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ABSTRACT: The effect of the perceived service quality on customer satisfaction is an issue still under debate 

in the academic literature. Thus, the primary goal of this article is to analyze the effects of service quality 

dimensions on Customer Satisfaction in Syrian mobile phones companies, The present study strives to develop a 

valid and reliable instrument to measure customer perceived service quality incorporating both service delivery 

as well as technical quality aspects. This study was used to gather data relevant to the proposed hypothesis from 

a convenience sample of 600 mobile phone service users, and was distributed among the Damascus and Aleppo, 

a total of 460 (76.6%) valid questionnaires were collected and used for analysis. Through a survey of 460 

regular users of mobile services, a seven dimensional service quality instrument is revealed, which is 

empirically tested for unidimensionality, reliability, and construct validity using confirmatory factor analysis. 

The findings of this study shows the direct significant impact of service quality on customer satisfaction, and this 

effect had appeared through three dimensions (network quality, responsiveness, reliability) and there are no 

direct effect of other dimensions on customer satisfaction. Syrian companies must know how provide superior 

network quality which be considered as critical by the respondents in judging the quality of mobile 

communication services and satisfaction in the Syrian context. 
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I. INTRODUCTION 
Service Quality has been a frequently studied topic in the service marketing literature. It has become an important 

means of differentiation and path to achieve business success, and service quality researchers to date have paid attention to 

the issue of the dimensions of service quality. Researchers note that relevant service dimensions vary across different 

industries, which emphasizes a need for developing multiple scale items that provide adequate measures of service quality in 

a particular context (Bolton and Drew, 1994). Also, a model of service quality needs to be developed from the consumers' 

perspective, what consumers seek and evaluate in the market (Gronroos, 1984). 

 
The importance of Customer satisfaction as a core concept in marketing has led to numerous studies over past 

decades. The literature supports that satisfied customers are willing to buy more services or products, recommend them to 

others, and less price sensitive (Homburg et al., 2005). Hence, satisfaction is an essential factor related to company's future 

profit by increasing the customer retention rate (Anderson et al., 2004). 

 

II. LITERATURE REVIEW 
Service Quality 

Quality is defined as "overall excellence or superiority that consumers perceive form a product/service" (Zeithaml, 

1988). Previous studies attempted to identify dimensions of service quality. For instance, Gronroos,(1984) proposed two 

distinct service dimensions: technical and functional quality. Technical quality is what consumers get as an outcome of an 

interaction with a service provider. A concept of technical quality is also studied in the form of core service quality – service 

/product- related offerings (McDougall and Levesque 2000). In turn, functional quality has to do with how the service is 

delivered. This dimension is not directly related to core service offerings, but include a broad range of service delivery items, 

such as perceptions of a firm's customer care and the manner of service personnel (Andelman et al., 1994) 

 

However, the most widely used service quality measurement tools include SERVQUAL (Parasuraman, 

Zeithaml and Berry, 1988) and SERVPERF (Cronin and Taylor, 1992). The SERVQUAL scale measures 

service quality, based on the difference between expectations and performance perceptions of customers using 

twenty-two items and five-dimensional structures. In the SERVPERF scale, service quality is operationalized 

through performance only scores based on the same twenty-two items and five-dimensional structure of 

SERVQUAL. 
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SERVQUAL is appreciated by researchers (Carman, 1990; Dabholkar, 1996; Zhu et al., 2002) for its 

robust and well-defined structure. However, many authors (Cronin and Taylor, 1992; Boulding et al., 1993; Jain 

and Gupta, 2004) found the SERVPERF scale to outperform the SERVQUAL scale in terms of both reliability 

and validity. Also the issue of universal dimensions of the SERVQUAL scale for various service applications is 

debatable.  
 

For service quality measurement in telecommunication (including fixed line and cellular mobile 

services), researchers have supported both SERVQUAL as well as SERVPERF tools. Some of the key findings 

in this area are highlighted in Table 1. 

 

Table I. Service Quality Measurement in Telecommunication 

 

Customer Satisfaction 

Customer satisfaction has been considered one of the most important constructs (Morgan et al. , 1996; 

McQuitty et al. , 2000), and one of the main goals in marketing (Erevelles and Leavitt, 1992). Satisfaction plays 

a central role in marketing because it is a good predictor of purchase behaviour (repurchase, purchase intentions, 

brand choice and switching behaviour) (Oliver ,1993; McQuitty et al. , 2000). Oliver(1997) offered definition of 

satisfaction ,stating that satisfaction is “the consumer's fulfillment response. It is a judgment that a product or 

service feature, or the product or service itself, provided (or is providing) a pleasurable level of consumption-

related fulfillment, including levels of under- or over fulfillment”. And Kotler (1997) defines satisfaction as 

follows “satisfaction is a person’s feeling of pleasure or disappointed resulting from comparing a product’s 

perceived performance (or outcome) in relation to his or her expectations”. 
 

Consumer satisfaction research began in the marketing field in the 1970s and is currently based on the 

“disconfirmation of expectations paradigm” (Cadotte et al., 1987). This paradigm says consumer brand 

evaluation involves comparing actual performance with some standard. Three outcomes are likely: 

 

(1) Confirmation, where performance matches standards, leading to neutral feelings. 

(2) Positive disconfirmation, where performance is deemed better than standard, resulting in satisfaction. 

(3)  Negative disconfirmation, where performance is deemed worse than standard, resulting in 

dissatisfaction. 

Therefore, it is commonly accepted that to determine satisfaction or dissatisfaction, comparisons must be made 

between customers’ expectations and the perceived performance of the product or service (Yi ,1990). 
 

Service Quality Dimensions and Satisfaction 

This study suggests a direct influence of service quality dimensions on satisfaction. Empirical findings 

of previous studies provided insights about the critical dimensions of service quality, which could be 

categorized under two groups as follows: Functional quality dimensions: This included five SERVQUAL 

(Parasuraman, Zeithaml and Berry, 1988) dimensions, namely, (reliability, responsiveness, assurance, empathy, 

and tangibles). Further, few items related to 'convenience' and 'complaint handling'. were also incorporated 

(Negi, 2009). Technical quality dimensions: In the context of cellular mobile communication, this dimension is 

No Author, Year Field of Study Key Findings 

1 
Leisen and 

Vance, 2001 

Fixed line 

telephone services 

SERVQUAL instrument seems to be the best fitting model of service 

quality in the US and Germany. Service quality is important to overall 

customer satisfaction with telephone services. 

2 
Johnson and  

Sirikit, 2002 

Both fixed line and 

cellular mobile 

services 

Service quality assessment using SERVQUAL performed reliably in the 

Thai telecommunication service settings. 

3 

Van der Wal, 

Pampallis and 

Bond, 2002 

Cellular mobile 

services 

Focused on the customer’s perception of service quality.  SERVQUAL 

instrument is reliable for the measurement of service quality in the 

telecommunication industry in South Africa. 

4 
Wang and 

Lo, 2002 
Cellular mobile  

services 

Used  SERVPERF scale for service quality measurement and found  that 

network quality and empathy are the most important drivers of overall 

service quality in China’s mobile phone market. 

5 
Ranaweera and 

Neely, 2003 
Fixed line  

telephone services 

Used  SERVPERF with some modifications for service quality 

measurement. Study revealed that price perceptions and indifference 

moderated the relationship between service quality and customer retention. 

6 
Kim, Park and 

Jeong, 2004 
Cellular mobile  

services 

Service quality has positive impact on customer satisfaction. Study 

revealed that call quality is the most important issue that impacts customer 

satisfaction for mobile services. 
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related to customer perceived network quality. The measures related to this dimension were derived from 

literature and the subsequent feedback gained during the exploratory interviews. These included items relating 

to network coverage (on highways, inside buildings, and basement), voice clarity, call drop, and network 

congestion. In all, eight dimensions for measuring service quality in cellular mobile telephony were identified, 

which are summarized in Table II. Negi (2009) explained that satisfaction is influenced by the dimensions 

(Reliability, Empathy,  and Assurance). 

 

Table II. Critical Dimensions for Measuring Service Quality in Cellular Mobile Communication 

 

This leads to following hypothesis (based on SERVPERF): 

H1: Tangibles is positively associated with Customer Satisfaction. 

H2: Reliability is positively associated with Customer Satisfaction. 

H3: Responsiveness is positively associated with Customer Satisfaction. 

H4: Assurance is positively associated with Customer Satisfaction. 

H5: Empathy is positively associated with Customer Satisfaction. 

H6: Complaint handling is positively associated with Customer Satisfaction. 

H7: Convenience is positively associated with Customer Satisfaction. 

H8: Network quality is positively associated with Customer Satisfaction. 

 

III. RESEARCH METHODOLOGY 
Model, Sampling design and data collection 

Figure 1 provides a graphical summary of the conceptual framework that this study examines: 

Figure 1 

A Conceptual Framework For The Effect Of Service Quality Dimensions On Customer Satisfaction 

 

Functional  

 

Reliability Ability to perform the service accurately and 

dependably, as promised. 

Parasuraman, Zeithaml and Berry, 

1988; Rosen and Karwan, 1994 

 Responsiveness  

 

Willingness of the firm’s staff to help 

customers and provide prompt services. 

Parasuraman, Zeithaml and Berry, 

1988; Rosen and Karwan, 1994 

 Assurance  Knowledge and courtesy of employees and 

their abilities to inspire trust and confidence. 

Parasuraman, Zeithaml and Berry, 

1988; Rosen Karwan,1994 

 

 Empathy  Ability of the service provider to provide a 

caring and personalized attention to each 

customer 

Parasuraman, Zeithaml and Berry, 

1988; Saleh and Ryan, 1991 

 

 Tangibles  

 

Appearance of physical facilities, equipment, 

personnel and communication materials. 

 

Parasuraman, Zeithaml and Berry, 

1988; Rosen and Karwan, 1994 

 

 Convenience Implies flexible and comfortable facilities to 

suit the customers' needs. 

Carvalho and Leite 1999; 

Gagliano and Hathcote, 1994 

 Complaint handling Procedures to receive/handle customer 

complaints in time effective 

Negi 2009 

Technical  

.  

Customer perceived 

network quality 

It is an indicator of network performance in 

terms of voice quality, call drop rate, network 

coverage, and network congestion. 

Naghshineh and Schwartz, 

1996;Markoulidakis et. al., 2000; 

Sharma and Ojha 2004. 
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Data was collected through a field survey of (MTN and SYRIATEL) customers in Damascus and Aleppo, Syria. 

A sample of 600 mobile phone service users, and was distributed among the Damascus and Aleppo, a total of 

460 (76.6%) valid questionnaires were collected and used for analysis. Table III shows the community 

demographics. 

Table III. Community demographics 

 

 

 

 

 

 

 

 

 

 

 

 

II. METHOD OF DATA OBTAINMENT 
Before conducting the final survey, a preliminary study was conducted with a sample size of 30, to 

judge the applicability of instrument items. For this purpose, statementsof the SERVQUAL instrument were 

modified (Parasuramanet al., 1991;Sharma and Ojha 2004;  Negi, 2009) to best fit in the context of the Syrian 

setting, and additional dimensions related to service quality were asked of the respondents by using open-ended 

question. The study survey consisted of two sections: service quality dimensions, measured using 40 items; 

customer satisfaction, measured using three items. Respondents are asked to indicate their agreement level of 

each item of the sections on the five-point Likert scale anchored by ‟strongly agree (=1)” to ‟strongly disagree 

(=5)”. 

Analysis of results 

Measurement model 
This study employs a structural equation modeling (SEM) approach, using AMOS 18, to develop a 

model that represents the causal relationships among the variables (Chin, 2001). The questionnaire items 

(Appendix) employed to collect data were adapted from Parasuraman et al. (1991),Sharma and Ojha (2004)and 

Negi, (2009). Each variable was measured using previously developed components of instruments that have 

demonstrated good psychometric properties.. 

Exploratory Factor Analysis was conducted to define possible relationships of observed variables for 

service quality dimensions, the results indicated that the two dimensions (responsiveness and complaint 

handling) were combined into one dimension as 'Responsiveness' 

A confirmatory factor analysis (CFA) was conducted to empirically test the measurement model. 

Multiple tests on construct validity and reliability were performed, where items with low loading were 

eliminated, one item (service provider maintain the records accurately) from Reliability, two items (physical 

facilities at service provider are visually appealing, and service provider has up to date equipments/technology) 

from Tangibles, and one item (service provider has sufficient offices in Suburbs to facilitate easily the sales after 

sales services) from convenience. Model fit was evaluated using the maximum likelihood (ML) method. 

Construct reliability: Construct reliability was assessed using Cronbach’s α, composite reliability (CR) 

and average variance extracted (AVE) using CFA. As the α-values (Table IV) for all the constructs are greater 

 N % 

Gender 
 

Male 255 55.4 

Female 205 44.6 

Total 460 100 

Income (SP) Less than 10000 101 22.0 

10000 -19999 147 32.0 

20000 -29999 102 22.0 

30000 to above 82 17.8 

Total 432 93.9 

Age  

 

Less than 21 53 11.5 

21 -29 213 46.3 

30 -39 111 24.1 

40 to above  83 18.0 

Total 460 100 

Education level  

 

Under graduate  186 40.4 

Post graduate  274 59.6 

Total 460 100 

 SYRIATEL 232 50.4 

Service Provider MTN 228 49.6 

 Total 460 100 
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than the guideline of 0.70, it can be concluded that the scales can be applied for the analysis with acceptable 

reliability(Saunders et al., 2003). CR and AVE were calculated from model estimates using the CR formula and 

AVE formula given by Fornell and Larcker (1981). In the measurement model, all constructs had a CR over the 

cut-off of 0.70 and the AVE for all exceeded the recommended level of 0.5 (Bagozzi and Yi, 1988). Based on 

these assessments, measures used within this study were within the acceptable levels supporting the reliability of 

the constructs (TableIV). 

Content and discriminant validity: Content validity was verified by expert judgment and by a careful 

literature review, To assess the discriminant validity, Fornell and Larcker’s (1981) criterion, that square root of 

the AVE for each construct should be greater than the correlation between constructs, was used. Table Vshows 

the values of the square root of the AVE are all greater than the inter-construct correlations. Eight common 

model-fit measures were used to assess the model’s overall goodness of fit. As shown in Table VI, all the 

model-fit indices exceeded the respective common acceptance levels suggested by previous research (Kim et 

al.,2004), demonstrating that the measurement model exhibited a good fit with the data collected. 

 

 
 

 
 

 
 

Structural model 

Using AMOS 18, the researcher determine the path coefficients. Figure 2 shows the Results of structural model. 

 

Figure 2. Theoretical model tested 
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Table VII. Result of the structural model 

Notes: ***p<0.001, **p<0.01 

Network quality showed a positive effect on Customer Satisfaction (β=0.360, p <0.001) Therefore, H8 

confirmed (Table VII). In addition Responsiveness had a positive effect on Customer Satisfaction (β =0.284, p 

<0.001) Therefore, H3 was supported. Also Reliability had positive effect on Customer Satisfaction (β=0.156, 

p <0.01) Therefore , H2 was supported. 

 

IV. CONCLUSIONS AND IMPLICATIONS 
The research resulted in the development of a reliable and valid instrument for assessing customer 

perceived service quality for cellular mobile services. The resulting instrument is devised after a review of the 

literature and exploratory investigations followed by a series of acceptable validation procedures. On the basis 

of the findings revealed during the exploratory investigations, complaint handling, convenience and customer 

perceived network quality dimensions were added in the original SERVQUAL scale. Factor analysis indicates 

that “network quality” operates as a stand-alone dimension while “responsiveness and compliant handling” were 

merged as one to maintain high internal consistency, this also represents that respondents perceived both the 

dimensions as one. 
 

Further, the study highlighted the relative importance of service quality attributes, an attempt was made 

to identify the contribution of each service quality dimensions in predicting overall customer satisfaction. 

Network quality scored the highest (β=0.360, p<0.001) followed by the dimensions of Responsiveness (β

=0.284, p<0.001) and Reliability (β=0.156, p<0.01). 
 

Findings of this study provide helpful guidelines for mobile service carriers in understanding key 

drivers of customer satisfaction. Looking at each individual dimension. Customer perceived network quality 

appeared at the first important place in predicting overall customer satisfaction. For this, service providers need 

to pay attention on providing adequate network coverage, voice clarity, and focus on reducing the congestion 

level in their network, as well as service providers should give social occasions more important, where 

customers need to use mobile phones more than usual. Additionally, responsiveness and complaint handling 

appeared at the second important place in predicting overall customer satisfaction, it is suggested that the 

contact employees should resolve the customer's complaints timely and that the customer's queries are taken 

seriously. This implies that cellular mobile service providers should invest in empowering the contact 

employees and providing them with adequate resources so that they can take prompt actions to customer 

queries. For this, they need to ensure that the employees are able to make important decisions regarding 

customers' requirements at their level, thereby providing adequate responsiveness. Additionally,  reliability 

factor also appeared at the third important place in predicting overall customer satisfaction, thus, the service 

providers need to focus on performing the service right the first time, providing the services at the promised 

time. 

Path 
Coefficients 

(Beta) 
t-values p-value 

 

Result 

 

 

Network quality        Customer Satisfaction 

 

0.360 7.971 *** 
Supported 

 

 

Responsiveness         Customer Satisfaction 

 

0.284 3.892 *** 
Supported 

 

 

Convenience         Customer Satisfaction 

 

0.009 0.212 0.832 Not supported 

Tangibles         Customer Satisfaction 0.009 0.146 0.884 Not supported 

 

Assurance         Customer Satisfaction 

 

0.072 1.266 0.206 Not supported 

 

Empathy         Customer Satisfaction 

 

0.072 1.256 0.209 Not supported 

 

Reliability         Customer Satisfaction 

 

0.156 2.849 0.004** supported 
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V. LIMITATION AND FUTURE RESEARCH 
The study has been carried out in the Damascus and Aleppo cities, where the income level and 

population density is very high as compare to rest of Syria; hence, the results are not necessarily generalizable 

for the whole country or other countries. This research focused on service quality and its effect on customer 

satisfaction. However, the research did not study the association between customer satisfaction and retention for 

corporate customers. The results coming from the mobile phone service industry might not be applicable to 

other service businesses. In other service fields, building a broader understanding of the effect of the factors 

related to customer satisfaction should create new possibilities in terms of understanding how to increase 

satisfaction . 
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APPENDIX. QUESTIONNAIRE, VARIABLE ITEMS 
Service Quality Dimensions: 

Tangibles 

1. Service Provider has up-to-date equipments/technology. 

2. Physical facilities at service provider are visually appealing. 

3. Employees are well dressed and neat in appearance. 

4. Materials associated with the service (such as pamphlets or statement) will be visually appealing in an excellent 

company. 

5. Company website is visually appealing.  

Reliability 
6. When promises to do something, service provider does so. 

7. Excellent telephone companies provide its services at the time it promises to do so. 

8. Service provider shows sincere interest in solving customers’ problems. 

9. Excellent telephone companies will perform the service right the first time. 

10. Service provider is dependable. 

11. Service provider maintains the records accurately. 

12. Service provider updates the records accurately. 

Responsiveness 

13. Service related information is easily obtainable from the provider 

14. Employees provide services promptly to the customers. 

15. Employees are always willing to help the customers. 

16. Despite their busyness, employees respond promptly to customers’ requests. 

17. Employees of excellent telephone companies will tell customer exactly when services will be performed. 

Assurance 
18. Employees behavior instill confidence in customers. 

19. Customers feel assure that service requests are duly follow-up by the company. 

20. Employees providing service to customers are courteous and friendly. 

21. Employees maintain adequate knowledge to handle customer queries. 

22. Customer of excellent telephone companies will safe in their transactions.  

Empathy 
23. Excellent telephone companies will give customers individual attention. 

24. Employees interacting customers pay personal attention to them. 

25. Service provider has customers’ best interests at heart. 

26. Service provider understands the specific needs of the customers. 
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Complaint handling  

27. Service provider has sufficient procedures to receive/handle customer complaints. 

28. Procedures of complaint handling at service provider are time effective. 

Convenience 

29. Convenient business hours  

30. Service provider has sufficient offices in cities to facilitate easily the sales/after-sales services. 

31. Service provider has sufficient offices in suburbs to facilitate easily the sales/after-sales services. 

Network quality  

32. The coverage of this cellular network is strong on all the highways. 

33. The signal is strong even inside the buildings including basement. 

34. All parts of the city including suburbs are reasonably covered by this network. 

35. Service network maintains excellent voice quality and without interruption. 

36. You are able to make calls at peak hours. 

37. Your call gets connected to the called person during first attempt most of the time. 

38. Sending / Receiving SMS is fast. 

39. Downloading (ringtones, photos, songs……etc) are fast.  

40. Receiving Traffic information are accurate. 

Customer satisfaction  

1. I am happy with the telephone company. 

2. I am satisfied with the telephone company. 

3. My choice to deal with this telephone company is a wise one. 


