree 

and state that attracting new customers is not enough, retaining the costumers and satisfying 

them is more important and challenging. Hence, research in Bahrain also agrees on the issue 

(Almosawi, 2012).  

 

2.2.Customer Satisfaction and Telecommunication 

A number of researchers have explored and analyzed the factors that impact the further 

growth, profitability and sustainability of telecommunication industries, the findings indicate 

that effective factors differ for product and service companies. Fornell (1992) used data from 

Swedish Customer Satisfaction Index, and presented that there is a negative correlation 

between loyalty and product business or manufacturing companies performance. However, for 

service business/companies impact is positive. Consequently, service companies should obtain 

customer satisfaction and loyalty, while product companies can reduce their prices in order to 

retain their customers (Fornell,1992).  

Furthermore, scholars also claim that the variance of consumers’ satisfaction level, 

highly contributes to future demand. Therefore, it will definitely increase spending, enhance 

growth and thus profitability of telecommunication industry (Edvardsson, Johnson, Gustafsson 

& Strandvik, 2000). Rashid, Rehman, and Aslam (2015) agree on its vitality, therefore, he 

suggests incorporation of satisfaction enhancement into policies of the companies.  

Rahul Venkatram and Xue Zhu (2014) conducted a research in the two industrial 

countries of India and China, of which objective was to identify and analyze the relationship 

between the revenue of the telecom industry and its identical and determinant factors, based on 

the previous studies to fulfil the economic needs, the research finding presented that generally 
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it is not logical to indicate one factor or dimension, as the best way of growth and profitability 

of telecom companies.  

However, it has also been presented that customer satisfaction has a very important role 

since companies having this feature have been rated out performing. In order to validate this, 

Professor of Ross School of Business, conducted a research through observing the American 

Customer Satisfaction Index (ASCI). If ASCI was high, stocks were sold and vice versa 

(Fornell, 2006). In this connection, (Faris, 2010) believes that subscribers’ satisfaction is 

absolutely important in managing and monitoring the businesses, particularly, if the industry 

provides only services. Faris thus reported that 71 percent of the senior marketing managers 

consider customer satisfaction as core and value to their business, and place it as the top 

priority. 

Gitman claims that customer satisfaction is measure of companies’ growth thus it is a 

key element toward differentiating various businesses’ strategies. Customer satisfaction also 

indicates the performance as part of balance scorecard. Some scholars found that many 

telecommunication companies develop special forms of customer satisfaction so that they can 

evaluate their service and develop strategies to further to satisfy them. Thus if companies focus 

on the customers’ benefit, this will impact their loyalty and retention, they will buy more and 

refer the business to others, consequently, the industry/business will remain competent and 

profitable and grow further.  (Anderson, & Jacobsen, 2000; Matzlet, 2004). 

2.3. Determinants of Customer Satisfaction 

This part of literature review explores the studies rather than service quality, that affect 

customer satisfaction within telecommunication industry. The first part will focus on the 

studies have been conducted in developing countries with high similarity to Afghanistan in 
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terms of economic situation, purchasing power, and demographics. The next part will do focus 

on the studies conducted in developed countries. In both categories of the companies; either 

service or product, customers make purchase and choice decision considering various complex 

factors, since competition in the industry has caused them offer variety of services and 

products. Therefore, the topic has gained a lot of attentions and number of researches have been 

conducted in various countries including developed and developing ones. However, in both 

categories one single theory has not been applicable, to be more specific, the researchers have 

examined different variables and obtained results given each country’s circumstances and 

context. 

Satisfaction might be engaged with quality services and productions, price fairness, call 

clarity and/or after sale services (Azahr, Bhutto, Sarki and Shaikh, 2011; Sharma, 2014). 

However, satisfying customers is considered a great challenge though is the most important 

goal of businesses (Angelova and Zekiri, 2011).  

Several researches have been conducted in Bangladesh on the topic; the country which 

has almost the same purchasing power, and economic condition as Afghanistan. Saha, Islam 

and Hoque (2016), recently determined factors such as price level and tariff, service diversity 

and facilities for the costumers are the critical factors in Bangladesh telecommunication 

industry. While at the same year, Hossian, Sultana and Mazmum, (2016) conducted a 

comprehensive research to examine significance of seventeen factors with possibility to affect 

customer satisfaction. Consequently, they addressed that “network quality, price, promotional 

offer, customer service center accessibility, value added services and speed are the most 

important factors affecting customer satisfaction.”  ReazUddin, EnalulHaque, and Bristy  

(2014), identified some other factors within telecom industry to be statistically significant with 

customer satisfaction, their conclusion was that market factors, perceived quality, perceived 
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value addition, and image of the telecom service provider are satisfaction factors. On the other 

hand, customer service was found uninfluential on the satisfaction level. 

The most unsatisfied customers can be a great source to identify the satisfactory factors, 

Khan and Afsheen believe (2014), and the price fairness, coverage, and customer service are 

the three most important factors respectively in Pakistan telecommunication industry. 

 Another study in Pakistan concluded that reasonable price and superior service contributes in 

sustaining consumers, in this regard, price fairness plays a greater role (Hanif, Hafeez & Riaz, 

2010).  

Five marketing variables according to Bearden (2007) including; product, price, 

distribution, promotion and customer service were examined by Akpoyomare, Patrick, Salome 

and Victor (2014), in Nigeria in regards to telecom industry. The result however, showed that 

all the variables positively impact customer satisfaction; the determinant of customer loyalty. 

They also found that if customers are not satisfied, they will switch to alternatives. 

(Akpoyomare, Patrick, Salome & Victor, 2014; Oyeniye & Abiodun 2010).  

Ojo (2014) in Nigeria presented that there is a strong positive relationship between 

customer service, quality of service and satisfaction level. Adebiyi, Shitta and Olonade (2016) 

tested significance of some other factors based on previous literature review. They found a 

positive significance for price fairness and customers’ decision for industry selection, and 

presented further that price fairness/billing is competitive advantage for the companies that 

make customers stay loyal without switching to other competitors. In addition, the study found 

a positive relation with service quality and customer satisfaction and retention. 

But the above mentioned factors are not the driving factors of customer satisfactions in 

Korean telecommunication industry, the calls’ high quality, value added services, and after 
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sales support are associated with satisfaction concept unlike most of other studies conducted in 

this regard (Kim, 2004). 

2.4. Mobile Telecommunication Background 

Technology is involved in the Telecommunication industry too much, the industry is 

continuing to expand, and it has significant impact on social, economic, and cultural changes 

across nations worldwide.  

In 2010, Telecommunication industry’s revenue was estimated at $4.85 trillion 

throughout the world which indicates 3.5 percent of the gross world product (Plunkett Research 

Limited, 2010).  The mobile and telecom is one of the fastest growing industries though the 

growth has not been measured (Wauschkuhn, 2001). 

The purchasing power and Gross Domestic Power (GDP) is low is Afghanistan. It was 

worth 19.47 billion US dollars in 2016 indicating only 0.03 percent of the world economy.  
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Figure 1-3: Afghanistan GDP 

Source: Tradingeconomics.com/World Bank 
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 However, the telecommunication industry particularly mobile services have grown 

rapidly and there is high demand for the services and product, demonstrating that the country 

has the potential market for the quality mobile telecommunication services with high 

competition and existing growth opportunities (Asia Foundation, 2016). 

 The main use of mobile services is not to only make calls, but also Internet browsing, 

video calls, e-commerce, and e-banking; therefore, mobile telecommunication sector has a 

significant impact on the overall economic growth of the country (Hamdard, 2012). The 

telecommunication market is the emerging market now, particularly in the developing 

countries (Arokiasamy and Abdullah, 2013).  

According to Hamdard (2012), Roshan has the highest share in the market which is 31%, 

with six million customers and mobile subscribers, MTN has the second largest at 26.6% from 

market share with 5.3 million subscribers. AWCC has 22.1% market share with 4.4 million 

subscribers and Etisalat has 21.1% of market share and 4.2million subscribers. Afghan 

Telecom has 2% market share and 260000. However, Wasel Telecom has no marker share but 

52000 subscribers.  

Despite the growth in the number of mobile telecommunication companies, and wide 

variety in their offers, still the factors which determine preference and expectations of 

customers differ from one customer to another one in regard to different attributes, needs and 

preferences. Moreover, it has also been observed that customers are switching from one 

company to another, because the current service provider can’t meet their specific 

communication needs and provide quality services (Nai, 2017). 
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2.5. Afghanistan Mobile Telecommunications and Customer Satisfaction 

 

Afghanistan had almost no active telecommunication company before 2002. People were faced 

many challenges while trying to communicate, for making an international call people had to 

travel to the neighboring countries (specially Pakistan and Iran), or they had to wait long times 

due to limited mobile services in the capital city of Kabul. This high demand and limitation 

created a good opportunity and market for the mobile telecommunication companies to start 

their activities and led the country’s policy makers to be change the market from a monopoly 

to a competitive and liberalized market (MoICT, 2010; Hamdard, 2012).  

The first mobile operator in Afghanistan started its activities in 1998 that the service 

provider failed due to the unfavorable security status of the country (Afghan Wireless 

Communication Company (AWCC); the first private company was authorized to start 

providing mobile services in 2002 and another five mobile telecommunication companies 

started their activities afterwards.  Thereafter, this mobile industry increased investment 

creating more demand, and growing rapidly (MoICT, 2010; Hamdard, 2012). 

Currently, the mobile telecommunication industry has largely developed though it faces 

some challenges. Mainly, the telecommunication infrastructure, service quality, policy and 

regulatory background is developed (Hamdard, 2012), the report further indicates high growth 

of the sector since two decades comparing it to other developing and neighboring countries. 

The mobile sector contributes directly to the overall GDP and economy of the country and 

revenue generation to the government through tax payment by each company and individual 

customers. Since September, 2016 every individual has paid 10% of their mobile cridet as tax 

to the government. Though people disagree with this decision, and demonstrated but the policy 

is being applied by all companies throughout the country (Samimi, 2015). 
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There are approximately 25 million mobile users in the country out of a total population 

of 32.5 million (World Bank, 2015). Mobile services are now available countrywide covering 

around ninety percent of the country. But internet services are available to two million 

customers now (Mahdi at el, 2016). Revenue of the telecommunication industry amounts to 

$139.6 million which makes 12% of the total revenue. The sector provides over 110,000 direct 

and indirect job opportunities in the country (MoICT.gov.af, 2016) 

Though Mobile Companies provide internet services and satellite facilities, 44 Internet 

Service Providers also got license to provide solidly internet facility that includes national and 

International companies. This has caused a competitive environment creation, and gives 

subscribers variety to select the company (Bhat, 2016) 

However, some specific factors that create growth into Afghanistan mobile 

telecommunication sector, are listed as: 

1. Increasing level of education 

2. Growth in user purchasing power 

3. International companies’ investment 

The growth has resulted tough competition, and the competition in the market for attracting 

and retaining customers among the private telecommunication sector, has resulted in a regular 

decline of the service price. For instance; SIM card is easily available for $1.00 today at most 

retailers, while each SIM card costed around $250 in 2003 and were not easily available. 

Furthermore, internal call was costing $0.36/minute in 2003 compare to $ 0.06/minute now. 

Beside, International call have decreased from $2/minute to $0.30/minute (Hamdard, 2012). 

The government telecommunication sector has put building infrastructure as its top priority 

since 2003 for further growth and expansion of the sector. Afghanistan government implements 
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an on-going 130 million USD project which improves (GSM/3G) service accessibility and 

wireless connectivity. The project aims to connect 23 provinces including the main cities. It 

also connects Afghanistan to neighbouring countries of Iran, Tajikistan, Turkmanistan, 

Pakistan and Uzbikistan, and should be completed by June, 2017, and in order to provide 

quality internet, and voice services, MoICT has issued 3G licences to all six mobile operators 

(Bhat, 2016). In the meantime, AWCC one of the six mobile operators just announced in 

March, 2017 that it has obtained the licence and has launched 4G internet service in 

Afghanistan for the first time (“4G Services Is Available Now”, 2017). 

Figure 2-0-4: Key Indicators of Afghanistan Telecommunications 

No. Indicator Details 

1 Tele-Destiny per 100 inhabitants (Mobile + CDMA + Fixed Line) 72/100 

2 Service Coverage by Population (Mobile + CDMA + Fixed Line) 89% 

3 Total number of Mobile Subscribers 19,490,035 

4 Total number of Fixed Line Subscribers 91,575 

5 Total number of CDMA Subscribers 169,691 

6 Total number of Telecom base Stations 5,119 

7 Total number of Internet Subscribers 3 million 

8 Total number of Second Level .af Domain 6525 

9 Total number of Licenced Internet Service Providers 51(2 Wi-Max) 

10 Total Investment in the sector $2,016,890,044 

 

The only study on Customer Satisfaction is conducted by Nai supporting open Media in 

Afghanistan in 2017 which reported around 90% of Afghanistan dissatisfied of the internet 

services from the mobile companies.  

Source: The State of Internet and Telecommunications in Afghanistan, USAID, 2012 
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2.6. Service Quality in the Mobile Telecommunication Industry 

Service quality as a global trend was initiated in the 1980s first. The term was defined 

as the overall feeling of greatness, excellence or inferiority that a customer has in regards to a 

particular company and organizations’ product and/or services (Parasuraman, et.al. 1985). 

Mackay and Crompton (1989) gives another definition: They believe service quality is the 

correlation of what consumers expects and what they actually receive. Though researchers also 

claim that maintaining the competitive advantage of the company is not only possible by 

product quality (Leisen & Vance, 2001). Though until very recently, the focus was placed only 

on manufacturing companies’ service quality, while limited attention was paid to service 

industries such as telecommunication (Mandhachitara & Poolthong, 2011). When Zeithaml, 

Berry and Parasuraman (1980) developed conceptual model of service superiority and 

explained that service excellence could impact the behavior of costumers and determine if they 

will remain with the company and maintain their loyalty, thereafter, many researches have 

tested customer satisfaction correlation (relationship) with service quality using SERVQUAL 

Model. 

Marketing perception suggests that each telecommunication company’s success highly 

depends on their possible efforts for effective and vigilant investment. In the competitive 

environment, such as for telecommunication, service providers are expected to highly consider 

customers’ needs and superiority of their services, and it is vital for them to meet the customers’ 

expectations (Melody, 2001).  

In this connection, Ganesh et al (2000) and Caruana (2002) showed if costumers feel 

like they receive high service quality, their level of satisfaction will also be high then. This 

means the service exceeds a customer’s expectation, the customer is satisfied and more likely 

to stay with the company using their service and/or product. However, this suggests that poor 
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service quality will definitely result customer’s dissatisfaction. Chou and Chang (2006), after 

conducting a research on Chinese telecommunication, found that “observed expectations, 

superiority, significance, usefulness, and ease of use were critically important derivers of 

customer satisfaction with mobile services.” A survey interviewed one thousand customers of 

four different mobile companies, identified superior service as a leading factor influencing 

customers’ satisfaction level (Nimako et al, 2010).  

Many empirical researches have been conducted so far using SERVQUAL. For instance; 

(Choi, 2004; Coyles and Gokey, 2002; Jones and Suh, 2000; Loke, Taiwo, Salim and Downe 

2011; Parasuraman, Zeithaml, and Berry, 1985, Ranaweera and Prabhu, 2003). Parasuraman, 

Zeithaml, and Berry (1985), concluded customers will feel happy with the company itself and 

the offers it gives, in a condition that quality is considered acceptable. Loke, Taiwo, Salim, and 

Downe (2011) found a positive association between customer satisfaction and service quality 

dimensions except tangibility (physical aspects). Danaher and Mattsson (1994); Kim and Park, 

(2004) agree on this.  

2.7. SERVQUAL Model and Mobile Telecommunication Industry 

 

SERVQUAL is one of the methods which has been widely used for service quality 

measurement. The model focusses on the differences between customers’ expectation and their 

perceptions. The basic idea to SERVQUAL, was initiated by Parasuraman (1983) focusing on 

the opinions regarding service quality’s ability to be measured in some ways (Zeithaml, Berry 

& Parasuraman, 1985).  

In the process of model development, the very first studies were conducted to identify 

the specific factors from which service quality was consisted plus the factors that were being 

considered critically important by the customers.  Parasuraman further argued that the only 
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individuals who can assess the service quality, are the customers, thus, other people’s and 

authorities’ judgement would be considered irrelevant.  Parasuraman’s conceptual framework 

systematically tried to build a measurement tool for service quality in regards to customers’ 

perceptions and their expectations. The primary method of identifying the important factors 

used for service quality evaluation, were conducting focus groups with the customers.  

Consequently, through expletory research, they could identify 10 main evaluation factors that 

included: 

- Reliability 

-Responsiveness 

- Tangibility 

- Communication 

- Credibility 

- Security  

- Competence  

- Courtesy 

- Understanding the customers 

- Service accessibility; as critical requirements for evaluation of service superiority.  

The figure below explains that the difference of perceived quality and perceived 

expectation is called perceived service quality. The determinants that are listed below will be 

very much different based on each individual and each customer’s preference and perceptions. 

The general accepted role of assessment is; if the perception equals to expectation, the customer 

is considered satisfied, if perception exceeds expectations, they will be counted dissatisfied. 

Hence, if the expectation exceeds perceptions, the customers will be delighted.  

The original model developed by Parasuraman in 1985, included 97 statements, which 

contained approximately 10 statements for each of ten identified dimensions.  
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Working further, Parssuraman, Zeithaml and Berry refined the model later in 1991. They also 

reduced the statements from 97 to 22 statements. And the updated SERVQUAL model focuses 

on five dimensions instead of ten, and the five dimensions consist reliability, responsiveness, 

assurance, tangibility and empathy each defined as below: 

Reliability is the companies’ capability to provide customers with the promised services in 

order to satisfy them.  

Tangibility includes availability of physical equipment, skilled and knowledgeable staff, and 

other communication devices in the companies for value promotion and efficient services 

delivery. It worth mentioning that customers prefer to be delighted in their purchase experience.  

Responsiveness focuses on the companies’ staff willingness to assist customers in providing 

smooth and swift services. 

Source: Parassuraman et al, 1991 

 

 

Figure 2-1: Effective Factors in Service Excellence 
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Assurance covers the previous dimensions of that are not included in the refined model and 

“measures the knowledge, competence and consideration of staff in establishing trust and 

confidence for the customers”. By being knowledgeable and well informed of overall aspects 

of the services they offer, staff can answer all customers’ questions in the best possible way 

and impact their overall perceptions.  

Empathy focuses on the amount of care and personalized attention that a company can give to 

their customers. Customers will not only be in ease if they receive individual and personalized 

attention, but they will also feel comfortable and mental interest in the company and their 

service.  

It is mentionable that the assurance and empathy items both cover previous removed 

items of the original model in the modified model.   

2.8.Gap Analysis in SERVQUAL Model 

 

In the SERVQUAL model, perceived quality is considered the difference between 

observed quality and observed expectations. This formula calculates and quantifies the service 

customer gap which is the objective of conceptual gap model. According to Parasuraman et al. 

(1985), all businesses should make their possible effort to close this gap and/or at least 

minimize it (value of perceived service quality) to the lowest possible number, in order to have 

high quality services and enhance customer satisfaction, consequently, establish long-term 

relationships with their customers.  

Tayeb (2007) believes that conceptual Gap Model developed by Parssuraman at el, is 

the most effective method for service quality measurement. The GAP model led scholars and 

theorists to conclude that observed service excellence is created of five dimensions. The model 

further demonstrates that expectation could be used as catalyst in order to change business 

performance for a better one.  
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However, the SERVQUAL model focuses on two types of possible gaps: 

- Service Providers’ Internal Gap: Which includes gap one to gap four. 

- Service Providers’ External Gap: focuses on gap five.  

Figure 2-3: Theoretical Model 

 

 Source: Parasuraman et al. (1985) 
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2.8.1. First: Information Gap 

This is associated for the difference of what customers expect and what business 

understands of these expectations. Actually, senior management of the business will not 

understand what aspects of the services are considered important and excellent by the 

customers and what features are associated with them (Tayeb, 2007).  

In fact, management may think that they know what their customers want and how they 

should provide services, when, in fact, the customers’ expectations may vary than it and be 

completely different (Akbar, 2013).  

2.8.2. Second: Specifications Gap 

This break touches the difference of the companies’ understanding from customer 

expectations and their own service and standards. They are often specified by the companies’ 

management, of which aim is to meet customers’ expectations. In fact, quality specifications 

may not be set by the management or if set, might be done poorly. On the other way round, 

this gap could occur while management set the specifications well and correctly but it might 

not be achievable due to some reasons including human and capital resource limitations and 

constraints (Tayeb, 2007).  

2.8.3. Third: Performance Gap 

This gap is quantified based on the difference of the set specifications and the actual 

performance of the business and/or companies. Obviously, to achieve the standards and 

specifications, the standards should be supported by well performing and skillful people, up-

to-date system and technology and high performance management system. The standards may 
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not be obtained due to the unforeseen challenges which could be a result of human error and 

or the technical system failure (Tayeb, 2007). 

2.8.4. Fourth: Communications Gap 

This gap explains the variance of what actually the companies promise to provide to 

the customers and what they really provide them. The customer may get aware of the promises 

through companies’ huge marketing and advertisements. As a result, customers’ expectation 

raises to a level that they will measure the service quality through promises that have been 

made. The gap may happen due to the excessive high level of advertisements while the actual 

delivery does not meet them (Tayeb, 2007). 

2.8.5. Fifth: Perceived Quality of Service Gap 

This gap is the only external one which quantified based on the difference level of 

perceptions and expectation, it could happen as result of the other four internal mentioned gaps. 

In other words, all the internal gaps must be removed from the business, in order to insure high 

quality of services. 

The gap analysis is considered very useful, as it enables businesses to assess the main 

causes of their poor service quality and take corrective actions to fill out the gaps and enhance 

service quality.  However, if the gaps are internal ones, then filling the external one, would 

become more challenging. 

2.9. Studies in Developing Countries 

It was considered essential to have a look to the other researches that have been 

conducted in developing countries; the countries that have somehow similar lifestyle, economy 

and expectations to Afghanistan.  It is found from literature that Service Quality and ways to 
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measure, have gained a lot of attentions, because a wide range of studies have been conducted 

so far using SERVQUAL model in both developed and developing countries all around the 

world (Table 2-3 summarizes this). The studies have not been conducted only on one industry, 

but on an extensive range. The interval is starting from telecommunication industry to health 

industry, education (schools and libraries), tourism and hospitality, transportation, banking, 

furniture and public service industries.  

Table 2-2: Examples of SERVQUAL in Developing Countries 

Researchers and 

date 
Country Industry Hypotheses/Research Objective 

Geetanjalir, 

(2017) 
India Telecom To examine the service quality gaps. 

Loke at el, 

(2011) 
Malaysia 

Telecommuni

cation 

To examine if service quality 

dimensions have positive impact on 

customer satisfaction. 

Munhurrun, 

Bhiwajee, and  

Naidoo, 

(2010) 

Mauritius 
Public 

Service 

To assess the expectations and 

perceptions of 

service quality for customers 

Shaun 

Prithivirajh, 

(2013) 

Southern Africa 

region 

Furniture 

retail 

To examine the observed quality of 

service.  

Sokachaee and 

Moghadda, 

(2014) 

Iran Banking 

To evaluate the effects of 

SERVQUAL five dimensions on 

customer satisfaction 

S.W.S.B. 

Dasanayak, 

(2012) 

Sri Lanka 
Health 

Services 

To identify service 

quality of healthcare delivery of 

public sector hospitals 

 

Carrillat at el (2007), found SERVQUAL as a preferred and useful model for developing 

countries, which can measure quality of services because of the model’s validity and adaptive 
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nature. They also claim that the findings of model would be more predictive in non-speaking 

English countries with low rate of individualistic cultures.  

2.10. Conclusion 
 

Summarizing this section, it has become obvious that many factors have been examined 

and found statistically significant and positively correlated with customer satisfaction in 

telecommunication industry based on each country’s specific circumstances and literature. 

The literature suggests that though service quality is not the only determinant to 

subscribers’ satisfaction, but it is critically important. In addition to it, price fairness, internet 

speed, network coverage and value added have highly been found correlated with customer 

satisfaction. Based on literature the current research can assess how and to what extent these 

factors affect the satisfaction level in Afghanistan and how satisfied the customers are with the 

current available services and offers.  

The literature review focused on some studies regarding importance of mobile 

telecommunication sector on Afghanistan economy.  

In the meanwhile, no study has been conducted on this topic and related ones in 

Afghanistan context. Therefore, the findings of other studies conducted may not be of 

applicable in Afghanistan, and there is a gap identified to be studies and filled up. 
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CHAPTER THREE 

Research methodology 

The section starts with the research design and strategy, then explains the sampling 

method and paradigm and introduces the dependent and independent variables. Moreover, 

gives details on the sampling method, population, structure of questionnaire and how the data 

was collected. The chapter also gives details to the data analysis method and tools. 

3.1.  Setting 

The survey is conducted in Kabul, however, the reason behind selection of this city 

rather than other cities, is that it contains big portion of the potential population and customers 

who make regular contacts with their relatives in most of provinces in the country and the 

various categories of targeted costumers can easily be available for the survey. And the main 

branch of all telecommunication companies are located in Kabul. To exemplify; Salam doesn’t 

cover Mazar-e Sharif. 

3.3. Sampling Design and Procedure 

The simple random sampling method is used for respondents’ selection in this study, 

through which the result could be generalized to the whole population with high confidence.  

 

This sample consists the respondents who make calls, texts and activates internet 

packages in their mobile phones. This sample is a subset of the overall population for this 

research, which is the subscribers of various telecommunication companies who live in Kabul 
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city, though, it could be considered as a limitation to the study as well, because that the study 

wouldn’t be able to cover a larger population from wider area of Afghanistan.  

The deductive approach is used for this study which explores SERVQUAL Model and 

Customer Satisfaction Theory. Since deductive approach use the theories that are already 

developed to make the hypothesis (Saunders, 2007), the research tests the model that how it 

works in Afghanistan given its specific circumstances and restrictions.  

3.4. Variables and Measurement Procedures 

The study includes dependent and independent variables, thus the dependent variable changes 

in order to respond to the changes created by the independent variable. The dependent variable 

is the Customer Satisfaction while the seven independent variables based on the SERVQUAL 

Model are: Reliability, Tangibility, Assurance, Responsiveness, Empathy, Tariff, and Network 

coverage.  

Figure 3-1: Research Model 
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3.5. Research Strategy and Design 

The selected method for the purpose of this study is quantitative, which focuses on the 

quantitative data collection and analysis as well (Kent, 2007). Though the plan first was to 

interview 20 managers and employee of mobile telecommunication companies. The plan 

cancelled after contacting two of the mobile companies and they didn’t accept. Therefore, the 

qualitative approach was canceled and quantitative method adopted.  

3.6. Method of Data Collection 

The structured survey questionnaire was distributed to the respondents using two methods: 

1. Online survey: The questionnaire was uploaded online on the Survey Monkey2, later 

the link was shared with the mobile telecommunication customers who had active 

internet. The online method was identified convenient enough for them. The 

Questionnaire link on Survey Monkey was shared to the emails of 600 customers of the 

mobile telecommunication companies randomly to 100 customers of each company. 

140 people filled online questionnaire which makes the 50% of total respondents of the 

survey.  

2. Face to Face Interview: Hard copy of the questionnaire (both Persian and English 

version were distributed to the customers who met the set criteria to answer the 

questions. This population included randomly selected respondents from AUAF 

students, nongovernmental Staff and household members from district13, district6, 

district 5, district4 and district 3. These five districts basically represent the people from 

North, Central, West, East and South Afghanistan and can represent major life style of 

                                                           

2 https://www.surveymonkey.com 
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Kabul even country’s residents. 50% of the total respondents were interviewed face to 

face. 

In order to access the list of the registered and active companies, websites of Ministry of 

Communications and Information Technology and Afghanistan Telecommunication 

Regularity Authority were of use as reliable sources. In addition, the public information on the 

website of the four of those telecommunication companies which are Roshan, Etisalat, MTN 

and AWCC could help estimate the population for the aim of this study in Kabul. 

3.7. Data Collection Instruments 

3.7.1. Questionnaire Structure 

 

The questionnaire was developed mainly using the statements of the SERVQUAL 

Model. The questionnaire consisted four parts.  

The first part included questions regarding demographic and socio-economic profile of 

the targeted costumers, the company they subscribe to, and the subscription duration. 

  The second part asked questions regarding expectations of the customer. Related to 

expectation, 29 statements were placed on the questionnaire that were in line with Parasuraman, 

et al (1988) model but with some additional questions. The questions used to measure service 

quality (expectation) were in below arrangement: 

Question 1 to 4: Included statements to measure tangibility; the physical appearance of 

facilities and staff of an excellent company.  

Question 5 to 8: Included statements asking about the reliability and the capacity of the 

telecommunication companies to perform. 
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Question 9 to 12: Included statements regarding an excellent telecommunication company’s 

responsiveness level and ability to act promptly and provide required services.  

Question 13 to 16: Measured assurance of the customers or the staff ability to create trust and 

confidence for the company to the customers and inspire them.  

Question 17 to 20:  Included 4 statements to measure the level of care and individualized 

attention is paid to the telecommunication customers.  

Question 21 to 25: Included 5 statements to measure what network coverage the customers 

expect an excellent company to provide them with. 

Question 26 to 29: Measured the expectations of the customers regarding Tax rate and Tariff 

level in the country. (Question 21-29 are not included in Parasuraman (1988), but some 

scholars have included them (Geetanjalir, 2017; Negi, 2009). Each of the customers were asked 

to express their view on what service qualities they expect from an excellent company to 

provide. 

The third part, included 29 symmetric statements. Being more specific, the statements were 

similar to questions in second part but asking about perceptions based on their experience rather 

than expectations. As Cook, Heath, and Thompson (2003), stats that the expected quality of 

the services are what actually the customers expect to receive. While the obtained service from 

a company they already have used demonstrates their level of perception and even satisfaction. 

Align with the previous parts, in the fourth section, the questionnaire asked some 

questions about their overall satisfaction level with their current telecommunication company 

considering some specific factors that were found significant based on the literature review, 

such as: overall price, internet speed, value-added services and customer care. 
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3.7.2. Questionnaire Administration 

 

A total number of 200 questionnaires; both English and Persian versions were 

distributed to the customers on a random basis, from which 139 could be collected back. 2 were 

filled partially and the remaining 137 were filled completely. In addition to this, the 

questionnaire was adopted into surveymonkey.com. The link was shared through email and 

social media to the potential respondents. 138 customers had tried the survey while 5 had filled 

the survey partially (less than 25% of the questions were answered), and 133 customers have 

answered completely. Thus, data from 270 customers could be collected. 

The field research/data collection was started by second week of June 2017 and it was 

completed in a one-week duration. Thereafter, the data cleaning, analysis, data validation and 

drafting the report was carried on, so that each of them being completed by late June. As the 

completed draft was to be submitted by the end of June 2017. 

3.8. Data processing and Analysis 

The data entry process was started align with the process of data collection in excel and codes 

were assigned for each questions, so that later through statistical tools, the result could be 

deducted and the correlation could be identified.  

The process of data cleaning, was performed in excel. However, first the outliers were checked. 

And later the logical contingency of the data was assessed in an in-depth manner.  

Analysis was performed through running multiple regression, SERVQUAL GAP calculation 

and some other descriptive statistics of which result is explained in chapter four.  
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3.9.Coding 

Prior to analysis of the data, for each dimensions of the SERVQUAL Model, a code 

was assigned and entered in the spread sheet first. Same process was applied on the first part, 

the demographic information of respondents, as well as the fourth part, the overall customer 

satisfaction level.  

To exemplify, the coding for the statements on expectations were as below: 

Tangibility:  

TB1: Statement on modernity of equipment  

TB2: Statement on the physical facilities’ visual appealing. 

TB3: Statement on employees’ appearance 

TB4: Statement on the physical environment. 

Reliability: 

RB1: Statement on the on-time promises and performance 

RB2: Statement on company’s interest to solve problem 

RB3: Statement on service delivery promptness 

RB5: Statement on company’s record accuracy 

Responsiveness: 

REB1: Statement on information availability 

REB2: Statement on fast response provision 

REB3: Statement on employee’s willingness to help 

REB4: Statement on employee’s business  
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Assurance: 

AB1: Statement on instilling confidence 

AB2: Statement on customers’ safety feeling 

AB3: Statement on employee’s politeness 

AB4: Statement on employee’s knowledge 

 

Empathy: 

EB1: Statement on company’s individual attention 

EB2: Statement on operational hours’ convenience 

EB3: Statement on personal service 

EB4: Statement on employee’s understanding of specific needs 

 

Network coverage:  

NB1: Statement on indoor coverage. 

NB2: Statement on good outdoor coverage. 

NB3: Statement on wide geographical coverage. 

NB4: Statement on clarity of sound, voice and video 

NB5: Statement on call drops/cutting/cross track. 

Tariff 

TX1: Statement on reasonable tariff. 

TX2: Statement on Tariff Plan. 

TX3: Statement on tariff options availability 

TX4: Statement on the competitive price advantage. 
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3.10. Hypothesis 

 

The study in addition to service quality assessment, aims to examines the impact of potential 

dimensions of service quality on customer satisfaction, so the seven developed hypotheses for 

the study are as follow: 

1. H1: Tangibility as item of observed quality has high and significant correlation with 

satisfaction degree. 

2. H2: Reliability as item of observed quality has high and significant correlation with 

satisfaction degree. 

3. H3: Responsiveness as an item of observed quality has high and significant correlation 

with satisfaction degree. 

4. H4: Assurance as item of observed quality has high and significant correlation with 

customer satisfaction degree. 

5. H5: Empathy as an item of observed quality has high and significant correlation with 

satisfaction degree. 

6. H6: Network Coverage as an item of observed quality has high and significant 

correlation with satisfaction degree. 

7. H7: Tariff level as an item of observed quality has high and significant correlation with 

satisfaction degree.  

The alternate hypotheses for each of the null hypothesis are shown as: H01, H02, H03, 

H04, H05, H06 and H07. The alternate hypotheses are accepted at 5% interval level, if the 

null hypotheses are rejected.  
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3.11. Pilot testing 

After collecting data from 50 respondents, the data reliability was checked through 

Cronbach alpha test. Because for this study the data internal coefficient of data was extremely 

important; therefore, Cronbach alpha reliability coefficient was used.  

The Cronbach alpha score was above the acceptable range of 0.7. Thus, the value was 0.85 for 

perception and 0.91 for expectations. Therefore. It was concluded that the measurement tool in 

use was reliable. According to Cronbach (1951), reliability of the value of alpha lies between 

o.6 and 0.7 it would be acceptable, if less, the measurement tool may not be reliable, and if it 

is higher than 0.8, it will be good.  

3.12. Data reliability 

 

Since the internal coefficient of data was important, once data collection was completed, (data 

from 270 respondents were collected), the Cronbach alpha reliability coefficient was used again 

on the collected data in two steps. Once it was tested for perceptions, next time for the 

expectations.   

First, from the available analysis tools in excel, ‘ANOVA: the two factors without replication’ 

was run for expectations, below table highlights the outcome: 

Figure 3-2: ANOVA Table on the Expectations 

Variation Source SS Df MS F P-value 
F 

criticality 

Rows 2066.299 269 7.6814 13.65546 0 1.149161 

Columns 325.4476 27 12.053 21.42805 
1.9E-

100 
1.487222 

Error 4085.552 7263 0.56251    

Total 6477.299 7559     

Source: Structured survey questionnaire, 2017 
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Then, the Cronbach value expectations was calculated based on the formula as: 

Cronbach Alpha= 1-MS Error/MS Rows 

MS Error for expectations= 0.562516 

MS Rows for expectations= 7.681411; therefore: 

Cronbach Alpha for expectations=1- 0.562516/7.681411= 0.926769 

Since the value is higher than 0.8, therefore, the value is not only acceptable, but very good.  

The same process was followed to examine the perception part’s data reliability. ‘ANOVA: the 

two factors without replication’ analysis process was run for perceptions. As the table below 

highlights the analysis outcome: 

Figure 3-3: ANOVA Table on the Perceptions 

Variation 

Source 
SS df MS F P-value 

F 

criticality 

Rows 3642.357 269 13.54036 19.97 0 1.149161 

Columns 234.5741 27 8.687929 12.81339 1.3E-55 1.487222 

Error 4924.569 7263 0.678035    

Total 8801.5 7559         

Source: Structured survey questionnaire, 2017 

Similarly, the Cronbach alpha calculation formula was applied as: 

Cronbach Alpha= 1-MS Error/MS Rows 

Cronbach Alpha= 1-MS Error/MS Rows, therefore;  

Therefore,  

MS Error for perceptions= 0.68 

MS Rows for perceptions= 13.54 

Cronbach Alpha for perceptions=1- 0.68/13.54=> 0.95 

Since the obtained Cronbach value is higher than 0.7, it is acceptable and the measurement tool 

is reliable and data consistency is proved. 
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CHAPTER FOUR 

Empirical Analysis and Findings 

In this section the primary data is systematically processed so that it can be used for 

analysis and discussion. The study is conducted to assess the service quality of 

telecommunication companies in Kabul and the sector’s customer satisfaction level. The data 

was collected based on a structured and customized questionnaire of SERVQUAL model, and 

through online and manual distribution to 270 customers. The obtained result is analyzed to 

fulfill the study objective.  

4.1.  Profile of the respondents 

The study aimed to equally consider gender, figure (4-1) illustrates the gender 

distribution for study. 

Table 4-1: Gender profile 

Gender Number of Respondents Percentage 

Male  153 
56% 

Female 116 
44% 

Total 269 
100% 

 

Source: Structured survey questionnaire, 2017 

As shown in the figure, the sample respondents include 57 percent male while female 

respondents are 43 percent. 269 respondents responded this question meaning that 153 were 

male, 116 were female and one person has skipped the question. Perhaps this percentage also 

has a relation with the overall demographics of the country which is 52% male and 48% female 

(Statistical Yearbook, 2014). 
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The survey also collected information on the age of the respondents. The four age categories 

were given as options for the respondents. The figure (4-2) below demonstrates each groups of 

the respondents based on their percentage.   

Table 4-2: Age of the Respondents 

Age Number of Respondents Percentage of respondents 

Less than 20 years 50 18% 

20-29 years 168 62% 

30-39 years 42 16% 

Higher than 50 years 10 4% 

Total 270 100% 

Source: Structured survey questionnaire, 2017 

The figure presents that most of the respondents have been between age group of 20 years to 

29 years.  Perhaps it can be concluded that this category activates internet packages.  Because 

majority of the online respondents (who had taken on-line survey) were between this age group. 

50 respondents have been less than 20 years old, to clarify that the survey target was above 15 

years old. So they have been between 15 to 20 years old. Majority 62% (168 persons) were of 

age 20-29 while 42 persons have been 30 to 39 years old. However, only 10 respondents have 

been higher than 50 years old. 

The survey also aimed to have opinion of the mobile telecommunication customers who have 

different education level including those with primary education to Ph.D. Being more specific, 

the five groups consisted respondents with primary education, secondary level, bachelor 

degree, masters and/or doctorate and others (for instance someone may have had religious 

studies/Madrasa and/or has received informal education which go under none of the above 

given category. Figure (4-3) describes each education level category’s percentage.  
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Table 4-3: Respondents Education Profile 

Degree Number of respondents Percentage of the respondents 

Primary 3 1% 

High School 59 22% 

Bachelors 164 61% 

Masters/Doctorate 41 15% 

Others 3 1% 

Total 270 100% 

Source: Structured survey questionnaire, 2017 

As shown in the figure, majority of the respondents held higher education level, particularly 

bachelor degree. Conversely, only one percent of the respondents had primary education and 

another one percent have selected others; and they have given informal religious studies as 

specifications in the blank space provided for specification. Respondents with 

Masters/Doctorate degree have been 15 % while respondents with secondary education were 

of 22 percent of the total respondents.  

The survey also asked about employment status of the respondents, thus, it included four main 

categories of unemployed, government/public agencies’ employee, NGO/private agencies’ 

employee and self-employed categories. 

Table 4-4: Employment Status of Respondents 

Employment category Number of Respondents Percentage of Respondents 

Unemployed 88 34% 

Government employee 56 18% 

NGO Employee 102 39% 

Self-employed 23 9% 

Total 269 100% 

Source: Structured survey questionnaire, 2017 
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Relatively, majority of the respondents have been employed by the private 

agencies/private companies. Then, 18% of government employee is the larger percentage. 34 

percent have been unemployed (shows high rate of unemployment in the country). 

Furthermore, only 8% of the respondents have been self-employed. We may infer from this 

that qualified employee prefer to work with private agencies rather than creating job 

opportunities and employing themselves and others. One of the respondents has skipped the 

question.  

The other question on the respondents’ profile was about the economic status or 

monthly income level of the respondents. This is particularly important, if later we want to 

segment the respondents based on their income level as well as assess if there is any difference 

between expectations of those with higher income and those with no income or a lower level 

of monthly income.  Figure (4-5) below illustrates the respondents’ income level. 

Table 4-5: Income level of the respondents 

Income Level Percentage of Respondents Number of Respondents 

less than 10,000 AFN 41% 109 

10,000-30,000 AFN 21% 57 

30,000-50,000 AFN 15% 41 

50,000-100,000 AFN 12% 31 

Higher than 100,000 AFN 11% 28 

Total 100% 266 

Source: Structured Survey Questionnaire, 2017 

As shown through figure, relatively high percentage of the respondents which is 109 

persons in this study have been of low income level which is less than 10, 000 AFN per month. 

In this connection, it should also be considered that some of those who have selected 

unemployed option in earlier question, have selected this option. The other categories of are 
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somewhat close percentages. To mention that people may consider their income level highly 

confidential, therefore, the expectation was that some more may skip it unanswered.  

The next question on the profile of the profile of the respondent was about the company 

that they subscribe to. All six active telecommunication companies including public and private 

ones, were given as options to the respondents.  

Table 4-6: Subscribing Company 

Company Number of Respondents Percentage of Respondents 

Roshan 92 34% 

Etisalat 83 30.7% 

AWCC 27 10% 

MTN 39 14.4% 

Salam 29 10.7% 

Afghan Telecom 0 0% 

Total 270 100% 

Source: Structured survey questionnaire, 2017 

Based on the reports from Ministry of Communications and Technology (2015), 

Roshan is the biggest company that has the highest shareholder of the market. In the survey 

34% of the respondents have been those who are subscribing to Roshan Company. Next, the 

subscription percentage is high for Etisalat which is 83% in the survey but the third largest 

shareholder of the market. The percentage for other three companies of AWCC, MTN and 

Salam are relatively close. In addition, and surprisingly, no respondent of this survey has been 

subscribing to Afghan Telecom; the only public land-line telecommunication company. The 

company also provides internet charging monthly basis with a lower price in comparison to 

other private companies.   
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Aiming to find the loyalty and the retention level of the customers to the companies 

that they already subscribe to, they were asked for how long they have been subscribing to the 

current company. It is also mentionable and obvious that non-of these companies’ activity 

exceeds 15 years (the first company was authorized to start its activity and provide mobile 

telecommunication services in 2002).  

Table 4-7: Subscription Duration 

Subscription Duration Percentage of Respondents Number of Respondents 

Less than 1 year 16% 44 

1-4 Years 37% 100 

4-7 Years 28.50% 76 

7-15 Years 18.50% 50 

Total 100% 270 

Source: Structured survey questionnaire, 2017 

The figure explains that majority of the respondents (37%) have been using the current 

company (the one they subscribe to currently) for 4-7 years, thus the lowest percentage goes 

somehow equally to less than one year and 7 to 15 years’ duration.  

Analyzing further, from the 50 respondents who have subscribed to the longest 

duration possible of 7 to 15 years, 24 respondents are from Roshan (the highest) and the 

lowest percentage (2%) subscribes to Salam. Considering this point that Salam company 

started its activities recently, and is the newest company. 
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Figure 4-1: Companies with the Longest Subscription Duration 

 

Source: Structured Survey Questionnaire, 2017 

4.2. Gap Score Analysis 

There are five dimensions of the SERVQUAL and two additional dimensions that this 

study focus on. The analysis in this part calculates the mean gap score of the perception and 

expectation for each of the dimensions and their related statements. There are 29 service quality 

attributes that are categorized into 7 dimensions or factors.  However, a negative gap score will 

demonstrate that customers’ perceived that the companies do not meet their expectation. While, 

a positive gap score indicates that the companies providing telecommunication services do 

higher than what they actually are expected. 

 4.2.1. Tangibility 

This dimension focuses on the equipment of the companies and the physical 

appearance of the equipment and staff. Table (4-1) calculates the existing gap score for the 

perception mean and expectation mean in regards to tangibility.  

0% 10% 20% 30% 40% 50% 60%

Roshan

Etisalat

AWCC

Afghan Telecom

MTN

Salam

CUSTOMERS SUBSCRIPTION LONG DURATION



 
 

 51 

Table 4-8: Gap Score Analysis on Tangibility 

Statements 

Expectations 

Mean 

Perceptions 

Mean 

GAP Score 

(PM-EM) 

Conclusion 

1. Up to date equipment 4.315 3.533 -0.781 Dissatisfied 

2. Physical facilities are 

visually appealing 

4.033 3.337 -0.696 Dissatisfied 

3. well-dressed/neat 

employee 

4.033 3.589 -0.444 Dissatisfied 

4. The company’s 

environment appearance 

4.141 3.481 -0.659 Dissatisfied 

Tangibility Average 4.130 3.485 -0.645 Dissatisfied 

Source: Structured survey questionnaire, 2017 

As table contents show, the gap score for each of the statements related to tangibility are 

negative, ranging from -0.784 the highest to -0.444 the lowest one, thus, it can be concluded 

that the customers’ expectations are not met by the services they have already received from 

the telecommunication companies.  

4.2.2. Reliability 

This dimension demonstrates to what extent the promised services are provided to the 

customers. (Siddiqi, 2011), in other words, it shows the customers’ feeling about the services 

they receive for which they have paid. The table below (4-2) shows the GAP score is obtained 

for each of the four statements that are included in reliability dimension.  
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Table 4-9: Gap Score Analysis on Reliability 

Statements 
Expectation 

Mean 
Perception Mean 

GAP Score 

(PM-EM) 
Conclusion 

1. On time service 

delivery/promises 
4.507 3.333 -1.174 Dissatisfied 

2. Interest in solving 

customers' problem 
4.533 3.385 -1.148 Dissatisfied 

3. Service delivery at 

the first time 
4.326 3.222 -1.104 Dissatisfied 

4. Keeping error free 

records. 
3.985 3.178 -0.807 Dissatisfied 

Average Reliability 4.306 3.203 -1.103 Dissatisfied 

Source: Structured Survey Questionnaire, 2017 

The perceived service quality score which is (Mean Perception-Mean Expectation) for each 

statement of the reliability is negative, therefore, the customers’ expectations are not met. 

However, The Lowest score belongs to keeping error free records which is still higher than the 

highest score of tangibility dimension, so, it can suggest that from the collection of the 

statements of reliability, the companies are better in keeping error free records. 

 

4.2.3. Responsiveness 

 

Responsiveness concerns on the way the customers are behaved, their questions are 

answered, and their requests are dealt, whether they are processed attentively and promptly 

(Siddiqqi, 2011). Most scholars believe that companies are responsible to communicate 

customers about their requests and concerns and provide them the possible responses. As 

Zeithaml, Bitner and Greenier argue that should consider customers concerns more important 

rather than their individual’s perception (2009).  
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Table 4-10: Gap Score Analysis on Responsiveness 

Statements 
Expectation 

Mean 

Perception 

Mean 

GAP Score 

(PM-EM) 
Conclusion 

1. Information accessibility 

to the customers. 

4.207 3.448 -0.759 Dissatisfied 

2. Prompt service delivery 

to customers. 

4.2444 3.304 -0.9404 Dissatisfied 

3. Employees Willingness 

to help customers. 

4.371 3.311 -1.06 Dissatisfied 

4. Employees availability to 

respond customers. 

4.148 3.137 -1.011 Dissatisfied 

Average Responsiveness  4.2426 3.3 -0.9426 Dissatisfied 

Source: Structured survey questionnaire, 2017 

Gap score for the “information accessibility” though being negative is relatively lower 

than other statements, therefore, it shows that in regards to responsiveness, most attention is 

given to providing customers accessibility to information they need and require, while other 

statement gain higher negative scores, thus, being given lower attention. But still the average 

gap score is lower for responsiveness than reliability but higher than tangibility. 

4.2.4. Assurance 

 

Assurance demonstrates the level of customers’ trust and confidence on the companies 

if they provide the services competently (Siddiqi, 2011). Clearly, the customers will not feel 

satisfied if he/she doesn’t trust the company’s high competence. In addition, the research 

findings explain that as much as the companies act professionally and enhance trust, they will 

obtain greater level of customer satisfaction as a positive correlation is found between these 

two in this paper. Ravichandran, Mani, Kumar and Prabhakaran also argue that assurance is a 

critically important factor that influence customers’ satisfaction (2010).  
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Table 4-11: Gap Score Analysis on Assurance 

Statements 
Expectation 

Mean 

Perception 

Mean 

GAP Score 

(PM-EM) 
Conclusion 

1. Employee behavior 

instilling confidence to 

the customers 

4.152 3.348 -0.804 Dissatisfied 

2. Customers feeling 

safe in their 

transactions 

4.293 3.367 -0.926 Dissatisfied 

3. Politeness of the 

employee 
4.367 3.519 -0.848 Dissatisfied 

4. Employees 

Knowledge to answer 

customers' questions 

4.407 3.541 -0.867 Dissatisfied 

Average Assurance 4.305 3.444 -0.861 Dissatisfied 

Source: Structured survey questionnaire, 2017 

The assurance factor as well as other dimensions have negative gap scores which demonstrate 

the dissatisfaction of customers, since the provided services do not meet the customers’ 

expectations. But still, the average gap score for this dimension is lower than the other 

dimensions of reliability and responsiveness but not tangibility.  

4.2.5. Empathy 

 

Empathy concerns the way the customers are being served, and whether customers feel 

special receiving the services from telecommunication companies (Srinivasan, 2010). Scholars 

agree that most of the company ignore the customers’ preference, and what they actually 

looking for, hence, only a number of small companies use this feature as a competitive 

advantage over larger companies (Zeithaml, 2009). This dimension is considered vital as long 

as it gives companies the ability of establishing long relationship with their customers 
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(Andaleeb & Conway, 2006). The observations demonstrate that customers always prefer t be 

in direct interaction with the companies’ employee so that the front-line staff assist them and 

solve their problems. Hong & Marimuthu confirm the positive correlation of empathy with 

customers’ satisfactions (2014), moreover, Ladhari argues that empathy has the strongest 

relationship rather than any other dimensions (2008). 

Table 4-12: Gap Score Analysis on Empathy 

Statements 
Expectation 

Mean 

Perception 

Mean 

GAP Score 

(PM-EM) 
Conclusion 

1. understanding the specific 

needs of the customers. 
4.122 3.093 -1.030 Dissatisfied 

2. Operating hours 

convenience to all customers. 
4.174 3.252 -0.922 Dissatisfied 

3. Giving customers 

individual attention. 
3.633 3.107 -0.526 Dissatisfied 

4.  Behaving customers in 

caring mood. 
4.074 3.285 -0.789 Dissatisfied 

Average Empathy 4.001 3.184 -0.817 Dissatisfied 

Source: Structured survey questionnaire, 2017 

The average gap score for Empathy; with the strongest relationship to the customer 

satisfaction (Ladhari, 2008) is not very high. In comparison with other dimensions, it is lower 

than responsiveness, reliability and empathy that were mentioned earlier. However, the 

statement which is given more attention in this factor and based on their score, is ‘giving 

customers individual attentions’. This statement’s score is -0.5, which is lower than score of 

any other statements.  

 

 



 
 

 56 

4.2.6. Network Coverage 

 

Network coverage is a key specification of the telecommunication companies. There is 

a positive relation between Network Coverage and Customers’ Satisfaction level, as the widest 

the coverage is, the more satisfied would be the customers (Khan & Afsheen, 2012).   

Table 4-13:Gap Score Analysis on Network Coverage 

Statements 
Expectation 

Mean 

Perception 

Mean 

GAP Score 

(PM-EM) 
Conclusion 

1. Providing good indoor 

coverage. 

4.170 3.241 -0.930 Dissatisfied 

2. Giving better outdoor 

coverage. 

3.985 3.248 -0.737 Dissatisfied 

3. Giving wide geographical 

coverage. 

4.107 3.126 -0.981 Dissatisfied 

4. Clarity of sound, voice and 

video in the service. 

4.337 3.215 -1.122 Dissatisfied 

5. No encouragement toward 

call drops/cutting/cross track. 

4.059 3.085 -0.974 Dissatisfied 

Network Coverage Average 4.132 3.183 -0.949 Dissatisfied 

Source: Structured survey questionnaire, 2017 

Based on the GAP Score for the network coverage, customers are not satisfied with 

indoor coverage, outdoor and geographic coverage of the companies. In addition, their 

expectation is not met regarding sound and voice clarity and call drops. However, what is clear 

is that the perceived call clarity is considered very low by the customers; therefore, it has got a 

relatively high negative score of 1.122.  
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4.2.7. Tariff and Tax 

 

Afghanistan Government started applying collection of 10 percent Tax on mobile users 

in 2016 (MoF, 2016) which was none before. However, based on previous studies, tax and 

tariff had a significantly negative (positive) relation to mobile services users’ satisfaction. The 

studies also explained that satisfaction declines if the customers find out that they overpay for 

the services due to unsuitable rate plan selection (Gerpott, 2011).  

See table (4-11) below for respondents’ perceptions and expectations on this attribute.  

Table 4-14: Gap Score Analysis on Tariff 

Statements 
Expectation 

Mean 

Perception 

Mean 

GAP Score 

(PM-EM) 
Conclusion 

1. Charging reasonable 

tariff/price. 
4.067 2.963 -1.104 Dissatisfied 

2. Having acceptable Tax 

Plan. 
4.126 2.952 -1.174 Dissatisfied 

3. Changing the tax/tariff 

options. 
3.637 2.944 -0.693 Dissatisfied 

4. Offering benefit from 

competitive price 

advantage. 

3.967 2.989 -0.978 Dissatisfied 

Average Tax/Tariff 3.949 2.962 -0.987 Dissatisfied 

Source: Structured survey questionnaire, 2017 

The table clearly indicates that the perception score is very low for this factor, thus, the 

expectation has also not been as high as expectations’ score of other factors such as tangibility, 

responsiveness and reliability. But it can be inferred from the findings that majority of 

customers are neither happy nor satisfied with the tax plan and rate that is already being applied 

on telecommunication users countrywide.  

https://www.researchgate.net/profile/Torsten_Gerpott
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Finally, based on the gap score analysis, perceived service quality value ranges from (-

0.444 to -1.741) all negative, the lowest gap score depends to Tangibility attribute; 

‘staff/personal appearance’ statement. While the highest score refers to Reliability and Tax 

attributes for the two statements of; ‘On time service delivery according to company’s 

promises’ and ‘having acceptable tax plan’. So, it could be inferred that majority of customers 

are very dissatisfied with tax plan/rate and on time service delivery based on the promises of 

the mobile telecommunication sector in the country.  

4.3. Overall Satisfaction Level  

 

The Survey in addition to SERVQUAL dimensions, asked some questions about the 

overall satisfaction of the customers regarding the services they receive. The four potential 

factors were identified effective based on the literature review and studies on the customer 

satisfactions determinants in telecommunication industry. The factors were: Internet speed, 

Calling price, Value-added services and Customer care. 

4.3.1. Internet Speed 

 

As Fahim (2017), reported, there is a wide dissatisfaction among telecommunication 

customers in Afghanistan. In this connection, Atlas (2016) claimed that due lack of technology, 

Afghanistan telecommunication sector hasn’t been able to provide customers with quality 

services. The findings of Nai supporting open media, demonstrated that 91.5% of the customers 

dissatisfied with the services, particularly with the internet quality that they receive from 

telecommunication companies. However, Telecommunication company authorities reject this 

claim. For instance, Karim Khawaja the CEO of Roshan in his interview with 8am mentioned 

that 3G is much different from 2G, so if the customers pay for 3G they definitely enjoy speedy 

internet, and Roshan company plans to increase the number of antenna for 3G services (The 

Worst Status of Internet, 2015). 



 
 

 59 

Align with these issues, this survey also asked the respondents, “To what extent are you 

satisfied with the internet speed you receive from your company?”  

Below chart visualizes the opinion of respondents regarding internet speed.  

Figure 4-2: Satisfaction Level Regarding Internet Speed 

 

Source: Structured survey questionnaire, 2017 

The graph clearly shows, that majority of the customers are not satisfied with the internet speed 

they are provided with. 19.63% of them are extremely dissatisfied, and 30. 74% are dissatisfied. 

In comparison with satisfaction side, only 2.96 percent of the respondents are highly satisfied 

and 23.7 % are satisfied.  

4.3.2. Overall price 

 

Overall price includes the amount of money that companies charge for the call/second and 

internet/package. In fact, the charged price and the justifications behind it for a specific price 

may lead to price un/fairness view, and people in developing countries are more price sensitive. 
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The feeling that they pay for something that does not worth, may lead to leaving companies, 

and spreading of negative information (Xia, Kent, & Cox, 2004). 

This survey asked respondents opinion on the price the companies charge customers for 

internet and call price. The table below illustrates the responses further: 

Figure 4-0-3: Degree of Satisfaction Regarding Overall Price 

 

Source: Structured survey questionnaire, 2017 

A percentage of 39% respondents showed their satisfaction with the prices they are 

being charged, similarly another 39% stated that they are not satisfied with the price. Thus the 

remaining 23 percent are indifference about the price. Furthermore, there was a relationship 

found between the price being charged and the customers’ loyalty. This inference is based on 

the fact, that 53 percent of the respondents who have been customer of a company for 4-15 

years, responded that they are satisfied or highly satisfied and somehow satisfied with the 

overall price.  
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4.3.3.  Value-added services 

 

The high competitions in the market leads companies to offer value added services in 

addition to their core goal of business. The example of value added services in Afghanistan 

mobile telecommunication sector includes some special discounts, M-Paisa services, 

Electricity bill payments and sport program sponsorship (i.e. Afghanistan Better League).  

Figure (4-11) shows opinion of the customers in this regard, and the extent to what extent 

customers are satisfied with the value-added services they are being offered. 

Figure 4-0-4: Satisfaction Level Regarding Value-added Services 

 

Source: Structured survey questionnaire, 2017 

As illustrated in the figure, majority of the respondents are indifference (neither 

satisfied nor dissatisfied) about provided value added services. The reason might be customers’ 

unawareness of the value added services, or maybe they don’t consider it as important as the 

main service of the mobile telecommunication sector such as call/ voice services.  Then, the 
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next highest percentage of 34.5 shows satisfied customers. And only a low percentage are 

dissatisfied with the value added service they are being offered. 

4.3.4. Customer Care 

 

In fact, customer service and care is the result of various services that is being provided 

by the telecom companies to enhance the level of customers’ satisfactions.  However, in this 

particular study the objective of the question was to find out with which company and to what 

extent customers are satisfied with the level of cares and attention companies give them.  

Figure 4-0-5: Satisfaction Level Regarding Customer Care 

 

Source: Structured Survey Questionnaire, 2017 

The figure illustrates the percentage of satisfied, neutral and dissatisfied customers and the 

level of satisfaction with each company. 
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Comparing the percentages for each of the six companies, majority of the dissatisfied 

customers regarding customer care comes from MTN company, while the highest percentage 

of satisfied customers are of Roshan company with a percentage of 53%. In this connection, 

for Roshan and AWCC companies the difference between high satisfaction and high 

dissatisfaction level of customers are relatively high; for Roshan the values ranges from 53% 

to 4% and for AWCC from 58% to 0%, while it is not the same for Salam, Etisalat and relatively 

for MTN companies.   

4.4. Effectiveness Towards Difference 

 

The dependent t-test is used to find out if statistically significant difference exists 

between customers’ expectations in comparison to their perceptions for each statement. The 

table below indicates details of effectiveness regarding each pairs of statement and their 

respective dimensions: 

Table 4-15: The Compared T-test for Effectiveness Difference 

Tangibility N Mean SD t P 

Pair 1 EXP 270 4.315 0.77 2.64 0.008** 

PER 270 3.533 0.81 

Pair 2 EXP 270 4.033 0.79 0.414 0.68 

PER 270 3.34 0.92 

Pair 3 EXP 270 4.033 0.84 2.25 0.025* 

PER 270 3.589 0.83 

Pair 4 EXP 270 4.13 0.71 2.95 0.0034** 

PER 270 3.485 0.93 

Reliability 

Pair 5 EXP 270 4.5 0.77 0.68 0.49 

PER 270 3.33 1.076 

Pair 6 EXP 270 4.53 0.68 1.009 0.31 

PER 270 3.38 1.1 
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Pair 7 EXP 270 4.32 0.8 1.28 0.19 

PER 270 3.22 1.08 

Pair 8 EXP 270 3.98 0.9 0.655 0.5 

PER 270 3.17 1.062 

Responsiveness 

Pair 9 EXP 270 4.2 0.87 0.94 0.34 

PER 270 3.45 1.025 

Pair 10 EXP 270 4.24 0.87 0.8 0.4 

PER 270 3.03 1.1 

Pair 11 EXP 270 4.3 0.84 2.1 0.04* 

PER 270 3.31 1.06 

Pair 12 EXP 270 4.15 0.90 0.09 0.92 

PER 270 3.13 1.09 

Assurance 

Pair 13 EXP 270 4.15 0.95 1.073 0.28 

PER 270 3.34 0.99 

Pair 14 EXP 270 4.29 0.92 1.38 0.167 

PER 270 3.37 1.054 

Pair 15 EXP 270 4.37 0.87 2.00 0.04* 

PER 270 3.52 1.019 

Pair 16 EXP 270 4.4 0.81 1.9 0.05 

PER 270 3.54 1.007 

Empathy 

Pair 17 EXP 270 4.12 0.9 2.56 0.01** 

PER 270 3.09 1.088 

Pair 18 EXP 270 4.17 0.81 0.05 0.96 

PER 270 3.25 1.14 

Pair 19 EXP 270 3.63 1.1 3.36 0.0008** 

PER 270 3.1 1.03 

Pair 20 EXP 270 4.074 0.91 0.073 0.29 

PER 270 3.29 1.09 

Network Coverage 
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Pair 21 EXP 270 4.17 0.84 1.27 0.02* 

PER 270 3.24 1.07 

Pair 22 EXP 270 3.98 0.93 1.25 0.21 

PER 270 3.24 1.039 

Pair 23 EXP 270 4.1 0.93 0.01 0.98 

PER 270 3.13 1.16 

Pair 24 EXP 270 4.33 0.84 0.84 0.39 

PER 270 3.21 1.15 

Pair 25 EXP 270 4.06 0.98 1.083 0.28 

PER 270 3.086 1.122 

Tax/Tariff 

Pair 26 EXP 270 4.07 1.025 0.06 0.2 

PER 270 2.96 1.14 

Pair 27 EXP 270 4.13 0.89 0.5 0.5 

PER 270 2.95 1.1 

Pair 28 EXP 270 3.64 1.19 0.79 0.43 

PER 270 2.94 1.13 

Pair 29 EXP 270 3.97 1.154 1.67 0.09 

PER 270 2.99 1.151 

** Strongly significant 

*Significant 

The table indicates that between some pairs in each dimensions statistically significant 

difference is present. Exploring further, the obtained result of t- statistics, and the obtained p-

value indicates that a high statistical significant difference exists between pair 1, pair 4, pair 17 

and pair 19 statements on the questionnaire. 

In addition, statistical significant difference is present for pairs 3, pair 11, pair15 and pair 21 

of which t-value is higher than -+2 and the p-value is lower than 0.05. 

For the remaining pairs, statistically significant difference are not shown present as test result. 
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4.4.1. Multiple Regression Analysis 

 

The regression model for this study was developed as: 

 

 

Based on the factors being examined in this study the customer satisfaction is function of the 

customized SERVQUAL model. 

X1: GAP Score of Tangibility 

X2: GAP Score of Reliability 

X3: GAP Score of Responsiveness 

X4: GAP Score of Assurance 

X5: GAP Score of Empathy 

X6: GAP Score of Network Coverage 

X7: GAP Score of Tariff/Taxα is the constant value in the function, βs are the coefficients and 

‘e’ is the standard errors. Customer satisfaction is the dependent and the independent variables 

are each identified components of service quality. 

The ANOVA Table demonstrates the significant value below, and the complete result of the 

regression is attached as appendix: (Appendix 2, Table 5-1) 

Table 4-16: Regression Analysis Result 

ANOVA 

 df SS MS F Significance F 

Regression 7 50.132 7.162 16.382 0.000 

Residual 262 114.536 0.437   

Total 269 164.669    

Source: Structured Survey Questionnaire, 2017 

 Customer Satisfaction=α+β1X1 + β2X2 + β3X3 + β4X4 + β5X5 + β6X6 + β7X7 + e 
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After running multiple regression, the ANOVA table demonstrates that the Significance 

F-value of the table is 0.00000000000019 which is a very small number. This proves there is a 

positive association between customer satisfaction (the dependent variable) and the quality 

item (other independent variables). For instance, customer satisfaction depends on the gaps 

which are gained as perceived service quality scores. However, F value does not tell that all 

the factors of service quality gap has significant relation with customer satisfaction in mobile 

telecommunication industry. The table shows the overall predictability; the adjusted R square 

value is 0.498≈0.5 indicating that about 50% of the factors are responsible for customer 

satisfaction in mobile telecommunication industry.  

The result of coefficient is also presented in Appendix 2: Table (5-1) which shows the 

relationship between dependent and independent variables as well.  

Based on the significant value from the regression model in the telecommunication sector, 

tangibility, responsiveness, network coverage and tariff have a significant impact on customer 

satisfactions, as, the calculated value of tangibility, responsiveness, network coverage and 

tax/tariff are lower than 0.05 in 95% level of confidence interval, therefore, these dimensions 

have correlation with customer satisfaction. However, the value calculated for reliability, 

empathy, and assurance are higher than the 0.05 value. Therefore, it is inferred that they may 

have some impact on the customer satisfaction, while they are not significant.  

4.4.2. Pearson Correlation Analysis 

 

Vogt (2007) believes that inferential statics helps in analyzing whether to accept or reject 

the hypotheses of a study. Table below presents the correlation coefficient test result. 



 
 

 68 

Table 4-17: Pearson Correlation Test Result 

 

The result shows significant relationship between reliability, network coverage, and 

Tax/tariff rate. Because their value is higher than 0.5 and for other four dimensions the value 

is lower than 0.5. Pearson Correlations analysis and the multiple regression result is consistent, 

therefore, it can be concluded that between customer satisfaction and each of service quality 

dimensions. To mention that high correlation below ranges from 0.577 to 0.71.  

Tangibility<0.5, thus, high correlation doesn’t exist. 

Reliability>0.5, thus, high correlation exists 

Responsiveness<0.5, thus, high correlation doesn’t exist 

Assurance>0.5, thus, high correlation exists. 

Empathy<0.5, thus, high correlation doesn’t exist 

Network Coverage>0.5, thus, high correlation exists. 
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Tax/Tariff>0.5, thus, high correlation exists. 

4.4.3. T-Statistic Test Analysis 

 

In addition to correlation result explained earlier, and in order to examine the 

hypotheses, T Statistic test was completed. The table (4-18) shows the t-value, standard error, 

and the p-value for each of the factors and components.  

Table 4-18: T-statistics result 

Hypotheses T-Value P-Value 
Standard 

Error 
Test result 

H1: Tangibility as item of observed 

quality has significant relationship with 

customer satisfaction. 

0.322 0.748  0.077 Rejected 

H2: Reliability as item of observed 

quality has significant relationship with 

customer satisfaction. 

2.108 0.036 0.057 Accepted 

H3: Responsiveness as item of observed 

quality has significant relationship with 

customer satisfaction. 

0.001 0.999 0.079 Rejected 

H4: Assurance as item of observed 

quality has significant relationship with 

customer satisfaction. 

2.140 0.033 0.085 Accepted 

H5: Empathy as item of observed quality 

has significant relationship with 

customer satisfaction. 

-0.633 0.527 0.085 Rejected 

H6: Network Coverage as item of 

observed quality has significant 

relationship with customer satisfaction. 

2.024 0.044 0.070 Accepted 

H7: Tariff/tax level as item of observed 

quality has significant relationship with 

customer satisfaction. 

3.007 0.003 0.062 Accepted 
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Examining this model, a significant relationship exists between customer satisfaction and 

reliability, assurance, network coverage and tax/tariff items of perceived service quality. 

However, the obtained result is consistent to a level with findings of some previous studies; 

 H2: There is a significant relationship between customer satisfaction and reliability. While 

scholars have also found; there is a significant relationship between customer satisfaction and 

service quality dimensions except tangibility (physical aspects) (Loke, Taiwo & Salim, 2011; 

Alan & Downe; 2011, Danaher & Mattsson, 1994; Kim & Park, 2004). Gautam (2012) also 

found a positive relationship between service quality attributes, particularly reliability with 

customer satisfaction and also customer value.   

H4: There is a significant relationship between customer satisfaction and assurance; scholars 

previously found; there is a significant relationship between customer satisfaction and service 

quality dimensions except tangibility (physical aspects) (Loke, Taiwo & Salim, 2011; Alan & 

Downe; 2011, Danaher & Mattsson, 1994; Kim & Park, 2004). 

H6: There is a significant relationship between customer satisfaction and network coverage; in 

this regard Khan and Afsheen (2014) believed that price fairness, network coverage, and 

customer service are the three most important factors respectively in Pakistan mobile 

telecommunication industry that have significant relationship with customer satisfaction.  

H6: There is a significant relationship between customer satisfaction and tariff (tax).  A study 

in Pakistan mobile sector concluded that reasonable price, tariff and superior service 

contributes in costumer satisfaction, but price fairness plays a greater role (Hanif, Hafeez & 

Riaz, 2010), while Saha, Islam and Hoque (2016) determined factors such as price level and 

tariff, service diversity and facilities highly significant and critical factors with/of customer 

satisfaction in Bangladesh telecommunication industry.  
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CHAPTER FIVE 

Findings, Conclusion and Policy Recommendations 

 

5.1. Introduction 

This part of the study provides a summary of all previous four chapters and puts the 

collected information together from study objectives, the literature reviewed, the methodology, 

and importantly from the findings and analysis. 

The chapter also presents the answers to the research questions, hypotheses tests result 

as well as providing recommendations for future studies and to the mobile telecommunication 

industry authorities and managers. It also concludes the study.  

5.2. Discussion 

The research was conducted to provide answers for the research questions and fulfill 

the objectives set for the study, including; assessing the satisfaction level of customers and 

service quality of mobile telecommunication, gap analysis, examining the quality factors which 

determining customer satisfaction, and providing recommendations for mobile telecom sector. 

Carrying out the gap score analysis it was revealed that for all dimensions of service 

quality, the overall perceived service quality is low without any exception. This in return means 

unsatisfied customers and higher dissatisfaction level among customers, since the customers 
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expect higher quality services from the mobile telecommunication companies than they 

actually receive. Therefore, to provide response to the first question of how customers perceive 

service quality, the gap analysis result demonstrated that customers’ expectation is higher than 

their perception. This implies that they are dissatisfied. It also suggests the following results: 

X1: GAP in tangibility= 0.025, i.e. 100% changes in tangibility will lead to 2.5% change in 

customer satisfactions.  

X2: GAP in reliability= 0.119, therefore, it could be understood that 100% change in the 

reliability will lead to approximately 12% change in the customer satisfactions.  

X3: GAP in responsiveness= 0.006; i.e. 100% change in responsiveness will lead to only 0.6% 

change to the customer satisfactions.  

X4: GAP in assurance= 0.181; i.e. is that 100% change in assurance will change the customer 

satisfaction for 18.1%.  

X5: GAP in Empathy= -0.054; i.e. therefore, 100% change in empathy will cause a change of 

5.4% level in overall customer satisfaction.  

X6: GAP in network coverage= 0.142; therefore, the interpretation could be; 100% change in 

network coverage will cause 14% change in customer satisfaction.  

X7: GAP in Tax/tariff= 0.185; from this value it could be concluded that 100% change in tariff 

will cause customer satisfaction to change for about 18.5 percent. 

Further analysis of other determinants rather than service quality showed that majority 

of customers are not happy with the price rate they are being charged, the internet speed they 

are offered and with the customers care they receive. The only factor that higher percentage of 
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customers showed happiness and satisfaction with, was the value added services that 

companies offer. Not to forget, a high percentage of 39% response was “neither satisfied nor 

dissatisfied” regarding value added services. 

Regression analysis, Pearson correlation and t-statistic test were used to examine the 

relationship between customer satisfaction and the dimensions of perceived service quality. 

Consequently, four dimensions of reliability, assurance, network coverage and tariff(tax) were 

found positively related to customer satisfaction.  

5.3. Conclusions 
 

The broad objective of the study was to evaluate the service quality of mobile 

telecommunication sector in Afghanistan.  

From the study it is being revealed that mobile telecommunication customers are not 

satisfied with the quality of current services they receive, besides, they highly demand for 

quality services. The result shows that companies need to work on enhancing their overall 

performance and the quality of the services they offer (each of the dimensions), if they want to 

enhance customer satisfactions and earn competitive advantage.  

The result shows that model has relatively a good fit, since P <001, average R square 

is 0.49, and four null hypotheses are accepted and three of them are rejected. So, the developed 

model can explain 50% of variation in customer satisfactions. Specifically, about the 

hypotheses; reliability, assurance, network coverage and tariff (tax) dimensions of perceived 

service quality are significant with customer satisfaction while tangibility, responsiveness and 

empathy were found not significant. Therefore, as discussed in the literature, service quality 

would not be the only factor that can impact customers’ perception and increase/decrease their 

satisfaction level. Other factors such as price can also be influential on customers’ decision and 
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satisfaction. In addition, knowing the way customers perceive services, will still highly benefit 

mobile telecommunication sector.  

5.4. Study Implications 

 

An implication of the study for managers would be to focus on improving companies’ 

reliability, assurance, network coverage and tariff(tax) plan than attributes like tangibility and 

empathy. For instance, a reason for network coverage improvement would be to help customers 

receive the widest coverage ever and provide them with quality and clear call, voice and video. 

For tariff, customers should feel the money they pay worth the service they receive in return, 

so, it is completely necessary to develop and review the plan and rates.  

Another implication to the study would be to enhance the current situation of overall 

services starting with the physical appearance of the equipment and company’s staff, to the 

internet speed and broad network coverage. The improvements could be obtained through 

personnel training, more investment on up-to-dating equipment for further coverage as well as 

call clarity, offering discounts, charging reasonable price and tax and up-dating the internet 

offerings (offer 4G probably with a reasonable price and speed). 

Furthermore, the mobile telecommunication companies’ strategy should not only focus 

on the profit they receive as their business success indicator and good performance. However, 

their strategy should consider customer satisfaction equally important as a business success 

indicator. Consequently, customer satisfaction strategy assists companies to compare 

company’s internal process with the customers’ standards and find further opportunities for 

improvements.  

5.5. Recommendations 
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Based on study’s finding some recommendations are provided for the mobile 

telecommunication managers and authorities.  

The recommendations are listed below: 

- Afghanistan Government should have a powerful organ to actively monitor quality of 

services being provided by the Telecommunication companies.  

- The mobile telecommunication companies should conduct regular research on the quality 

of their service, in order to find out the changes into customers’ level of satisfaction and 

modify their strategy accordingly. 

- The mobile telecommunication companies should not consider only profit as a success 

indicator to their business. They should also involve and engage customers to the business 

by considering their satisfaction. This way companies can obtain trust of the customers 

resulting long relationship maintenance with the company. 

- The companies should regularly evaluate and compare customers’ satisfaction standards 

with their internal performance, so that they can determine new opportunities to develop 

the services and quality.  

- The mobile telecommunication should hire professional and well trained front line staff 

who can communicate with adequate knowledge to answer customers’ questions and solve 

their problems, and/or train their customers on the service quality and evaluate their 

performance on a regular basis because this has a direct relationship with the costumers’ 

perceptions.  

- The mobile telecommunication companies need to have appropriate marketing strategy, so 

that they can enhance the customer awareness, loyalty and retention. 

5.6. Limitations 
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The exact number of mobile subscribers in Kabul was not clear; but it was estimated based on 

other available reports and data. This may cause the sample size to be calculated smaller or 

larger than the actual requirement.  

The questionnaire was distributed and shared with a large population of around 800 

subscribers, but only 270 respondents took the survey.  

The study considered Kabul city customers as population and sampling included customers 

from Kabul city rather than the whole country/ or at least the main and big cities, therefore, the 

result may not be generalizable to the whole country.  

5.7. Suggestions for Future Researches 

 

The study suggests that more researches should be conducted in future so that there 

would be enhanced understanding from perceived service quality and customer satisfaction, 

since the issue is critically important for the service industries’ growth and profitability. 

However, another similar research with larger sample size can be conducted, of which result 

could be generalized then on overall population of Afghanistan. 

Future research may use SERVQUAL in other service industries, including health service, 

transportation, education/ libraries, banks and water management.   

Future research also can identify and include more quality attributes to the study, to enrich the 

model for mobile telecommunication sector and enhance the service excellence further.     

Finally, the future researches can also study the impact of poor service quality and unsupportive 

policies on customer satisfaction.  
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APPENDICES 

Part I: Questionnaire 

Assessment of Service Quality and Customer Satisfaction: A Study of Afghanistan 

Mobile Telecommunication Sector 

Survey Questionnaire 

SECTION A: Respondent Profiles: 

Please tick the box that best describes you.  

1. What is your gender? 

☐Male 

☐Female  

2. What is your age (in years)? 

☐ Less than 20 

☐ 20-29 

☐ 30-39 

☐ 40-49 

☐ Higher than 50 years  

3. What is the level of your education? 

☐ Primary education 

☐ High School 

☐ Bachelor 

☐ Master/Doctorate Degree 

☐ Please specify: ____________________________ 

4. Which of the following options best describes your employment status? 

☐ Unemployed 



 
 

 II 

☐ Government/Public agency 

☐ NGOs/Private Company 

☐ Self-Employed 

5. What is your approximate average monthly income? 

☐ Less than 10,000 AFN 

☐ 10,000-30,000 AFN 

☐ 30,000-50,000 AFN 

☐ 50,000-100,000 AFN 

☐ Higher than 100,000 AFN 

6. Which telecommunication company do you subscribe to? (Select only one, please) 

☐ Roshan 

☐ Etisalat 

☐ AWCC (Afghan Wireless Communication Company) 

☐ MTN 

☐ Salam 

☐ Afghan Telecom 

7. How long have you been customer of this company? 

☐ Less than 1 year 

☐ 1-4 Years 

☐ 4-7 Years 

☐ 7-15 Years 



 
 

 III 

PART B: 

Expectations 

Please rank below statements according to your expectations. i.e. Imagine a 

telecommunication company and state what you expect them to provide you? 

 

Statement 

S
tr
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ly
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T
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1. Excellent Telecommunication Company should have 

modern equipment. 

     

2. Their physical facilities (shelves, customer service 

counters, and computers) should be visually appealing 

with modern looking.  

     

3. The frontline employees should be well dressed and 

appear neat. 

     

4. Materials associated with the company should be 

visually appealing (i.e. SIM Card, modem). 

     

R
el

ia
b
il

it
y
 

5. When the company promises to do something by a 

certain time, they should do so. 

     

6. When a customer has problem, the company should 

show a sincere interest in solving it. 

     

7. The company should perform the service right at the 

first time. 

     

8. The company should insist on keeping error free 

records. 

     

R
es

p
o
n
si

v
en

es
s 9. Employees should make information easily accessible 

by the customers. 

     

10. Employees should give prompt service to customers.      



 
 

 IV 

11. Employees should always be willing to help 

customers. 

     

12. Employees should never be too busy to respond to 

customers’ requests. 

     

A
ss

u
ra

n
ce

 

13. The behavior of employees should instill confidence 

in customers 

     

14. Customers should be able to feel safe in their 

transactions with Employees in the counters/and 

online transactions. 

     

15. The employees should be polite.      

16. Employees of an excellent company will have the 

knowledge to answer customers’ questions. 

     

E
m

p
at

h
y

 

17. The company should understand the specific needs of 

the customers. 

     

18. Their operating hours should be convenient to all their 

customers. 

     

19. Employees should give customers individual 

attention. 

     

20. The employees should deal with customers in caring 

mood. 

     

N
et

w
o
rk

 

C
o
v
er

ag
e 

21. The company should give very good indoor coverage.      

22. The company should give better outdoor coverage.      



 
 

 V 

23. The company should give wide geographical 

coverage. 

     

24. There should clarity of sound, voice and video in the 

service of the company. 

     

25. The company shouldn’t encourage call 

drops/cutting/cross track. 

     

T
ar

if
f 

26. The company should charge reasonable tax/price.      

27. The company should have acceptable Tax Plan.      

28. The company should change the tax/price options.      

29. The company should offer benefit from competitive 

price advantage. 

     

PART C: 

Perceptions 

The following statements relate to your feelings about the 

telecommunication company you have chosen in Question 6.  

Please show the extent to which you believe this company has the feature 

described in the statements. 

Statement 

S
tro

n
g
ly

 

D
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ree 

D
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N
eu

tral 

A
g
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n
g
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A
g
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T
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g
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y
 

1. This company that I subscribe to, has modern 

equipment. 

     

2. Their physical facilities (shelves, customer service 

counters, computers) are visually appealing with 

modern looking.  

     

3. The front-line employees are well dressed and appear 

neat. 
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4. Materials associated with the company are visually 

appealing. (i.e. sim card, modem) 

     

5. When the company promises to do something by a 

certain time, they do so. 

     

6. When I have a problem, the company shows a sincere 

interest in solving it. 

     

7. The company performs the service right the first time.      

8. The company insists on keeping error free records.      

R
es

p
o
n
si

v
en

es
s 

9. Employees make information easily accessible to the 

customers. 

     

10. Employees give prompt service to customers.      

11. Employees are always willing to help customers.      

12. Employees are never too busy to respond to customers’ 

requests. 

     

A
ss

u
ra

n
ce

 

13. The behavior of employees in the company instills 

confidence in customers 

     

14. Customers are able to feel safe in their transactions with 

Employees in the counters and online transaction. 

     

15. Their employees are very polite with the customers.      

 



 
 

 VII 

 

 
16. Employees of this company have the knowledge to 

answer customers’ questions. 

     
E

m
p
at

h
y

 

17. The Company understands the specific needs of the 

customers. 

     

18. Their operating hours are convenient to all their 

customers. 

     

19. Employees give customers individual attention.      

20. The employees deal with customers in caring mood.      

N
et

w
o
rk

 C
o
v
er

ag
e 

21. The company gives very good indoor coverage.      

22. The company gives better outdoor coverage.      

23. The company gives wide geographical coverage.      

24. There is clarity of sound, voice and video in the service 

of the company. 

     

25. The company doesn’t encourage call drops/cutting/cross 

track. 

     

T
ar

if
f/

T
ax

 

26. The company charges reasonable tax/price.      

27. The company has acceptable Tax Plan.      

28. The company changes the tax/price options.      

29. The company offers benefit from competitive price 

advantage. 

     



 
 

 VIII 

 

Thank you very much for your time and assistance, it is highly appreciated. 

 

 

 

 

 

 

 

 

 

 

Part D:  

Overall 

Satisfaction 

 

To what level are you satisfied with the services of your company (Selected in 

Question 6) considering below determinants? 

Mark appropriate: 

 V
ery

 

d
issatisfied

   

d
issatisfied

 

N
eith

er 

S
atisfied

 n
o
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d
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S
atisfied

 

V
ery

 

satisfied
 

Overall price      

Internet speed      

Value added service       

Company customer care      



 
 

 IX 

Part II: Tables 

 

Regression Statistics      

Multiple R 0.78957      

R Square 0.49843      
Adjusted R 

Square 0.48850      

Standard Error 0.68722      

Observations 270      
       
ANOVA       

 df SS MS F 
Significance 

F 

Regression 7 50.132 7.162 16.382 0.000 

Residual 262 114.536 0.437   

Total 269 164.669       

       

  Coefficients 

Standard 

Error t Stat P-value Lower 95% 

Upper 

95% 

Intercept 0.987 0.229 4.303 0.000 0.535 1.438 

Tangibility 0.025 0.077 0.322 0.748 -0.126 0.176 

Reliability 0.119 0.057 2.108 0.036 0.008 0.231 

Responsiveness 0.00006 0.079 0.001 0.999 -0.155 0.155 

Assurance 0.181 0.085 2.140 0.033 0.015 0.348 

Empathy -0.054 0.085 -0.633 0.527 -0.222 0.114 

Net coverage 0.142 0.070 2.024 0.044 0.004 0.279 

Tariff(tax) 0.185 0.062 3.007 0.003 0.064 0.307 

Table 5-1: Multiple regression analysis 

Source: Field survey, 2017
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Part III: Data Sets  

 

This part includes sample of data collected through Survey Monkey; the online method.  

Part B: Expectations 

Tangibility Reliability Responsiveness Assurance 

TB1 TB2 TB3 TB4 RB1 RB2 RB3 RB4 RSB1 RSB2 RSB3 RSB4 AB1 AB2 AB3 AB4 
Strongly 
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agree 

Strongly 
agree 

Strongly 
agree 

Agree Strongly agree 

Agree Disagree Neutral Agree Agree Agree Neutral Disagree Neutral Neutral Neutral Disagree Agree Agree Agree Strongly disagree 

Strongly 
agree 

Agree Agree Agree Strongly 
agree 

Strongly 
agree 

Strongly 
agree 

Strongly 
agree 

Strongly 
agree 

Agree Strongly 
agree 

Strongly 
agree 

Strongly 
agree 

Strongly 
agree 

Strongl
y agree 

Strongly agree 



 
 

 XI 

Part B: Expectations 

Empathy Network Coverage Tax/Tariff 

EB1 EB2 EB3 EB4 NB1 NB2 NB3 NB4 NB5 TXB1 TXB2 TXB3 TXB4 

Strongly agree Strongly 
agree 

Strongly 
agree 

Strongly 
agree 

Strongly 
agree 

Strongly 
agree 

Strongly 
agree 

Strongly 
agree 

Strongly 
agree 

Strongly 
agree 

Strongly 
agree 

Strongly 
agree 

Agree 

Neutral Agree Agree Agree Agree Agree Disagree Agree Neutral Neutral Disagree Neutral Disagree 

Agree Strongly 
agree 

Strongly 
agree 

Strongly 
agree 

Strongly 
agree 

Strongly 
agree 

Strongly 
agree 

Strongly 
agree 

Agree Agree Strongly 
agree 

Agree Agree 

Strongly agree Strongly 
agree 

Agree Strongly 
agree 

Strongly 
agree 

Strongly 
agree 

Strongly 
agree 

Agree Strongly 
agree 

Strongly 
agree 

Strongly 
agree 

Strongly 
agree 

Agree 

Agree Agree Agree Agree Agree Agree Agree Agree Agree Agree Agree Agree Agree 

Strongly agree Strongly 
agree 

Strongly 
agree 

Strongly 
agree 

  Strongly 
agree 

Strongly 
agree 

Strongly 
agree 

Strongly 
agree 

Agree Strongly 
agree 

Strongly 
agree 

Agree 

Strongly agree Strongly 
agree 

Strongly 
agree 

Agree Agree Strongly 
agree 

Strongly 
agree 

Strongly 
agree 

Strongly 
agree 

Strongly 
agree 

Agree Strongly 
agree 

Agree 

Agree Strongly 
agree 

Agree Agree Agree Agree Neutral Agree Agree Agree Agree Agree Strongly 
agree 

Strongly agree Strongly 
agree 

Strongly 
agree 

Strongly 
agree 

Strongly 
agree 

Strongly 
agree 

Strongly 
agree 

Strongly 
agree 

Strongly 
agree 

Agree Strongly 
agree 

Agree Strongly 
agree 

Strongly agree Strongly 
agree 

Strongly 
agree 

Strongly 
agree 

Strongly 
agree 

Strongly 
agree 

Agree Strongly 
agree 

Agree Agree Agree Strongly 
agree 

Agree 

Agree Agree Agree Agree Agree Agree Disagree Agree Agree Agree Agree Strongly 
agree 

Agree 

Strongly agree Strongly 
agree 

Strongly 
agree 

Strongly 
agree 

Strongly 
agree 

Strongly 
agree 

Agree Agree Strongly 
agree 

Strongly 
agree 

Agree Strongly 
agree 

Strongly 
agree 

Strongly agree Strongly 
agree 

Strongly 
agree 

Strongly 
agree 

Neutral Strongly 
agree 

Neutral Strongly 
agree 

Strongly 
agree 

Agree Strongly 
agree 

Strongly 
agree 

Neutral 

Strongly agree Strongly 
agree 

Agree Strongly 
agree 

Strongly 
agree 

Strongly 
agree 

Strongly 
agree 

Strongly 
agree 

Strongly 
agree 

Strongly 
agree 

Agree Strongly 
agree 

Strongly 
agree 

Strongly agree Strongly 
agree 

Agree Strongly 
agree 

Agree Agree Agree Strongly 
agree 

Strongly 
agree 

Agree Agree Strongly 
agree 

Strongly 
agree 

Agree Agree Agree Strongly 
disagree 

Agree Agree   Agree Agree Agree Disagree Disagree Disagree 

Strongly agree Strongly 
agree 

Strongly 
agree 

Strongly 
agree 

Strongly 
agree 

Strongly 
agree 

Strongly 
agree 

Strongly 
agree 

Strongly 
agree 

Strongly 
agree 

Strongly 
agree 

Strongly 
agree 

Agree 

Neutral Neutral Agree Agree Agree Neutral Agree Neutral Agree Neutral Disagree Neutral Neutral 

 

 



 
 

 XII 

 

Part C: Perceptions 

Tangibility Reliability Responsiveness Assurance 

TC1 TC2 TC3 TC4 RC1 RC2 RC3 RC4 RSC1 RSC2 RSC3 RSC4 AC1 AC2 AC3 AC4 

Strongly agree 
Strongly 

agree 
Strongly 

agree 
Strongly 

agree 
Agree Agree Agree Agree Agree Agree Agree Neutral Agree Agree Agree Agree 

Agree Agree Agree Agree 
Strongly 

agree 
Agree Agree Agree Agree Agree Agree Disagree Agree Agree Agree Agree 

Disagree Disagree Disagree Disagree Agree Neutral 
Strongly 
disagree 

Disagree Agree Neutral 
Strongly 
disagree 

Disagree Disagree Disagree Agree Disagree 

Neutral Neutral Neutral Neutral Disagree Disagree Disagree Disagree 
Strongly 
disagree 

Strongly 
disagree 

Disagree 
Strongly 
disagree 

Disagree Neutral Disagree Disagree 

Agree Agree Agree Agree Agree Agree Agree Agree Agree Agree Agree Agree Agree Agree Agree Agree 

Agree Agree Agree Agree 
Strongly 

agree 
Strongly 

agree 
Strongly 

agree 
Strongly 

agree 
Strongly 

agree 
Strongly 

agree 
Strongly 

agree 
Strongly 

agree 
Strongly 

agree 
Strongly 

agree 
Strongly 

agree 
Agree 

Agree Neutral Neutral 
Strongly 

agree 
Strongly 

agree 
Strongly 

agree 
Strongly 

agree 
Agree Agree 

Strongly 
agree 

Strongly 
agree 

Strongly 
agree 

Strongly 
agree 

Strongly 
agree 

Strongly 
agree 

Agree 

Disagree Disagree Disagree Disagree Neutral Disagree Disagree Neutral Disagree Disagree Neutral Disagree Agree Agree Agree Agree 

Neutral Agree Agree Agree Disagree Agree Disagree Agree Agree Agree Agree Disagree Agree Agree Agree Agree 

Agree Agree Agree Agree Agree 
Strongly 

agree 
Agree Disagree Agree Agree Agree Agree Agree Agree Agree Agree 

Agree Agree Agree Agree Agree 
Strongly 

agree 
Agree Neutral Agree Agree Agree Disagree 

Strongly 
agree 

Agree Agree Agree 

Neutral Neutral Agree Disagree Agree Disagree Agree Agree Disagree Agree Disagree Neutral Agree Agree Agree Agree 

Agree Agree Agree Agree Agree Agree Agree Agree Agree Agree Neutral Neutral Agree Agree Neutral Neutral 

Agree Agree Neutral Agree Disagree Agree Agree Neutral Disagree Neutral Agree Neutral Disagree Neutral Agree Agree 

Agree Disagree Agree Neutral Disagree Agree Agree Agree Agree Disagree Disagree Agree Agree Agree Agree Disagree 

Disagree Neutral Neutral Neutral Neutral Disagree Disagree Disagree Neutral Neutral Neutral Agree Neutral Neutral Neutral Agree 

Neutral Agree Neutral Agree Agree Agree Agree Agree Agree Agree Agree Neutral Agree Agree Agree Agree 

Agree Agree Agree Agree Neutral Disagree Disagree Disagree Disagree Disagree Neutral Disagree Agree 
Strongly 
disagree 

Agree Agree 

Neutral Neutral Neutral Neutral Neutral Agree Neutral Agree Neutral Agree Agree Agree Agree Agree Agree Agree 

Agree Agree Neutral Neutral Agree Agree Neutral Neutral Neutral Agree Neutral Neutral Neutral Neutral Neutral Agree 

Agree Agree Agree Agree Agree 
Strongly 

agree 
Agree Agree Agree Agree 

Strongly 
agree 

Agree Agree Agree Agree Agree 

Agree Agree Agree Agree Agree Agree Agree Agree Agree Agree Agree Agree Agree Agree Agree Agree 

Agree Agree Agree Agree Disagree Agree Agree Neutral Disagree Agree Disagree Agree Neutral Agree Agree Agree 

Neutral Neutral Neutral Neutral Neutral Agree Neutral Neutral Agree Neutral Neutral Neutral Neutral Neutral Neutral Neutral 



 
 

 XIII 

Part C: Perceptions 

Empathy Network Coverage Tariff and Tax 

EC1 EC2 EC3 EC4 NC1 NC2 NC3 NC4 NC5 TXC1 TXC2 TXC3 TXC4 

Agree Agree Agree Agree Agree Agree Strongly disagree Agree Agree Agree Neutral 
Strongly 

agree 
Agree 

Agree Neutral Disagree Disagree Disagree Neutral Neutral Neutral Neutral Agree Neutral Disagree Neutral 

Disagree 
Strongly 
disagree 

Disagree Disagree Disagree Disagree Neutral Disagree Neutral Disagree 
Strongly 
disagree 

Neutral Disagree 

Neutral Neutral Disagree Neutral Neutral Neutral Neutral Neutral Disagree Neutral Neutral Neutral Neutral 

Agree Agree Agree Agree Agree Agree Agree Agree Agree Agree Agree Agree Agree 

Agree 
Strongly 

agree 
Agree 

Strongly 
agree 

Strongly 
agree 

Strongly 
agree 

Agree Agree Agree Neutral Agree Agree Agree 

Neutral Neutral Agree Neutral Neutral Neutral Agree Agree Neutral Neutral Neutral Neutral Agree 

Disagree 
Strongly 
disagree 

Disagree Disagree Disagree Disagree Disagree Disagree Disagree Neutral Neutral Neutral Disagree 

Disagree Disagree Disagree Agree Disagree Disagree Disagree Neutral Disagree Disagree Disagree Disagree Disagree 

Strongly 
agree 

Agree Agree Agree Agree Agree Agree 
Strongly 

agree 
Agree Agree Agree Disagree Agree 

Agree Disagree 
Strongly 

agree 
Agree 

Strongly 
agree 

Strongly 
agree 

Neutral Agree Agree Neutral Agree Agree Agree 

Neutral Agree Neutral Agree Disagree Agree Agree 
Strongly 
disagree 

Disagree Disagree Agree Disagree Disagree 

Agree Agree Agree Agree Agree Agree Agree Agree Agree Disagree Disagree Disagree Neutral 

Disagree Agree Neutral Agree Agree Neutral Disagree Neutral Neutral Neutral Neutral Neutral Neutral 

Agree Agree Disagree Agree Agree Disagree Disagree Disagree Agree Agree Agree Agree Agree 

Agree Neutral Disagree Neutral 
Strongly 
disagree 

Neutral Strongly disagree 
Strongly 
disagree 

Disagree Agree Agree 
Strongly 
disagree 

Strongly disagree 

Agree Agree Agree Agree Agree Agree Agree Agree Agree Agree Agree Neutral Neutral 

Neutral Neutral Neutral Disagree Disagree Disagree Disagree Disagree Neutral 
Strongly 
disagree 

Disagree Disagree Disagree 

Neutral Agree Agree Agree Agree Neutral Agree Agree Agree Agree Neutral Agree Strongly agree 

Neutral Neutral Neutral Neutral Agree Neutral Agree Agree Agree Neutral Neutral Agree Agree 

Agree  Agree Agree Agree Agree Neutral Agree Neutral Neutral Agree Agree Agree 

Agree Agree Agree Agree Agree Agree Agree Agree Agree Neutral Neutral Neutral Neutral 

Disagree Disagree Agree Agree Agree Agree Agree Disagree Agree 
Strongly 
disagree 

Strongly 
disagree 

Disagree Disagree 

Disagree Agree Agree Disagree Disagree Disagree Disagree Agree Neutral 
Strongly 
disagree 

Strongly 
disagree 

Strongly 
disagree 

Disagree 



 
 

 XIV 

PART D: Overall Satisfaction 

Overall Price Internet Speed Value added services Company Customer Care 

D1 D2 D3 D4 
Satisfied Satisfied Highly satisfied Satisfied 

Satisfied Satisfied Neither satisfied nor dissatisfied Satisfied 

Highly dissatisfied Dissatisfied Dissatisfied Dissatisfied 

Neither satisfied nor dissatisfied Dissatisfied Neither satisfied nor dissatisfied Dissatisfied 

Satisfied Satisfied Satisfied Satisfied 

Satisfied Highly satisfied Highly satisfied Highly satisfied 

Dissatisfied Satisfied Neither satisfied nor dissatisfied Satisfied 

Satisfied Dissatisfied Neither satisfied nor dissatisfied Highly dissatisfied 

Dissatisfied Neither satisfied nor dissatisfied Neither satisfied nor dissatisfied Satisfied 

Dissatisfied Dissatisfied Satisfied Satisfied 

Highly dissatisfied Highly dissatisfied Dissatisfied Satisfied 

Neither satisfied nor dissatisfied Dissatisfied Highly satisfied Satisfied 

Dissatisfied Highly dissatisfied Dissatisfied Satisfied 

Dissatisfied Highly dissatisfied Dissatisfied Neither satisfied nor dissatisfied 

Neither satisfied nor dissatisfied Dissatisfied Neither satisfied nor dissatisfied Dissatisfied 

Highly satisfied Satisfied Satisfied Satisfied 
    

Neither satisfied nor dissatisfied Highly dissatisfied Neither satisfied nor dissatisfied Neither satisfied nor dissatisfied 

Dissatisfied Satisfied Satisfied Satisfied 

Dissatisfied Neither satisfied nor dissatisfied Dissatisfied Neither satisfied nor dissatisfied 

Satisfied Satisfied Satisfied Satisfied 

Neither satisfied nor dissatisfied Satisfied Satisfied Neither satisfied nor dissatisfied 

Satisfied Neither satisfied nor dissatisfied Satisfied Neither satisfied nor dissatisfied 

Satisfied Neither satisfied nor dissatisfied Satisfied Dissatisfied 

Satisfied Dissatisfied Satisfied Satisfied 

Satisfied Satisfied Satisfied Satisfied 

Dissatisfied Dissatisfied Dissatisfied Dissatisfied 

Neither satisfied nor dissatisfied Neither satisfied nor dissatisfied Neither satisfied nor dissatisfied Neither satisfied nor dissatisfied 

Neither satisfied nor dissatisfied Satisfied Neither satisfied nor dissatisfied Satisfied 

Highly dissatisfied Dissatisfied Dissatisfied Satisfied 

Satisfied Dissatisfied Dissatisfied Neither satisfied nor dissatisfied 

Dissatisfied Neither satisfied nor dissatisfied Satisfied Highly satisfied 

 


