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ABSTRACT

Standard practice dictates that mobile telephone service providers remain
accurately aligned with the dynamic expectations structure of the target mobile
telephone service users they serve. To comply with this requirement, literature
sources assert that service providers need to adopt a candid marketing research
orientation to understand what the users expect and in-build it in their service
designs. Theory further contends that if such a business stance is diligently
applied, any service provider is bound to gain a competitive edge in the market

place.

Notwithstanding the aforementioned, service providers continue design services
without sufficient understanding of what users expect. This mindset has led to
disparities in both the designed and the received service. Despite the pioneering
works of earlier researchers on the Gaps model, evidence shows that no research
had been carried out to measure users’ and providers’ service quality perceptions
in the mobile telephone branch of industry in Uganda. Much remains unknown as
regards users’ perceptions of expected and actual service quality and any potential
disparity thereof. In the same spirit, much remains unknown as regards providers’
perceptions of users’ expectations and users’ real expectations and potential

disparity thereof.

In order to measure the aforementioned disparities, the Gaps Model was used in
which Gaps 1 and 5 were measured for providers and users of mobile telephone
services in the branch of industry in Uganda. The measurement was aimed at
ascertaining the existence of these Gaps among the players in the branch of
industry in Uganda. Because of the multi-language nature of the mobile telephone
service environment with many interpretations of service quality concepts, it was

imperative to be pre-emptive and use methodological triangulation to collect
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quantitative and qualitative data in which the latter had to verify the former.
Further, because methodological triangulation was adopted for data collection, the
units of analysis were individual users and providers for quantitative data and
users’ and providers’ focus groups for the qualitative data sourcing. Three
hypothetical models were constructed for measuring users’ service quality
perceptions and the potential disparity between their expected and actual service
quality (Gap 5); the providers’ perceptions of users’ expectations of service
quality; and the potential disparity between users’ service quality expectations and

the providers’ perceptions of users’ service quality expectations (Gap 1).

In order to establish the influence of the selected variables on users’ and
providers’ perceptions of service quality in the mobile telephone branch of
industry in Uganda, an empirical survey was conducted to test the hypothetical
models. The aim of this study was to quantify the significance of the hypothesised
relationships between variables in the users’ and providers’ hypothetical models.
However, because of the fallibility of concepts observed and measured in the
multi-language environment in the mobile telephone service environment, a
qualitative inquiry was also conducted using focus groups of users and providers
in order to validate the study. Given that both quantitative and qualitative data
were involved, deductive-inductive reasoning logic applied in the analyses. The

findings indicated a poor fit of the hypothetical models.

Appropriate samples of mobile telephone users and providers from the current
(December 2008) four mobile telephone networks were used in the positivistic
survey. The samples comprised 195 mobile telephone providers and 262 mobile
telephone users. Two research instruments were used for this study; one to source
users’ perceptions and the other providers’ perceptions of service quality. Interval
data was involved in measuring the variables in the study. For the
phenomenological part, three focus groups each comprising between six and ten
participants was assembled for users and providers of mobile telephone services.

For each focus group, an interview lasting between one to two hours was
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conducted and the resulting qualitative data analysed and reported. The purpose of
group interviews was to benefit from group dynamics on individual participants in

giving their opinions.

The pilot tests indicated that the users’ instrument had good internal consistency
with all Cronbach’s alpha reliability coefficients over 0.8 for both expected and
actual service perceptions. The providers’ instrument revealed acceptable
Cronbach’s alpha reliability coefficients ranging between 0.67 and 0.71.
Structural equations modeling (SEM) was used to test the theory through
confirmatory factor analysis (CFA) and goodness-of-fit tests. The CFA
established whether the users’ and providers’ models met the required minimum
specifications. The goodness-of-fit tests established whether the researchers’
models fitted their sub-sample data. The paired samples t-test indicated that the
users’ Gap 5 was non-existent while the independent samples t-test indicated
existence of the providers’ Gapl in the mobile telephone branch of industry in
Uganda. Qualitative findings which were used to verify quantitative results
indicated that both Gaps 1 and 5 existed among users and providers of mobile
telephone services in Uganda. Strategies were identified and recommendations
made for possible adoption by providers of mobile telephone services in the

branch of industry in Uganda.
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1.1

CHAPTER ONE

BACKGROUND TO THE RESEARCH

INTRODUCTION

Uganda’s services industry includes telecommunications, health, education,
transportation, and financial services, to list only examples of the major service
industries. In this research, the focus is on the mobile telephone services branch
of the telecommunications industry in Uganda (Uganda Communications
Commission 2005). The service industry is the largest sector in the Ugandan
economy, contributing approximately 40 percent of the Gross Domestic Product
(GDP) and 70 percent of the formal employment. Further, eight out of every ten
new jobs in Uganda are service related thus making it the driving force of the
economy (Uganda Export Promotion Board - UEPB). In the 2003/2004 financial
year alone, the telecommunications branch of service industries in Uganda
generated US $17.01 million and employed 150 000 citizens of the country
(Uganda Telecommunications Sector Policy Review Report 2005:29).

In the 2006/2007 financial year, the revenue generated from this branch of
industry was estimated to be US $360 million. However, for the financial year
2007/2008, the economy was riddled with high inflationary pressures (annual
headline inflation rate was at 9.5 percent for the year ended March 2008)
stemming from increased fuel and food prices. These inflationary pressures had
a negative effect on the rate of growth for the communications industry (Status
of the Communications Market, March 2008). While indirect employment in the
branch of industry was estimated at 350 000 Ugandans, direct employment was
6 062 individuals (A Review of The Post and Telecommunications Sector
2007:10-12). With a sales turnover of US $30 million, the mobile
telecommunications branch of industry in Uganda is small compared to global
mobile telecommunication activities. In global terms, the telecommunications
branch of industry turned over US $3.5 billion in 2005 (World Wide Worx
Report (Phase 2) 2005:34; World Wide Worx Report (phase 4) 2005:31).

Prior to 1996, Uganda’s teleccommunications infrastructure was among the least
developed, not only in Africa, but also in global terms, with a teledensity of only

0.21 per one hundred citizens. This teledensity figure was below the average
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when compared with teledensities in other economies in the world. For example,
the figure was below the African teledensity average of 25 per one hundred
citizens. The situation was not any better when compared to other regions of the
world namely Latin America with an average teledensity of 119 per one hundred
citizens; South Asia with 22 per one hundred people; and East Asia with 79 per
one hundred people (Shirley, Tusubira, Gebreab & Haggarty 2002: 8, 11).

By 2004, Uganda’s teledensity had risen to 4.2 per one hundred, counting both
mobile and fixed service lines with a projection of 20 per one hundred citizens
by 2010. By March 2008, the aforementioned projection had been surpassed and
the teledensity stood at 20.6 per one hundred. Interestingly, by December 2008,
the teledensity was 29.5 per one hundred citizens and the current (2009)
teledensity expected to be higher than the 2008 figure (Status of the
Communications Market, December 2008; Market Review 2008:3; A Review of
The Post and Telecommunications Sector 2007:14; Uganda Telecommuni-
cations Sector 2005:15).

Despite the fact that 80 per cent of the 31 million Ugandans are living in rural
areas, up to 70 per cent of the telecommunication services are concentrated in
urban areas, leaving the rural majority with the least access to these vital
services (A Review of The Postal and Telecommunications Sector 2007;
Uganda Telecommunications Sector Review Report 2005). Although the
penetration rate is close to 30 per cent, other than mobile telephone interactivity,
most of the complementary services such as pay phones, internet points,
information and communication technology (ICT) training, access cards,
electricity for battery charging, and handset repairs to list only a few, are still
lacking in rural areas. This phenomenon has denied the rural majority of
Ugandans the opportunity to initiate valuable interactions through the mobile
telephone services branch of the industry. With the subscriber base close to 8.6
million Ugandans (December 2008) and a growth rate of 14 per cent, the
demand for the complementary services requires urgent attention both from the
Communications Commission and other service providers (Status of the

Communications Market, March 2008).
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With deregulation of the telecommunication services in Uganda in the mid
1990s, several mobile telephone service operators took the initiative to provide
these vitally needed mobile communication services in Uganda (Uganda
Telecommunications Sector Report 2005:15). Mobile telephone services
represent more recent technologies that have been operational in Uganda for 13
years to date (Information and Communication Technologies 2006). By
December 2008, four providers, namely, MTN, UTL, ZAIN and WARID
provided communication technologies in Uganda. Currently (2009), the
technologies are used by five mobile telephone service operators (providers),
namely, Uganda Telecom Limited (UTL), Mobile Telephone Network (MTN),
ZAIN, WARID Telecom, and ORANGE Uganda Limited to satisfy the
augmented contemporary communications need of Ugandan users in the mobile
telephone branch of industry (A Review of The Telecommunications Sector
2007:6; Status of the Communications Market, December 2008; Uganda
Telecommunications Policy Report 2005:23). It should be noted that whereas
“ZAIN” and “WARID” are not acronyms, but names of their respective owners,
“ORANGE” on the other hand is brand name and is of European origin. Because

ORANGE was launched recently, it was not possible to include it in this study.

With the continued growth in mobile telephone services in Uganda, two key
questions come to the fore: Firstly, are the users receiving the mobile
telecommunications services they expect? Secondly, do the providers’
perceptions of users’ expectations mirror the users’ real expectations on mobile
telecommunications? The first question implies a potential disparity between
users’ expected and actual service quality while the second implies a potential
disparity between providers’ perceptions of users’ expectations and what the
users’ real expectations are. The aforementioned disparities have been
investigated in this research. It is important to note that Uganda is a multi-
cultural and multi-lingual country. Altogether, there are 32 local languages
spoken in Uganda. It should be noted that the multi-cultural and multi-lingual
situation impacts the usage of service quality concepts in the different
languages, leading to a possibility of many interpretations of the same concept.
Further, because of many local languages, it was not possible to translate the

research instruments into each local language. Because English is the official



1.2

-4-

language in Uganda, a decision was made to conduct the investigation in
English. Although English is the official language, the 32 local languages belong
to two main local language families namely the Bantu language family,
constituting one half, and the Nilo-Saharan language the other half of the
population. (http://en.wikipedia.org/wiki/Languages of Uganda). Because of
the many local languages, it was considered prudent to adopt positivistic as well
as phenomenological research methodologies to allow for a broader perspective
of the research problem. This would also increase the validity of the research

(Collis & Hussey 2009:85, 2003:76).

Previous research findings singled out quality of services as the most important
criterion among users’ criteria for choosing mobile telephone services (World
Wide Worx Report (phase 4) 2005:26). For this reason, mobile telephone service
providers need to continuously assess whether the quality of the designed
service they offer matches clients’ expectations. Corrective steps are required
should there be a disparity between expected and actual levels of service quality
(Johnson & Sirikit 2002:694). To have a better understanding of the situation
pertaining to service quality perceptions in the mobile telephone branch of
industry in Uganda, the Gaps model of service quality by Parasuraman, Zeithaml
and Berry (1985) is useful to illustrate the potential service quality gaps (Figure
1.1). For the purpose of this research, the focus is on the providers’ gap one and
users’ gap five to assess whether the providers’ designed service quality meet
clients’ expected and actual levels of service quality in the mobile telephone

services branch of industry in Uganda.

PROBLEM STATEMENT

Because this investigation required the intervention of users and providers with
different linguistic backgrounds, the problem statement pertaining to this
research is phrased in a fourfold manner: Firstly, as shown by Gap 1, (Figure
1.1) a potential disparity may exist between Ugandan mobile telephone
providers’ understanding and designing of the service that mobile telephone
users expect. The question is which variable(s) impact on this gap? Secondly, as
shown by Gap 5, a potential disparity may arise between expected and actual

service quality by users of mobile telephone services. As for Gap 1, the question



1.3

-5-

is which variables impact on Gap 5? Thirdly, because business firms operate in a
competitive environment, the need to close Gaps 1 and 5 becomes imperative.
The question then is, which variables need to be managed to close Gaps 1 and 5
and stay competitive? Fourthly, because the investigations were conducted in the
official English language of Uganda despite its limited affiliation to the diversity
of cultures and local languages of the respondents, the use of different research
approaches becomes imperative. The question arisesandwill be addressed as to
which research methodologies would be appropriate for this study in order to
generate business strategies to address the potential shortcomings pertaining to

the quality of mobile telephone services in Uganda?

THE SERVQUAL MODEL

The modified SERVQUAL model shown in Figure 1.1 is based on the seminal
contribution by Parasuraman et al. (1988, 1985) that users judge the service in
terms of whether the service received is equal or exceeds what was expected.
Users’ perceptions are based on the actual service delivered, while users’
expectations are based on variables such as word of mouth communications,
personal needs and past experiences. Literature sources report two
conceptualisations of service quality, namely, the Nordic and the American
perspectives (Hsieh & Hiang 2004:45). The Nordic perspective defines service
quality in global terms as consisting of functional and technical quality,
referring to “the delivery process” and “what is delivered” respectively. The
American perspective uses the SERVQUAL scale to define service quality along

several dimensions.

The model in Figure 1.1 depicts a set of gaps numbered 1 to 5. Gaps 1 to 4
represent mobile telephone service providers’ potential internal service quality
disparities ranging from design to delivery of promised service quality

(Zeithaml, Bitner & Gremler 2006:46; Zeithaml & Bitner 1996:49).
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FIGURE 1.1: The modified SERVQUAL model
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Source: Adapted from Parasuraman, Zeithaml & Berry (1990:46; 1985:44).

Parasuraman et al. (1988:20) originally suggested that users evaluate the quality
of a service according to ten service dimensions, namely tangibles, reliability,
responsiveness, competence, courtesy, credibility, security, access,
communication and understanding. Subsequent research tested the dimensions
and made considerable modifications which reduced the original ten to five,
namely tangibility, reliability, responsiveness, assurance and empathy (Zeithaml
et al. 1990; Zeithaml & Bitner 1996). However, the five dimensions have
received criticism that they focus on the functional aspects and overlook the
technical quality aspects of the service (Kang & James 2004:270). In this

research, despite the criticism levelled, the five SERVQUAL dimensions were
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used in evaluating users’ and providers’ service quality in the mobile telephone
branch of industry in Uganda.

Gap 5 represents the potential service quality disparity between mobile
telephone users’ expected and actual service quality (Zeithaml et al. 2006:46;
Zeithaml & Bitner 1996:37). The concept “service quality disparity” refers to
the difference between services as designed by providers on theone hand (Gap
1), and services expected and experienced by users on the other hand (Gap 5)
(Parasuraman et al. 1985:44). Due to service heterogeneity, perceived service
quality as expected and experienced by users may vary from user to user and
may even vary from day to day for some users (Zeithaml et al. 2006:23). The
same service characteristic explains why the designed service quality may vary
from provider to provider (Boshoff & Gray 2004:27; Parasuraman et al.
1985:42; Zeithaml et al. 2006:41; Zeithaml et al. 1990:15).

Figure 1.1 further shows that potential gaps exist within the context of the wider
service environments (Bosch, Tait & Venter 2006:48-95; Chartered Institute of
Marketing (CIM) 2006:68-76; Kotler 2003:158-179; Liu 2008:10). The five

disparities (gaps) related to mobile telephone services are:

Gap 1 depicts the potential disparity between mobile telephone providers’
understanding and designing of the service that mobile telephone users expect
(Zeithaml et al. 2006:35). Variables contributing to gap one may include
providers’ inadequate marketing research orientation; inadequate upward
communication from lower to top levels of mobile telephone service providers;
and insufficient relationship marketing focus on users, which impact on the
service design and delivery processes. This potential disparity was investigated
in this research for possible explanations of gap one as applicable to providers

of mobile telephone services in the branch of industry in Uganda.

Gap 2 shows the potential disparity between providers’ selection of the right
service design standards or specifications and expected design standards by
users (Zeithaml et al. 2006:38). Variables that play a role in this regard may
include absence of customer-driven standards during service design; inadequate
service leadership resulting in the perception of non-feasibility; and inadequate
task standardisation leading to poor service design by providers of mobile

telephone services in the branch of industry in Uganda.
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Gap 3 depicts the potential disparity between providers’ service delivery
standards and expected user-driven service designs and standards (Zeithaml et
al. 2006:41). Variables impacting on Gap 3 may be deficiencies in human
resource policies like ineffective recruitment; failure to match supply and
demand of mobile telephone services, problems with service intermediaries, and
users not fulfilling their roles during service delivery in the mobile telephone

services branch of industry in Uganda.

Gap 4 shows the potential disparity between mobile telephone providers’
delivery of the promises and providers’ external communications to users
(Zeithaml et al. 2006:42). Variables playing a part in this regard are ineffective
management of user expectations; over-promising and inadequate horizontal

communication amongst contact personnel and business units.

Gap 5 illustrates a disparity between expected and actual service quality
experienced by mobile telephone users (Zeithaml er al. 2006:34). Variables
related to Gap 5 are word-of-mouth communication from other users, mobile
telephone users’ past experience associated with mobile telephone services,
basic communication needs of mobile telephone users, and relationship
marketing by mobile telephone service providers. This potential disparity was

investigated in this research.

HYPOTHETICAL MODELS PERTAINING TO GAPS 1 AND §

Based on the problem statement and the modified SERVQUAL model as
depicted in Figure 1.1, it is now possible to develop three hypothetical models
for this research. The three hypothetical models are shown in Figures 1.2, 1.3,
and 1.4. The constructs of Figures 1.2, 1.3, and 1.4 are based on an extensive
analysis of secondary sources pertaining to service quality. It was noted that
Uganda is multi-cultural and multi-lingual country. Due to the multi-cultural and
multi-language reality of the service environment of users and providers of
mobile telephone services in Uganda, structural equation modeling (SEM) was
used to test the relationships among the latent and observed variables in the
hypothetical models. In order to use multiple sources of data, the strategy of

methodological triangulation was adopted (Collis & Hussey 2009:85).
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SEM is a multivariate statistical technique for building and testing statistical
models. It is a hybrid technique that encompasses aspects of confirmatory factor
analysis, path analysis and multiple regressions to estimate a series of
interrelated dependence relationships simultaneously (Cooper & Schindler
2006:583; Hair, Bush & Ortinau 2006:724). SEM implies a structure for the co-
variances between observed variables, and accordingly it is sometimes called
covariance structure modeling. LISREL (linear structural relations) and AMOS
(analysis of moment structures) models are more commonly used by researchers
using structural equation modeling (http://userwww.sfsu.edu~efc/clsses/biol
710/path/SEMbgge.htm). In this research AMOS 16.0 was adopted for
analysing the SEM procedures. Given that the researcher had pre-specified
hypothetical models to confirm or disconfirm and establish whether they should
be accepted or rejected, confirmatory factor analyses (CFA) and goodness-of-fit
tests were performed to assess the validity of the hypothetical models depicted
in Figures 1.2 and 1.3. Figure 1.4 required a t-test to establish whether a
disparity existed between users’ expectations and the providers’ designed

service.

SEM has two principal advantages over other multivariate techniques. Firstly,
multiple and interrelated dependence relationships can be estimated
simultaneously. Consequently, SEM as a general linear model can
simultaneously estimate relationships between multiple independent, dependent
and latent variables (unobserved concepts that are not measured directly).
Secondly, SEM has the ability to incorporate latent variables into the analysis
and account for measurement error in the estimation process (Cooper &
Schindler 2006:584). As such, in contrast to other multivariate techniques, SEM
allows the researcher to assess both measurement properties and test for key
theoretical relationships in one technique (Hair ef al. 2006.706). Chapter Six

elaborates further on SEM analyses.
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1.4.1 Hypothetical model pertaining to potential disparity between users’
expected and actual service quality (Gap 5)
As explained, Gap 5 of the Parasuraman, Zeithaml and Berry model (Figure 1.1)
depicts a potential disparity between expected and actual services experienced
by the users of mobile telephone services in Uganda. Figure 1.2, indicates that
the mobile telephone users’ service quality (dependent variable) is influenced by
seven independent variables. The seven independent variables are: word-of-
mouth communication from other mobile telephone users, comprehensive
service environments, basic communication needs of mobile telephone users,
relationship marketing such as customer relationship marketing and
management (CRM) and communications, knowledge levels of mobile
telephone users, providers’ perceptions of mobile telephone users’ expectations,

and past experience of mobile telephone service users as depicted in Figure 1.2.

FIGURE 1.2: Hypothetical model pertaining to potential disparity between
users’ expected and actual service quality (Gap 5)
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Source: Derived from Figure 1.1 and supplemented by secondary sources.
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As stated, due to the multi-lingual service environment in Uganda, the impact of
each independent variable on the dependent variable will be estimated through
SEM procedures. Further, mobile telephone services to Ugandan users were
investigated to establish whether a disparity existed between the expected and

actual service quality in the branch of industry.

Hypothetical model pertaining to service quality as designed by mobile
telephone providers

As shown in Figure 1.3, it is hypothesised that five independent variables impact
on service quality as designed by the mobile telephone service providers. The
five independent variables are: user expectations of mobile telephone providers,
marketing research findings by mobile telephone providers, providers’
organisation structure, relationship marketing (interaction between mobile

telephone providers and users), and providers’ perceptions of user needs.

FIGURE 1.3: Hypothetical model pertaining to service quality as designed
by Mobile telephone service providers

User expectations of mobile telephone

providers
H3.1
Marketing research findings of
providers
H3.2
Providers’ organisation structure Service quality as
H3.3 designed by mobile
Relationship marketing (interaction / telephone providers
between mobile telephone providers
H3.4
and users)
Providers’ perceptions of users’ needs
H3.5
Independent variables Dependent variable

Source: Derived from Figure 1.1and supplemented by secondary sources.

It is important to state that mobile telephone service quality expectations of

users depicted in Figure 1.2 and mobile telephone service quality as perceived
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by providers depicted in Figure 1.3 represent the two dependent variables for
this research. The relationship between the two dependent variables constitutes

the components of Gap 1 shown in Figure 1.4.

Hypothetical model pertaining to potential Gap 1

In the seminal publications of Parasuraman, Berry and Zeithaml (1988, 1985),
Gap 1 was described as the potential disparity between mobile telephone
providers’ understanding and designing of the service that mobile telephone
users expect. In Figure 1.2, it is hypothesised that the seven independent
variables impacted directly on the dependent variable (service quality). It is
further hypothesised in Figure 1.3 that the five independent variables impact
directly on the dependent variable (service quality as designed by mobile

telephone providers).

FIGURE 1.4 Hypothetical model pertaining to potential disparity between
users’ service quality perceptions and service quality as
designed by providers (Gap 1)
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Source: Derived from Figures 1.2 and 1.3 supplemented by secondary sources.

Figure 1.4 brings together the two dependent variables, where it is hypothesised
that a disparity exists between users’ service quality and service quality as
designed by mobile telephone service providers in the branch of industry in

Uganda, which is described as Gap 1 by Parasuraman, Zeithaml and Berry(1988)



1.5

1.5.1

-13 -

OPERATIONALISATION OF RESEARCH VARIABLES AND
HYPOTHESES

To test the hypotheses in Figures 1.2, 1.3 and 1.4 to have a clear understanding
of the meaning of the identified research variables, each variable needs to be
brought into the context of mobile telephone services in the branch of industry in

Uganda.

Service quality dimensions

Research shows that users do not perceive quality in a unidimensional way but
rather judge quality based on multiple factors relevant to the context (Tan &
Pawitra 2001:419; Zeithaml et al. 2006:116-120; Zeithaml & Bitner 1996:118).
As previously stated, in their pioneering work, Parasuraman et al. (1985:47)
identified ten dimensions linked to the measurement of service quality, namely
tangibles, reliability, responsiveness, competence, courtesy, credibility, security,
access, communication, and understanding the user. Parasuraman et al. (1988)
reduced the ten to five dimensions namely tangibles, reliability, responsiveness,
assurance and empathy (Buttle 1996:9; Parasuraman 2004:46; Zeithaml &
Bitner 1996:118; Zeithaml et al. 1990).

Using only five service quality dimensions have been criticised and therefore
modified into functional or process quality alongside technical or outcome
quality and image quality (Kang & James 2004:267). Functional quality includes
the former five dimensions by Parasuraman et al. (Kang & James 2004:270;
Santos 2003:233; Zeithaml et al. 1990). Technical quality on the other includes
the consumption experiences and image quality reputation of such experiences,
To harmonise Zeithaml et al. (1990) and Kang and James’ (2004) definitions of
service quality, five functional dimensions of service quality will be applicable
in this research, namely tangibles, reliability, responsiveness, assurance, and

empathy.

1.5.2 Hypotheses pertaining to users’ service quality (Figure 1.2)

From the literature review, service quality from the perspective of users has been
defined as the disparity between users’ expectations (desires) and their actual
experience with the service (Zeithaml et al. 2006:33; Zeithaml et al. 1990:19).
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Users’ expectations are standards (reference points) that users bring into the
service experience, and reflect what users believe should or will happen
(Zeithaml et al. 2006:33; Zeithaml & Bitner 1996:76). The user perceptions
reflect the subjective assessments of the actual service experiences (level of
satisfaction derived from service encounter) (Zeithaml et al. 2006:34; Zeithaml
& Bitner 1996:104). The theory of expectancy disconfirmation (disparity), that
has been tested and confirmed in several studies, asserts that users purchase
services with pre-purchase expectations about anticipated experience (Imrie
2005:377; Pizam & Ellis 1999:328). In the context of mobile telephone services
to users in Uganda, the question arises whether significant disparities exist
between their expectations and actual experiences with the services. Seven
independent variables hypothesised to have an influence on users’ service

quality disparities in Uganda are:

Word-of-mouth communication from other mobile telephone users can be
defined as personal and sometimes non-personal statements made by parties
other than the provider conveying to users what the service will be. The
influence that this type of communication has on both, expected and actual
service, has been reported (Brink & Berndt 2004:59; Zeithaml et al. 2006:95).
Word-of-mouth communication is perceived by users as an unbiased source of
information. Because of high credence and experience properties, word-of-
mouth communication are considered important in evaluating services before
purchase and/or consumption. Word-of-mouth communication is a potential
determinant of potential disparity between users’ expected and actual service
quality (Wangenheim & Bayon 2004:1173; Zeithaml & Bitner 1996:90;
Zeithaml e al.1990:19). The potential impact of word-of-mouth communication
from other users on service quality is investigated for mobile telephone service
users in the branch of industry in Uganda. Based on the above evidence that
word-of-mouth communication impacts users’ expected and actual service

quality, a hypothesis was formulated as follows:
Hy;: “Word-of-mouth” from other mobile telephone users influences “service

quality” of mobile telephone users.

Comprehensive service environments may be defined as the sum of all the

variables or forces that have a positive or negative effect on the establishment,
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survival, growth and goal achievement of the service organisation. It is not clear
to what extent the service environment influences Ugandan mobile telephone
users’ expected and actual service. It comprises internal and external sub-
environments. The internal environment represents the providers’ ambient
conditions, spatial layout and functionality, signs, symbols and artefacts that
impact on service quality (Zeithaml er al. 2006:328). The external sub-
environment represents the market (micro) and macro (mega) variables that
impact service quality (Bosch et al. 2006:48-95; Chartered Institute of
Marketing 2006:68-76). Service researchers have suggested that users judge the
quality of services based on their perceptions of the technical outcome provided,
the process by which that outcome was delivered, and the quality of the physical
environment of the service encounter point (Zeithaml et al. 2006:333). For
example, a restaurant patron will judge the service on her/his perceptions of the
meal (technical outcome quality), how the meal was served, and on how the
employee interacted with her/him (interaction quality). The décor and
surroundings (physical environment quality) of the restaurant will also impact
users’ (patrons’) service quality (Zeithaml er al.. 2006:116). Since a
considerable body of research concluded that the comprehensive service
environments impact users’ expected and actual service quality, it was

hypothesised that:

Hiy:  “Comprehensive business environments” influences “service quality” of

mobile telephone users.

Basic communication needs of mobile telephone users can be described in
terms of Maslow’s hierarchy of needs pyramid that impact users’ service quality
(Bosch et al. 2006:9; Zeithaml et al. 2006:53). Though mobile telephone
services may not meet the users’ physiological needs, evidence exists that
mobile telephone services meet users’ safety and security needs, social needs,
self-esteem (ego) needs, and self-actualisation needs (Zeithaml et al. 2006:54;
Zeithaml et al. 1990:19). According to Brink and Berndt (2004:73), users judge
the telephone service encounter based on voice of the provider, providers’
knowledge levels, and providers’ effectiveness in customer issues. Based on the

above, the following hypothesis was formulated:
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H;3: “Basic communication needs” of mobile telephone users influences

“service quality” of mobile telephone users.

Relationship marketing (RM) variables (such as customer relationship
marketing and management, and communication): Relationship marketing
refers to the attempt by service providers to build and maintain a base of
committed customers who are profitable for the provider (Brink & Berndt
2004:195; Zeithaml et al. 2006:182). Whereas the customers benefit from such
relationships by receiving greater value relative to what they expect from
competing providers, the providers benefit economically from having a
substantial loyal customer base. Over time, the two parties develop a history of
shared values and interdependence (Rootman 2005:3, 30).

According to Zeithaml and Bitner (1996:171,173), users will remain loyal to a
provider from whom they receive greater value. Christopher, Payne and
Ballantyne (2002:16) describe customer relationship management (CRM) as a
strategic approach to improving owner’s value through the development of
appropriate relationships with key customers and customer segments. CRM
unites the potential of Information Technology (IT) and relationship marketing
strategies to deliver profitable, long-term relationships. Importantly, CRM
provides enhanced opportunities to use data and information both to understand
customers and implement relationship marketing strategies better. This requires
a cross-functional integration of people, operations and marketing capabilities
enabled through information technology and applications. Relationship
marketing is realised through deliberate user profiling to aid in users (customers)
relationship management (CRM) (Rootman 2005:3; Zeithaml et al. 2006:162;
Zeithaml & Bitner 1996:171,173). From the above research supporting the
theory that relationship marketing had a potential impact on users’ service

quality, it was hypothesised that:

H;s “Relationship marketing” influences “service quality” of mobile

telephone users.

Knowledge levels of mobile telephone users refer to their cognitive experience
of users regarding the service in question. Evidence exists that knowledgeable

users are able to make effective and efficient decisions regarding service use
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(Rootman 2006:95). The literature indicates that users’ knowledge levels of their
roles in service co-creation and delivery impact on their service quality
(Rootman 2006:98; Zeithaml er al.. 2006:397; Zeithaml & Bitner 1996:93).
Research findings from a study on satisfaction and quality indicated that the two
constructs were independent but closely related and that an increase in one was
likely to lead to an increase in the other (Sureshchandar, Rajendran &

Anantharaman 2002:363). Based on the above, it was hypothesised that:

H;s: “Knowledge levels” of mobile telephone users influences “service

quality” of mobile telephone users.

Providers’ perception of mobile telephone users’ expectations are probably
most critical step in delivering quality service and is closely linked to marketing
research activities. Providers need to perform intensive marketing research on
user expectations to gather information necessary for quality service designs that
will meet users’ expected and actual service quality (Tsang & Qu 2000:317;
Zeithaml & Bitner 1996:49; Zeithaml et al.1990:51). The literature shows that
users’ active participation in a marketing research enquiry on their expectations
impacts their service quality (Zeithaml et al. 2006:397). Parasuraman (2004:47)
argues that providers need to understand users’ desired and adequate
expectations and how these relate to the zones of tolerance if they are close to
the market information gap. Despite the involvement of the support staff, the
impact of providers’ perceptions on users’ service quality is shaped by the
customer-contact personnel of service providers. Based on the above, the
hypothesis pertaining to the impact of providers’ perceptions on users’ service

quality expectations was formulated as follows:

His: “Provider’ perceptions of user expectations” influences “service quality”

of mobile telephone users.

Past experience of mobile telephone users refers to users’ previous exposure
to the service in question. According to Zeithaml et al. (2006:95), users base on
their previous experiences with the service to evaluate and predict subsequent
service encounters. Past experience with the service represents a potential

impact on users’ service quality (Zeithaml & Bitner 1996:90; Zeithaml ez al.
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1990:19). Evidence exists that past experience is not a universal phenomenon
and not everyone perceives the same experiences due to differences in needs and
objectives of users (Pizam & Ellis 1999:329). From the above, the following

hypothesis was formulated:

H;7: “Past experience” with mobile telephone service influences “service

quality” of mobile telephone users.

Hypotheses pertaining to users’ “Potential Service Quality Disparity”

As shown in the hypothetical model in Figure 1.2, a potential disparity is
hypothesised between users’ expected and actual services quality. The question
as to whether the disparities are significant among mobile telephone users in
Uganda comes to the fore. The theory of disconfirmation asserts that users’
concept of service quality depends on how well their experienced service
matches their expected service (Ojasalo 2001:200). Kang and James (2004:270)
and Zeithaml and Bitner (1996:117) argue that process and technical outcome
quality may be judged (perceived) differently by users. The existence and failure
to close the service quality perception gaps has been acknowledged in the
tourism industry (Augustyn 1988:145). This research investigated whether a
potential disparity exists between mobile telephone users’ expected and actual
service quality in the mobile telephone branch of industry in Uganda. From the
above research evidence on the potential disparities between users’ expected and
actual mobile telephone services, null and alternative hypotheses were

formulated as follows:

H,o: There are no disparities between “expected” and “actual” mobile

telephone service to users.

Hya: There are disparities between “expected” and “actual” mobile telephone

service quality to users.

Hypotheses pertaining to the providers’ designed service quality (Figure 1.3)

‘Based on the literature review, five independent variables were identified to

have an impact on service quality as designed by providers (Zeithaml et al..
2006:35; Zeitham] & Bitner 1996:38; Zeithaml e al.1990:52). The insights from

the study of Gap 1 show that providers understand what users expect in terms of
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quality of the designed service (Tsang & Qu 2000:318). The question as to
whether the identified variables influence the providers’ designed service quality
in the mobile telephone branch of industry in Uganda comes to the fore. The five
independent variables hypothesised to impact on providers’ designed service

quality in Uganda are:

Users’ expectations from mobile telephone providers represent beliefs about
service delivery that serve as standards or points of reference against which
performance is judged (Zeithaml et al. 2006:81; Zeithaml & Bitner 1996:49).
According to Brink and Berndt (2004:52), user expectations are a range of
desires or wants the user expects from the provider. It should be noted that these
expectations are in most instances different from what the user gets in real-life
situations from the providers. Literature sources indicate that users hold three
different types of expectations: Firstly, desired service, which reflects what the
users want; secondly, adequate service, which reflects what the users are willing
to accept; and thirdly, predicted services, which reflects what users believe they
are likely to get from providers (Douglas & Connor 2003:165; Zeithaml et al.
2006:102) Further, what users expect from the provider poses a potential impact
on service quality as designed by providers. Because users compare their actual
service with the reference points as they evaluate service quality as designed by
providers, thorough knowledge about users’ expectations is critical to service
providers intending to offer a quality service. Based on the above, it was

hypothesised that:

Hi;p:  “User expectations” awareness influences “service quality as designed”

by mobile telephone providers.

Marketing research findings by mobile telephone providers refer to
marketing research based findings that impact providers’ designed service. An
analysis of the literature shows that the primary cause of not meeting users’
expectations is the providers’ lack of accurate marketing research findings to
help them accurately understand what those expectations are (Zeithaml ez al..
2006:35; Zeithaml et al..1990:53). To appropriately understand users’

expectations, thus closing the providers’ Gap 1, providers need to put
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mechanisms in place for channelling feedback from front-line staff to senior
managers, enhance management-customer contact, and occasionally perform
customer contact roles to get users’ real expectations (Parasuraman 2004:47). It
is important to note that accurate marketing research findings impact
understanding of users’ expectations and the designed service quality that meets
such expectations. Based on these arguments put forward, the following

hypothesis was formulated:

H;,:  “Marketing research” influences “service quality as designed” by mobile

telephone providers.

Providers’ organisational structure depicts a system or network of tasks,
authoritative relationships, and lines of communication between individuals and
groups within the providers’ service organisation. It is synonymous with
organisation systems (Marx et al. 1998:375; Zeithaml et al. 1990:52). The
structure impacts on information flows in the system which may constrain or
enhance the designed service quality. The structure may also impact service
recovery mechanisms to meet users’ expectations (Zeithaml et al. 2006:35;
Zeithaml et al. 1990:63). Brink and Berndt (2004:193) advise that care needs to
be taken to develop a structure that can support the execution of strategy. From

the above it was hypothesised that:

Hss:  “Provider organisational structure” influences “service quality as

designed” by mobile telephone providers.

Relationship marketing (extent of interaction between mobile telephone
providers and users) refers to a process of building long term relationships
with valued users to achieve mutual (win-win) benefits. Evidence exists that
providers make attempts to maintain and enhance such relationship for long term
survival through customer relationship management (CRM) initiatives (Rootman
2005:3; Zeithaml et al. 2006:177; Zeithaml & Bitner1996:171,173). According
to Pizam and Ellis (1999:326), effective relationship marketing has assisted
providers to benefit from cheap means of promotion in the form of positive

word-of-mouth testimony from loyal customers. Because providers would want
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to please their loyal users, relationship marketing is deemed to impact on the

quality of the providers’ designed service as hypothesised below:

H;4.  “Relationship marketing (interaction between providers and users)”

influences “service quality as designed” by mobile telephone providers.

Providers’ perceptions of users’ needs refer to the providers’ understanding of
users’ needs. Despite the different ways of characterising needs that exist, the
most widely known is Maslow’s hierarchy of needs, with five need category
specifications arranged in a sequence from basic lower-level needs to higher-
level needs namely physiological, safety, social, ego, and self-actualisation
(Zeithaml et al. 2006:53). It should be noted that services fill all these levels and
are particularly important in higher-level social, ego, and self-actualisation
needs. Evidence shows that needs may change depending on the changes in
users’ situation (Bosch et al.. 2006:9). Providers need to continuously review
their understanding of users’ needs in order to design quality services that
continuously meet any changes in users’ needs (Zeithaml et al.. 2006:54;
Zeithaml et al..1990:19). Other sources in the literature indicate that identifying
user needs and their impact on developing service design frameworks that meet
the identified needs should be the main focus of all service providers (Tsang &
Qu 2000:316; Zeithaml et al. 1990:54). Based on the above, it was hypothesised
that:

Hss: “Providers’ perceptions of users’ needs” influences “service quality as

designed” by mobile telephone service providers.

Hypotheses pertaining to potential disparities between designed and
expected service (Figure 1.4)

As already stated for mobile telephone users in Sub-section 1.5.3, a potential
disparity is hypothesised to exist between users’ service quality expectations and
the providers’ designed service quality. The question as to whether mobile
telephone service providers in Uganda are responsible for the disparities
between their designed mobile telephone service to users and the service
expected by users, comes to the fore. Further, the study by Seth, Deshmukh and
Vrat (2005:913) reveals that in addition to service setting, situation, time and

other similar factors, users’ expectations towards particular services are also
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changing with respect to factors like time, increase in number of encounters with
specific service, the competitive environment, to mention only a few examples.
Zeithaml et al. (2006:35) state that providers’ failure to know what their
customers expect is attributed to factors like inadequate marketing research
practices, lack of upward communications, insufficient relationship marketing
practices, and inadequate service recovery effort. Figure 1.4 shows the potential
disparity between the dependent variables stemming from Figures 1.2 and 1.3 on
users’ expected service and providers’ designed service quality respectively.
Based on the above, the following null and alternative hypotheses were

formulated:

Hy4o: There is no disparity between users’ “expected service quality” and
service quality as designed by providers in the mobile telephone services

branch of industry in Uganda.

Hy: There is a disparity between users’ “expected service quality” and
“service quality as designed” by providers in the mobile telephone
services branch of industry in Uganda.

RESEARCH OBJECTIVES

Primary research objective

The primary research objective is to empirically test the three hypothetical
models in Section 1.4 and the associated hypotheses as motivated by secondary
sources in Section 1.5 and to use triangulation strategies to investigate the
impact of the identified variables on service quality. By applying triangulation

strategies the validity of the research is also enhanced.

Secondary research objectives

Seven secondary objectives have been identified namely:

To investigate which research paradigms, research methodologies, data
collection methods and analyses are most appropriate to research the problem in
question. This objéctive implies debating the rationale for adopting
methodological triangulation in data collection and analysis phases for this
research.

To execute an in-depth analysis of secondary sources dealing with service

quality as experienced by mobile telephone users, service quality as designed by
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mobile telephone providers, and the independent variables as shown in the
hypothetical models. This analysis of secondary sources shed more light on the
available business strategies in the telephonic brand of the mobile telephone
industry in Uganda.

To develop appropriate research instruments for primary data sourcing from
users and providers of mobile telephone services.

To source quantitative and qualitative primary data from users and providers in
the mobile telephone services branch of industry in Uganda.

To analyse the primary data and test the hypotheses as stated and present
quantitative findings on potential service quality disparity issues in the mobile
telephone services branch of industry in Uganda.

To analyse and present qualitative findings on potential service quality
disparities in the mobile telephone branch of industry in Uganda.

To analyse and recommend possible strategic actions mobile telephone service

providers can implement to address issues related to Gaps 1 and 5.

PROPOSED RESEARCH METHODOLOGY

Given the three hypothetical models and the operationalisation thereof, the
positivistic approach will be supplemented by the phenomenological approach
(Collis & Hussey 2009:57, 2003:47; Santos 2006:290). The adoption of both
paradigms is a pre-emptive measure against the possible effects of distortion
because of a multi-cultural and multi-lingual service environment in which low
levels of education are prevalent. It should be noted that due to the multi-
languages in the Ugandan service environment and the general low levels of
education, many interpretations of service quality concepts are possible. The
aforementioned nature of the mobile telephone service environment requires the
use of methodological triangulation strategies in which quantitative data are
supplemented by qualitative data to enhance the validity of the study findings
(Collis & Hussey 2009:85). The approaches and strategies described will enable
the models to be empirically tested with a view of confirming service quality
theory with regard to users’ Gap 5 and providers’ Gap 1 among users and
providers of mobile telephone services in Uganda. Structural equation modeling

was used through confirmatory factor analyses and goodness-of-fit tests.
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METHODS OF DATA COLLECTION AND ANALYSIS

Motivation for using triangulation strategies

As depicted in Figure 1.1, despite the overlaps in practical terms, users’ and
providers’ mobile telephone service environments are theoretically different
(Zeithaml et al. 2006:46). Further, the environment is complicated by the many
local languages spoken by users and providers. The level of education of the
majority of the role players in the service environment is generally low. Given
that mobile telephone services can be used in any language and by any level of
education in the service environment, the economic affordability seems to be the
determining  factor  (http://en.wikipedia.org/wiki/Languages of Uganda).
Because positivistic and phenomenological approaches were adopted,
methodological triangulation was required to source quantitative and qualitative
data with the objective of better understanding of quantitative data. Further,
because data from users and providers were collected at different times and from

two sub-samples, methodological triangulation was adopted.

Data collection
Given that methodological triangulation was used in this research, both
quantitative and qualitative primary and secondary data will be collected (Collis

& Hussey 2009:85). Chapter Five provides more on the procedures.

Quantitative data collection

The research instruments gather data to measure variables pertaining to potential
disparity between users’ expected and actual service quality and providers’
perceptions of users’ expectations were constructed along the five (5)
dimensions of service quality. The statements were linked to a five-point Likert-
type interval scale anchored by “strongly disagree (1) and “strongly agree (5)”
(Gronroos 2001:151; Kang & James 2004:270; Zeithaml et al. 1990:175-186).
Individual users and providers were the units of analysis. Data collection is

covered in detail in Chapter Five.

Qualitative data collection

As motivated for quantitative data collection, users and providers of mobile
telephone services serve as the units of analysis. However, users and providers
were organised in different focus groups to conduct focus group interviews.
Different focus groups of users and providers were interviewed during the

collection of qualitative data in the mobile telephone branch of industry in
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Uganda. The use of focus group interviews as a method of qualitative data
collection is widely reported (Cooper & Schindler 2006; Hair et al. 2003;
Krueger 1998; McNamara 2008; Miles & Huberman 1994). Chapter Five will

give the details on qualitative data collection.

Reliability and validity of the measurement instruments

Reliability refers to absence of differences in the results if the research were
repeated (Collis & Hussey 2009:64). The quantitative research instruments were
tested for reliability by interpreting the Cronbach alpha reliability coefficients of
the scale items in the two instruments as reported in Chapter Five (Blumberg,
Cooper & Schindler 2005:385; Collis & Hussey 2003:58; Kothari 2005:154).
Validity on the other is the extent to which the research findings accurately
reflect the phenomenon under study (Collis & Hussey 2009:65). The findings on
validity of the study are reported in Chapters Six and Seven.

Population, sampling procedure and sample size
The research population is limited to mobile telephone users and providers in the
mobile telephone services branch of industry in Uganda. Chapter Five elaborates

on these issues.

Data analysis

Quantitative data analysis

"After data cleaning, quantitative data analysis procedures (all explained in

Chapter 6) will comprise the following phases:

An assessment of the internal reliability of each item in each of the instruments
was assessed by using Cronbach’s Alpha reliability coefficients (Cooper &
Schindler 2006:321-3; Blumberg et al.. 2005:385; Sekaran 2003:37). Chapter
Five reports on the Cronbach’s alpha reliability coefficients.

Cooper and Schindler (2006:590) and Sekaran (2003:408) state that to discover
patterns among the variables that determine if any underlying pattern of the
original variables (factors) can summarise the original set, a confirmatory factor
analysis (CFA) as part structural equation modelling (SEM) technique was
performed to validate the hypothetical models as depicted in Figures 1.2 and 1.3
will be explained in Chapter Six.

The factors that emerge from the confirmatory factor analysis phase were then

used in structural equation modeling (SEM) to estimate the goodness-of-fit of
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the researcher’s pre-specified hypothetical models to the data. Chapter Six
reports on the results.

Further, to test for the potential disparity between expected and actual service
quality among mobile telephone users sub-sample in Uganda, a paired samples t-
test was performed as hypothesised by the null and alternative hypotheses in
Figure 1.2 (Kothari 2005:196).

To test for the potential disparities between mobile telephone service quality as
expected by users and service quality as designed by providers depicted in
Figure 1.4, an independent samples t-test was performed on the two independent
sub-samples (Kothari 2005:157). The independent t-test will compare
expectations scores on the users’ and providers’ instruments to determine the
extent of Gap 1 Kothari 2005:214).

Qualitative data analysis

As explained in Chapter Seven, informal methods of quantifying qualitative data
were used to establish the frequency of occurrence of the phenomena under
study (Collis & Hussey 2009:164). All responses from all focus groups that
referred to Gaps 1 and 5 were considered for counting in these informal methods
of quantifying qualitative data. Chapter Seven describes the empirical results of

the qualitative data analysis.

SCOPE OF THE RESEARCH

In terms of the hypothetical models depicted in Figures 1.2, 1.3 and 1.4, this
research focused on the potential disparity between users’ expected and actual
service quality on the one hand, and between users’ service quality expectations
and service quality as designed by providers in the mobile telephone services
branch of industry in Uganda. Stated differently, in terms of the Parasuraman,
Berry and Zeithaml model, this research focuses only on Gaps 1 and 5. Being
the first study in the mobile telephone services branch of industry in Uganda,
this study will contribute to the level of knowledge on the effects that a multi-
cultural, multi-lingual and low levels of education have on service quality
perceptions and evaluations of the potential disparities between users’ expected
and actual service quality and between users’ service quality expectations and
the providers® designed service quality in the branch of industry. The study

recommended strategies to close the identified service quality gaps.
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1.10 PRIOR RESEARCH

1.11

The initial step in this research was to undertake an in-depth literature search on
service quality. The seminal research by Parasuraman ez al. (1985) identified the
users’ Gap 5 as a difference between expected and actual service quality. It also
identified the providers’ Gap 1 as failure by providers to understand service
quality as expected by users. Further, it became apparent that a potential
disparity exists between service quality as expected and experienced by users on
the one hand, and between users’ service quality expectations and service
quality as designed by providers. Several websites were visited
(http://www.globalcompact.org/About TheGC/index.html;
http://www.ucc.ug.org/html; http://www.mtn.co.ug; http:// www.utl.co.ug).
Appropriate secondary sources were sourced from the libraries of the Nelson
Mandela Metropolitan University (NMMU) and Makerere University Business
School (MUBS).

Kekale and Kekale (1995) defined the disparity concept from a cultural
perspective while Emmerik & Sanders (2005) have defined disparity in terms of
working hours. Allred and Addams (2000) and Gronroos (2001) only defined
the disparity concept in terms of user expectations and actual experiences.
Studies in the Tourism industry have considered the providers disparities among
Gaps 1 to 4 (Boshoff & Tait 1996; Newman 2001; Philip & Hazlett 1997,
Sureshchandar et al. 2003; Augustyn 1988; Tsang & Qu 2000). Given the need
to be pre-emptive, positivistic and phenomenological approaches were used with
methodological triangulation to better understand service quality perceptions in
a multi-cultural, multi-lingual and low education level service environment in

Uganda.

PLAN OF THE RESEARCH

Chapter One provided the background to the research, problem statement, the
SERVQUAL model, hypothetical models pertaining to Gaps 1 and 3,
operationalisation of research variables and hypotheses, research objectives.

In Chapter Two, the research design and methodology adopted for this research

will be explained and motivated.
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Chapter Three will focus on service quality perceptions in the mobile telephone
services branch of industry and the theoretical background underlying
hypothetical models in Figures 1.2, 1.3, and 1.4.

Chapter Four focuses on devising strategies which mobile telephone providers
may adopt to solve problems related to service quality Gaps in Uganda.

Chapter Five will focus on the primary data collection and sourcing techniques.

Chapter Six will explain the primary phases, procedures, of data analysis and
presented the empirical findings.

Chapter seven will focus on qualitative data analysis and supplemented
quantitative findings.

Chapter eight will present a summary of the research based on the empirical
findings, conclusions, recommendations, and directions for future research on
service quality perceptions in the mobile telephone branch of industry in

Uganda.
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CHAPTER TWO

RESEARCH DESIGN AND METHODOLOGY

INTRODUCTION

This Chapter addresses the first secondary research objective as stated in section
1.6.2 of Chapter One, namely to investigate which research paradigms, research
methodologies, data collection methods and analyses are most appropriate to
research the problem in question. In this Chapter, the research design
framework will be diagrammatically illustrated in Figure 2.1. The research
paradigms will be explained and motivated to the research, thereafter the criteria
for a well designed research project is elaborated on and types of research
explained and motivated. The unit of analysis will be explained as well as the
study setting will be described. Brief explanations will be given on sampling
design, measurement scales, methods of data sourcing and analysis as these
topics are explained in detail in subsequent Chapters. Because of the multi-
language nature of the service environment in Uganda, many interpretations of
concepts are possible. The low levels of education of the majority of the
respondents of this research can also lead to different interpretations of service
quality concepts. Because of the aforementioned complexities and the adoption
of positivistic and phenomenological approaches, it is considered prudent to use

triangulation strategies in this research.

THE RESEARCH DESIGN FRAMEWORK

The need for an appropriate research design is widely reported in the literature.
According to Cooper and Schindler (2006:71) a research design is the blueprint
for fulfilling objectives and answering research questions. Sekaran (2003:117)
states that a research design reflects a series of rational decision-making choices
the researcher has to make. Other studies indicate that a research design is an
arrangement of the requirements for collection and analysis of data in a manner
consistent to the research purpose and the economy of the procedures employed
(Collis & Hussey 2009:11, 2003:113; Kothari 2005:31).

According to Viviers (2007:37) a research design is closely linked to the study’s

problem statement and research objectives as depicted in Figure 2.1.
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FIGURE 2.1: The research design framework
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Source: Adapted from Sekaran (2003:118) and Collis and Hussey (2003:83).

RESEARCH PARADIGMS
A research paradigm is a framework that guides the way in which scientific

research should be conducted (Collis & Hussey 2009:55). The research literature
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defines research paradigms as beliefs about the world that determine the way the
research is designed, how data is collected, analysed, and results communicated
(Blumberg et al. 2005:18; Brady & Cronin 2001:34; Santos 2006:290). From the
aforementioned, it is important that the researcher recognises and understands
his/her personal paradigm as it will determine the entire research. Despite their
considerable overlap features, two main paradigms or philosophies have been
reported in the literature namely the “positivistic” and ‘“phenomenological”
(Collis & Hussey 2009:56). The positivistic paradigm is also known as the
quantitative, objective, scientific, experimentalist or traditional research
paradigm. On the other hand, the phenomenological paradigm is labelled as the
qualitative, subjective, humanistic or interpretive research paradigm. It should
be noted that the two paradigms reflect the two extremes of a continuum of
assumptions in which the features of one paradigm are gradually relaxed and
replaced by those of the other paradigm as one moves along the continuum
(Collis & Hussey 2009:57; 2003:48). The two main paradigms are

contextualised to this research as explained in the following sections.

Positivistic (quantitative) paradigm

According to Collis and Hussey (2009:56, 2003:52), a positivistic paradigm
permits a researcher to adopt the role of an independent observer of a pre-
existing reality with a view to conducting research which is value-free, unbiased
and unable to distort the objective views. Thus a positivistic paradigm seeks
facts or causes of social phenomena regardless of the subjective state of the
individual researcher. As such, positivism is founded on the belief that human
behavioural studies should be conducted in the same manner as studies in the

natural sciences (Blumberg ef al. 2005:18-19).

It can be stated that positivism can be based on realism in that it searches for the
truths “out there”. According to Jankowicz (2005:110) “truth” can only be
recognised in two ways: either by seeing that an assertion makes sense by itself
and is consistent with deductions made from it, or by recognising that it is
supported by empirical evidence. This belief is based on the assumption that the
social reality is independent of research objectives and exists regardless of

whether or not the researcher is aware of it. Therefore, the ontological debate on
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what constitutes the nature of reality can be kept distinct from the
epistemological question of how researchers obtain knowledge of the reality

(Blumberg et al. 2005:18-19; Collis & Hussey 2009:56, 2003:52-53).

In order to adopt an appropriate mindset regarding the nature of the relationship
between the researcher and the research problem, three fundamental principles
come into play namely:

The social world exists externally and is viewed objectively;

The research is value-free i.e. researcher is detached from what is being
researched; and

The researcher is independent, taking on the role of an objective analyst (Collis
& Hussey 2009:59).

Positivists place a strong emphasis on the quantification of constructs with a
belief that the best or the only way of measuring the properties of phenomena is
through quantitative measurement. In this case, users’ Gap 5 and providers’ Gap
1 in the multi-language mobile telephone service environments in the branch of

industry in Uganda was measured.

Phenomenological (qualitative) paradigm

According to Collis and Hussey (2009:56, 2003:53), a phenomenological
research paradigm or mindset is concerned with understanding human behaviour
from the researcher’s own frame of reference. Phenomenological mindsets focus
on the meaning rather than on the measurement of social problems (Collis &
Hussey 2003:53). Phenomenological research describes the meaning several
individuals attach to the actual experiences related to a concept or a
phenomenon. This paradigm essentially searches for the core or central
underlying meaning of the experience relevant to the problem. This implies that
researchers who adopt the phenomenological approach have to interact
personally with the objects (units of analysis) being investigated (Blumberg et
al. 2005:19; Collis & Hussey 2003:53). Several principles are applicable to the

phenomenological paradigm:
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The social reality is subjective because it is socially constructed. Therefore, each
person has his or her own sense of reality and there are multiple realities;

The researcher is part of what is observed and interacts with that being
researched, in the process, beliefs determine what should be facts; and

The research is driven by the interests of the researcher. The researcher
acknowledges that research is value-laden and biases are present (Collis &

Hussey 2009:59; Blumberg et al. 2005:19).

Given the 32 local languages spoken in the Ugandan mobile telephone service
environment and the likelihood of many interpretations of service quality
concepts, understanding what the concepts mean to users and providers of

services was imperative.

Comparison between phenomenological and positivistic paradigms

Drawing on a number of other authors, Collis and Hussey (2009) provide
features of the two main paradigms as presented in Table 2.1. It should be noted
that one paradigm is not “right” and the other “wrong” as choice is partly
determined by the researcher’s assumptions, research area and nature of the

research problem.
In this research, the two paradigms and their assumptions have been adopted in
investigating perceptions of service quality of users and providers of mobile

telephone services in the branch of industry in Uganda.

TABLE 2.1: Positivistic and phenomenological paradigms compared

Positivistic paradigm Phenomenological paradigm
Ontological view is that reality is external | Ontological view is that reality is socially
to the researcher and is objective. constructed by the researcher and is subjective.
Epistemological view is that the researcher | Epistemological view is that the researcher is
is independent of that being researched. part of what is observed.

The axiological view is that the research is | The axiological view is that the research is
value-free and unbiased. driven by human interests, value-laden and
biased.

Assumes that observations are objective, | Assumes that observations are qualitative, often
often quantitative and factual. subjectively interpreted in meaning.




234

-34-

TABLE 2.1: Positivistic and phenomenological paradigms compared (cont.)

Positivistic paradigm

Phenomenological paradigm

Assumes that knowledge is developed by
reducing phenomena to simple elements
representing general laws.

Assumes that knowledge is developed by taking
a broad and total view of the phenomena to
detect explanations beyond the current
knowledge.

Suitable for the study of phenomena that
are conceptually and theoretically well
developed, seeks to measure phenomena.

Suitable for the study of a relatively unknown
terrain, seeks to get the meaning to understand
phenomena.

Concepts are converted into operational
definitions; results appear in numeric form
and are eventually reported in statistical

language.

Participants’ natural language is used in order to
come to a genuine understanding of their world.

Reasoning process utilises deductive logic.

Reasoning process utilises inductive logic.

The research design is standardised
according to a fixed procedure and can be
replicated.

The research design is flexible and unique and
evolves throughout the research process

Tends to produce quantitative data in a
standardised manner from large samples.

Tends to produce qualitative data that are
modified to enrich understanding from small
samples.

Concerned with hypothesis testing.

Concerned with generating theories.

Purpose is to test predictive and cause-and-
effect hypotheses about social reality.

Purpose is to construct detailed descriptions of
social reality.

Data are highly specific and precise.

Data are rich and subjective.

The location of the study is normally a
contrived (artificial) setting.

The location of the study is normally an un-
contrived (natural) setting.

High reliability and low validity.

Low reliability and high validity.

Generalises from sample to population.

Generalises from one setting to another.

The unit of analysis is a variable that is
atomistic i.e. elements that form the whole.

The unit of analysis is holistic, concentrating on
the relationships between elements, contexts,
etc, and the whole is always more than the sum
of parts.

Source: Adapted from Blumberg et al. (2005:21); Collis and Hussey (2009:58-62)

Motivation for using methodological triangulation

Uganda is a multi-cultural and multi-lingual country with a low education level

prevalence. The complexities of the aforementioned service environment have

implications for interpretations of service quality concepts. Because in Uganda

32 local languages are spoken despite English being the official language, many

interpretations to service quality concepts are possible. In order to increase the

validity of the study, it was considered prudent to be pre-emptive and adopt both

the positivistic and phenomenological research paradigms to investigate service

quality perceptions amidst all the possible interpretation errors that may be

responsible for the users’ Gap 5 and the providers’ Gap 1 in this multi-language

service environment. It should be noted that whereas the users’ Gap 5 reflects

the potential disparities between users’ expected and actual service quality (Gap
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5), the providers’ Gap 1 reflects the potential disparity between providers’

perceptions of users’ expectations and the users’ real expectations.

Having investigated the multi-language nature of the service environment for
this research and the profiles of the users and providers of mobile telephone
services in the branch of industry in Uganda, a decision to use triangulation in
data collection and analysis was made. Four triangulation strategies have been
identified (Collis & Hussey 2009:85):

Triangulation of theories: A theory is taken from one discipline (e.g.
psychology) and used to explain a phenomenon in another discipline (e.g.
marketing).

Data triangulation: Data are collected at different times or from different sources
in the study of a phenomenon.

Investigator triangulation: Different researchers independently collect data on
the same phenomenon and compare the results.

Methodological triangulation: More than one method is used to collect and/or
analyse the data.

Although four triangulation strategies have been identified, only methodological
triangulation was used in this research as it enhanced the collection of both
quantitative and qualitative data and the use of multiple analytical methods
(Collis & Hussey 2009:85, 2003:78; Cooper & Schindler 2006:219; Jankowicz
2004:214; Trochim 2006). The choice of methodological triangulation was
based on a number of considerations. Methodological triangulation allowed the
use of both quantitative and qualitative methods of data collection and analysis
in this study. From a positivistic point of view, social reality is singular and
objective, and is not affected by the act of investigating it. However, from a
phenomenological point of view, it is impossible to separate people from the
social contexts in which they exist (Collis & Hussey 2009:56). Because the two
paradigms have been adopted in this research, it is imperative to adopt

methodological triangulation to harmonise the different points of views.

CRITERIA FOR A WELL DESIGNED RESEARCH PROJECT
According to Collis and Hussey (2009:15), a good research project is developed
by adopting a methodological rigour that ensures appropriateness and

intellectual soundness of the research design and the systematic application of
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the research methods. Researchers are still divided in their opinions as to what
constitutes a legitimate inquiry and warrantable knowledge in specific situations
(Haider & Sue 1999:103; Trochim 2008). In a multi-culture, multi-language
environment where low levels of education are prevalent, as is the case in the
mobile telephone service environment in Uganda, service quality concepts are
likely to have varied interpretations among users and providers of services. To
enhance the design of this research, three basic sets of criteria which have been
widely used to evaluate a well-designed research project, namely, reliability,
validity and generalisability have been used (Cooper & Schindler 2006:138;
Kothari 2005:33; Sekaran 2003:117). Besides these criteria, a collection of other
criteria has been added. It is important to demonstrate how this research project

incorporates these criteria, as explained in the following section.

Reliability

The concept “reliability” has a bearing on the absence of differences in the
results if the research were repeated (Collis & Hussey 2009:64). Other sources
in the literature similarly assert that reliability refers to the replication of the
study by other researchers with the same results (Cooper & Schindler 2006;
Kothari 2005; Sekaran 2003). Further, secondary sources indicate that whereas
reliability is high under the quantitative paradigm, it is low under the qualitative
paradigm (Collis & Hussey 2009:64; Cooper & Schindler 2006:321).Whilst
replication is an important aspect in positivistic studies where reliability is
usually high, the idea of dependability is important in phenomenological studies
where reliability is low (Trochim 2008). Reliability depends on the methods

employed to collect and analyse the data.

It should be noted that reliability is a necessary contributor to validity but is not
a sufficient condition for validity. A typical example is provided by a bathroom
scale that consistently overweighs a person by five kilograms. To the extent that
the scale erratically overweighs from day to day, it is not reliable, i.e. because it
is inaccurate, it is not regarded as valid (Blumberg et al. 2005:385). In the
mobile telephone branch of industry, the congestion of mobile telephone
networks on festive holidays makes network services unreliable although it

remains a valid source service for sending short messages (SMSs) to friends.
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Given the adoption of positivistic and phenomenological approaches in which
methodological triangulation was used in the collection and analysis of data,
replication and dependability issues of the study were investigated in this
research on users’ and providers’ service quality perceptions in the mobile

telephone branch of industry in Uganda.

In quantitative methods, the issues of reliability are based on stability,
equivalent, and internal consistency of the measurement instruments (Cooper &
Schindler 2006:321-3). A measurement instrument is said to possess stability if
one can secure consistent results. It is said to possess equivalence when one can
secure consistent results with repeated measures by the same investigator or
different samples. Lastly, the measure requires to exhibit internal consistency or
homogeneity among the items. In the quantitative part of this research, internal
consistency was adopted as a positivistic measure of reliability of the
instruments used to tap service quality perceptions of users and providers in the
mobile telephone branch of industry in Uganda. Several sources in the literature
propose that the reliability of the research instrument for quantitative data
collection can be estimated in three ways (Blumberg et al. 2005:385-389; Collis
& Hussey 2009:204-206). The three reliability enhancement methods are

explained and contextualized next.

Test re-tests and parallel form methods: The same questionnaire is administered
twice to the same respondents, but on two separate occasions to measure the
stability and equivalence of the measures (Cooper & Schindler 2006:321;
Sekaran 2003:308). The responses for the two “tests” are correlated and a
correlation coefficient for the two sets of data is computed, thus providing an
index of reliability. The interpretation of correlation coefficients (zero, negative,
positive) is documented in statistical literature. This method was not applicable
to this research because it was not possible to identify the specific respondents

for a second time.

Split-half method: In this method, the questionnaires are divided into two equal
halves (numbers) and the correlation coefficient of the two sets of data is then
computed and interpreted to determine the internal consistency of the measures
(Cooper & Schindler 2006:323; Sekaran 2003:307). This method was not
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applicable to this research because SEM was adopted which incorporated

validity measures.

Interpretation of the Cronbach’s alpha reliability coefficients: The Cronbach’s
alpha reliability coefficient reflects the average inter-correlations among the
items (variables) measuring the concept. The closer Cronbach’s alpha is to 1, the
higher the internal consistency reliability (Cooper & Schindler 2006:322). The
aim of this method is to establish which items of the research instrument are
homogenous and reflect the same underlying constructs. Every item in the
questionnaire is correlated with every other item across the entire sample and the
average inter-item correlation is used as the index of reliability. Alpha equals to
zero when the true score is not measured at all, reflecting an error component.
Alpha equals 1.0 when all items measure only the true score and there is no error

component.

Cronbach’s alpha reliability coefficients can be interpreted as the percentage of
variance the observed scale can explain in the hypothetical true scale composed
of all possible items in the universe. Alternatively, it can be interpreted as the
correlation of the observed scale with all possible other scales measuring the
same thing and using the same number of items. Although by convention alpha
scores of 0.60 are acceptable in exploratory research, alpha scores should be at
least 0.70 or higher in analytical or predictive research. Alpha scores above 0.80
are considered good for any scale (Collis & Hussey 2009:206; Cooper &
Schindler 2006:323; Sekaran 2003:307). Because Cronbach’s alpha is computed
in terms of the average inter-correlations among the items measuring the
concept, it is expected to give some indication of the level of interpretation of
perceptions of service quality concepts existing among users and providers of
mobile telephone services in the service environment in Uganda. The selection
and drawing of the sub-samples, as well as the statistical procedures used, are

explained in Chapters Five and Six.

Given that methodological triangulation was adopted, collection of both
quantitative and qualitative data in which the latter supplemented the former, the
need to assess the reliability of the qualitative approach is imperative. It should

be noted that whereas the term reliability is used in quantitative approaches, the
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concept dependability is used in qualitative approaches (Krueger 2002;
McNamara 2008). Because concepts on service quality perceptions are likely to
have many interpretations due to the use of many languages in the Ugandan
service environment, dependability of qualitative findings is important.
Dependability was particularly important for this research given the
complexities of the nature of the service environment in which users and
providers of mobile telephone services in Uganda operate. Dependability as a
criterion for judging the reliability of qualitative research was enhanced through
careful selection of participant users and providers for the focus group

interviews in the branch of industry in Uganda.

Validity (Internal validity)

Validity is the extent to which the research findings accurately reflect the
phenomena under study (Collis & Hussey 2009:65). It should be noted that
because interactive parts of the mobile telephone service permeates all
languages spoken in Uganda, service quality concepts are likely to have many
interpretations in the different local languages. It should be noted that whereas
internal validity in quantitative methods refers to the ability of the research
instrument to measure what it is purported to measure, in qualitative methods,
the emphasis shifts to credibility of the data collection method used to ensure
believability of the research findings from the participant’s point of view
(Trochim 2008). To ensure that valid data is collected amidst the complexities
in the Ugandan mobile telephone service environment, triangulation of
quantitative methods of data collection were supplemented with qualitative

methods.

The aforementioned decisions were made to enhance the validity of the research
in question. Sources in the literature support such a decision with assertions that
a study is valid if it measures what it intends to measure and there are no logical
errors in drawing conclusions from the data (Blumberg et al. 2005:380; Collis &
Hussey 2003:59; Viviers 2007:54). A review of the literature shows that there
are many descriptions of the different types of internal validity with one
common feature: they all have to do with threats and biases which can

undermine the meaningfulness of the research (Cooper & Schindler 2006:218;
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Hair et al. 2003: 379; Kothari 2005:74; Liu 2008:65; Sekaran 2003:206-208).
Figure 2.2 shows the types of internal validity by different authors each of which

will be defined and contextualised to the research in question.

Face validity: Secondary sources pertaining to the research indicate that face
validity is the extent to which items that are intended to measure a concept, do
on the face of it, look like they measure the concept (Collis & Hussey 2003:59;
Sekaran 2003:206). In this respect, Likert scales were subjected to experts’
scrutiny to ensure that the right concepts were included in the users’ and
providers’ measurement instruments. However, because 32 languages are
spoken in the mobile telephone service environment in Uganda, it is possible
that different interpretations for service quality concepts exist among users and

providers of mobile telephone services.

Criterion validity: This type of validity reflects the ability of a measure to
predict or estimate a phenomenon (Kothari 2005:74; Sekaran 2003:206).
Criterion validity reflects the degree to which the predictor (independent
variable) is adequate in capturing the relevant aspects of the criterion (Cooper &
Schindler 2006:319). In this research, the estimates of the users’ and providers’

hypothetical models were established to validate them.

Construct validity: A review of the research literature indicates that construct
validity refers to the degree to which a research instrument is able to provide
evidence based on theory (Collis & Hussey 2009:65; Cooper & Schindler
2006:720; Blumberg et al. 2005:382; Sekaran 2003:207). Two types of construct
validity have been identified in the literature namely convergent and
discriminant validity. Whereas convergent validity refers to the degree to which
scores on a scale correlate with scores on other scales designed to assess the
same construct, discriminant validity refers to the degree to which scores on a
scale do not correlate with scores from scales designed to measure different
constructs. Given the nature of the mobile telephone service environment in
Uganda in which constructs are likely to have many interpretations, discriminant
validity will be performed for scales in the research instruments. Construct
validity measures phenomena which are not directly observable, such as service

quality perceptions (Cooper & Schindler 2006:320).
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Because the constructs are assumed to exist as factors which explain observable
phenomena, they are known as hypothetical constructs as shown in Figures 1.2,
1.3, and 1.4 of Chapter One. Given the hypothetical nature of the constructs in
this research, it is imperative to simultaneously estimate multiple and
interrelated dependence relationships and incorporate the latent variables into
the analysis to account for the measurement error in the estimation process (Hair
et al. 2006:707). Structural equation modeling (SEM) as a multivariate statistical
technique for building and testing statistical models was used. In this research,
SEM was used to test the estimates of researcher’s hypothetical models for

validation purposes.

FIGURE 2.2: Internal validity types according to various authors

Classification by Sekaran (2003)

Face validity

Content validity

Validity

Criterion validity

Construct validity

Classification by Hair et al. (2003)

Content validity

Validity

Criterion Validity

Construct validity

Classification by Cooper and Schindler (2006)

Content validity

Convergent validity

Validity

Discriminant validity

Nomological validity

Source: Adapted from Cooper and Schindler (2006:319), Sekaran (2003:206).
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It is important to note that from hypothetical constructs, the researcher must be
able to demonstrate that the data and research findings can be explained by the
constructs. SEM tests included confirmatory factor analyses (CFA) and
goodness-of-fit tests to the data. CFA resulted into estimates of pattern
coefficients that confirmed of disconfirmed the hypothetical models 1.2 and 1.3.
The goodness-of-tests resulted into estimates that accepted or rejected the
hypothetical models 1.2 and 1.3 (http://www2.chass.ncsu.edu/garson/pa765/
structure.html). Therefore construct validity requires that the empirical evidence
generated by a measure must be consistent with the theoretical logic of the
underlying concepts. For this reason, when researchers ask questions (or make
statements) as a way of assessing a construct, they should have obtained some
kind of evidence based on theory from the literature that their approach does, in
fact, measure the construct in question. Whereas Chapter Six gives results on
construct validity using SEM, Chapter Seven verifies the credibility of the study
findings using reflective thinking (Cooper & Schindler 2006:199; Miles &
Huberman 1994).

Convergent validity: This type of validity is demonstrated by showing that
indicators for latent variables correlate with each other to an acceptable degree.
Convergent validity is indicated correlation coefficients > 0.70 for all indicators
using a common rule of thumb (http://davidakenny.net/cm/mfactor.htm). For
the quantitative part of the research in question, convergent validity is out of

scope.

Discriminant validity: This types of validity is confirmed when the correlation
between two variables (factors) is very close to zero (0) (Cooper & Schindler
2006:320; http://davidakenny.net/cm/mfactor.htm). Confirmatory factor analysis
and goodness-of-fit SEM tests will be performed to establish whether constructs
are indeed uncorrelated as depicted in the hypothetical models in Figures 1.2 and
1.3 of Chapter One. It should be noted that poor discriminant validity confirms
multi co linearity, a situation where more than two independent variables are
highly correlated and difficult to interpret (http://davidakenny.net/ cm/mfactor.
htm).
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In contrast to positivistic methodologies, phenomenological research
methodologies generally reveal high levels of validity as the researcher acts as
the research instrument. Chapter Six presents the quantitative empirical results
on discriminant validity among the independent variables in hypothetical models
in Figure 1.2 and 1.3. Chapter Seven reports on the qualitative empirical results
to enhance the understanding of service quality in the mobile telephone branch

of industry in Uganda.

Nomological validity: This type of validity refers to the degree to which the
summated scale makes accurate predictions of particular constructs, theoretically
networked yet different (Hair et al. 2003:380). SEM, using confirmatory factor
analysis methodologies was used to establish whether relationships existed
among the variables in the hypothetical models in Figures 1.2 and 1.3 of Chapter
One as theorised in the SERVQUAL model (Zeithaml ez al. 2006:152; Zeithaml
et al. 1990:25).

Statistical validity: This type of validity bases a conclusion on statistical
evidence. Violation of statistical assumptions may lead to errors in the testing of
hypotheses. Two errors pertaining to statistical validity are of concern, namely
Type I and Type 1I errors (Cooper & Schindler 2006:497-500). A Type I error
(o) occurs when a researcher rejects a true null hypothesis and concludes that
there is a relationship between variables, when actually there is none. A Type II
error (B) occurs when a researcher fails to reject a false null hypothesis and
concludes that there is no relationship between variables, when a relationship
actually exists (Collis & Hussey 2009:251). Qualitative credibility of the study

is given in Chapter Seven.

As stated, given the multi-cultural, multi-lingual and prevalence of low
education levels in the mobile telephone service environment in Uganda, it is
possible that service quality concepts have many interpretations. Because the
English language is the official language, it was used in data sourcing. Due to
the possible interpretation errors of the concepts as the users and providers
responded to the investigative measures, it was imperative to use structural
equation modeling (SEM) tests to validate the relationships among variables. In

this respect, confirmatory factor analysis (CFA) was used to estimate
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relationships among the independent variables and the dependent variables.
Similarly, goodness-of-fit of the models to the data was tested through SEM

validations.

External validity (Generalisability)

Generalisability (external validity) refers to the extent to which the research
results can apply to cases or situations beyond those in the particular study
(Collis & Hussey 2003:59; Cooper & Schindler 2006:284; Hair et al. 2003:305;
Sekaran 2003:149; Trochim 2008). Vogt (1993:99) states that generalisability is
concerned with the extent to which a researcher can come to conclusions about
one thing (often population), based on information from another (often the
sample). Generalisability is thus the ability to generalise beyond the data of the

study to other subjects or groups in the target population under study.

According to Norman (1970) and Gummesson (1991), in a phenomenological
study, the researcher can generalise from one setting to another or a few cases or
even a single case if the analysis has captured the interactions and characteristics
of the phenomena being studied. Trochim (2008) proposes the use of the term
transferability instead of external validity to refer to the degree to which the
results of qualitative research can be generalised or transferred to other contexts
or settings (Cooper & Schindler 2006:284). In a phenomenological paradigm,
the concern is whether the patterns, concepts, and theories which have been
generated in a particular environment can be applied in other environments
(Collis & Hussey 2003:60). With regard to the research in question,
generalisability implies the applicability of the findings on service quality
perceptions from the two sub-samples of users and providers of mobile
telephone services to the entire two target populations of users and providers of
mobile telephone services in the branch of industry in Uganda. It also means the
transferability of the results to other contexts or settings of mobile telephone

service settings in Uganda.
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Other criteria for a good research project
According to Jankowicz (2005:55-56) and Collis and Hussey (2003:19), besides

reliability, validity and generalisability, a well designed research project displays

attributes such as the following:

Originality as a requirement for good research implies that the capacity to act or
think independently regarding the research and not to simply copy someone
else’s work. In this research, originality was demonstrated inter alia by the
modification of the SERVQUAL model (Figure 1.1 of Chapter One) to reflect
gaps 1 and 5 of interest in this study and the construct of the hypothetical models
to explain phenomena as depicted in Figures 1.2, 1.3 and 1.4. Further, the
adoption of both basic research paradigms with an emphasis on methodological
triangulation for gathering quantitative and qualitative data and using SEM

methodologies to validate the study indicated originality.

Sound scientific reasoning is another essential tenet of a well designed research
project (Cooper & Schindler 2006:30; Kothari 2005:9). Despite the complexities
of a multi-language mobile telephone service environment in the branch of
industry in Uganda, compliance with scientific methods require rigorous
procedures to study users’ and providers’ perceptions of service quality. In this
respect, logical and systematic methods will be used in data collection and

analysis to enhance the validity of the study’s findings.

Purposiveness in research is another tenet that focuses the study on solving a
well-identified and defined problem rather than aimlessly looking for answers to
vague questions (Collis & Hussey 2003:119; Cooper & Schindler 2006:22;
Sekaran 2003:422). The primary objective of this research was to empirically

test the users’ and providers’ hypothetical models using SEM methodologies.

A logical research framework is another tenet for good research. This
requirement is underpinned by an overall research design as depicted by Figure
2.1. The design framework integrates all the research activities needed for the
study in question. As motivated earlier, a research design is a blueprint for
fulfilling research objectives and answering questions (Cooper & Schindler
2006:716).
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Practicality: According to Cooper and Schindler (2006:323), practicality as a
scientific requirement calls for the measurement to be reliable, valid and
operationally practical. Practicality also refers to the economy, convenience, and
interpretability of the research results (Cooper & Schindler 2006:324). In this
research, the composition of the focus groups was kept within the recommended
minimum of five to ten members per group. The statements within the research

instruments were limited in number because of time constraints(Krueger 2002).

Ethics in research: Despite the adoption of both positivistic and
phenomenological approaches, ethical behaviours that pervade each step of the
research process were followed in data collection and analysis (Collis & Hussey
2003:37; Cooper & Schindler 2006:116; Sekaran 2003:17). As Cooper and
Schindler (2006:23) recommended, the researcher will adhere to ethical
standards and ensured infer alia that the rights, privacy, and safety of the
respondents and/or participants were both respected and protected during the

data collection period.

TYPES OF RESEARCH

At the most basic level, a distinction can be made between conceptual and
empirical research (Kothari 2005:4; Viviers 2007:39). Conceptual studies deal
with philosophical and conceptual analyses as well as theory building and do not
require new (primary) data to be gathered. In contrast, empirical studies, which
aim to address the need for lay and scientific knowledge, call for the collection
of both new (primary) and existing (secondary) data (Cooper & Schindler
2006:31; Kothari 2005:4). Given that this research is data-based and will
provide conclusions capable of being verified by observation or experience, it is
empirical. Table 2.2 shows the types of research which are explained briefly in

the following section.
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TABLE 2.2: Classification of the main types of research

Type of research classification Basis of classification
Exploratory, descriptive, analytical, predictive Purpose of the research
Quantitative or qualitative research Process of the research
Deductive or inductive research Logic of the research
Applied or basic research Outcome of the research

Source: Adapted from Collis and Hussey (2009:4)

Exploratory, descriptive, analytical and predictive research

With regard to purpose, the research can be classified as exploratory,
descriptive, analytical or predictive. Exploratory research is undertaken when
few or no prior studies are available (Collis & Hussey 2009:5; Cooper &
Schindler 2006:164; Sekaran 2003:119). Since the purpose of this research is to

test and/or confirm hypotheses, it cannot be classified as exploratory.

Descriptive research on the other hand is conducted to describe phenomena as
they exist (Collis & Hussey 2009:5). It is used to identify and obtain information
on the characteristics of a particular problem or issue (Cooper & Schindler
2006:141; Sekaran 2003:121). As the research in question will not carry strong
descriptive features of the relationships among variables, it cannot be classified

as such.

Analytical or explanatory research goes beyond the mere description of
characteristics, phenomena or events, to analysing and explaining why or how
the phenomenon being studied is happening (Blumberg et al. 2005:10; Collis &
Hussey 2009:6; Sekaran 2003:124). Cooper and Schindler (2006:492) state that
inferential statistics use samples and testing of hypotheses to estimate population
values. Since this research will test empirically the generated hypotheses on
service quality perceptions among users and providers of mobile telephone
services in the branch of industry in Uganda, it is classified as explanatory or

analytical research.
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Predictive research goes even further than explanatory research (Blumberg et al.
2005:12; Collis & Hussey 2009:6). Whereas explanatory research establishes an
explanation of what is happening in a particular situation, predictive research
forecasts the likelihood of a similar situation occurring elsewhere. Since this
research on service quality perceptions of users and providers of mobile
telephone services in Uganda will not forecast a similar situation occurring

elsewhere, it will not be classified as predictive.

Qualitative and quantitative research

Research can also be classified according to the approach adopted by the
researcher namely quantitative approach and qualitative approach (Blumberg et
al. 2005:124; Collis & Hussey 2009:7. 2003:13; Cooper & Schindler 2006:196;
Hair et al. 2003:211-213; Kothari 2005:3; Sekaran 2005:13). The outstanding
features of qualitative and quantitative research approaches can be summarised

as follows:

Qualitative research is typically used to answer questions about the complex
nature of phenomena. Often the researcher’s purpose is to explore, expand,
describe and understand the meaning of such phenomena from the participant’s
point of view (Haider & Sue 1999:104). According to Hair et al. (2003:212)
qualitative research refers to selected research methods used in exploratory
research designs to gain preliminary insights into a phenomenon. Cooper and
Schindler (2006:196) state that qualitative research includes an array of
interpretive techniques which seek to describe, decode, translate, and otherwise
come to terms with the meaning and not the frequency, of the phenomena in the
social world. This implies that the researcher interprets the data and then draws
conclusions about its meaning (Collis & Hussey 2009:7). Collis and Hussey
(2003:13) refer to qualitative research as an inquiry into the subjective
understanding of social and human activities. Some of the interpretive
techniques used in qualitative research have been reported: diaries, focus groups,
interviews, observation, and questionnaires. It is important to note that the
qualitative approach is typical of a phenomenological research paradigm and
gathers data in its nominal form (Collis & Hussey 2003:151). In this research,

users’ and providers’ focus group interviews were conducted for the collection
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of qualitative data on their perceptions of service quality in the mobile telephone

branch of industry in Uganda.

In contrast, quantitative research is deemed to be objective in nature and focuses
on measuring the phenomena by collecting numerical data from large numbers
of respondents, analysing the data and applying statistical tests to measure the
phenomena (Collis & Hussey 2009:7, 2003:13, 151; Hair et al. 2003:211;
Jankowicz 2004:127). According to Cooper and Schindler (2006:198),
quantitative research is undertaken to answer questions about relationships
between variables with the purpose of explaining, predicting and controlling
phenomena. Quantitative research is based on positivistic methodologies for
developing knowledge (i.e. cause-and-effect relationships; reduction of specific
variables in the analysis; and the use of statistical measurement and observation)
(Collis & Hussey 2009:63).

Deductive and Inductive research

The concepts deductive and inductive researches pertain to the logic of the
research (Collis & Hussey 2009:4,8; Cooper & Schindler 2006:33; Hair et al.
2003:302; Sekaran 2003:31). Because quantitative and qualitative data were
collected, deductive and inductive means of reasoning applied in explaining the
research findings on service quality perceptions of users and providers in the
mobile telephone branch of industry in Uganda. Because the hypothetical
models were developed to be tested by empirical observations thus particular
instances being deduced from general inferences, the research can be classified
as deductive. Because general inferences were induced from particular instances,

this research can also be classified as inductive.

Basic and applied research

A standard classification of research that divides projects into applied and basic
secondary sources in literature, it describes applied research as a study designed
to apply its findings to solving a specific, existing problem (Blumberg et al.
2005:13; Collis & Hussey 2009:6, 2003:13; Cooper & Schindler 2006:705;
Sekaran 2003:7). Since the aim of this research was to apply its outcome to

solve specific perceptual problems regarding the users’ Gap 5 and the providers’
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Gap 1 in the mobile telephone services branch of industry in Uganda, it is
classified as applied research. Basic research on the other hand refers to
fundamental or pure research that is designed to make a contribution to general
knowledge and theoretical understanding, rather than solve a specific problem
(Collis & Hussey 2009:7, 2003:13; Cooper & Schindler 2006:715; Sekaran
2003:7). Because the outcome of this research is not designed to make a
contribution to general knowledge on perceptions of service quality in the whole

service industry in Uganda, it cannot be classified as basic research

Conclusions on types of research

Given that there are many ways in which research can be classified, it is
imperative to identify and classify the research in question. Firstly, because 32
languages are spoken and education levels are generally low, these complexities
of the mobile telephone service environment in Uganda need data analyses that
can explain service quality perception phenomena in the branch of industry. For
this reason, the purpose of the research was classified as analytical. Secondly,
given that methodological triangulation was adopted in which quantitative and
qualitative data were collected, the process or approach for this research was
both quantitative and qualitative. Thirdly, since the hypothetical models were
tested by empirical observation and specific instances deduced from general
inferences, the logic of the research is deductive. The logic is also inductive
since general inferences were induced from particular instances. Finally, the
research was applied since its findings were to be used to solve specific
perceptual problems regarding users’ Gap 5 and providers’ Gap 1 in the mobile
telephone services branch of industry in Uganda through formulation of

strategies to use to close the said Gaps.

UNIT OF ANALYSIS

Secondary sources in the literature indicate that a unit of analysis is the object to
which the variables or phenomena under study and the research problem refer,
and from which data are collected and analysed (Collis & Hussey 2009:115,
2003:68; Sekaran 2003:132). In this research, the unit of analysis was an
individual user or provider of mobile telephone services in the branch of

industry in Uganda from whom data were collected and analysed. For the
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phenomenological approach, a focus group of either users and/or providers of
mobile telephones in the service environment in Uganda will be the unit of

analysis.

STUDY SETTING

A review of the literature shows that in terms of the study setting, research
projects may be carried out in either natural or controlled environmental
conditions (Collis & Hussey 2003:61; Cooper & Schindler 2006:142; Sekaran
2003:129). According to Sekaran (2003:130), three study settings are possible
namely: field studies, field experiments, and laboratory experiments. Whereas
field conditions relate to correlation studies, field experiments relate to cause-
and-effect relationships in natural conditions. Laboratory experiments are on the
other hand carried out in controlled environmental conditions. For the research
in question, since the process of research required the collection of quantitative
and qualitative data from users and providers of mobile telephone services in
their natural service environments in the branch of industry in Uganda, the study

setting for this research is natural.

SUMMARY AND CONCLUSIONS

This chapter described the overall research design and methodology to be used
in this research. The range of questions from why, what, when, where, how and
to whom the research was conducted, were responded to in this chapter. At the
beginning of the chapter, the research design framework was briefly explained
and presented diagrammatically. Because of the multi-lingual nature of the
mobile telephone service environment in Uganda and the features of the
respondents, this research adopted a mixture of positivistic and
phenomenological methodologies in which data and methodological
triangulation was used in data collection. As a result, the positivistic and
phenomenological paradigms were explained and contextualised to this research.

A motivation for use of triangulation strategies was also given.

The chapter addressed the criteria for a well-designed research project and
indicated how each criterion impacted the study. The chapter also explained the

various research classifications and motivated their contextualisation to the
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research in question. In terms of purpose of the research, this research is
classified as analytical. In respect of the process of research, this research is
classified both as quantitative and qualitative. In terms of the logic of the
research, due to methodological triangulation, this research is classified as both
deductive and inductive. Finally, because the results of this research will be
applied in solving problems identified in this research, it is classified as applied.
The chapter explained and contextualised issues of units of analysis and study
setting for this research. The sampling methods used, measurement scales used,
and methods of data sourcing and analysis will be presented in Chapters Five,

Six and Seven.
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3.3.1

CHAPTER THREE

PERSPECTIVES ON SERVICE QUALITY

INTRODUCTION

This chapter addresses the second secondary research objective as stated in
section 1.6.2 of Chapter One, namely to execute an in-depth analysis of
secondary sources dealing with service quality perceptions of users, service
quality as understood and designed by mobile telephone providers, and the
independent variables shown in the hypothetical models. In this chapter, the
analysis of secondary sources will cover the nature of service, perspectives of
users’ service quality expectations and Gap 5 thereof, as well as perspectives of

providers’ service quality perceptions Gap 1 thereof.

NATURE OF SERVICES

Services can be seen as economic activities, the output of which, is not a
physical product but rather in the form of deeds, processes and performances
(Zeithaml et al. 2006:4; Zeithaml & Bitner 1996:5). Because services can satisfy
communication needs, they are viewed as products representing a wide range of
intangible offerings that users value and pay for in the marketplace (Zeithaml ez
al. 2006:5). Due to its non physical nature, a service is generally consumed at
the time of production. Despite being intangible, mobile telephone services like
any other services are nonetheless able to provide added value to their users
(receivers) in Uganda. Users value and pay for the service, enabling service
providers to invest more in the production of the needed services as is the case

in the mobile telephone branch of industry in Uganda.

USERS’ PERCEPTIONS OF SERVICE QUALITY

The users’ Gap 5

The analysis of users’ perceptions of service quality in this research is based on
the user’s Gap 5 of the seminal gaps model of service quality by Parasuraman e?
al. (1985). Gap 5 of the Parasuraman model, shows that there can potentially be
a discrepancy between users’ expectations and actual experiences (perceptions)

of the service as (Figure 3.1). Pizam and Ellis (1999:330) state that service
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quality (Q) is measured by subtracting the user’s expectation scores (E) from

user’s perception scores (P). Terefore: Q = P- E as depicted in Figure 3.1.

FIGURE 3.1: Perceptions of service by mobile telephone users

Expected
service (E) Perceived
service
lity
Users’ Gap 5 qua
Q
Perceived
service (P)
Users’ environment

Source: Adapted and modified from Zeithaml and Bitner (1996:103)

From the above equation, positive Q scores imply users have received
satisfactory quality service. Negative Q scores on the other hand reflect that
users have not received good quality service since actual experiences are less
than prior expectations. According to Zeithaml ef al. (2006:33) and Zeithaml et
al. (1990:46), users’ expectations establishes a yardstick whereby actual service
experiences (performances) are judged. It is important to note that users’
perceptions reflect the subjective assessment of their actual service experiences.
For purposes of clarity, variables pertaining to users’ expectations of service

quality are analysed and contextualised in the following section.

Variables that influence expectations of mobile telephone users

According to Zeithaml et al. (2006:81), users’ expectations are beliefs about
service delivery that serve as standards or benchmarks against which
performance is judged. Users in general and mobile telephone users in
particular, have two levels of expectations, namely: desired (maximum)
expectations and adequate (minimum) expectations (Brink & Berndt 2004:52;
Tsang & Qu 2000: 317; Zeithaml er al. 2006:83). Because of heterogeneity of
service performance by providers users recognise and are willing to accept a

zone of tolerance in their service perceptions (Zeithaml et al. 2006:85).
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However, in certain situations, users’ expectations fall outside the desired and
adequate service range leading to levels of service that delights or frustrates
users (Zeithaml et al. 2006:85, 99). The expectations frame depicted in Figure
3.1 in Sub-section 3.3.1 has been expanded in Figure 3.2 to reflect a continuum
of levels of users’ expectations. For this research, the desired service
expectations refer to the services a mobile telephone user expects to receive
from the service providers. In Figure 3.2 the upper end of the zone of tolerance
is the desired service reflecting an ideal level of service quality that users expect.
In the event that the service quality delivered exceeds the desired (ideal) level of
the user’s expectations, a service delight is experienced. A further observation
from Figure 3.2 show that the lower end of the zone of tolerance is the adequate
or “acceptable minimum” level of service expectations reflecting the minimum
level of service the user hopes to receive. Although the adequate service level is
lower than the desired level, it may still be more realistic to users given that the
ultimate desired service quality is not always reliably attainable. In the event that
the user’s service quality expectations fall below the acceptable minimum levels,

frustration in service quality is experienced.

By implication the users’ desired and adequate service expectations levels can
each be split into two service quality levels. The upper end of the desired service
level would delight the user, while the lower end of the adequate service depicts
a frustrating service level (Figure 3.2). The extent, to which users recognise the
variations in the desired and adequate levels of service expectations and their
willingness to accept it, is known as the tolerance zone. The user’s continuum of

expectations is explained in the following sub-sections.
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FIGURE 3.2: Variables that influence expectations of mobile telephone users
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Source: Zeithaml & Bitner (1996:91) and Zeithaml et al. (2006:93).

The users’ zone of tolerance

The zone of tolerance reflects the user’s willingness to recognise and accept
variations between desired and adequate levels of expected service (Brink &
Berndt 2004:52; Zeithaml et al. 2006:85). The importance of the zone of
tolerance in distinguishing between the desired and adequate expected service
quality levels has been reported (Kettinger & Lee 2005:607). Evidence exists
that the desired expected service level is relatively stable while adequate
expected service levels fluctuate as user circumstances and needs change (Dean
2004:62). Therefore, the user’s zone of tolerance is least affected by the user’s

desired service expectations.
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According to Zeithaml et al. (2006:86-89), the user’s adequate expectations
dluctuate more than desired expectations because of accumulated experiences.
Several sources in the literature show that the zones of tolerance differ for
different users as well as for the different service quality dimensions (Brink &
Berndt 2004:53; Cant, Brink & Brijbal 2002:240; Ojasalo 2001:200). Sources in
the services marketing literature indicate that narrow zones of tolerance require a
tighter range of services from service providers whereas wider zones of
tolerance allow a greater range of services from service providers (Johnson
1995:47; Zeithaml & Bitner 1996:79; Zeithaml et al. 2006: 86-87).

In situations where the provider’s performance is higher than the user’s zone of
tolerance, the user is pleased and probably surprised as well. If however, the
performance is below the zone of tolerance, the user is frustrated and dissatisfied
;’vith the service. It is important to note that service providers who perform
within the zone of tolerance succeed in meeting the user’s optimal levels of
service quality expectations. For this research, the zone of tolerance is equated
to that of users of mobile telephone services in Uganda. The zone of tolerance
separates the four levels of service quality expectations into two distinct groups,
namely service delight and desired service at the higher end of it, and adequate

service and frustrating service at the lower end of it.

Users’ desired service expectations

The user’s desired expectations refer to the “ideal” or “ultimate” service the user
expects to receive. Desired expectations are based on what users believe “can
be” and “should be” the service (Zeithaml et al. 2006:83). For the research in
question, desired expectations have been contextualized to users of mobile
telephone services in Uganda. Several influences that shape the user’s desired
expectations as depicted in Figure 3.2 have been reported. The two largest
influences on desired service expectations are personal needs and philosophies
about the service and lasting service intensifiers (Brink & Berndt 2004:54;
Zeitham] & Bitner 1996:82-84; Zeithaml et al. 2006:88-89). The influences on

users’ desired service expectations are explained next:

Normally, users hold expectations that the service will meet their personal needs.

As pivotal factors that shape what users desire in a service, personal needs fall
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into many categories namely: physical, social, psychological and functional
needs. In instances where a user has high social and dependency personal needs,
the tendency is to exhibit high service expectations that demand high levels of
performance from service providers. For the research in question, the four
categories of users’ personal needs have been linked to the communication
needs that the mobile telephone service providers have to meet. Since users’
desired expectations vary with changes in personal needs and philosophies, it is
imperative that service providers have a thorough understanding of such
changes in order to design services that will meet the desired expectations
(Allred & Adams 2000:201; Brink & Berndt 2004:52; Parasuraman et al.
2004:47; Wal et al. 2002:325; Zeithaml et al. 2006:88).

In addition to personal needs and philosophies, the user’s desired expectations
are influenced by heightened sensitivity to the service commonly referred to as
lasting service intensifiers. Two ways in which lasting service intensifiers
influence user’s desired expectations have been reported in the literature
(Zeithaml er al. 2006:88). Firstly, the user’s desired service expectations are
often influenced by the sensitivity derived from other people or groups of people
leading to what is termed as derived service expectations. Parents (secondary
users) who use their derived service expectations to choose mobile telephone
network providers for their children (primary users) is a typical example of
derived expectations. Secondly, service expectations can be influenced by
mobile telephone user’s underlying personal service philosophy. Evidence exists
that personal philosophies serve as standards against which employees’ desired
service expectations tend to be shaped by their training and experience

(Zeithaml et al. 2006:89).

Users’ service delight expectations

Given that the desired service expectations reflect the maximum level of service
the user hopes to receive, service delight on the other hand reflects a profoundly
positive emotional state resulting from having exceeded the user’s maximum
expectations to a surprising degree (Johnson 1995:46). Users’ expectations of
service quality result in service delight when unexpected, random, extraordinary,

and disproportionately positive emotions result from unexpected and
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surprisingly enjoyable features of the service as shown in Figure 3.2. However,
it is important to note that although meeting users’ service delight expectations
may be used as a competitive tool, it comes at a cost to the providers. As a
result, the benefits of meeting a user’s delight expectations need to be weighed
against the associated costs. For this aforesaid, it is important to note that users
who experienced service delight raise their future expectations, thus making it
difficult for the providers to satisfy subsequent expectations. When users expect
service quality to surpass their desired expectations, anything less than service
delight will be disappointing to them due to the widened zone of tolerance
(Zeithaml et al. 2006:99).

Users’ adequate service expectations

Adequate service expectations reflect the minimum level of service quality
acceptable to the user (Zeithaml et al. 2006:89). It has been stated that adequate
service expectations are short-term and fluctuate more than the desired service
expectations due to the user’s attempts to dissociate with low levels of service
(Brink & Berndt 2004:52; Dean 2004:62; Zeithaml & Bitner 1996:84-88). It is
important to note that in situations of turbulent adequate service expectations,
frequent monitoring is necessity. According to Zeithaml et al. (2006:89-93),
adequate service expectations are shaped by four sets of factors as depicted in
Figure 3.2 namely: temporary service intensifiers, perceived service alternatives,
customers’ self-perceived service role, situational factors, and predicted service

which are briefly explained next.

Temporary service intensifiers are short term in nature and influence users’
adequate expectations by narrowing the zone of tolerance thereby making users
more aware of the need for the minimum service (Zeithaml & Bitner 1996:84;
Zeithaml et al. 2006:89). An example of the influence of temporary service
intensifiers is provided by the anxiety during peak periods when congestion
raises the level of adequate service through narrowing the user’s zone of

tolerance. The net effect is the acceptance of a poor quality service by the user.

Perceived service alternatives comprise a set of variables that influence the

user’s adequate service expectations. Perceived service alternatives refer to
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other providers from whom the user can obtain the service. Given that the
mobile telephone service branch of industry in Uganda had four network
providers in 2008 and are currently (2009) five, perceived service alternatives
have thus increased (Status of the Communications Market - December 2008).
Literature sources indicate that the user’s perception of service alternatives that
exist, raises the level of adequate service and narrows the zone of tolerance

(Zeithaml et al. 2006:90; Zeithaml & Bitner 1996:85).

User’s self-perceived service role has also been reported to influence users’
adequate service expectations (Brink & Berndt 2004:52; Zeithaml & Bitner
1996:86; Zeithaml er al. 2006:91). Users’ self-perceived service roles refer to
the users’ perceptions of the degree to which the level of service received can be
influenced by the user. Examples of a mobile telephone user’s self-perceived
roles include specifying the service expected, replenishing the airtime account

or operating the handset, for example.

Situational factors are factors that influence users’ adequate service
expectations (Zeithaml et al. 2006:92). The set reflects factors that users
realistically believe are beyond the control of the service provider.  For
example, because users believe emergencies are beyond the control of the
service provider, they develop a forgiving spirit which lowers their adequate
service expectations thereby increasing their zones of tolerance (Zeithaml &
Bitner 1996:86).

Predicted service also influences users’ adequate service expectations (Zeithaml
& Bitner 1996:87; Zeithaml et al. 2006:92). The above sources state that when
users predict good quality services, their zones of tolerance contract, thus raising
their levels of adequate service. Conversely, when users predict poor quality
services, their zones of tolerance expand, thus lowering their adequate service
expectations. A typical example of prediction of low service levels is provided
by the congestion of mobile telephone networks at Christmas and the New
Year’s Days when users experience poor quality of service. For this reason,
users’ zones of tolerance expand which enables them to accept a low level

quality of service during Christmas and New Year Season in Uganda.
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Users’ frustrating service expectations

When users doubt that adequate service will be possible, they become
emotionally upset due to potential frustrating service expectations. According to
Zeithaml et al. (2006:101), frustrating service expectations occur when a user
anticipates less than adequate service from the provider. A typical example of
frustrating expectations is when mobile telephone users hold beliefs that they are
likely to receive less than their adequate service expectations. In such situations,
the zone of tolerance expands below its lowest acceptable limit and service
quality expectations are below the minimum acceptable levels. It is important to
note that when users are frustrated with the service, they normally take their
business to the competitor i.e. they desert the business. Frustrating service
situations are widely reported in the literature (Brogowicz et al. 1990; Johnson
1995:46; Parasuraman et al. 1985).

Sources of both desired and predicted users’ service expectations
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