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ABSTRACT

Organizations are changing the way they do business due to the competitiveness and
dynamism of the business environment. Measuring customer satisfaction is a major
concern of any industry to excel. Hence key challenge for the telecom sector is how
to retain and increase customer’s subscription rate. Service quality is an important
factorwhich has a significant extent to customer’s attitude and customer’s subscription
behavior. This study was conducted to examine the relationship between service
quality and subscription behavior mediating by customer’s attitude. The relationship
between service quality dimensions (tangibility, reliability, assurance, empathy, and
responsiveness) along with two additional dimensions convenience and network
aspects using modified SERVPERF was investigated by personally administrating
a questionnaire to the sample of 400 customers drawn using convenience sampling.
The data collected was analyzed using different statistical tools. The findings suggest
that service quality, customer’s attitude and customer’s subscription behavior are
positively related to each other. It also supports that customer’s attitude toward
services mediate the relationship between services quality and customer’s subscription
behavior.

INTRODUCTION

Study of consumer behavior is very important
for marketer because it makes possible to know and
forecast the consumer’s buying behavior in market place.
Consumer behavior is not only related with what is bought
by the consumer but also why the consumer bought, from
where he bought, consumer purchasing and consumption
pattern of goods and services (Brent, 1975).

According to Anilkumar and Joseph (2012), attitude
is defined in term of the group of feelings or emotions and
intentions together. It is not necessary that attitude against
any service or product is always positive or negative. It
encompasses several feelings and desires for concerned
products or services. Basically it is long term evaluation
which builds up the strong foundation for structuring the
motivation, emotions, consumer awareness to its society
and his perceptions comprehensively. Customer’s
mood, feelings and emotions may be impacted by
attitude towards any product or service. Its loyalty and
belongingness proves the strong belief of customer
for any product or service which is the result of direct
experience only.

It is necessaryfor the telecommunicationcompanies to

examinetheintensityofcustomer’ssensitivityandintention
towards Service Quality to ensure service excellence.
With the help of such infonnation, telecommunication
companies can emphasize on objectives and procedures
of service quality to survive in market competition.

In past a lot of research has been conducted by
several authors in this field (like Ahmad & Qazi, 2011;
Khan, 2010; Ahmad et al., 2010) but the main emphasis
of these researchers was only on the five dimensions of
service quality which were described by the Parasuraman,
Zeithmal and Berry (1988) in their SERVQUAL model.

The purpose of this study is to measure Pakistan
Telecommunication sector clients’ subscription behavior.
Telecommunication market of Pakistan is perceived as the
largest target market section in developing economies. All
over the world there has been a lot of research conducted
to determine the service quality intensity in relation with
several other factors and variables but it is important to
disclose that no research contribution is found is past
literature.

REVIEW OF LITERATURE

In the early stages of service quality research, it was
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