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ABSTRACT 

Technology based industries have been an important driver of world commercial 

growth, in both developed and emerging economies. In particular the mobile phone 

market is an important technology based industry but service providers can no longer 

rely on innovative technological developments alone as a way of building a sustainable 

business and are increasingly focusing on delivering quality services and building 

relationships as a way of attracting and retaining customers. However given that most 

service providers are multi-nationals, implementing an effective and cohesive global 

marketing strategy is .proving challenging. 

There is some conjecture about the extent to which the cultural differences between 

nations (particularly developed . and em ingµD.od~ie the influence of relationship 
quality and service quality . on the lo al /I ers, particularly the younger 

generation of consumers whose value..p._,l.,,.'Y.,Jf.~,,,~ <lJ,I::;!<• aped by globalisation and the 

influence of the Internet. Conseque I I04..'1ff. lJl,,..""es and perceptions of 44 7 

Generation Y consumers from Germa h Africa were analysed using 

Structural Equation modelling..arid .t-tests .• t f F H u n1vers1 y o ort are 
The findings showed that cultura~ g, o • lfe"'f erman and South African 

Generation Y customers exist in respect of certain of Hofstede's cultural dimensions. 

However, these differences did not translate into any significant finding in respect of 

culture moderating the influence of relationship quality and service quality on loyalty. 

In addition while the study found that Relationship quality had a significant influence 

on Loyalty, not such relationship existed between Service quality and Loyalty although 

there was a significant relationship between Relationship quality and Service quality. 
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CHAPTER ONE 

UNIVERSITY OF FORT HARE 
HOWARD PM LIBRARY 

PRIVATE BAG X1322 
ALICE 5700 

INTRODUCTION, PROBLEM STATEMENT AND ~Ety!ARCATION OF 

THE STUDY 

1. 1 INTRODUCTION AND BACKGROUND OF THE STUDY 

Technology based industries such as the mobile telecommunications industry have, 

since the late 20th century become important drivers of world commercial growth, in 

both developed and emerging economies (GMSA intelligent, 2014; Deloitte, 2014; 

GMSA intelligent, 2015:6). However -Q Al~n-a.(!;)( Ji: i ers can no longer rely on 

innovative technological developmen ~,.------...._ way of building sustainable 

businesses (Mirpuri and Narwani, 201 r asingly focusing on customer 

loyalty as a means of retaining a compe Ive advantage. The mobile 

telecommunications market is oni;i such Jn us f but to develop an effective loyalty 
program requires understan~3'1~) ~s~ty~ij fJf!ittI<~ Widdows and Park, 

. Together m Excellence 
2008) and consequently this study focuses on service quality and relationship quality 

as antecedents of customer loyalty. 

• Providing a service that meets or exceeds customer expectations (Service quality) 

(Chapman and Hall, 1991; Gladkova and Zinkevich, 2012) and the strength of the 

relationship between the service provider and the consumer (Relationship quality) has 

been identified in a number of studies as key drivers of customer loyalty for service 

businesses (Haeri, Rastin, Parisaraee and Altas, 2012; Auruskeviciene, Salciuvience, 

Skudiene, 201 O; Athanassopoulos, 2009; Carlson and Tung, 2011; Liang and Wang, 

2006, • Rajaobelian and Bergeron, 2009). How customers perceive the quality of 

service offered by service providers is influenced by the quality of relationship, which 

in turn affect loyalty intentions of the customer. There are some debates about the 

precise nature of this relationship, in other words, whether relationship quality has an 

influence on service quality or vice versa. 

The drivers of service quality and relationship quality are, however, not identical 

amongst individuals as well as groups of consumers and one of the key factors which 

influences customers' expectations and perceptions of relationship quality and service 
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quality is culture (Barrett, 1999). As such, culture moderates service provider's efforts 

to provide services in accordance with the customer's needs and consequently 

develop long term relationships with customers (Ueltschy, Laroche, Eggert, and Bindl, 

2005). 

Culture plays an important role in determining customer behaviour, hence it is the 

mostly researched variable in consumer behavioural studies (Li and Mantymaki, 

2011 :87; Nayeem, 2012:78; De Mooij and Hofstede, 2011: 85), which influence 

customers' relational behaviour and buying behaviour. For this reason culture can be 

described as an important variable in influencing customer service perceptions, 

relationship formulation and loyalty (Nayeem, 2012: 82; Gao and Newman, 2012: 7). 

The cultural values and bel iefs of custo H v d to have changed as a result 

of immense technological advancemie ation, causing customer's 

preference to be dynamic between di ltures and sub-cultures (De 

Mooij and Hofstede, 2011: 67). Globall~l!!t~~~a~· :i·o n Y market segment is one of 

the largest markets which is ti 

has resulted in divergent cuslci,tfieiiVlllffiraiU1 ., '-'&. ...._!'"t'....... hart is compared to 

other older generations (EFMA, 2d1 . ~1~1Jr/} ~f{c:l ~~G, 2011 :8). However, when 

compared to customers with in their age group, generation Y customers are believed 

to be forming convergent customer behaviour (William and Page, 2011: 8; Ahmed and 

Moosavi, 2013: 4 ). 

Notable studies exist within the academic literature which looks at the generation Y 

market in the mobile service industry and other industries. Koo (2010) conducted a 

study on the attitude of generation Y customers towards mobile advertising. The 

. purpose of the • study was to evaluate determinates of attitudes toward mobile 

advertising and subsequent behavioural intentions, the study also propounds on the 

effects of modality and culture on generation Y customers' attitude towards appeal 

mobile advertising. Similarly, Carter (2008) conducted a study on mobile marketing 

and the generation Y African-American mobile consumers. The study focuses at the 

effects of ethnicity on consumers' willingness to receive mobile advertisements. 

Rahman and Azhar (2011) conducted a study on the expressions of generation Y 

customers, the purpose of the study was to verify consumer preference and choice 

behaviour and also to determine the speculation of low loyalty behaviour of customers 

belonging to the generation Y customers and their perceptions regarding brands. 
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Lazarevic and Petrovic-Lazarevic (2007) conducted a study on brand loyalty of 

generation Y customers, the study looks at brand loyalty drivers of the generation Y 

market segment and how marketing tools can be used to influence loyalty. Petzer and 

Meyer (2011) conducted a study on perceived service quality, satisfaction and 

behavioural intentions towards cell phone network service providers. The aim of the 

study was to determine how different generations perceive service quality and 

satisfaction levels with services provided by cell phone network service providers; as 

well as determining behavioural intentions of customers towards service providers. 

Parment (2012) conducted a comparative study between generation Y customers and 

Baby Beamers; the aim of the study was to examine the shopping behaviour of 

generational cohorts and purchase in o od, clothing and automobiles. · 

Bolton, Parasuraman, Hoefnagels, Mig Gruber, Laureiro, and Solnet 

(2013) conducted a study on generatio f social media. The purpose 

of the study was to examine the usad~~ffle~~~btial media and to assess the 

implications for individuals, firms and socie . :r: .. _ .. s; • . ,,_ nt on to give a description 
for the social media and highlil)"'t .... .. ·&- llll~illieli"etlit [ (arising from economic 

factors such as economic, culturTi? t no1b'g/ aR011,,B1Hfca1 factors. Hanzaee and 

Dehkordi (2012) conducted a study investigating the impact of gender on the 

relationship between generation Y customers and cultural values and service quality 

expectation. The aim of the study was to examine genders' influence on the 

relationship between generation Y customers' individual levels of cultural values and 

service quality expectations. 

Yang and Khoo-Lattimore (2015) conducted a study on the effects of culture on the 

dining experience between generation Y customers in Taiwan. Various researchers 

such as, (Zhang and Pascual, 2012:590; Nayeem, 2012: 82; Gao and Newman, 2012: 

7) have reviewed the concept of culture and its implications on customer service, 

quality perceptions, relational behaviour and loyalty. However none of the above 

mentioned studies investigated on whether culture played a moderating role on how 

the generation Y market segment perceive quality offered and their relational 

behaviour and also on whether the moderating role of culture was similar to generation 

Y customers across different cultures. Additionally, all the above studies where based 

on generation Y customers within one nation. 
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The current study is a comparative study between university students from Southern 

Africa studying in South Africa and Germany. The aim of the study was to investigate 

whether the cultural values and beliefs of generation Y from Germany and Southern 

Africa are becoming more like each other. This was seen by evaluating what values 

these customers place on relationship quality, service quality and loyalty. The main 

objective of the study was to examine if culture has any moderating effect on the 

relationship between relationship quality and service quality, service quality and 

loyalty, relationship quality and loyalty with respect to generation Y customers. 

1. 2 PROBLEM STATEMENT 

The 20th and 21st century have beeR--af;sa·TT-lE0-

advancements, which some (Morrell, 

with massive technological 

6) argue have resulted in the 

erosion of national boundaries an : '.:~::ttH;~~convergence amongst certain 
generational market segments of som studies have been devoted to 
establishing the relationship between .__ d consumption behaviour of 

consumers (Lazarevic and PfYRl~efsi evi&f OJtt crr~r, no consensus has 
been reached on whether the e e Jrll -~/'eh rvice quality, relationship 
quality on consumer loyalty in respect of generation Y customers differs between 

emerging and developed countries (Lynton and April, 2012: 71 ). 

The focus on the generation Y market segment is justified because of its current and 

potential spending power. As well as their influence on their family's purchase decision 

(Kumar and Lim, 2008; Hedrick-Wong, 2008). Targeting this market segment is 

_ however challenging because generation Y customers are described as being one of 

the least loyal age groups (Lazarevic and Petrovic-Lazarevic, 2007; Rahman and 

Azhar, 2010). 

In spite of the efforts by marketers and service providers to gain the loyalty of this 

market segment, creation of long term relationships and delivering quality services to 

this cohort is still proving to be challenging. This might be due to the different cultural 

values, different attitudes and behaviours (when confronted by global marketing 

strategies and generic best practices of multinational organisations). Although a wide 

body of literature is available on the importance of relationship building and delivering 

service quality in developing customer loyalty base there is limited research that 

considers the moderating influence of culture on relationship quality, service quality 
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and loyalty for generation Y consumers (Hwa, Cheng and Lee, 2012; Rahman and 

Azhar, 2011; Maiyaki, 2013; Li and Mantymaki, 2011 ). 

An appreciation of the cultural differences between developed and emerging 

economies (represented in this study by Germany and South Africa respectively) has 

also been somewhat confounded by the lack of understanding of the precise 

differences between these diverse nations. Notwithstanding the limitations of 

Hofstede's conceptualising of the differences in the dimensions (see Section 2. 4. 1. 

2.) of nations, this issue is compounded in South Africa where the original cultural 

assessment was done only in respect of the "white" population and is consequently of 

limited value in understanding the cultura.LdU:f-E}renc s (and how these impact on 
II loyalty) between contemporary South rt,."~~.....-rt"'W!:f. r any generation Y consumers. 

1. 3 PURPOSE OF THE STUDY 

The purpose of this study is to investig erating impact of culture on the 

effect of service quality ant.mf-$~'Fs1i, A<j i c§>Ft t d¥ealty of generation y 
customers in the mobile service s~ether in Excellence 

1. 4 DEFINITION OF TERMS 

The following concepts were used repeatedly in this study hence the need to define 

them. 

1. 4.1 Generation Y customers 

Generation Y consumers (also referred to as the echo boomer/ the internet generation) 

are people born in the 1980s and 1990's (Petro, 2012; Mirpuri and Narwani, 2013) and 

with their inclination towards embracing the latest technologies are an important 

market segment for the mobile telecommunication industry globally (Renn and Arnold, 

2003; Kumar and Lim, 2008; Hedrick-Wong, 2008). The generation Y market segment 

can be divided into three age groups, the teen, youth and the adult generation Y 

market segment. The teen generation Y market segment is made up of customers 

from the age of 14 - 17, whilst the youth market segment is made up of customers 

from the age of 18 - 26 and the adult generation Y market segment is made up of 

customers from the age of 27 - 35 (Hwa et al., 2012: 1084; William and Page, 2011: 
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8). For the purposes of the current study the researcher looked at youth and adult 

generation Y customers. 

1. 4. 2 Relationship marketing 

Relationship marketing can be described as a marketing process that involves 

identification, establishment, maintenance, enhancement, modification and 

termination of relationship with customers to create value for consumers and 

organisations (Koi-Akrofi, Koi-Akrofi and Welbeck, 2013: 80; Phiri, 2011: 23; Leverin 

and Liljander, 2006: 107). The main aim of the concept is to build mutually beneficial 

and valuable long-term relationships with customers (Nyaradzo, 2010: 112; Velnampy 

and Sivesan, 2012: 10). Effective i • f the relationship · marketing 

concept is seen by evaluating the s r 

providers and customers; this can b 

e relationship between service 

~~--t-1~~~:::...a..-i> relationship quality. For the 

purpose of this research, relationship ~~~~:!!J cribed as a customer oriented 
marketing strategy, which focuses on er ting and aintaining healthy relationships 

through equally beneficial excJ:t~nges (Sa~esan,20.12; 1 OJ .. 
u n1vers1fy or J:fort Hare 

1. 4.3 Relationship quality Together in Excellence 

Relationship quality is considered to be an important aspect in maintaining and overall 

evaluation of the relationship strength between buyer-seller (Finn, 2005). The 

Relationship quality concept is said to capture the essence of relationship marketing, 

and serves as an indicator of the health and future well-being of long-term 

relationships (Ural, 2007). It can be defined as an overall assessment of the strength 

of a relationship and the extent to which customer expectations are met based on a 

history of successful or unsuccessful events (Narwani, 2007). For the purposes of this 

study, Relationship quality is defined as a measure of the durability of a relationship 

by evaluating the level of trust, commitment, relationship satisfaction and affective 

conflict that customers have on service providers (Mirpuri and Narwani, 2013). 

1. 4. 4 Service quality 

Service quality is seen as a determinate of the relationship strength between service 

providers and customers; hence it is referred to as an important relationship marketing 

construct. In today's highly competitive business environment, losing customers is 

very costly; which is why marketers and service providers are now concentrating more 
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on retaining and providing quality services to their customers (Auka, 2012: 33). For 

the purposes of this study, Service quality was defined as customer's evaluation of 

service superiority based on the assessment between customer expectations against 

perceived performance (Mirpuri and Narwani, 2013: 179; Tsoukatos, 2007: 78; Reid, 

2011 :164; Gladkova and Zinkevich, 2012). 

The conceptualisation of service quality has its roots in the expectancy disconfirmation 

theory. The theory compares the gap between customer expectations and actual 

service performed (Chen, 2008). The research is going to use the SERVQUAL service 

model tci measure service quality. The SERVQUAL frame work is the most prominent • 

measure of service quality adopted in the mobile telecommunications industry (Chen 

and Aritejo, 2008). The following servic~1:u,u-i.:m QUAL) dimensions were used 

namely; tangibility (appearance of physi ipment, personnel and written 

material), responsiveness (willingnes s mers and prompt services), 

reliability (ability to perform the promis.eE~~~~y and accurately), assurance 

(Employees' knowledge and courtesy, an • 1ty to inspire trust and confidence) 

and empathy, caring, indivi 

Zeithaml and Berry, 1988). 

1. 4. 5 Loyalty 

I i 
Together in Excellence 

Loyalty is both an altitudinal and behavioural outcome developed by customers, which 

is determined by the quality of relationships between customers and service providers; 

and quality of services provided to customers (Mirpuri and Narwani, 2013; Hill and 

Alexander, 2007). Hence, customer loyalty is described as a function of service quality 

and relationship quality. Loyalty of customers is evident in a variety of behaviours, 

namely positive word-of-mouth about the service/product, recommending the product 

to other customers and repeatedly patronising the service provider (Lin and Ding, 

2006; Lai, Griffin and Babin, 2009). For the purposes of this study customer loyalty 

was defined as continued use of services of one mobile service provider even if other 

more convenient or alternatives exist (Gee, Coates, and Nicholson, 2008; Mirpuri and 

Narwani, 2013; Hill and Alexander, 2007). 
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1. 4. 6 Culture 

Culture is a multi-dimensional concept that possesses more than one definition 

(Czinkota and Ronkainen, 2007: 54 ). Culture is described as a set of values, norms, 

and beliefs followed by a society/nation that shape societies way of living. For the 

purposes of this study culture refers to collective programming of the mind that is used 

to distinguish one nation from another (Hofstede, 1980). The concept of culture is 

going to be discussed in more details in Chapter 2. 

1. 4. 7 Developed economies 

A developed economy refers to a nation with relatively high levels of economic growth 

(i.e. highly industrialised) and has ad a ,-,-.... ,-..._It~"""' "-.... ·""' gical infrastructure relative to 

other less industrialised nations (Marin 'JI. , 2013: 1 ). 

1. 4. 8 Emerging economies 

Various definitions of "emerging economie~~,'"'eJC~·•~ iLr--t)ut for the purposes of this research 

the following is offered. The o a country that has 

begun a path of economic growth;n of transformation. Based 

on the rate of economic growth and the type of foreseen reforms, different countries 

may be defined under the above umbrella term. Hoskisson et al., (2000), defined an 

emerging economy as a country that "satisfies two criteria: a rapid pace of economic 

development and government policies favouring economic liberalization and the 

adoption of a free market system". 

1. 5 Objectives of the study 

The main objective of the current study was to assess the moderating effect of culture 

on relationship quality and service quality on loyalty of generation Y customers. The 

study assessed on whether culture has a moderating role on the relationship between 

Relationship quality, Service quality and Loyalty. The research also examined the 

relationship between, Service quality, Relationship quality and Loyalty leading to the 

following research objectives: 
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1. 5. 1 Primary objective 

The primary objective of the current study is to analyse how culture moderates the 

impact of relationship quality and service quality on the loyalty of generation Y in the 

mobile phone market. 

1. 5. 2 Secondary objectives 

1. 5. 2. 1 To examine the relationship between relationship quality and loyalty 

1. 5. 2. 2 To assess the relationship between service quality and relationship quality 

1. 5. 2. 3 To assess the relationship between service quality and loyalty 

1. 5. 2. 4 To assess the differenc 

respect of the extent of the relation 

n e mans and South Africans) in 

rvice quality and Relationship 

quality 

1. 5. 2. 5 To assess difference (be and South Africans) in respect 

of the extent of the relationship between • nship quality and loyalty 
Univers~·tv of Fort Hare . . 1. 5. 2; 6 To assess the aifferencet oetween Germans and South Africans) in 

1 oge er m l!,,Xceuence 
respect of the extent of the relationship between service quality and loyalty 

1. 5. 2. 7 To assess the difference in cultural values (as represented by Hofstede's 

(1980) cultural dimensions) between Germans anc;J South Africans 

1. 6 HYPOTHESES FORMULATION 

This study is based upon the studies of Roberts et al., (2003) as well as those of 

Mirpuri and Narwani (2013). In the former study, positive relationships were 

hypothesised between: 1) service quality and relationship quality; 2) relationship 

quality and loyalty as well as 3) service quality and loyalty. In the latter study, positive 

relationships were hypothesised and tested between 1 ). Service quality and 

relationship qualityas well relationship qualityand loyalty, in other words service 

quality's influence on loyalty was hypothesised as being mediated by relationship 

quality (Roberts et al., 2003: 189). Although it is not clear where the study of Roberts 

et al., (2003) took place (it is not disclosed in the study), the study of Mirpuri and 

Narwani (2013), took place in Hong Kong and can be distinguished from the present 

study which is a cross-cultural study ( comparing respondents from Germany and 
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South Africa), albeit in respect of the same generational market segment (generation 

Y), and in so doing answering the call in the study of Mirpuri and Narwani (2013) for 

the study to be replicated across different markets. 

Similar to Mirpuri and Narwani (2013), the focus of the study was in one industry 

(mobile phone) as opposed to Roberts et al., (2003), which allowed respondent to 

select any service industry(as their point of reference) when answering the 

questionnaire. It is argued that the results from this study, as with Mirpuri and Narwani 

(2013), will be more valuable when the study is positioned within a particular industry. 

This is because the nature of the service may well have an influence on how the 

variables interact. The nature of the relationship may well influence a consumer's 

perceptions of service quality 'close c • c s, but may be less important in 

industries such as the mobile teleco 

very little ( or remote) contact with the se 

n ustry where consumers have 

r Woo and Ennew, 2004: 1266). 

Consequently it is hypothesised that: 

H0-1: Service quality does no 

H1: Service quality will have a sig 

H0•2: Service quality does not a positive influence on loyalty 

H2: Service quality will have a significant influence on loyalty 

H0-3: Relationship quality an influence on loyalty 

H3: Relationship quality will have a significant influence on loyalty 

_ Figure 1. 1: Research frame work 

Direct relationship 

Moderating effect 
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Figure 1.1 Research model adapted from Roberts et al., (2003). The researcher has 

modified the model by adding in culture. The model hypothesises that service quality 

impacts on relationship quality which inturn affect loyalty. The dotted line shows the 

moderating role of culture on the variables in this study, namely, relationship quality, 

service quality and loyalty. 

H0.4: Culture will not moderate the relationship between service quality, relationship 

quality and loyalty. 

H4: Culture will moderate the relationship between service quality, relationship quality 

and loyalty. 

Customers from different cultural back lieved to put different value of 

service quality and relationship qual t can lead to varying loyalty 

behaviour. This study is evaluating if g . mers from both Germany and 

South Africa vary in the way they value a.• ~~~~~l,J/.i relationship quality and loyalty. 

Thus, the following sub-hypotheses are a • ate . 

U niversi~ of F~ Hare H0A- 1: There is no significant differeo.celi twesn rm ans and South Africans) in 1oyer lTT.fixce ence 
respect of the extent of the relationship between service quality and relationship quality 

H4• 1: There is significant difference (between Germans and South Africans) in respect 

of the extent of the relationship between service quality and relationship quality 

H0.4·2: There is no significant difference (between Germans and South Africans) in 

respect of the extent of the relationship between service quality and loyalty 

H4•2: There is a significant difference (between Germans and South Africans) in 

respect of the extent of the relationship between service quality and loyalty 

H0.4·3: There is no significant difference (between Germans and South Africans) in 

respect of the extent of the relationship between relationship quality and loyalty 

H4•3: There is a significant difference (between Germans and South Africans) in 

respect of the extent of the relationship between relationship quality and loyalty 

H0•5: There is no significant difference in the power distance score between Germans 

and South Africans 
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H5: There is a significant difference in the power distance score between Germans 

and South Africans 

H0-6: There is no significant difference in collectivism score between Germans and 

South Africans 

H6: There is a significant difference in collectivism score between Germans and South 

Africans 

H07: There is no significant difference in the uncertainty avoidance score between 

Germans and South Africans 

H7: There is a significant difference in the uncertainty avoidance score between 

Germans and South Africans 

1. 7 SIGNIFICANCE OF THE STU 

Culture is an important variable, which 

It is believed that, customers' cultural va 

expectation, relational behav· 

an important variable for service l rMi!~rtt~~ 

effect on consumer behaviour. 

iefs can affect their perceptions, 

e culture has become 

consequently marketing efforts by service providers to retain and create a loyal 

customer base. 

The strength of the service provider to customer relationship is paramount as it shows 

the quality of relationship between exchange parties. This in turn can have intense 

effect on how customers perceive quality of service provided. This implies that, the 

quality of relationship between customers and service providers can determine how 

they view the quality of services provided. Due to the competitive nature of the service 

industry, provision of quality service accompanied by good relations with customers is 

vital for gaining customer loyalty. 

The main contribution of this research to the body of knowledge concerning 

consumption behaviour of the generation Y market segment was achieved by 

investigating the moderation role of culture on the relationship between service quality, 

relationship quality and customer (generation Y) loyalty in the mobile service industry. 

To find out if the cultural values of generation Y customer from Germany and South 

Africa are converging, and to test whether service quality perceptions, relational and 
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loyalty behaviour of generation Y customers in these nations are similar. The 

contribution of this research can be divided into: Theoretical level contribution and 

practical level contributions; 

1. 7. 1 Theoretical level 

Several studies have examined the relationship between, Relationship quality, Service 

quality and customer loyalty (Nwakanma, Jackson and Burkhalter, 2007; Phiri, 2011; 

Halliburton and Poenaru, 201 O; Mirpuri and Narwani, 2013; Roy and Eshghi, 2013; 

Mosahab, Mahamad and Ramayah, 2010). However, limited research exists which 

investigates the moderating effect of culture on the mentioned variables, especially in 

the mobile service industry (Rahma ---~~, 011; Maiyaki, 2013; Li and 

Mantymaki, 2011 ). Moreover, globally, a'ri:Nl,~~J,( r ement in literature on whether 

generation Y customers are developi •~~~,~W-L\.,iiral values (Lynton and April, 

2012). The current study contributes in n t~1ri,u~in !!!J~~11rn!!!!,;;;,tSr evidence that may enrich and 
enhance understanding and knowle ____ relationship between culture, 

n1vers1 or ort are relationship quality, service q llty.and loy~t. T.b roRO d findings may be used as 

a reference for similar studies t "'oCW-,.Ei1 rwz ~ cerPJJr~~ of culture generation Y 
customers. 

1. 7. 2 Practical level 

The findings of this study in general, provides a deep understanding of generation Y 

customers and how culture impacts and influence their service quality perceptions, 

relational and loyalty behaviour. Findings from this study are expected to assist mobile 

service providers in developing effective marketing strategies tuned to the specific 

needs of young consumers. This study also will help mobile service providers and 

• marketers, by making them aware of cultural effects on generation Y consumers. 

Additionally, findings from this study will enable service providers and marketers to 

revise or modify their current marketing strategies in order retain and gain loyalty from 

the generation Y market segment. 

1. 8 THEORETICAL FRAMEWORK 

Cultural theories provide an easy way to understand the difference between customer 

behaviour across cultures (Hofstede and Hofstede, 2005: 35; Reid, 2011; Tsoukatos, 

2007; Seo, 2007). Although there are many cultural theories, Hofstede's theory of 
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national culture has become an established theory within the marketing and 

management literate and other research fields because it forms the basis for most 

cultural theories (Reid, 2011; Tsoukatos, 2007; Kutter, 2007; Kueh and Voon, 2007: 

658). The theory has been used to underpin studies in such areas as organisational 

culture, cross cultural studies and consumer behaviour (Reid, 2011; Lynton and April, 

2012: 67; Seo, 2007; Malai and Speece, 2005). The purpose of studying cultural 

theories is to help service/product providers and marketers understand their 

customers better. The theory is used to distinguish/ describe one nation's culture from 

another culture using different cultural dimensions, which are individuali~U collectivist, 

high/low power distant, high/ low uncertainty avoidance, masculinity/femininity and 

long-term orientation /short-term orien ation_( 2~07; Malai and Speece, 2005). 
Most of the work in this chapter is influ n••c...u ,,,.-rc-~M- ,.., 1v rks of the great anthropologist 

Professor Geert Hofstede ,(1980), how'J~SIO~MCLe Hofstede's (1983) theory of 

national culture. 

1. 9 HOFSTEDE'S THEORY OF TURE 
University of Fort Hare 

Hofstede's theory of national cuwue. it m ~e'truYiBe is used to describe and 
differentiates one culture from another (Hofstede and Hofstede, 2005). Culture is 

believed to affect customer behaviour, such as customer perceptions, loyalty and 

relational behaviour. As such, it is described as an important social factor that 

influences how customers perceive things and behave (Seo, 2007; Malai and Speece, 

2005). Hofstede's (1980) theory has been widely used in cross cultural study on 

· consumer behaviour (Reid, 2011; Tsoukatos, 2007; Kutter, 2007) to understand 

customers' cultural differences (Matviyenko, 2009: 30; Kueh and Voon, 2007: 658). 

1. 10 RESEARCH DESIGN AND METHODOLOGY 
In order to achieve the objectives of this research both secondary and primary data 

• was used. 

1. 10. 1 Secondary research 

Secondary data refers to data that was collected for other research purposes, but 

relevant to the current study (Kolb, 2008: 23). There are two sources of secondary 

data namely, internal and external data base. Internal database involves obtaining 
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information from annual report, sales data, customer profile and purchase patterns, 

whilst external database involves· obtaining data from government records, publishes 

journal articles, newspapers and company records (McDaniel and Gates, 2010: 72; 

Kolb, 2008: 23). The current study used relevant text books, journal articles, search 

engines such as Google, Google scholar and Google books were used, as well as the 

University of Fort Hare (UFH), Rhodes University (RU), Nelson Mandela Metropolitan 

University (NMMU), University of Cape town (UCT) and University of Johannesburg 

(UJ) online library resources were used, to provide and in-depth literature review of 

culture, service quality, relationship quality and the relationship marketing concept. 

1. 10. 2 Primary research 

Primary research involves the collectio 

questionnaires, conducting interview 

research design, sample size, researc 

analysis methods used to obtain data in 
1.1.!:::::::!!!!~:::::!!J 

through the administration of 

ations. An overview of the 

ta collection method and data 

discussed below. 

1. 10. 2. 1 Research design University of Fort Hare 
Together in Excellence 

The current research followed positivist research paradigm. A positivist research 

paradigm relies mainly on quantitative research methods where data comprises 

primarily of numbers, measures and analysis conducted by statistical methods 

(DeVellis, 2005: 12). Thus, the current research used quantitative researches 

approach. A descriptive research method was used to establish the relationships 

between culture, relationship quality, service quality and loyalty. 

1. 1 0. 2. 2 Research scope and sample size. 

A population is made up of a complete group of people under consideration for 

research purposes (McDaniel and Gates, 2010: 326). It is from this population of 

interest that sample will be drawn. The population of interest in this study consists of 

generation Y mobile service customers who are currently at University, from the ages 

of 18 - 35 years studying in Germany and South Africa. The data was collected from 

University of Osnabreuck and University of Konstanz (Germany) and University of Fort 

Hare Alice campus .(South Africa). The researcher chose these two countries due to 

their cultural diversity and differences. 
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1. 10. 2. 3 Sampling method 

In this study, primarily due to time and resource constraints, convenience sampling 

was used as a method of collecting data. Using convenience sampling the 

respondents were drawn on the basis of availability. 

1. 10. 2. 4 Measures of research variables. 

Existing scales from the relevant literature were tailored to create self-administered 

questions. Relationship quality as shown in Figure 1. 1 is reflected in customer 

satisfaction, trust, commitment, and affective conflict. The study used 15 measures for 

relationship quality adapted from, (Mirpuri and Narwani, 2013); 7 measures for loyalty 

adapted from, (Lim, Windows and P r , easures to measure service 

quality adapted from, (Mirpuri and Na'"'A'".l'n~ ------------------ measures for culture adapted 

from, (Hanzaee and Dehkordi, 2012: 1 karn, 2009; Li and Mantymaki, 

2011 :87). All items were consistent wit 

1. 10. 2. 5 Reliability and va.Uditl( of mei3surin.9 instrument 
• un1vers1ty or Fort Hare 
The measures to be used in this st~~m~m@raifarlti ~evious studies which have 

been found to be reliable and valid . In this study, steps were taken to ensure that the 

measurement instrument is valid and reliable. Pre-testing and pilot testing of measures 

was conducted using a sample of 20 university students at the University of Fort Hare 

Alice campus. The questionnaire was taken to a statistician before and after pre-

testing for reliability and validity testing. A Cronbach Alpha test was used to test 

reliability of the study. A higher value of alpha normally indicates that, the 

questionnaire is reliable. For instance Cronbach Alpha Coefficient of 0, 803 is 

regarded as good according to (Allen and Yen, 2002). Revision of the instrument took 

place were necessary. 

1. 10. 2. 6 Data analysis 

Data analysed using both descriptive and inferential statistics. The statistical package 

for social science (SPSS) was used for the majority of the inferential analysis, and it 

was used at four stages. Firstly, it was used to assess whether the research provided 

a good measure.· Cronbach Alpha reliability analysis was used to test internal 

consistency of the questionnaire (Elshaer, 2012: 77). Secondly, factor analysis was 
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conducted to test the validity of the instrument (Hair et al., 2008: 781 ). Thirdly, 

structural equation modelling used to analysis the relationship between the 

independent and dependent variables. Lastly, independent samples t-test was 

conducted to measure the difference in means score on the cultural dimension were 

of significant difference between the sample groups. The results of the data analysis 

are presented in Chapter 6. 

1. 11 ETHICAL CONSIDERATIONS 

Cooper and Schindler (2006: 120) define ethics as norms or standards of behaviour 

that guide choices about behaviour and relationships with others. Ethics are a set of 

moral principles which are; suggeste 

expectations and rules about the mo t 

n individual, offer behavioural 

uct towards respondents and 

researchers, students and 

t ics ensure that the respondent 
l.!===~~!IJ 

experimental subjects, sponsors, 

assistants (Devos, Strydom and Fouch 

is not hurt in any way possible (Cant et 

For the purposes of this rese'-'"A,,I ... IL~ ..... tn .... frl., .. L17,SIHeilfc([tm\A;ttfea~:r were followed: 
Together in Excellence 

1. The researcher obtained ethical clearance certificate from Govan Mbeki 

research and Development Cen~er 

2. Respondents were informed that the researcher is a Masters student at the 

University of Fort Hare who is carrying out research for academic purposes by 

means of an ethical clearance certificate and a covering letter which will be 

attached to the measuring instrument 

3. Personal data was processed fairly and lawfully 

4. Data collected was only for used for the current study and will not be further 

processed in any manner incompatible with the purpose of the study 

5. Participants were protected at all times 

6. Ensuring respondent's anonymity and the information was held confidential. 

7. The research was not conducted where the research for truth is compromised 

8. Respondents were informed of the nature of the research and the purposes of 

the research 
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1. 12 SCOPE AND DEMARCATIONS OF THE STUDY 

The generation Y market is one of the largest mobile service market segments in terms 

of customer numbers; hence it referred to as an important target market for mobile 

service providers. This study is a comparative study between generation Y customers 

from two Germany institutions namely, University of Osnabreuck and University of 

Konstanz and generation Y customers studying at University of Fort Hare from 

different Southern African countries. The study was limited only to generation Y 

consumers between the ages of 18 - 35 years. The study was restricted only to 

University student using the services of the different mobile service providers. The two 

nations Germany and South Africa where the geographical scope of the study, this is 

because both nations represent differe e mi -' ,e elopment. In addition, the two 

nations also represent different cultur ions produced different score 

when measured against Hofstede's (1 ensions. Germany scored 65, 

67 and 35, while South Africa scored the dimensions of uncertainty 

avoidance, individualism and power dista - pectively (The Hofstede's centre, 

2015). Conclusions on this ther businesses and 

general population. Together in Excellence 

1. 13 OUTLINE OF RESEARCH STUDY 

The structure of this thesis is made up of seven chapters. The thesis is going to 

commence with the introduction and background to research problem, followed by 

three literature review chapters, research methodology, result analysis chapter and 

lastly conclusions and recommendations. The chapters in this study are presented as 

follows. 

Chapter 1: This chapter introduces the study, stating the research problem, 

significance, objectives and hypotheses of the research. The chapter also outlines 

definitions of the terms used in the study literature, the research design, and research 

limitations and provides a chapter outline of the thesis. 

Chapter 2: This chapter reviews the concept of culture by looking into various 

definitions of the concept and different sub-cultures that are entwined in culture. 

Hofstede's (1983) theory of national together with other popular theories ofnational 

culture were propound in the chapter. Following which the chapter looks into studies 
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that have been conducted in relation to culture. Finally the chapter will further look into 

cultural differences between nations. 

Chapter 3: In this chapter the concept of service quality and relationship quality will 

be discussed. The chapter will start off by giving a general discussion of what a service 

is and the different attributes that make up a service. The chapter will go on to give a 

definition of quality leading to a discussion about the difference between the quality of 

goods and services. Additionally, the chapter will give a detailed discussion on the 

different service quality models. This will lead to a discussion on the different 

measures of service quality and a discussion of the importance of service quality 

concept in a service environment. 

The second half of the chapter will look a e.tMii;n•t >S in the service setting and how 

it develops. The relationship marketi •;::i~ ~-------...: 

discussed in greater detail. 

Chapter 4: This chapter presents a mode 

between culture, service qu • I ,i va1.artol'\-rtar111 

ship quality concepts will be 

pothesises a positive relationship 

lty; the model also 

hypothesises that culture can act tionship between service 

quality, relationship quality and customer loyalty. The variables which make up the 

model are discussed in more detail in this chapter. 

Chapter 5: The research methodology chapter will discuss the design of the study 

including the sampling methodology, research variables and measures, data collection 

and data analysis procedures. 

Chapter 6: This chapter will present the empirical results of the study. The chapter will 

report the research findings, analysis and the interpretation of data gathered during 

the research survey. 

Chapter 7: This chapter will discuss the conclusions and recommendations of the 

research. The chapter will go on and evaluate whether the study objectives were 

accomplished and also discuss the implications of the research and indicate areas for 

further study. 

19 . 



 

 

CHAPTER TWO 

CULTURE 

2. INTRODUCTION 

Culture impacts the way people interact, communicate and behave and can be 

regarded as a set of norms, beliefs and values that are shared by a society which 

shape its way of living (Leng and Botelho, 2010: 269). Although some authors (Zhang 
and Pascual, 2012: 590; Nayeem, 2 tt·-w-"r-1~~nd Newman, 2012: 7) regard 

culture as a static construct, others ( eslie, 2011 : 6; Fischer, 2009: 

32) believe that culture is dynamic a accommodate changes in the 

environment, consumer needs and tee ncements (Lamb et al., 2010: 
97; Du Plessis, Strydom and Jooste, 2 

The late 20th century and ea • t tfJ t r&erised by globalisation 
. Toaether in Excellence 

and technological advancements, \)Qhicn has impacted on the cultural values of 

societies. However, this veritable revolution in the way people interact with each other 

has not been embraced by the older generation to the extent that the younger 

generation adopted these innovations, resulting in cultural values becoming 

increasingly polarised between the generations. This implies that cultural values 

between generations are diverging whereas, at the same time, cultural values (and 

consequently the factors influencing their relationship with service providers) amongst 

the younger generations of different cultures are converging (Lynton and April, 2012). 

Although culture is generally understood as the "glue" which binds a particular society 

or nations there is little agreement on a definition of culture. Consequently, this chapter 

starts off by considering the various definitions of the concept as well as the important 

issue of different sub-cultures that are entwined in culture. Although Hofstede's (1980) 

studies are the bedrock of understanding culture, other theories are considered. Finally 

the chapter will further look into cultural differences between nations. 
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2. 1 DEFINING CULTURE 

Culture is sometimes difficult to conceptualise as it has multiple definitions (Reid, 

2011: 60; Taylor, 2006: 12; Tsoukatos, 2007: 86) which is largely because the way it 

is defined is determined by the paradigms and disciplines in which it is used (Kutter, 

2007: 32). For instance, Kroeber and Kluckhohn (1985: 125) have documented the 

existence of over 160 definitions of culture. Leading to the conclusion that culture 

defies a single all-purpose definition as people using the term have ascribed many 

meanings to it (Reid, 2011: 61; Yeratziotis, 2008: 10). Notwithstanding some 

conjecture about the finer elements, most authors agree that the essence of culture 

revolves around cognitive components such as values, beliefs, attributes and norms 

(Reid, 2011: 61; Kutter, 2007: 32; Tso t , . 

Culture can be understood as describ n L' N g) a person's way of living or 
TUO 

identity (Lee, 2010: 12; Disoloane, 2012;·:L~-~=f1€~~ and Hofstede (2005: 4) define 

culture . as the collective programming of that distinguishes members of a 
group or category of people f_l.LIIL.,._,.,,_..._ .. ,u ...,,11.Au•'•~ll'l'"'l"l"'-'n-, ~li3tw.sr;~as one of its building 

blocks. The concept of culture is 6lfffit~%~~~qlJ,eij tmic societies, but it can be 

equally applied to other social orders (such as nations) which share the same values. 

On the other hand, Hall's (1966: 21 - 22) definition views culture as a subconscious 

and invisible control mechanism operating in people's thoughts which instruct people 

on what is ethically acceptable and not, consequently impacting people's perceptions, 

behaviour, relations, moral, consumption and productivity at work. 

Du Plessis et al., (2012: 107), Tsoukatos (2007: 85) and Disoloane (2012: 62) also 

define culture as a set of norms, values and standards followed by a society and 

transmitted from one generation to another, that enable people to adapt to 

circumstance. Similarly, Reid (2011: 63) defines culture as a set of shared, 

distinguishing basic assumptions and values that is subconscious most of the time, 

with consequential behavioural norms, attitudes and beliefs that manifest in 

behavioural and non-behavioural patterns. 

Culture contained elements that differentiates behavioural patterns of people, hence 

it can also be defined as a diverse element made up of a set of distinctive materials 

and intellectual, spiritual and emotional attributes of society that includes arts, 
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literature, lifestyle, ways of living, tradition, beliefs and values, systems that can 

change across time and space (Universal Declaration on Cultural Diversity, 2010: 20). 

Consequently, it can be concluded that culture is a multi-dimensional concept and, 

importantly for this research, will influence the behaviour of customers (Tsoukatos, 

2007: 86; Reid, 2011: 63). For the purposes of this research, culture is defined as the 

distinctive set of values, norms and beliefs that allows us to distinguish between 

different cultural groups and nations; this definition is in consistent with Hofstede's 

(1980) definition of culture. 

Although culture is usually analysed at country or societal level, within each cultural 

group, there may be different sub-cultures. These segments (within a particular 

society/nation) possess their own set f 'v·-.-a·.ru.,~~-A,I beliefs which distinguishes it 

from the principal culture (Du Plessis e a 1 • 1 ; Lee, 2010: 14) and which may 
have a profound impact on consum r lthlalfllll~11m'I'. nsequently, sub-cultures are 

considered below. 

2. 2 SUB-CULTURE University of Fort Hare 
Together in Excellence 

A sub-culture can be described as a distinctive group of people within a society (the 

dominant culture) that shares common cultural meanings, despite (the sub-group) 

having its own unique and distinctive values, norms and symbols (Peter and Oslan, 

2010: 324 ). Sub-cultures can be formed on the basis of several criteria namely 

nationality, geographic region, religion, age, race, occupation, community, language 

and income level (Barna, Steans and Sharma, 2007: 35; Spencer-Oatey, 2012: 19; 

Vijayalakshmi and Mahalakshmi, 2013: 15271 ). 

Sub-cultures are important within the context of this research as they can have a 

profound impact on customer needs and consequently behaviour (Durmaz, 2011: 

108). Although, having various sub-cultures race, ethnicity and age are considered to 

be the most influential sub-cultures on consumer behaviour (Lee, 2010: 14; Soma et 

al., 2007: 35; Spencer-Oatey 2012: 19). Consequently race, ethnicity and age are 

considered below. 
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2. 2.1 Race and ethnicity sub-cultures 

While race or ethnicity, because it is often easily apparent, may seem to be an obvious 

way of classifying consumers, it often does not add much value to marketing efforts 

(Spencer-Oatey, 2012: 19; Lee, 2010: 45). Race, ethnicity and age sub-cultures are 

discussed below. 

2. 2. 1. 1 Ethnicity 

The term ethnicity can imply different things to different people and in a multi-cultural 

or racial society ethnicity may integrate the concepts of both race and culture (Pires 

and Stanton, 2014: 64 ). Although being distinct concepts the terms race and ethnicity 

are often used interchangeably (Pires fld t nt , 0 4: 64 ). Nevertheless, the main 

difference between these two complex te • e refers to a physical attribute 

whereas ethnicity refers to shared cult 1~~-A1=rr...,.r.:;;w:u::i~ ousins, 201 4: 1121 ). Johnson 

(2007: 20) describes ethnicity as shar~,~~~~~'"; ices by a group of people who 
through the process of interacting with e ___ a setting boundaries identify that 

they share common history, ~ lj~~h- f 8 i m- ~bfeatures. 

. . . To11.J ther in E cellence Ethnicity Is often understood as, compnsmg or an mtenectual ( cultural) element as well 

as a physical component, while race on the other hand is described as a component 

of ethnicity, which distinguishes groups bases on physical characteristics (Johnson, 

2007: 10). 

2. 1. 1. 1 Race 

Race is an important social construct that signifies involuntary recognized group 

membership based primarily on observable physical characteristics related with a 

particular group (Cousins, 2014: 1121 ). Hence, race referrers to conferred identities 

based on gross biological features such as skin color, hair type and other biological 

expressions of group inferiority (Cousins, 2014: 1121 ). Race can be viewed from two 

perspectives: the etic and emic perceptive (Johnson, 2007: 10). When viewing race 

from an etic perspective an individual is identified or differentiated by skin colour, for 

instance black skin colour as opposed to white skin colour (Johnson, 2007: 10). 

Whereas viewing race from an emic perspective, an individual is recognized by 

level/degree of identification with a certain racial group and not skin colour (Spencer-

Oatey, 2012; 19; Johnson 2007: 10). 
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Despite being commonly used grouping variables to differentiate between customers, 

viewing or classifying customers from an ethnic and racial perspective might lead to 

broad categorisations that are sometimes deceptive (Lee, 2010, 45). This is because 

they often mask substantial differences within groups (Lee, 2010, 45). For example, 

Kuada, 2010: 17 and Zhou and Guang, (2010), categorised individuals from emerging 

economies (Asia and Africa) as collectivistic which to some extent might be true for 

certain individuals. However, this does not mean that all individuals from emerging 

economies are collectivist as some individuals may be individualistic. 

Different environmental and generational events such as massive globalisation and 

technological changes has led to some customers not to identify themselves by their 

racial or ethnic back ground, hence id h er with their age groups (age 

sub-cultures) has become vital for mark . .----......----...... i e providers (Howell, 2010: 21 ). 
Age sub-culture is discussed in mored 

2. 2. 1. 1 Age sub-culture 

Each age group has its own 
consequently can also be regarde~"c,a,;,m:R 

ce and attitude, and 

values and behaviours shown by individuals from different age cohorts (Bolton et al., 

2013: 245). There are four main age ground namely, seniors (individuals above 65 

years), Baby boomers (individuals born from 1946 - 1964 ), Generation X individuals 

born from 1965-1980) and generation Y individuals born from 1980-1998, these age 

cohort have different values, beliefs and behaviour as a result of the era in which they 

were bom (Parment, 2012: 191 ), this in turn impact their behaviour (Howell, 2010: 22). 

These are discussed in detail below. 

2. 2. 1. 2. 1 Seniors (above 65) 

This age cohort is made up of people who were small children and young adults during 

the time of World War I (WWI), World War II and depression (William and Page, 2011: 

3). Individuals from this age group value family unity, social serenity, however they are 

slow to embrace anything new and distrust change and embrace traditional values 

such as obedience to authority, commitment, responsibility, financial and social 

conservatism, hard work and discipline; thus they are also referred to as Traditionalist 

(William and Page, 2011: 3). When it comes to information and tech'nology the older 
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members of this age group see no need for information age, whilst the younger 

members make up one of the fastest growing groups of internet users (William and 

Page, 2011: 5). They value quality and are more likely to remain loyal to service 

providers who deliver quality services. Due to the era they were born, seniors prefer 

the use of traditional means of media, such as radio, television, billboards, magazines 

and direct mail (William and Page, 2011: 6). 

2. 2. 1. 2. 2 Baby Boomers (born 1946-1964) 

Baby Boomers can also be referred to as the Me Generation/Sandwich Generation, 

individuals from this age group were born during 1946-1964, and some of them were 

small children during the end of WW II illiam and Page, 201 1: 6). They value 

individualism, self-expression and opti 1 r sponsibilities are important to 

this age group. Baby Boomers are con i~-=-----.:,,---""<:::: re self-centred and suspicious 

eyer, 201 1: 7 462). They are of authority (William and Page, 2011: 6 
~~!!!::=.~ 

more technologically savvy than previo generatio s and use the internet as their 

mode of communication. In ff ition, des,P.ite hf~ a h~ uptake on mobile phone 
technology, they have a limite~ll~eln~t¥d~rs.ta'r?4ta1&~a~ctions beyond simple 
. 1 ogelher m ~xce"1.1ence 
voice calls and SMS (William and Page, 2011: 6; Petzer and Meyer, 2011: 7462). 

2. 2. 1. 2. 3 Generation X (born 1965-1980) 

This age cohort is also known as the "Why me Generation", is made up of people born 

during 1965 - 1979 and are in the 38 - 50 age range as of 2015. Generation X 

• individuals reached adult hood during difficult economic times, as a result they tend to 

be distrustful and disillusion with almost everything (William and Page, 2011: 6). They 
value family and · embrace cultural diversity and are less traditional than any other 

Generation (William and Page, 2011: 6). Unlike Baby Boomers, Generation X 

individuals do not believe in sacrificing time, energy and relationship for advancement 

(William and Page, 2011: 6). People from this age group have experienced the 

increasing impact of personal computers, thus information technology is important to 

them as they see technology as changing their world and consequently technology 

literacy is highly valued (William and Page, 2011: 6). They prefer more informal means 

of communication and are heavy users of the internet, e-mails, multi-media and word-

of mouth (William and Page, 2011: 6). . 
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2. 2.1. 2. 4 Generation Y (1981-2000) 

Generation Y also referred to as the Why Generation/Millennial, is made up of people 

born during 1981 - 2000 and are in the age range of 17 - 35 as of 2015. Many are in 

college or have entered the work force (William and Page, 2011: 6). They are children 

to Baby Boomers and are similar to Baby Boomers in terms of size making it the largest 

customer sub-group (William and Page, 2011: 6). They grew up in a time of immense 

and fast-paced changes, through globalisation and technological advancement 

(Schiffman, 2010: 7). Generation Y individuals have significant respect for ethnicity 

and cultural diversity, this is due to the era in which they were born of technological, 

electronic and wireless society, with global boundaries becoming more transparent 

(William and Page, 2011: 6). This gene n i ar s self-absorbed and self-relent 

with a strong sense of independence a utono ~ , ey are image driven and make 

personal statement with their image ( ill , 2011: 6). Unlike previous age 

sub-cultures, generation Y customers by immense globalisation and 
high use of information technology; these = "v--,,.••-=L•.ri:.,TL..:""'.-.· ave made them to be more tolerant 

to cultural diversity comparedfil; i ·t !..L'""""-!.""-'""L - 1'1ll"Yr"'L~t al., 2013: 245). For 

instance, the generation Y sub-cu s7a~ land beliefs from other age 

sub-culture because they grew up in an increasingly globally connected world defined 

by the internet. 

From the above discussion, it can be said that generational/ age group differences are 

brought about by different environmental events (such as, WWI, depression), 

exposure to new technologies (such as, use of internet, computers and mobile 

phones), this in turn brings about different values and beliefs causing divergence/ 

convergence of cultural values (Shacaf, 2008: 3). Because of the diverse nature of 

consumer market and needs, marketers and service providers have adopted age sub-

cultures in order to understand cultural effects on consumer behaviour between 

different age groups. It is believed that different age groups develop their own cultural 

values and beliefs based on the experience they have gone through (Bolton et al., 

2013: 245; Howell, 2010: 22). From the above discussion, culture can be described 

as a diverse element, which can vary due to different generational events. The diverse 

nature allows it to be seen as a dynamic element. 
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2. 3 CULTURAL DYNAMISM 

Culture is a dynamic construct which evolves due to environmental changes, 

technological advancement, generational difference and globalisation, resulting in a 

(constantly dynamic) divergence and convergence of cultures (De Mooij, 2004: 76). 

The divergence and convergence of culture are considered below: 

2. 3. 1 Divergence of culture 

Claussen, Ko and Rinehart (2008: 58) describe cultural divergence as cultural 

difference between nations or between different generations of the some culture. 

Cultural divergence occurs when different cultural influences cause individuals in the 

some culture to have different values, e viours (Arsenault, 2010: 125). 

Generational differences, new advanc s and globalisation are believed 

to be contributors of cultural divergen n result in divergent customer 

behaviour (Singh, 2014: 2; Leslie, 2011 ·~~~~~~~1, 2010: 125). 

Generations create their own tr~ditions. an culture b..f T :~~ring similar attitudes, 
preference and emotions (ArJJJJ~~~J~)f 1J!L~iQ1.t dri'J¼~ il, 2012: 68), which in Together m Exce'ttence 
turn results in different perceptions, values and behaviour between the young and old 

generation within the same culture (Lynton and April, 2012: 67). The convergence of 

technology across borders has led to cultural divergence (between the younger and 

older generation within a nation); globally the youth market is described as being more 

technology savvy than the older generation. This has resulted in new ways of doing 

things and viewing life (Singh, 2014: 2). 

A wide body of literature on divergence of culture between the younger and old 

generation saturate the literature (Kumar and Lim, 2008: 67; Lynton and April, 2012: 

67). Kumar and Lim (2008: 67) conducted a study on the implications of age difference 

perception on mobile phone services. Findings show that unlike the older generation, 

young mobile phone service users were more technology savvy and comfortable with 

using mobile phone services. Research findings also showed that due to difference in 

values, attitudes and lifestyle, both generations had varying intentions to use mobile 

phone services. Similarly, Gursoya, Maier and Chi (2008: 449) and Platteau, 

Molenveld, Demuzere and Hondeghem (2011: 60) agreed that generational difference 

can lead to cultural divergence. In their research on difference in work value between 
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Baby Boomer and generation Y (Gursoya et al., 2008: 449; Platteau et al.,2011: 60), 

findings show that significant generational differences exist in world views, attitudes 

toward authority and perspectives on work. 

2. 3. 2 Convergence of culture 

One feature of globalisation is convergence of income, technology and media, 

resulting in the formation of homogeneous customer needs, taste and lifestyle (De 

Mooij, 2010: 183; De Mooij and Hofstede, 2011: 61 ). For example, increase in global 

communication has seen the erosion of national boundaries, encouraging the notion 

that the youth market segment is behaving more like each other across different 

cultures (Lynton and April, 2012: 67). D -l-l-\cJ--1-HJ1stede (2011 : 63) and Hofstede 

and Hofstede (2005: 67) criticised b ~~x.rs-:tt~t}c;e of convergence of customer 

behaviour stating that they is no con~u1)1le1~amU/il~>ur homogeneity, but consumer 

behaviour is becoming heterogeneou . i is true, some authors (Koo, 

2010:13; De Mooij, __ Hassan, 201 3: 44) on cultural 

convergence have contras • -viewsclt .tthey_ f ued Tt-t:tat consumer behaviour 1ver~1 y u ort ttare 
homogeneity does exist as a resuitsb~ rrWr~cID!errBklology which in turn cause 
cultural convergence. Cultural convergence is described as convergence of values 

and homogenisation of customer behaviour across different nations (Singh, 2014: 2), 

this is seen in the values, perceptions and behaviour customer might have on similar 

products/services. 

In their research on the similarity and difference of the values of generation Y 

consumers in China and South Africa, Lynton and April (2012: 68), found that 

generation Y customers in Chinese and South African cities behave more like each 

other, as shown by the way they dress, their occasional visits to internet cafes and the 

high use of laptops and smart phones. The behaviour of the generation Y in China and 

South Africa was described as similar to that of generation Y consumers in Europe 

and across America (Lynton and April, 2012: 68), showing signs of cultural 

convergence. 

It is believed that the consumption behaviour, attitude and values of the generation Y 

are most likely to be influenced by immediate access to information on the internet 

and worldwide communication (Koo, 2010: 14 ). For example, generation Y customers 

are able to extract information from the internet about the advantages and 
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disadvantages of a mobile application for social media, such as Facebook or You-

Tube within, 48 hours after it has been launched. This in turn affects their perception 

and consumption of the products/service. 

Koo (201 0: 13) conducted a research on generation Y's attitude towards mobile 

advertising and impact of modality and culture; the research was a comparative study 

between USA generation Y and Korean generation Y customers. Research findings 

showed that generation Y customers from both cultures share the same 

characteristics, which includes having an interest in worldwide news and events and 

having global intellect (Koo, 2010: 13). The findings further described generation Y 

customers as technology savvy and having confidence to live abroad (Koo, 2010: 13). 

In order to have a clear understandi 

various theories of culture where for .1 ...... ..,!c~~~~· 

considered in more detail below. 

2. 4 THEORIES OF CULTURE 

pact on customer behaviour 

Wang, 2011: 93), these are 

University of Fort Hare 
Cultural theories allow researche '<1Bit m~m1 lQ!tzPnllife of culture as well as to 
understand cultural difference . between individuals or groups of individuals (Taylor, 

2006: 15; House et al., 2004; Hofstede, 1980). However, as mentioned above, culture 

is a complex construct and this may explain why cultural theories incorporate the use 

of dimensions to 'drill down' to appreciate the nature of the difference between different 

national cultures (Hofstede, 2011: 1 ). There are four well-known theories of culture 

namely; Hall's (1966) theory, Hofstede's (1980) theory, GLOBE project by House, 

Hange, Ruiz-Quintanilla, Dorfman, Javidan Dickson and Gupta (2004) and 

Trompenaars and Hampden-Turner (1997)theory of culture. These cultural theories 

have proven to be very useful in the study of customer behaviour. Although much of 

the contemporary studies and theories are influenced by the seminal works of 

Hofstede (1980), they are considered separately, below: 

2. 4~ 1 Hofstede's theory of national culture 

In his study Hofstede (1980) used four dimensions lndividualism/Collectivistism, 

uncertainty avoidance, power-distance and masculinity/femininity to explain the 

intricacies of culture (Hofstede, 1983: 80). A further study in Hong Kong led to the 
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formulation of a fifth dimension; long-term/short-term orientation (Hofstede and Bond, 

1988: 1012). Hofstede's theory (1980) uses the dimensions to explain the values of a 

particular group's members and how these values relate to behaviour (Nayeem, 2012: 

80; Jung and Kau, 2004: 368). A significant contribution of the model lies in its ability 

to consider the importance of countries or national culture in explaining attitudes and 

values (AI-Emadi and AI-Asmakh, 2006: 108). 

Hofstede's theory of national culture is one of the extensively used theories of culture 

in cross cultural comparative studies in academic literature (Reid, 2011: 73; 

Thompson, Newman and Liu, 2008; Anum, 2008: 9; Tsoukatos, 2007: 83) and is 

adopted for the purposes of this study although the criticisms about its conceptual 

focus (work and not customer behavio a @ t I., 2008: 7), when the data was 

collected (1967 to 1973) (Anum, 2008 and t 1.o us (on nations rather than on 

the individual) (Anum, 2008: 11; Bond, 1 addition, while it is conceded 

that the culture of nations may have ce~~~tl:S~~~~IDJr> ; Hofstede (1980) argues that 

cultural values are stable over the long ter 

of globalisation and technol-=..,i,L__ll•--,...,. 

(1980) theory (Kueh and Voon, 

........... _.___ ..... 1cular, it is thought that the impact 

*~.1.•'ii~i"lt'l-Ml~ociated in Hofstede's 
A -1v1Jrn~ values and behaviour of 

. younger generations in disparate nations are moving closer to each other while at the 

same time moving away from their (older) fellow citizens (Lynton and April, 2012: 67). 

Notwithstanding the criticisms, Hofstede's (1980) cultural dimensions enable 

researchers to identify and measure the difference between nations, at the same time 

allowing them to explain why people from different cultures behave differently 

(Tsoukatos, 2007: 67; Kutter, 2007: 34 ). A wide body of literature on cross cultural 

research is based on Hofstede's dimensions (Reid, 2011: 75; Socha, 2012: 20; Jung 

and Kau, 2004: 364; Abhay, 2012: 6; Taylor, 2006: 15), because the dimensions, 

notwithstanding the criticisms, have proven to be valid and reliable (Reid, 2011: 75; 

Abhay, 2012: 6). The power-distance, uncertainty avoidance and 

individualism/collectivism cultural dimensions have proven to be the widely used 

dimensions amongst five of Hofstede's (1983) cultural dimensions because their effect 

on an individual are visible and they tend to have influence on consumer behaviour 

(Jung and Kau, 2004: 364;_ Abhay, 2012: 6). An understanding of the similarities and 

differences of cultures on customer expectation on services has been seen to add a 
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competitive advantage to the growth of service firms (Laroche, Kalamas and 
Cleveland, 2005: 280). 

2. 4. 1. 1. Individualism/Collectivism 

This dimension describes the extent to which a culture relies on and has allegiance to 

the self or the group. This suggests that individualistic cultures will only be concerned 

about themselves and their immediate family, in a sense self-centred and only 

concerned about their individual welfare (Individualists) (Shavitt, Lee and Tarilli, 2009: 

218), as opposed to collectivist cultures (Collectivists) whose focus is on the broader 

community or group to which they belong (Hofstede and Hofstede, 2005: 5, 

Matviyenko, 2009: 30). 

Collectivists are integrated 

(Matviyenko, 2009: 30) and usually 

important that group needs (Shavitt et a . 

ups, often extended families 

n personal interests as less 

. ypically, collectivists live by the 
idiom that "it take a village to raise a child", _,.....,,..__,._ sed to forming close relationships 

with people outside their imm • • s ended to collectivists 

relationships' with service provide~~ qjij'ci-~ ~£value that is placed by this 

cultural group on harmony; collectivists tend to be more tolerant of mistakes in the 

delivery of services (Hofstede and Hofstede, 2005: 6). Collectivists, unlike 

Individualists, individuals that follow a collectivistic culture display greater loyalty, 

because customers from this cultural group embrace the concept of long-term buyer-

seller relationships (Yoo, 2009: 43; Thompson et al. 2008: 4; Yoo, 2009: 43; Liao and 

Wang, 2009: 988; Maiyaki, 2013: 5). 

Individualists prefer to be independent and use low context communication, which 

enable them to form less intimate relationships as privacy is an important 

consideration (Maiyaki, 2013: 4; Kueh and Voon, 2007: 662; Kutter, 2007: 35). In 

addition, Individualists are more demanding than collectivists, and expect prompt and 

quality service all the time. On the other hand, somewhat paradoxically, Individualists 

are less likely to engage in information sharing, indicating that customers from this 

culture do not easily engage in word of mouth referrals (Jung and Kau, 2004: 368). It 

follows that Individualists are less likely to praise the service provider when they have 

received superior services but when they receive poor service they have a propensity 

to engage in negative word of mouth (Lui, Furrer and Sudharshan, 2001: 124) 
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Implicit in the study of Laroche, Kalamas and Cleveland (2005: 279) which concluded 

that Canadian individualists differ from collectivists in terms of their service 

expectations was that H.ofstede's (1980) dimensions can be used not only in 

comparing the cultures of nations, but also in intra-nation studies, the study was a 

comparative study between two subculture. In particular, Laroche et al., (2005: 279) 

found that while word of mouth is an important factor in shaping the expectations of all 

cultures, it was particularly so for especially for collectivists. In terms of what 

Individualists expect from a service, empathy and reliability are important dimensions 

in achieving service quality (Dash et al., 2009). 

Cultural differences can have an impact on the value that is placed on the importance 

of relationships by customers (Fletche , r instance, Individualists do not 

place much importance to the formatio tr nships with people that are not 

part of their immediate family and I t ations with service providers 

because of their egocentric nature. On tl1il~M~~~f, their collectivists tend to place 

much importance on relations with service .-....... ~ -- specially when they are of the 

perception that the service n itr1 ... m_:"~~.~~~'P1~•~1&~,,nnr.m11- a, ·r in-group members 
(Fletcher, 2011: 2). Together in Excellence 

Cultural differences between nations are seen when aspects that are acceptable in 

one culture are not acceptable in other culture. For example in China, (a nation with a 

predominantly collectivist culture), gift giving in a work place is seen as a way of 

building a good relationships while in individualistic nations, this practice may be 

perceived as bribe and consequently inappropriate or illegal (Olivieri and Tardy, 2010: 

20). 

Empirical evidence shows that customers who are associated with a culture that is 

collectivist and high uncertainty avoidance show different reactions to perceived 

Service quality when compared to customers from individualistic and low uncertainty 

avoidance (Nam, 2008: 59; Kong and Jogaratnam, 2007; Kassim and Abdullah, 2010: 

355; Fletcher, 2011: 2). Collectivistic customers are willing to enter into long-term 

commitments with service providers whereas individualistic customers prefer to be 

independent and to have short-term relationships with the service provider. 

Consequently Individualists will be more transaction focused and demand that 

services are error-free as opposed to Collectivists, who more likely view any service 
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encounter within the context of an existing or potential Jong term relationship (Kong 

-and Jogaratnam, 2007: 278). Individuals from collectivist cultures are considered to 

be more connected to people within their in-group, and they reinforce their 

relationships through reciprocity (Nam, 2008: 57). 

Service recovery is also an important aspect of achieving service quality as inevitably, 

services will fail at some stage and cultural orientation (individualistic/collectivist) and 

relationship with the service provider have an impact on customer perceptions and 

post-purchase evaluation of· successful and unsuccessful service encounters 

(Patterson and Mattila, 2008: 632). 

perceptions from service/products; w i 

(Hanzaee and Dehkordi, 2012: 1406) 

dimensions in isolation as they tend t 

and one has to consider the cumulative 

cts their purchase behaviour 

A cannot consider the different 
IIIIJJ'l,ltl~'Hll~·•~,~~~~~11~r1 with other cultural dimensions 

tivistic customer tend to be risk 

averse and more tolerant of in~qualit)!, hen~e they are ranked the highest in 

rt . t .d d Un1gvers1tv p r~Fo.rt Ha e t f unce am y avoi ance an power- t,Sfantce,,. w,111 mmv1uua11s 1c cus omer are more o 
oge ~ne:;r m xceuence 

risk lovers and expect power to be distributed equally (Kassim and Abdullah, 2010: 

355). 

2. 4. 1. 2 Uncertainty avoidance 

Uncertainty avoidance refers to the degree to which members of a culture feel 

uncomfortable or threatened by ambiguous situations and try to avoid them by 

establishing more structure (Hofstede and Hofstede, 2005: 7; Reid, 2011: 73). High 

uncertainty avoidance have a low tolerance for ambiguity and try to reduce uncertainty 

through consensus and by establishing formal rules (Hofstede and Hofstede, 2005: 7; 

Matviyenko, 2009: 30). 

In cultures with low uncertainty avoidance, ambiguity is more acceptable (Reid, 2011: 

73; Matviyenko, 2009: 30) and individuals tend to prefer fewer rules which allows them 

greater flexibility in accomplishing goals (Reid, 2011: 73). Low uncertainty avoidance 

cultures are more comfortable taking risks and show a relatively greater tolerance for 

opinions different to their own (Tsoukatos, 2007: 88; Matviyenko,· 2009: 30). On the 

other hand, in high uncertainty societies generally, only known or calculated risks are 
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undertaken and individuals from high uncertainty cultures have a low tolerance for new 

ideas or views different . from their own (Reid, 2011: 73; Tsoukatos, 2007: 88). 

Consequently, cultures that display high uncertainty avoidance experience greater 

stress or anxiety and are more resistance to change when compared to low uncertainty 

avoidance cultures (Reid, 2011: 73; Hofstede, 1983: 78). 

Customers from a culture high in uncertainty avoidance tend to be risk averse and 

they are more brand loyal (Jung and Kau, 2004: 369) and consequently more likely to 

form relationships with service providers. This is because a.ny form of change is 

associated with high levels of anxiety and stress (Reid, 2011: 76) by this sector of 

consumers. This cohort of consumers (high in uncertainty avoidance) also has high 

service expectations and the dimen 

important elements in achieving a perc 

2. 4. 1. 3 Power-distance 

This dimension refers to 

ility and responsiveness are 

·c quality (Dash et al., 2009). 

believes that power (in 

organisations) should be equa111ricu~
1

:~·.:11~:,; t~~PL0311·fl'Q1~t '" • • archy and the extent 
to which it is culturally acceptab - - ·~-... ... .-.. sions of decision-makers 

(Hofstede and Hofstede, 2005: 5; Matviyenko, 2009: 30; Reid , 2011: 73; Hofstede, 

1983: 79; Ho, 2007: 69). High power-distance cultures are associated with a high 

degree of inequality in the distribution of power and wealth, hence people in these 

societies tend to be more accepting of established hierarchies, status and privileges 

(Tsoukatos, 2007: 88; Reid, 2011: 73), whilst in low power-distance (or egalitarian) 

cultures, individuals value parity and do not perceive a large power differential 

between them and their superiors (Hofstede, 1983: 79). 

Customers from a high power-distance culture tend to be more deferential to the 

expertise of service providers (Kutter, 2007: 35) and accept that they might have to 

rely in the judgement of an established authority in certain situations (Donthu and Yoo, 

1998: 179). If follows that individuals from a high power-distance culture are more 

likely to be opinion seekers than those from cultures with low power-distance 

orientation (Jung and Kau, 2004: 370). Consequently, people from high power-

distance cultures are tolerant of errors by service providers, whist their low power-

distance counterparts are less forgiving if there is inconsistency or error in service 
delivery. 
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Consumers with a higher power distance orientation will have a greater level of service 

expectations and required greater levels of personal service than consumers with a 

lower power distance orientation (Patterson and Mattila, 2008). Consequently for a 

service to be perceived as quality by consumers with a high power distance orientation 

and service providers need to ensure that their service is reliable and responsive 

(Laroche et al., 2005: 301; Hanzaee and Dehkordi, 2012: 1402; Dash et al., 2009). 

2. 4. 1. 4 Masculinity/Femininity 

This dimension reflects the degree to which a culture places emphasis · on such 

elements as assertiveness, achievement, acquisition of wealth ( or caring for others) 

and the quality of life. It refers to the extent role of males and females are expected to 

play different roles within a culture (Hof t ,. s ede, 2005: 5) with males being 

regarded as confident, competitive an 

are regarded as tender and concerned 

m terial success, whilst females 

~~tfrnu of life (Hofstede and Hofstede, 

2005: 5). On the other hand, societies at en t ards the femininity side of the 

masculinity/femininity continuum cjo not prescrr e gender roles (Leng and Botelho, 
2010: 26; Hofstede and HofPe~~~I;~Jt¥ it F t'r?{$ Ji!g-lress value on material 

.1 oge'ther n fil~euence 
wealth/achievements and more on helping others and empathy with the less fortunate. 

Many of the more developed countries seem to tend towards a more feminine culture 

(Tsoukatos, 2007: 89; Hofstede and Hofstede, 2005: 5). 

Although this dimension is useful in understanding the difference in culture between 

nations, generally speaking there is no major difference between nations and has very 

little implications for the forming of relationships and the assessment of service quality, 

particularly for generation Y (Lundgren and Walczuch, 2010: 4 ). Consequently, the 

implications of this dimension for the formation of relationship quality and service 

quality are not considered in this study. 

2. 4. 1. 5 Time orientation 

Cultures also differ in their time orientation (Hofstede et al., 1993). Cultures with a long 

term orientation tend to emphasise tradition, history, and maintenance of the past 

whereas those with short-term orientation refers to a society that focuses the moment, 

living . for today and making plans for the future (Hofstede, 2011: 13). A short term 

orientation implies a focus on consumption and a materialistic approach, whereas 
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Long-term orientation describes a society that has future oriented people who tend to 

demonstrate qualities of perseverance, thrift and ordering relationships by 

status(Hofstede, 2011: 13; Tsoukatos, 2007: 83: Nam, 2008: 54, Chen, 2010: 1 0; 

Taylor, 2006: 16). 

2. 4. 1. 2. Validity of Hofstede's (1980) theory and dimensions 

Hofstede's (1980) theory of culture has faced many criticisms from different scholars 

because of its originality and time frame (Hanna, 2008: 9; Anum, 2008: 9; Reid, 2011: 

73; Zhang et al., 2008: 7). The theory has also been criticised for looking at culture at 

national level rather than at individual level (Anum, 2008: 11; Bond, 1988: 1005; 

Hanna, 2008: 9). 

Despite being widely criticised, the the 

theories (Matviyenko, 2009: 31; Parrot, 

2011; Kutter, 2007; Tsoukatos, 2007; 

..,........ . .,,,-i .....,_ o :e f the extensively used cultural 
VIDE 

n.V~f.i,_.~,nlr"~' ~ and Hofstede, 2011: 14; Reid, 
~~~!IJ., 

; Abhay, 201 2: 6; Chen, 2010). 

This is due to the simplicity ~0d ~ensitiv.e app~al of the cultural dimensions (Reid, 
. un1vers1t r or Fort Hare . . 

2011 :75). The cultural d1mens1onsr2re d6tevI ea cm tne1oas1s or a wide range of social 1 oge ner m ~xceL ence 
science and they are considered conceptually grounded and robust (AI-Emadi and AL-

Asmakh, 2006: 108; Nam, 2008: 49). A significant contribution of the model lies in its 

ability to consider the importance of national culture in explaining attitudes and values 

of individuals (AI-Emadi and AI-Asmakh, 2006: 108). 

Hofstede's (1980) work forms the basis for most recent cultural theories, for instance 

Trompenaars and Hampden-Turner (1997) theory of national culture was a 

modification of Hofstede's theory (Matviyenko, 2009: 31; Taylor, 2006: 17). The 

GLOBE theory by House et al., (2004) cultural theory was also an extension of 

Hofstede's (1980) five cultural dimensions; the theory used nine cultural dimensions 

to describe culture (Parrot, 2013: 8; Minkov and Hofstede, 2011: 14). Because of its 

simplicity in differentiating and understanding cultural between customer Hofstede's 

(1980) theory is widely used in many consumer behavioural studies (Pandey and Dixit, 

2011; Soares, Farhangmehr and Shoham, 2007; Jung and Kau, 2004; Kueh and 

Voon; Reid, 2011: 76). 
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2. 4. 2 Hall's theory 

Edward T Hall (1966) an anthropologist and one of the founders of intercultural 

communication, describes culture in terms of the way people within a society 

communicate and manage time. The theory described cultures based on the following 

elements; Context- This is the level of information included in . a communication 

message (low/high context), Space- ways of communicating through handling of 

personal space, and time different perceptions and . orientations towards time, 

(monochronic cultures versus polychronic cultures). Hall (1966) categorises culture 

into two dimensions namely; high and low context culture, polychromic and 

monochronic time orientation culture (Yeratziotis, 2008: 13; Taylor, 2006: 1; 
Matviyenko, 2009: 17), these are cr"\--rn::"TT'l-z:n'"z:n'"l-i-rr::--~~ ction 2. 4. 2. 1. Hall (1966) 

postulated that cultures could be differe _ _,....,.._~ sis of the relationship between 
communication in that culture and the n hance on the context in which it 

is presented (Adair, Buchan and Chen,,~~~~~ II (1966) noted that individuals 
from a high-context culture rely ____ communication and contextual 

information, such as the dista rca-0a».ttJs.~n~m1;e"lG. ...,_,u-,,,. .. . ,a¥@6). Whilst, individuals 

that come from a low context cultUlttiate0M~m ooietliltl~orommunication and explicit 

words to convey meaning (Adair et al., 2009: 148). 

2. 4. 2. 1 High /Low-context dimension 

Hall's (1966) high-low context cultural dimension captures the degree to which people . 

are direct or indirect when communicating (Frost, 2013; Adair et al., 2009: 211 ). In a 

low context culture individuals require independence and anticipate having many less 

intimate relationships with other people (Parrot, 2013: 8; Taylor, 2006: 18). Individuals 

from this cultural group are described as individualistic and action oriented and they 

tend to value logic and facts (Matviyenko, 2009: 31; Taylor, 2006: 17). Whereas a high 

context culture is relational, meaning that individuals value having more intimate 

relationships, hence the formation of closely knitted groups is important and people 

rely on these groups permanently (Matviyenko, 2009: 31; Taylor, 2006: 17). 

2. 4. 2. 2 Polychronic and Monochronic dimension 

The cultural dimension of polychronic and monochronic time orientation is concerned 

with the way in which cultures structure their time (Taylor, 2006: 18). Individuals that 

follow a monochromic culture value punctuality, thus they tend to organise themselves 
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around a calendar and make sure that they accomplish one task at a time (Yeratziotis, 

2008: 13; Taylor, 2006: 17). On the other hand, individuals from polychromic culture 

use time holistically and value performing multiple tasks at once. Empirical evidence 

shows that most western countries follow the low context and monochromicculture 

(Sapienza, 2008: 32), whilst non-western countries such as African and . Asian 

countries follow a culture that is high context and polychromic (De Mooij, 2010: 66; 

Matviyenko, 2009: 31; Taylor, 2006: 17). 

2. 4. 3 Trompenaars and Hampden-Turner theory of culture. 

Trompenaars and Hampden-Turner (1997) used a mixture of behavioural and value 

patterns to classify culture; this approa ILotLculiureJ regarded as being identical to 

Hofstede's dimensions (Taylor, 2006: 0, Rl r , , : 5). As a result (Trompenaars 

and Hampden-Turner, 1997) define J:;4.Ujl..l,ttN~~t e way human groups solve 

problems.The theory used seven dim l.!::~~~~; cribe national culture namely; 
Universal/Particularism, ___ Specific/Diffuse, 

Affective/Neutral, Achie~ent/Ascrii:2_tio~f F S~q - ntial/Synchronic, and u n1versny u orI are 
Internal/External control (TrompenragSeri $1iWffl[ JHE!eer, 1997: 8-10). These are 
considered below. 

2. 4. 3. 1 Universal/Particularism-This dimension is used to describe the level of 

importance a culture assigns to either law or personal relationships. In a universalistic 

culture, individuals share the belief that general rules, codes, values and standards 

take precedence over the needs and claims of friends and other relationships 

(Trompenaars and Hampden-Turner, 1997: 8). In a pluralistic culture, individuals see 

culture in terms of human friendship and intimate relationships. While rules do exist in 

a pluralistic culture, they merely codify how people relate to one another (Trompenaars 

and Hampden-Turner, 1997:8). 

2. 4. 3. 2 lndividualism/Communitarianism- This dimension is used to describe the 

level to which members of a society viewed themselves function more as a society or 

more as individuals (Trompenaars and Hampden-Turner, 1997: 8).lndividualism refers 

to people regarding themselves as individuals, while communitarianism refers to 

people regarding themselves as part of a group. In a principally individualistic culture, 

individuals place their needs before the community. In a principally cornmunitarian 

culture, individuals place community need before individual needs. Therefore, it is the 
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responsibility of the individual to act in ways which serve society. In doing so, individual 

needs are automatically attended (Trompenaars and Hampden-Turner, 1997: 8). 

2. 4. 3. 3 Specific/Diffuse-This dimension refers to the degree to which responsibility 

is assigned or is diffusely acknowledged (Trompenaars and Hampden-Turner, 1997: 

9). In a specific culture, individuals analyse the elements individually before putting 

them together. People's lives are divided accordingly and, only a single factor can be 

entered at a time. Communication between people is very well-defined, while in a 

diffuse culture relationship between people are more important, in this culture all 

individuals are related to one another (Trompenaars and Hampden-Turner, 1997: 9). 

2. 4. 3. 4 Affective/Neutral-This dimension measures the level to which individuals 

show their emotions. In an affective cul u 

and it is not ,considered necessary to rr· 
individuals are taught not to show thei 

Turner, 1997: 9). 

accorded.In a culture with achieve 

free to show his/her emotions 

owever, in a neutral culture, 

(Trompenaars and Hampden-

have accomplished (Trompenaars and Hampden-Turner, 1997: 10). While, in a culture 

with ascribed status, people develop their status from birth, age, gender or wealth. 

Here status is not based on achievement but it is accorded on the basis of the person's 

being (Trompenaars and Hampden-Turner, 1997: 10). 

2. 4. 3. 6 Sequential/Synchronic- This dimension was used to measure the degree 

to which individuals do one thing at a time versus multiple things at once (Trompenaars 

and Hampden-Turner, 1997: 10). In a sequential culture individuals are expected to 

structure their time chronologically and do things one at a time, while in a synchronic 

time culture individuals perform more than one task at a time. 

2. 4. 3. 7 Internal/External control-This dimension describes the degree to which 

individuals believe the environment can be controlled versus believing that the 

environment controls them (Trompenaars and Hampden-Turner, 1997: 10). In an 

internal control culture, people have a systematic view of nature; nature is multifaceted 

but can be controlled with the right expertise. In an external control culture, people 

have an organic view of nature. Mankind is viewed as one of nature's forces and 

39 



 

 

shoul_d therefore live in harmony with the environment. People therefore adapt 

themselves to external circumstances (Trompenaars and Hampden-Turner, 1997: 10). 

Despite being appreciated in business practise, Trompenaars cultural theory is less 

accepted in academics and the dimensions were partially validated (Adler, 2008: 76). 

2. 4. 4 House et al.'s Project GLOBE (2004) 
The GLOBE model was founded by House, Hanges, Javidan, Dorfman, and Gupta 

(2004: 1 ).The main aim of the GLOBE project was to increase available knowledge on 

cross cultural interactions (Shi and Wang, 2011: 94; Parrot, 2013: 5). House et al. 

(2004: 18) criticised Hofstede's theory as too simplistic, and asserted that their theory 

was more comprehensive, cross cul , theoretical sound and used 

empirically verifiable constructs (Parr ..... '°'" ........ , r t eir theory House et al. (2004: 

14) defined culture as shared motives, v~~~-<.!Ui,lu,;J identities and interpretation of 

significant events that results from comnITTWt'¥Ja~><IQ>ti:~lffiS of members of groups that are 

transmitted from one generation to anof .__ hers from GLOBE felt the need 

to expand Hofstede's (1980)y111odels becpuse the.v b~liE;"8d that Hofstede's (1980) • u n1versny or tnrr ttare 
model lacks face validity and did 'Bb ~Wlh ~x1BJtz~,m~mic aspects of a national 
culture (Parrot, 2013: 5; House et al,. 2004: 18). 

The theory used nine dimensions to describe and illustrate the difference between 

cultures of which two of these maintained Hofstede's (1980) labels, namely: (1) 

Uncertainty avoidance; (2) Power distance;(3) Institutional collectivism;(4) In-group 

collectivism;(5) Gender egalitarianism; (6) Assertiveness; (7) Future orientation; (8) 

Performance orientation, and (9) Human orientation (Shi and Wang, 2011: 93-

94 ).These dimensions are explained below. 

2. 4. 4. 1 Power-distance- This dimension is similar to Hofstede's (1980) power-

distant dimension, it describes the extent to which members with in a society expect 

power to be distributed equally. 

2. 4. 4. 2 Uncertainty avoidance- This dimension is also similar to Hofstede's (1980) 

cultural dimension of uncertainty avoidance; it refers to the degree to which a society 

relies on rules, social norms and procedures to lighten uncertainty of future events. 

2. 4. 4. 3 Human orientation - This dimension describes the degree to which a 

collective inspires and rewards people for being rational, generous and kind to others. 
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2. 4. 4. 4 Assertiveness-This cultural dimension is used to describe the degree to 

which individuals are confident and aggressive in their relationship with others. 

2. 4. 4. 5 Gender egalitarianism- This dimension is used to describe the degree to 

which a society reduces gender inequality. 

2. 4. 4. 6 Future-orientation- This dimension describes the extent to which individuals 

engage in future-oriented behaviours such as planning and investing in the future. 

2. 4. 4. 7 Performance-orientation- this dimension refers to the degree to which a 

collective encourages and rewards members of a collective for performance and 

excellence. 

2. 4. 4. 8 Institutional collectivism (1): tt'S\1Cl~r:r.!lefiiiSt1m is used to describe the extent 

to which organisation and societal i s encourage and reward 

collective distribution of resources and cctHl~~~~·.~~tl~u1l 

2. 4. 4. 9 Collectivism II (In-Group) -Thi imension is used to describe the 

degree to which individua hesiveness in their 

organizations or families. Together in Excellence 

In review of the GLOBE project, Hofstede (2011: 344) argues that the models were 

simply an extension of his five dimensions of national culture. Hofstede (2011: 344) 

went on to postulate that GLOBEs future orientation dimension was similar to his long-

term orientation cultural dimension (Shi and Wang, 2011: 95; Parrot, 2013: 8). 

2. 5 THE INFLUENCE OF CULTURE ON CONSUMER BEHAVIOUR 

Culture can have a profound influence on consumer behaviour (Pandey and Dixit, 

2011; De Mooij and Hofstede, 2011; Kueh and Voon, 2007: 256; De Mooij, 201 O; 

Hanzaee and Dehkordi, 2012; Dash et al., 2009; Reid, 2011 ). Different cultures infer 

different mental programming that directs activities, motivations and values (Kong and 

Jogaratnam, 2007: 278; Kassim and Abdullah, 2010: 355). 

In particular, culture may impact on a consumer's service expectations and how 

particular service encounters are evaluated (Hanzaee and Dehkordi, 2012: 1406; 

Laroche et al., 2005: 280) because different cultures can attach different meanings to 

the same occurrence or event (Laroche et al., 2005: 281 ). However, while the principle 
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that culture can influence consumer behaviour has been accepted, understanding the 

precise nature and extent of this relationship has proved challenging. Consequently 

much of the research into culture has focused on the extent to which the different 

dimensions of culture (see Soyez, 2012; and Hong and Lee, 2014) would explain a 

typical or aberrant behaviour by particular groups of consumers. Nevertheless, 

notwithstanding the obvious pitfalls of using what some might regard as outdated 

modes of distinguishing culture, contemporary studies still use criteria such as 

ethnicity, race and country of origin (Laroche et al., 2005; Hanzaee and Dehkordi, 

2012; Dash et al., 2009) as a way of distinguishing between cultures although the 

dimensions identified by seminal authors on culture (Hofstede, 1980; House et al., 

2004; Trompenaars and Hampden-Tur e 1997 are still the dominant methodology. 

Although many studies use culture as anding the difference between 

developed and emerging markets (Larae 5 Hanzaee and Dehkordi, 2012; 

Dash et al., 2009), intra-country studies ~ ~ ~~~J~able in terms of understanding 

consumer's attitudes and behaviours with o services. For example, Laroche 

et al., (2005, 279) studied th collectivist culture on 
customer service expectations whi lL..>ILI ,.,.....,,._,,.,., ffures in Canada. The study 

showed that both cultures vary in the way they formulated their service expectation. In 

collectivist cultures customer service expectations are shape by word of mouth referral 

from their in-group members, as opposed to customers from an individualist culture 

whose service expectations are shaped by their own personal judgement (Laroche et 

al. I 2005: 301-2). 

Similarly, Jung and Kang (2004: 366) considered the impact of culture (using 

Hofstede's (1980) cultural dimensions) on the behaviour of consumers, comparing 

three different ethnic groups in Singapore. The different levels of collectivism in the 

groups had an impact on the extent to which the groups engaged in information 

sharing (Jung and Kang, 2004: 366) and consequently suggested that consumers from 

a more individualistic culture are less likely to engage in information sharing and 

consequently engage in word of mouth referrals. This finding, to a large extent is 

consistent with the findings Laroche et al., (2005: 279) but (Jung and Kau, 2004: 368) 

also found that the extent of the dimension of Uncertainty avoidance could also 

influence consumer behaviour as cultures high in Uncertainty avoidance tend to be 

risk averse and they are more brand loyal (Jung and Kau, 2004: 369). 
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Similarly these cultures associate conditions of uncertainty with high levels of anxiety 

and stress and consequently are less likely to seek out innovative or new products 

(Reid, 2011: 76) and will be more likely to remain loyal to existing service providers. 

Their findings further affirmed that people from cultures with a large power distance 

are more likely to be opinion seekers than those from cultures with a small power 

distance (Jung and Kau, 2004: 370). 

One particular area of interest for marketers is the generational sub-culture of 

generation Y, this is as a result of the strong influence this age cohort has on the 

purchase decision of their families and great spending power they have. More 

specifically for mobile service providers, the generation Y sub-culture has proven to 

be a lucrative market. Generation Y cu ...... , ... ".,,_, ,,,.., _,.,. adopters of new technologies 

and extensive users of the internet an ~ .rc--..e_w:JCe (Kumar and Lim, 2008: 570). 
Kueh and Voon (2007: 256) consider ~rsteiae's (1980) cultural dimensions 

could explain generation Y consumer in respect service quality and 

concluded that culture does influence this res evaluations of service quality, 

with customers service qua it r r lated to uncertainty 

avoidance (Kueh and Voon, 20©Ml l~ is some argument that 

technology and globalisation is eroding the difference in cultural values between 

different (traditional) cultural groups, while at the same time accentuating the cultural 

differences between generations (Mishra, 2008; Werner, 2007), this notion is not 

wholly supported by the research of Lynton and April (2012). The study by (Lynton 

and April, 2012) compared generation Y consumers in South Africa and China and it 

was concluded that even though generation Y consumers in both countries may 

outwardly or superficially seem to behave similarly, this does not necessarily mean 

that they share cultural values. The South Africans in this are said to be mid-level 

power distance, and are more democratic than generation Y consumers in China. 

South African generation Y consumers are tending toward an individualistic culture, 

while their China counterparts are strongly collectivist. Both cultures showed that they 

are both high in uncertainty avoidance (Lynton and April, 2012). 
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2. 6 CULTURAL DIFFERENCE BETWEEN EMERGING AND DEVELOPED 

ECONOMIES 

There are a number of obvious differences between developed economies and 

emerging such as infrastructure, education, standard of living and access to 

technology (Farrell, 1997; Obijiofor and lnayatullah, 1998). In addition, in his seminal 

work, Hofstede (1983) stated that developed countries tend to follow individualistic 

culture, whilst emerging economies tend to follow a collectivist culture (Hofstede, 

1983: 85) which is largely a consequence of the contrasting economies, social and 

political conditions between these two types of nations (Hofstede and Hofstede, 2005: 

68). 

The difference between an individualis i ollectivist culture is discussed 

above but it is important to reiterate t t place a great importance on 

relationship building and value the opi i I r up members when making an 

important decisions. It follows that in or r to facili e the perception of relationship 

quality, service providers sho I rather foc_J.Js on,tl:le soc;i I r collective advantages of n1versny or .J:forI are 
the relationship rather than the ind· ~I,-petf1Afit . {~me9m~ed. It is not to say that the 
individual benefits are immaterial, but rather that that are an "order qualifier" as 

opposed to an "order winner". 

The difference between emerging and developed countries is not restricted to the 

CollectivisUlndividualist continuum and extends to other cultural dimensions as well. 

In addition, most emerging markets tend to be high in Uncertainty avoidance, embrace 

a collectivist culture and are high in power-distance, whilst the opposite is true for 

developed nations (Fletcher, 2011: 10). In high uncertainty avoidance cultures, 

customers tend to be to risk averse and consequently clearrules and regulations are 

important in facilitating both service quality and relationship quality. Conversely, in 

cultures with high power-distance, positioning the service as egalitarian will probably 

undermine the efforts of the service provider to form relationships and deliver quality 

services (Fletcher, 2011: 4; Kassim and Abdullah, 2010: 355; Kong and Jogaratnam, 

2007: 279). 

One of the propositions about the source of the differences between emerging and 

developed nations is that because of the substantial distance in terms of technological 

advancements between these two types of economies, cultural difference is inevitable 
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(Nam, 2008: 57). This view, largely echoes the observation by Hofstede (1980) that 

national cultures are extremely stable over time, while others (Reid, 2011: 73; Chen, 

2010: 73) argue that globalisation and technological advancement have led to the 

convergence in values and beliefs of people within nations and that to talk of "national 

cultures" is passe as people from different nations may share a common culture. While 

it may have been argued, in the recent past, that disparities in the proliferation of 

technologies exacerbated the differences in cultural dimensions, the emergence of 

mobile technologies, compounded by the lowering of costs has largely mitigated the 

impact of phenomenon. Specifically, in respect generation Y, technology 

advancement has brought about massive globalisation, which in turn has led to 

convergence of technologies and cu iuraJ,---JL..\ ............. -tM..-..Ml,'nd beliefs (Parrot, 2013: 1 0; 

Matviyenko, 2009: 31; Taylor, 2006: 1 ). 

Unjversity of Fort Hare 
Together: in Excellence 
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2. 7 CONCLUSION 

Culture is one of the most influential factors on customer behaviour; therefore 

considerable attention should be given to the knowledge of cultures implication. A 

person possesses different cultural beliefs and values, hence the aim of the theories of 

. national culture is to be able to classify people using different cultural dimensions, which 

enable them to identify and differentiate customers. This chapter gave a review on the 

concept of culture and cross cultural studies that have been done. 

University of Fort Hare 
Together in Excellence 
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CHAPTER THREE 

SERVICE QUALITY AND RELATIONSHIP QUALITY 

3. 1 INTRODUCTION 

Services are becoming an increasingly important element of the global economy, and 

consequently the service industry is becoming one of the fastest growing and most 

competitive sectors. Service firms contribute greatly to the world economy, accounting 

for more global output and providing work for more individuals than any other sector 

(Kokou, 2014: 38). 

Services are described as performanclC,'Q--o,.cfjl/la ucted by service firms, which 

are intangible, heterogeneous and Ae e e attributes makes services 

difficult to manage when compared to g~~~~~~
1
.,,Iex nature of services, together 

with the growing importance of the servic s increased the need for a better 

understanding of what compri~~t!ni:>J::HrV~~ . Fort Hare 
Together in Excellence 

Service quality has become a dominate theme in most service research and it is the 

most researched area in services marketing (Mostert, 1999: 13). The provision of 

quality services enables a firm to differentiate itself from its competitors, thus gaining 

a comparative advantage. The service firm's ability to deliver quality service on a 

consistent basis is believed to contribute to customer retention, satisfaction, repeated 

purchase behaviour and loyalty (Pather, 2007). Despite being an important contributor 

in the creation of loyalty behaviour, provision of quality services alone cannot 

guarantee customers' long-term loyalty or eliminate customers' switching behaviour 

when offered a perceived better alternative. Thus, there is need for service providers 

to form good quality relationships with customers. The quality of relationship between 

customers and service providers can contribute to creation of long-term relationships 

and consequently, long-term customer loyalty. The telecommunication industry, more 

specifically the mobile phone service sector has become an important part of the 

service industry contributing 3.8% of the global gross domestic product (GSMA, 2015: 

2). 
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In this chapter the concept of service quality and relationship quality will be discussed. 

The chapter will start off by giving a general discussion of what a service is and the 

different attributes that make up a service. The chapter will go on to give a definition 

of quality leading to a discussion about the difference between the quality of goods 

and services. Additionally, the chapter will give a detailed discussion on the different 

service quality models. This will lead to a discussion on the different measures of 

service quality and a discussion of the importance of service quality concept in a 

service environment. 

The second half of the chapter will look at relationships in the service setting and how 

they develop. The relationship marketing and relationship quality concepts will also be 

. considered. 

3. 2 SERVICES 

Beedassy (2002: 11) states that, 

services, it is appropriate to start by de • at a service is and its different 

attributes. Yao (2010: 6) d._.,.,CA...,_.,..._f c ~ IIL""" and heterogeneous 

performances that are difficult to ~g ~'agYih~ %nsistent standards. Lamb 

et al., (2012: 337) and Agbor, (2011: 8) described a service as a deed or performance 

that comprises four attributes namely; intangibility, perishability, heterogeneity and 

inseparability. These attributes differentiate a service from a good, which can be 

described as a tangible object that can be used either once or repeatedly (Lamb et al., 

2010: 337; Futrell, 2012: 18). These characteristics are considered in greater detail 

below. 

3.2.1 Intangibility 

Unlike goods, services cannot be touched, seen, felt, tasted, or stored as a result they 

are described as intangible performances (Armstrong, Adam, Denize and Kotler, 2015: 

437; Hoffman, Bateson, Elliott and Birch, 2010: 16; Verma, 2012: 38). Intangibility is 

believed to be the most dominate attribute of services which has an important impact 

on customer perceptions (Verma, 2012: 77) and can be described as the absence of 

tangible assets which can be seen, touched or smelled prior to purchase (Strydom, 

2004 ). The intangibility nature of a service makes it difficult for customers to evaluate 

the service; this increases the uncertainty levels of customers hence, in order to 
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reduce this factor customers look for signals of service quality (Kotler, Wong, 

Saunders, and Armstrong, 2005; Verma, 2012: 43). 

3. 2. 2 Inseparability 

Services are characterised by simultaneous production and consumption, meaning 

that their production and consumption are inseparable (Hoffman et al., 2010: 17; 

Verma, 2012: 38; Armstrong et al., 2015: 436). In the production of services customers 

are co-producers, meaning they play a part in the production process; hence there is 

more interaction between the service provider and the customer (Armstrong et al., 

2015: 436). Unlike goods which are manufactured, stored, delivered and used at a 

later stage, as a result there is no ~ ~ ,>,,J- ip between the provider and 

customer (Armstrong et al., 2015: 436 

. 3. 2. ·3 Perishability 

Perishability refers to the fact that se • _____ be saved or inventoried, their 

unused capacity cannot be . r: erve~ and the'ir nnQ_t stored for repeated use 
IllVc:;f~!I.Y OT OfI are 

(Hoffman et al., 2010: 25; Lambe~ ~--J t~goods that can be stored 
and sold at a later date (Armstrong et al, 2015; Hoffman et al., 201 0: 25). 

3. 2. 4 Heterogeneity 

Services are regarded as heterogeneous because of the variation in consistency from 

one service encounter to another (Hoffman et al., 2010: 22). Service encounters occur 

in real time and customers are present and part of the production process (Hoffman 

et al., 2010: 22; Verma, 2012: 38). Unlike goods that are homogeneous, meaning once 

produced the quality of good is relatively easily ensured across all lines of production 

(Verma, 2012: 38; Hoffman et al., 2010: 22). 

The above mentioned characteristics differentiate a services from a good (Hoffman et 

al., 2010: 13; Lamb et al., 2010: 340). Due to the sequential (a particular order followed 

in producing a good) nature of goods, the marketing of goods is regarded as simple 

when compared to the marketing of services (Hoffman et al., 2010: 16, Verma, 2012: 

45). The production process of services involve more interaction between the service 

provider and the customer, as a result at the end of the process the customer might 

gain trust in the expertise of the service provider (Hoffman et al., 2010: 13). Thus, 
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marketing a service involve more of relationship building (Hoffman et al., 2010: 13; 

Verma, 2012: 38). On the other hand, good are produced without any customer 

participation, hence they is no relationship building, due to the lack of interaction 

between the provider and customer (Hoffman et al., 2010: 13; Churchill and Iacobucci, 

2010: 327). 

3. 3 QUALITY 

Quality plays an important part in the growth of any business. Hence, it should be 

defined appropriately. There are many definitions of quality; Crosby (1979) defined 

quality as conformance to requirements. Rao (2011: 37 4) defined quality as the degree 

of excellence in service performance. ,......,_. .......... ......._...,..._._~,- ....... intangible nature of services, 

service providers and customers can i their own terms (Tsoukatos, 

2007: 42). The quality of a service is r consumers to evaluate than 

product quality; this is due to a lack nee associated with a service 

(Hong and Goo, 2004 ). The difference uality of a product and a service 

are considered below. University of Fort Hare 
3~ 3. 1 The differe11ce betweerf ij.Qaf1 y71 circf96~ iffcl a service. 

On the quality aspect, the quality of goods and services differ, due to the different 

environmental settings in which they are produced. Goods are described as 

homogeneous in nature; because once they are produced the quality is uniform across 

all lines of products (Lamb et al., 2010: 327; Hoffman, 2010: 22). The quality of a good 

can only differ between different sellers/providers (Hoffman, 2010: 22). On the other 

hand, services are described as heterogeneous in nature, thus, it is impossible for 

service providers to achieve 100% perfect quality (Hoffman, 2010: 26). The quality of 

a service is dependent on human effort and each time a service is offered it may vary 

in quality, out-put and delivery (Lamb et al., 2010: 327; Hoffman et al., 201 O: 22). 

3. 4 SERVICE QUALITY 

One of the important tasks for service companies is provision of quality services. The 

quality of service is considered to be a critical success factor, as it enables companies 

to gain a comparative advantage, and increase customer retention (Rao, 2011: 37 4; 

Tsoukatos, 2007: 39). Tsoukatos, (2007: 39) described Service quality as a synthetic 
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term, which requires a description of the terms (i.e. service and quality) before a 

definition can be given. These terms are discussed in sections 3. 3 and 3. 2 above. 

3. 4. 1 Defining service quality 

As a result of the nature of a service, customers perceive the quality of services by 

experiencing the consumption process and comparing the experience with their 

expectations (Rao, 2011: 37 4; Yao, 2010: 6). Gronroos (1984) advocated that service 

quality is the result of a comparison between customer expectation and what they 

actually experienced. Parasuraman et al., (1985) also described service quality as the 

difference between perceptions and expectations. If customers perceive the same 

service as they anticipate then this will r ,_.__.___._._c:"~"'2-..'~·~quality. Roy and Eshghi (2013: 

446) further states that, service qu lit •-=---~.,. .ll"T .. ·=a ure of customer's individual 

perceptions of services received, this c!.t31.l..!__..«71ii,,.-r-<;;;,_1 

quality. Perceived service quality refer 

superiority of a service (Zeithaml et al., 

F d to as customers' perceived 

e 's judgement about the overall 
~~!!::::=!.I 

Customer's perceptions ab,.,,_!Jt!!Ji~rE,..~~ ... i?nl .. ~1-as,..y 

individuals (Ueltschy, Laroche, Edgl • ~f,C~ 
may differ among 

. ff 1 ). The way in which an 

individual sees an event, including a service encounter, is based on the experiences 

and cultural background that the individual brings to that event (Ueltschy et al., 2005: 

11 ). Consequently, it is most likely that perceptions of Service quality would vary 

across cultures (Ueltschy et al., 2005: 12). 

Zeithaml et al., (1990: 35) described service quality as the degree to which a service 

meets or exceeds customer expectations. This indicates that service quality can be 

determined by looking at customers' expectation in relation to service delivery and how 

this compared to their perceptions or attitudes relating to the superiority of the service 

that is produced during and after services are rendered. If customers' service 

expectation and perception do not agree, the 'gap theory' applies. The theory 

discusses the difference between the expectations and perceptions of customers 

(Ganesan-Lin, Russell-Bennet and Dagger, 2008: 550), this theory was developed by 

Parasuraman et al., (1985: 44 - 49). The gap theory's discussed in more detail in 

Section 3.4.2. 
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3. 4. 2 Service quality models 

Many different models for service quality have been developed in order to explain and 

measure service quality in diverse business operations (Nimako, Azumah, Donkor, 

and Adu-brobbeu, 2012). These models are discussed in greater detail below. 

3. 4. 2. 1 Technical and functional quality model 

This model was developed by Gronroos (1984) and can also be referred to as the 

Nordic (European) model. The model has three components of service quality, 

namely: technical quality, functional quality and image (Nimako and Azumah, 2009: 

60; Tsoukatos, 2007: 43; Seth, Deshmukh and Vrat, 2005: 916). Gronroos (1984) 

indicates that service quality is mea 

performance of a service against cus 

components of service quality are con id 

• Technical quality 

Technical quality is the qualit 

interaction with a service fi rm andn 

ers' evaluation of perceived 

d Service quality. The three 

quality (Nimako and Azumah, 2009: 61 ; Seth, Deshmukh and Vrat, 2005: 916). 

• Functional quality 
Functional quality reflects the way that the service is delivered. How the service is 

delivered is important to cu~tomers' views of the service received (Tsoukatos, 2007: 

44; Seth, Deshmukh and Vrat, 2005: 916). 

• Image 

This can also be referred to as reputational quality (Seth, Deshmukh and Vrat, 2005: 

916). This component is very vital for service firms, as it is most likely to build up mainly 

by technical and functional quality of service including other factors (tradition, ideology, 

word of mouth, pricing and public relations). 
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Figure 3.1: The technical and functional model 

Source: Gronroos (1984) 

The Nordic model has bee ritidsed fQ on how to measure the n1vers1 e 
different aspects of service qualit • ~~ ~·':tt·'"' ,c'n-;~ ... ~r;,·~¥ y (Tsoukatos, 2007: 45). 
Due to this shortfall, the technical and functional quality model lack popularity 

compared to the American (Gap) model by Parasuraman et al., (1985), Tsoukatos, 

2007: 45). The Gap model is discussed below. 

3. 4. 2. 2 The GAP model 
The Gap analysis model or the American model of service quality was developed by 

Parasuraman et al., (1985.1988). The model assumes that Service quality is the 

differences between expectations and performance relating to quality dimensions 

(Seth, Deshmukh and Vrat, 2005: 916; Nimako and Azumah, 2009: 62). These 

differences are referred to as gaps, Parasuraman et al., (1985) identified five gaps 

which are: 

Gap 1: Variation between consumers' expectation and management's perceptions of 

those expectations, (not knowing what consumers expect); 

Gap 2: The difference between management's views of consumer's expectations and 

service quality specifications (improper service-quality standards); 
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Gap 3: The discrepancy between service quality specifications and service actually 

delivered, ( service performance gap); 

Gap 4: Variations between service delivery and what is communicated by firms to 

customers; 

Gap 5: Gap 5 is described as a function of Gaps 1, 2, 3 and 4, and it reflects the 

difference between consumer's expectation and p~rceived service through five 

components of service quality namely reliability, resp_onsiveness, assurance, empathy 

and tangibles (Parasuraman et al., 1988). 

The Gap model is of the view that, service providers should identify and explicitly state 

the features of services upfront so as t 

of a service is critical in that unique si 

has been criticised on the basis th 

, 009). The gap analysis model 

to functional quality without 

mentioning to technical quality and doeS\_~~ ~ ~~l~at must be reliable, responsive, 

assured, empathetic, and tangible (Ts 7: 47). Further, the gap analysis 

model only gives clear proc 

SERVQUAL scale was develope@ 

measure Gap 1, 2, 3 and 4 (Van Schalkwyk and Steenkamp, 2014: 93; Tsoukatos, 

2007: 46; Seth, Deshmukh and Vrat, 2005: 916). Figure 3. 2 below show the Gap 

analysis model. 
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Figure 3. 2: Gap analysis model 

Marketer 

GAP1 

Source: Parasuraman et al., (1985) 

Numerous Service quality models have been presented over the years, relating to 

conventional and recently electronic services. Most of these models are either 

extensions of the Gap analysis model, or a combination of the Nordic and Gap 

perspectives (Tsoukatos, 2007: 47). Some of these models are briefly introduced in 

the sections below. 

3. 4. 4 Attribute service quality model 

The model states that a service firm has high quality if it meets customers' preferences 

and expectations on a consistent basis. The model is based on the notion that services 

have three basic characteristics; physical facilities and processes; people's behaviour; 
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and professional judgment (Tsoukatos, 2007: 48; Seth, Deshmukh and Vrat, 2005: 

916). The model emphasises that paying too much attention on only one of the above 

mentioned attributes to the omission of other might lead to disaster (Haywood-Farmer, 

1988). Haywood-farmer (1988) tried to map different service situations with regards to 

degree of contact and interaction, degree of labour intensity and degree of service 

customisation in this model. However the model does not offer a system for measuring 

service quality or procedure that will help management to identify service quality 

problems (Tsoukatos, 2007). The model is unable to measure service quality. It does 

not provide a practical process to assistance management identify service quality 

problems or a practical means of improving Service quality (Van Schalkwyk and 

Steenkamp, 2014: 93). 

3. 4. 2. 3 Synthesised model of S 

This model was formed as a way to try e Nordic and the Gap analysis 

model into a single model. The model i __ e notion that, a service quality 

gap may exist even when a c tamer has n~t yet <_pe{je e the service, but learned n1verSILY. or orI are 
about the service through word-of ~~h@P~ ifJHBugh other communication 
media (Brogowicz, Delene, and Lyth, 1990). The synthesised model of Service quality 

(Brogowicz et al., 1990) tries to integrate traditional managerial framework, service 

design, operations and marketing activities. The model considers three factors: 

company image, external influence and traditional marketing activities as influencing 

technical and functional quality expectations. The model however lacks empirical 

justification in different types of service settings (Tsoukatos, 2007). 

3. 4. 2. 4 Performance only model 

The model is based on the assumption that performance instead of (performance 

minus expectation) determines service quality. Cronin and Taylor (1992) challenged 

Parasuraman et al., (1985) model with its SERVQUAL scale stating that performance 

. only instead of performance minus expectations determined service quality and 

developed a performance only scale called the SERVPERF. As a result of this they 

illustrated that service quality is a form of customer attitude and the performance only 

measure is an enhanced means of assessing service quality. However, the model 

needs to be generalised for all types of service settings (Van Schalkwyk and 

Steenkamp, 2014: 93). 
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3. 4. 2. 5 Evaluated performance and normed quality model 

Teas (1993) raised a number of criticisms against the conventional disconfirmation 

model, stating that the model (SERVQUAL) has theoretical and measurement 

problems in the assessment of service. quality. The disconfirmation model is criticised 

based on the conceptual ambiguity; theoretical justification of expectations in 

measurement of service quality; the usefulness of the probability specification in the 

evaluation of performance measurement and the link between service quality and 

customer satisfaction/dissatisfaction (Nimako and Azumah, 2009: 70). Teas (1993) 

suggested evaluated performance model and normed quality model to measure 

service quality as he found the expectation perception gap model (Parasuraman et al., 

1985) to be ambiguous. 

Instruments to measure service qualitV~\MlJ~~~red from some of the measure 

mentioned above. For instance, Cronin 2) developed the performance-

only model, leading to the formulation o ERF scale, Parasuraman et al., 

(1985) developed the gap mo.deli which. tied tq. l:\e fQ_r lation of the SERVQUAL u n vers1 y or ore are 
scale. Teas (1993) also develope~yl?mf9rWm~m'Jie~on model which they used 
as a measure of service quality. These Different measures of service quality are 

considered in sections below. 

3. 4. 3 Measures of service quality 

The intense competition in the service industry and the pursuit for customer retention 

though service excellence and delivery of high quality service to customers, according 

to customers' diverse needs and expectation, has bound firms to often evaluate the 

quality of their service in order to keep in line with market demands (Tsoukatos, 2007: 

52). Various measures of service quality have been developed with the intention to 

measure service quality, with the SERVQUAL scale forming the basis for most 

measures of service quality namely; SERVPERF model, (Cronin et al., 1992), Qualito 
metro (Franceschini and Rosetta: 1998), evaluated performance model and 
Normative quality model (Teas, 1993), Bank Service quality scale (RSQ Bahia and 

Nantel, 2000). These are discussed briefly in the sections below. Some of the scales 

used to measure service quality are 'industry specific' measures, meaning that, the 

scales are developed for specific industries. For instance, the HEdPERF this is a 
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model designed to measure Service quality in the High Education system (Prevos, 

2012; Abdullah, 2005; Brochado, 2009: 175). BANKSERV this is an instrument which 

was developed for measuring service quality in the banking sector (Van Schalkwyk 

and Steenkamp, 2014: 94). 

3. 4. 3. 1 SERVQUAL model 

Ganesan-Lin et al., (2008: 550), described SERVQUAL as a differential tool that 

assess the difference between service expectations and service outcomes. The 

SERVQUAL scale was developed by Parasuraman et al., (1985, 1988; Zeithaml et al., 

1990). The model is bases on the disconfirmation paradigm, and is described as a by-

product of the Gap analysis model (Tsoukatos, 2007: 52; Reid, 2011: 36). The aim of 
the SERVQUAL model is to measure fl ' ~,,_,•i,:,._T':.._•11~ .. hrll"Vr•l!5l etween customers' perceived 

performance of a service and their exp ________..._,.--..._ e service (Parasuraman et al., 

1985, 1988). Ladhari (2008: 66) states t.m1n~:~~~ e ce between expectations and 

perceptions can then be used to impro across a number of services 

types. 
University of Fort Hare 

Initially, Parasuraman et al. , (198 a ,ttiat,B,) m~ evaluated service quality 

by comparing their expectations and perceptions based on ten dimensions namely, 

reliability, tangibles, responsiveness, communication, credibility, security, 

competence, understanding/knowing customers, courtesy and access. The 

dimensions were later on reduced to five dimensions namely; tangibles, assurance, 

responsiveness, empathy and reliability (Parasuraman et al., 1988). This resulted from 

a strong correlation that was found among these dimensions (Mosahab, Mahamad, 

and Ramayah, 201_0: 73). These dimensions are considered below. 

3. 4. 3. 1. 1 Reliability dimension 

This dimension refers to the service providers1 ability to perform the service 

dependably, accurately and consistently. For instance, delivering what was 

promised at the exact time it is required (Hair, Lamb and McDaniel, 2008: 336; Hult, 

Pride and Ferrell, 2013: 395; Du Plessis, Strydom and Jooste, 2012: 226). Reliability 

can be described as service providers ability to deliver the service right the first time, 

resulting in the dimension being regarded as an important determinate in the 
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formation of customer service quality perceptions (Hair et al., 2008: 336; Hult et al., 

2013: 394). 

3. 4. 3. 1. 2 The dimension of responsiveness (Performance of Employee) 

The dimension looks at service providers' willingness or readiness to help customers 

by providing prompt services (Hult et al., 2013: 395; Du Plessis et al., 2012: 226). 

The service personnel's should be attentive when dealing with customer request 

and complains so as to deliver prompt services (Hult et al., 2013: 395; Hair et al., 

2008: 336; Du Plessis et al., 2012: 226). In order to provide prompt services and 

show flexibility service providers should look at responsiveness from a customer's 

point of view (lddrisu, 2011: 21 ), as this will enable them to gain customer trust. 

3. 4. 3. 1. 3 The dimension of assu a 

This dimension looks at service pe;:~1 ~¥~~1'S~;'N~tt'~'M""loyees' knowledge about the 
product and courtesy towards custom _____ I., 2013: 395; Du Plessis et al., 

2012: 226). The service wovicjer anq serv1~~ersonnel's are required to treat 
. Un1vers~tv or ort Hare .. customers with respect, ana Insoiret rust. a cotificte ..... nce lhrough the ability of 

1 oge er m xceuence 
service personnel to show perfect knowledge about the services being provided. 

This dimension is important where customers find it hard to evaluate services that 

they perceive as high risk (Du Plessis et al., 2012: 226). 

3. 4. 3. 1. 4 The dimension of empathy 

Empathy refers to provision of considerate and individualised attention by service 

providers or service personnel (Hair et al., 2008: 336; Du Plessis et al., 2012: 226). 

This dimension measures the ability of service providers to provide personalised 

and customised service, thus showing customers that they are unique and special 

individual customers (Hair et al., 2008: 336; Du Plessis et al., 2012: 227). 

3. 5. 1. 5 The tangibility dimension 

Tangibility refers to the physical evidence of the service, consisting of physical 

facilities, appearance of service personnel, and equipment used to provide services. 

Service providers pay great attention to tangibles of Service quality, because 

tangibles are often the only aspect of a service that can be viewed before purchase 

and consumption, thus they is need for service providers to ensure that tangible 
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elements are consistent with the overall image of the service (Hult et al., 2013; 395; 

Hair et al., 2008: 337; Du Plessis et al., 2012: 227). 

Each of the above mentioned dimensions is measured by four to five items on a seven-

point Likert model, making a total of 21 or 22 _items for the five dimensions (Ladhari, 

2008: 66). Each of the 22 items is measured in two ways; 1) expectations of customers 

regarding a service; and 2) the perceived levels of service actually provided (Ladhari, 

2008: 66). The SERVQUAL model has been used in various industries (i.e. 

telecommunication retail, banking, fast food, and health) to measure service quality 

(Tsoukatos, 2007; Mosahab, et al., 2010). Despite being a commonly used measure 

of service quality the SERVQUAL model was contended by Cronin and Tylor (1992), 

stating that performance only measure R E E~ here superior to difference or 

gaps measures (Tsoukatos, 2007: 53). F model by Cronin and Taylor 
(1992) is considered below. 

3. 4. 3. 2 SERVPERF model 

a service based only on the perfcfu'gwt et1~1YJUJ~ delivery, hence the term 

performance-only measure (Tsoukatos, 2007: 55; Josefa and Rocio, 2008: 31 ). The 

SERVPERF scale is based on the assumption that customers will evaluate the service 

after they have already, consciously or sub-consciously, compared performance 

perceptions with performance expectations. SERVPERF was developed as a result of 

SERVQUAL assessment (Tsoukatos, 2007: 54; Josefa and Rocio, 2008: 31 ). 

SERVPERF measures are based on the ·belief that evaluating perceptions of 

performance only is enough to determine the quality of a service. Cronin and Taylor 

(1992) used the items from the SERVQUAL model to formulate measures of 

SERVPERF model. The SERVPERF model consists of the perceptions part only part 

of the SERVQUAL model (Tsoukatos, 2007: 4 ). 

3. 4. 3. 3 Qualito metro 

This is a service quality tool comprehended for evaluation of on-line Service quality 

control; the instrument was developed by Franceschini and Rosetta et al., (1998). An 

important feature of this measurement method is the possibility of a separate 

measurement of expected and perceived quality without the possibility of a cross-
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influence (Franceschini and Rosette: 1998). The Qualito metro method is based on 

the service quality dimensions proposed by (Parasuraman et al., 1994 ). Franceschini 

and Rosetta (1998) empirically evaluated tools for service quality evaluation, 

. suggesting that the Qualito metro appears easy to use in comparison to SERVQUAL 

when it comes to online quality monitoring. 

3. 4. 3. 4 Evaluated performance model (EP model) and NQ (normed quality) 

Teas' (1993) evaluation performance model integrates the classic ideal point concepts 

into perceive quality model, whereas the normed quality model integrates the classic 

ideal point concept with the SERVQUAL revised expectation concept. The evaluation 

performance model shows a positive relationshi between customer's view of quality 
and the like hood that the actual ... .,l'Vl,"!Y ii be able to fulfil customer's 

expectation (Prasad and Jha, 2013: 29 . 

taken by customers in two different way ; 

a prise that expectations may be 

I vel by giving each attribute the 

higher score, or at the feasible level whe consiclere under actual conditions in which 

service quality may be deliveyed .. Later Jeas ~9.94) higbJighted the post-purchase 
. un1vers1tv o .Fo[t Hare experience as well as the change UJ. tfle nersge ve a fhe customer. . 1ogerner m xcet ence . 

The revised expectation led to the creation of the Normed quality model. Teas (1993) 

deal with the normed quality model as the excellence norm leading to the positive 

experience of the customer. The excellence norm is compared with the ultimate 

standard set in the mind of the customer (Josefa and Rocio, 2008: 32). The difference 

in the two expectations are referred to as the 'normed quality gap', if no difference 

exist in the excellence norm and the expectation then the normed quality is equal to 

the perception of the customer (Prasad and Jha, 2013: 29). The evaluation 

performance model has been proven to have a criterion and construct validity that is 

higher than the concurrent and construct validity of the SERVQUAL and the normative 

quality model (Teas, 1993). 

3. 4. 3. 5 Bank Service quality scale (BSQ) (Bahia and Nantel, 2000) 

The scale was developed for evaluating perceived service quality in bank service; 

however the scale can be adopted in various service sectors. The scale consist of 31 

items which span six dimensions namely; effectiveness and assurance, price, tangible, 

service portfolio and reliability (Bahia and Nantel, 2000). Bahia and Nantel's (2000) 
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empirical investigations compared favourably to SERVQUAL, producing a six 

dimension scale which covers a wide range of marketing variables. 

3. 4. 3. 6 Disconfirmation (SERVQUAL) versus Performance-only 
(SERVPERF) measurement 

Based on the discussion above of the SERVQUAL and SERVPERF models, it is clear 

that although both models are used to measure service quality, there is a distinctive 

difference on the basis for their measure on service quality (Parasuraman et al., 1985; 

Cronin and Taylor, 1992, Tsoukatos, 2007; Josefa and Rocio, 2008). The SERVQUAL 

model is based on the notion that service quality is measured by examining the 

discrepancy between customers' servi af ptions and their expectations 

(Josefa and Rocio, 2008: 32; Tsoukat onin and Taylor (1992: 24) on 

the other hand questioned this view the use of the performance-

expectation is an inappropriate basi service quality, arguing that 
measuring service quality on the basi ____ ce-only measures (SERVPERF) 

is a more reliable and superi g~u8'f9Fo~fC f~Y when compared to 

using SERVQUAL. Together in Excellence 

The SERVQUAL model is one of the most common measures of service quality in the 

academic and marketing literature (Tsoukatos, 2007: 58). In spite of being commonly 

used and forming the basis of the SERVPERF model by Cronin and Taylor (1992), the 

model has encountered criticism (Ladhari, 2008; Tsoukatos, 2007; Cronin and Taylor, 

1992; Josefa and Rocio, 2008). The model has been criticised for using the 

discrepancy between perceptions and expectations as a basis for evaluating service 

quality (Tsoukatos, 2007). Th~ SERVQUAL scale has been criticised because it only 

focuses on measuring one dimension (functional) of the quality of service delivery and 

the role of the final (technical) outcome and the image of the business are not included 

in the equation (Ladhari, 2008: 75-76). This argument emanated from Gronroos (1984) 

view of service quality. Gronroos (1984) is of the view that service quality can be 

assessed by customers like the technical dimensions of a product. However, technical 

quality alone cannot account for the quality as perceived by customers. As customers 

are not only interested with the outcome of a service process, they are also interest in 

how the service is delivered, which is the functional quality of the service (Gronroos, 

1984; Prevos, 2012). 
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The SERVQUAL scale is also criticised for its reliability and discriminate validity, 

Brown et al., (1993) claimed that the reliability and discriminate validity of SERVQUAL 

are not as good as those of a non-difference metric. Parasuraman et al., (1994) 

responded to this stating that, the conceptual superiority of non-difference measure 

was disputable and suggesting that the SERVQUAL has more diagnostic prospects 

and is therefore more practical than a perception only scale (SERVPERF). 

Notwithstanding the criticism against the SERVQUAL scale, this study uses an 

adapted version of SERVQUAL in the mobile phone industry. The first reason of using 

this measure is the adaptable nature of the instrument across a variety of industry, 

thus making it the widely used instrument to measure service quality in various 

contexts in different studies and industr u ,111-~\/H''Q,iz:..ew9: 34; Foster 201 0; Tsoukatos, 
2007: 58; Parasuraman et al., 1988). nlt PERF model the SERVQUAL 

model enable service provider to identi rvice delivery (Foster, 2010). 

3. 4. 4 The importance of service q 

Service quality is imperative fd.r.J1tt<l,att~tillrytl c ·val, more specially in 
most service firms (Meyer, 2009:~ , e~16&1;- f<ff~lgfj- . e-rhe ability of the service 

provider to offer good quality services can lead to customer retention and favourable 

behaviours such as loyalty from old customers as well as new customers. The delivery 

of quality services on a consistent basis can lead to the reduction of marketing cost, 

improving a business' financial performance (Meyer, 2009: 35). The importance of 

service quality lies in the fact that it is unnecessary and unproductive to spend 

resources (time, money and effort) trying to attract new customers, if service quality 

can assist in maintaining existing customers (Meyer, 2009: 36). 

The benefits associated with providing satisfactory service quality to customers 

include developing relationships with customers, customer loyalty, and an increase in 

market share, better profits and thus, better comparative advantage (Meyer, 2009: 37). 

3. 4. 5 Service quality in the mobile phone industry 

The delivering of quality services is one of the greatest contributors' to gaining a 

competitive advantage for firms in the service industry. The ability to deliver and 

provide quality service enables the firms to have sustainabl~ long-term relationships 
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with customers. A wide body of literature exist in the marketing and management 

literature which looked at the concept of service quality in the service industry 

(Tsoukatos, 2007; Reid, 2011; AI-Aali, Khurshid, Nasir and AI-Aali, 2011: 43; Khan 

and Fasih 2014: 332; Wang and Lo, 2002; Molapo and Mukwada, 2011: 52). Repearch 

on the effect of service quality on loyalty, customer satisfaction, customer values, and 

customer retention has been conducted in the banking sector, travel agency industry, 

hotel, mobile service and restaurant service sectors (Khan and Fasih, 2014: 332; AI-

Aali et al., 2011: 43). Findings from these studies showed that customers can place 

different value on the antecedents of service quality resulting in different perceptions 

towards a service encounter/experience (Khan and Fasih 2014: 332; AI-Aali et al., 

2011: 43). Although research results s own that the ive dimensions of the Service 

quality variable are antecedent to cust me.rcoi~t=se'l?),1:f.<: >rls about the quality of services, 

research also showed that in each sec o erent aspects of a service that 

make a customer to portray a service a . rvice (Tsoukatos, 2007; Reid, 

2011 ). 

The delivery and provision o1Ul • • ting factor to growth 

within the industry (AI-Aali et al., 2(9~9: Cfrr\ grtant for service providers 

to meet customer expectations and requirements. Molapo and Mukwada (2011: 52) 

states that in order for the mobile service provider to retain and maintain long-term 

relationships with their custome_rs, they must provide better deals through delivering 

of quality services, through adaptation of modern technologies which make mobile 

service more efficient and effective, and employing efficient service personnel to 

enhance customer relationships. 

Customers' perceptions about the quality of services are most likely to have an effect 

of the behavioural intention of customers - mainly loyalty and purchase decision (AI-

Aali et al., 2011: 43; Wang and Lo, 2010: 42). Research by Paulrajan and Rajkumar 

(2011: 42) on Service quality and customer preference of cellular service providers 

revealed that apart from price being a contributor to influencing customer choice of a 

service provider, promotion and product quality also contributed greatly to customer 

perception and choice of which service provider to use. Research by Cronin et al. 

(2007) contended that customers might place greater value on the quality of a service 

than on the cost associated with acquiring the product. Wang and Lo (2010: 42) and 

AI-Aali et al. (2011: 43) states that network quality is one of the greatest contributors 
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to customer Service quality perceptions about the quality of services. Research finding 

by Wang and Lo, (2010: 42) also showed that the reliability, responsiveness, empathy, 

tangibility and assurance of the service provider contributed to the formation of 

customers' perceptions about the quality of service being delivered by the service 

provider. As a result of immense competition with in the mobile service industry and 

high customer demands it is imperative for service providers to be able to fulfil or 

exceed customer expectations so as retain customers and gain their loyalty. 

3. 5 THE CELL PHONE/ MOBILE PHONE INDUSTRY 

The total number of mobile phone being used globally exceeds that of fixed-lines, 

making the mobile phone industry 

telecommunication industry (Jonathan, 

dominating sectors in the 
1H;..»~\'La-1<'nileh, 2012: 538). Nearly half of 

the world's population uses mobile ph •=c--rv··~~[LI icating, banking internet and 

social media; making the mobile ph 1.1!::~~~~ of the fastest growing and 
competitive industries globally (GSMA, __ _. hone, 2011; Asongu, 2013: 

706; Malhotra and Malhotrav -2013: 13) t Now ay_st _J) 12le are living in a world u n1vers1 y o o r are 
surrounded with advance technolo e$~z W~ ~Jo keep pace with the new 
technologies. The mobile phone industry is growing larger because having a mobile 

phone has become a necessity for almost every individual (Khan and Manthiri, 2012: 

61 ). The wide used of mobile phone has not only transformed the way people 

communicate with each other (video calls, sms ), but also the way people access and 

share information (sms, social networking), use media (mobile wed, games and music) 

and navigate the world (GPS, mobile wed, applications). Mobile phones have evolved 

from a single-purpose communication device into multi-tasking devices (Malhotra and 

Malhotra, 2013: 13). 

At the end of 2014, 2.4 billion individuals globally accessed the interned through 

mobile devices (GSMA, 2015: 30). The usage of mobile device to access internet is 

expected to increase as more people are expected to access the web through a mobile 

phone than a computer (Gerpott and Ahmadi. 2015). In order to meet the high demand 

for mobile connectivity (voice and data), mobile service providers are making 

substantial investments in improving their infrastructure, thus upgrading the clarity of 

the voice calls and reliability of data transfer (Malhotra and Malhotra, 2013: 13). This 

quality that comes from the base infrastructure (technical quality) is clearly important 
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to customer as it serves as the minimum requirement for positive customer service 

perceptions (Malhotra and Malhotra, 2013: 13). Additionally, mobile service providers 

have collaborated with hardware and software suppliers to produce devices that are 

fast, reliable and offer attractive data facilities to consumers (Malhotra and Malhotra, 

2013: 13). Both on the hardware and software side, the mobile phone industry has 

experience a paradigm shift, from a voice-driven to data-driven model, due to the 

launching of smart phones such as blackberry, Apple's iPhone, Samsung's Galaxy 

(Malhotra and Malhotra, 2013: 13). A smart phone can be described as a portable 

computing device with a high-resolution screen (i.e. touch screen) internet 

connectivity, a number of multimedia features and an application store (i.e. Google 

play store (GSMA, 2015: 30). Hardwal-,W-IL...I..U,d,JL.Ud.L~-....:W.,s continue to improves device 

capacities such as speed, picture qua it (<j ace-to-face calling (voice and 

video calls). 

On the service side of the mobile phone w· 1~'1:11~§ ~~..are's and applications that have 

been designed, have contributed to the m 
Malhotra, 2013: 13). Servic n. r~""T~' la 

t/r&riifl,~ increased the value customers ca7'i 

wth in this industry (Malhotra and 

gvices themselves. Jointly, 

infrastructural investments accompanied with substantial improvements in both 

hardware and software has resulted in significant growth in the mobile phone service 

industry (Malhotra and Malhotra, 2013: 13). The growth of the mobile phone industry 

has brought about increase in competition, which is pressurising service providers to 

find ways of retaining and attracting new customers (Khan and Manthiri, 2012: 61; 

Malhotra and Malhotra, 2013: 13). The intense competition in the mobile phone 

industry is prevailing not only for new customers in the market, but also existing ones 

who are constantly enticed with attractive offers to switch providers (Malhotra and 

Malhotra, 2013: 14 ). In such a vibrant industry, it is expected that service quality 

among different providers would be high (Malhotra and Malhotra, 2013: 14). Service 

providers need to also develop good quality relationships with customer to increase 

the loyalty base (Niko, Askarinia, Khalafi and Joyami, 2013: 6). This can be achieved 

through effective implementation of the relationship marketing concept. 
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3. 6 THE RELATIONSHIP MARKETING CONCEPT 

Keshvari and Zare (2012: 157) described relationship marketing as a concept that 

encompass a wide range of relationship type strategies that have developed over the 

past few decades in product as well as service markets and in consumer as well as 

business to business sectors. The relationship m<:1rketing concept can be described 

as a marketing strategy that involves several tactics such as, service quality, price 

perceptions, value offers, loyalty programs, brand images (Keshvari and Zare, 2012: 

157; Niko et al., 2013: 5). The aforementioned relationship marketing tactic will be 

discussed in greater detail in Section 3.6.3. 

The importance of relationship marketi 

associated importance of this conce t 

siness strategy has led to an 

ic literature (Velnampy and 

e described as a long-term 

at attracting, maintaining, 

tmns HJlmttal~tl.m. ,,_;e. ,- nt services provided 

Savesan, 2012: 15). Relationship 

(customer-oriented) marketing 

developing and promoting cu t.ttmw~Fataitlf 

by firms (Yu, 2010: 8; Gaurav and ~""""'"""'..,IL <al., 201 3: 16; Chung, Tien, 

Tsai and Tang, 2007: 3), so as to gain a competitive advantage (Skarmeas and 

Robson, 2008: 172; Kanagal, 2010:3; Yu, 2010: 8). Relationship marketing will work 

in favour of the organisation if successfully implemented, but if not executed well, it 

could become a double-edged sword that may do more harm than if there were not 

efforts to developed a relationship at all (Meyer, 2009: 39). 

3. 6. 2 Relationship marketing as a marketing strategy. 

The marketing philosophy has faced many transformations from transactional 

marketing to relational marketing (Mirpuri and Narwani, 2013: 60). At one hand, 

transactional marketing approach is based on the concept of exchange. In other 

words, with transactional marketing the aim of marketers and service/product 

providers is to attract customers and making sales (Phiri, 2011: 23; Du Plessis et al., 

2012: 345). Whereas, with relational marketing, marketers and service providers will 

be focusing on the life time value of customers; through establishing, maintaining and 

enhancing deep enduring relationships with customers (Leverin and Liljander 2006: 

107; Ward and Dagger, 2007: 281-82; Gaurav and Khan, 2013: 46; Phiri, 2011: 23). 
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The rationale underpinning this (relationship marketing) approach is that marketing • 

success would be more effectively and efficiently achieved by focusing on the lifetime 

. value of the customer rather than the value of a single transaction (Nwakanma and 

Jackson, 2011: 5; Leverin and Liljander 2006: 107; Ward and Dagger, 2007: 281-82; 

Phiri, 2011: 23; Du and Tang, 2014: 28). Relationship marketing is a defensive 
marketing strategy that concentrations on retaining customers by creating value for 

customers and thus building and improving long-term relationships with customers 

(Dithan, 2009: 9; Yu, 2010: 8; Meyer, 2009: 40). 

The establishment of good relationships with customers is essential for any service 

firms as it can result in a loyal customer base, positive word of mouth and low 

acquisition cost. Keating et al., (2003: that the most important aspect 

of investing resources to develop relat o 

commitment and loyalty. Keating 
stomers are trust, satisfaction 

217-218) believed that the 

aforementioned factors form the faun 1-t¥t-~~~~-t~it"onship, which will in turn result 

in improved customer retention and long-t pr:of-i ability of the organisation. 

. . . Un~·versitv o~Fort Hare Many firms in different sectors of e ec0nomv ave1. esoFtea fo the development of ogerner zn xce ence 
long-term relationships with customers, as a result of benefits associated with effective 

implementation of the relationship marketing concept (Nwakanma and Jackson, 2011: 

5; Leverin and Liljander 2006: 107). Upon effective implementation of the concept 

firms are able to obtain customer loyalty, retain customers for a longer period, through 

maintaining quality relationships with customers (Mirpuri and Narwani, 2013: 61; 

Tsoukatos, 2007: 63). 

The relationship marketing concept is universal and applicable in almost all types of 

firms since they is need in every business for the development of long-term 

relationships with customers (Palmatier, 2008: 24 ). However, it should be known that 

despites being commonly accepted by companies, organisations and institutions the 

relationship marketing concept is not a solution to all problems which could appear 

during the product/service life cycle (Palmatier, 2008: 35). In addition, how the concept 

is applied might differ based on whether the product is a good or service (Hoffman et 

al., 2010: 13; Lamb et al., 2010: 340). The relationship marketing strategy involves 

different tactic that can be used by organisation so as to have good relationship quality 

with their customers. The different relationship marketing tactics are considered below. 
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3. 6. 3 Relationship marketing tactics 

There are different relationship marketing tactics that can be employed by firms in 

order to have a strong relationship outcome (loyalty) (Raza and Rehman, 2012: 5086; 

Nakhleh, 2012: 539). Abdullah, Putita, Chui and Teo, (2014: 374) indicated that, 

different relationship marketing tactics impose different effects of perceived loyalty 

efforts by service providers. Relationship marketing tactic can be described as 

conscious actions taken by a company in order for customers to purchase their goods 

or services (Koi-Akrofi, Koi-Akrofi, and Welbeck, 2013: 80). 

Various studies have discussed the numerous relationship marketing tactic that are 

used by service provider in·different se1-v .. u .. ~uv..u.t..l.LI nagal, 2008; Koi-Akrofi et al., 
2013; Bansal, Taylor and James 2005; 1. r , u.i,""""-1!::tT, 014: 37 4; Raza and Rehman, 

2012). Kanagal (2008: 13), indicated th t ~::l-H:-Yv~!l:'·1.0·:rt"1'1Jrs, data base marketing, direct 

mail newsletters, frequency marketing \alt'l.!!::~tu~~!!~~tlJ!!!BM~1~~~th1e relationship marketing tactic 
use by service firms. Bansal et al., (20 a broader view of relationship 

marketing tactics, the authors,.AQinted out that tf~ aret t.2- different ways to execute u n1versny or ~Dr ttare 
relationship marketing tactics nam ~g~rRfJPtnl~~~il'i!t-l~~, trust, commitment, price 
perceptions, alternative attractiveness, attitude towards switching, subjective norms, 

switching costs, switching behaviour, and variety seeking. Some authors (Abdullah et 

al., 2014: 374; Raza and Rehman, 2012: 5086) investigated relationship marketing 

tactics such as, service quality, price perceptions and reputation/brand image. The 

aforementioned relationship marketing tactics are considered important in the service 

industry (Nakhleh, 2012:539; Koi-Akrofi, et al., 2013: 80). 

The following section is going to give a brief discussion of loyalty programs, price 

perceptions, brand image and service quality as relationship marketing tactics. The 

service quality concept was given in greater detail in Section 3. 4. 

3. 6. 3. 1 Loyalty Programs 

In order to create and maintain a healthy relationship with customers many service 

firms, such as financial institutions, insurance, hotels, mobile service providers, have 

engaged in loyalty programs. These loyalty programs are part of relationship 

development activities (Mosahab et al., 2010: 73). Keeping loyal customers in long-

term relationships is beneficial to the sen·=-- .c=---· it not only creates great financial 
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profits, but also achieves acceptable competitive advantage for the firm (Yu, 2010: 7; 

Tsoukatos, 2007: 63). A successful loyalty program will reduce customers from 

purchasing/switching to other service providers and increase repeat-purchase rates 

and usage frequency (Sattari, 2007: 2). Studies have found that loyalty programs 

frequently lead to increase in repeated purchases, profitability and decreases to price 

sensitivity (Sattari, 2007: 2; Mosahab et al., 201 0: 73; Bove and Johnson, 2000: 493). 

Loyalty programs do not only increase customer retention, loyalty and trust, but they 

also increase a service firms total customer market share and also increase business 

revenue (Sattari, 2007: 2; Mosahab et al., 2010: 73). 

3. 6. 3. 2 Price perception 

Perceived price is the monetary value 

is willing to give up or sacrifice in order ;.~µ~~;;:1·...,,..-:,;:~,~""'uct or service (Zheng and Feg, 

2009: 11; Koi-Akrofi et al, 2013: 81 ). W s rvice providers customers are 

believed to strongly depend on perceiv price, t s prices are regarded critical in 

influencing customer purchase,decisions .(Koi-Aki:gfi ett a. 013: 81; Zheng and Feg, u n1versny or ~"Or are 
2009: 11 ). When faced with a pu~ ~9Wim ~Pz'&rs price perception differ 
among individuals, based on the amount a customer is willing to pay in relation to their 

need and wants (Koi-Akrofi et al, 2013: 81; Zheng and Feg, 2009: 11 ). Customers' 

price perception can be influence by customer service quality perceptions, Koi-Akrofi 

et al., (2013: 81) indicated that, customers often judge price relating to Service quality. 

Malik (2012: 70), states that low-prices level in some regards are likely to give negative 

perceptions to customers regarding quality. Customers price perception not only affect 

service quality perceptions, but also it affects customer satisfaction and trust towards 

service providers (Koi-Akrofi et al, 2013: 81; Zheng and Feg, 2009: 11 ), hence it is 

important for service providers to place reasonable prices on their services or products 

to ensure that they obtain positive customer satisfaction, trust and loyalty. 

3. 6. 3. 3 Brand reputation/image 

Brand building is not only important for marketing of physical products, but then it is 

also a vital issue for service firms (Koi-Akrofi et al., 2013; 82; Zhang and Feng, 2009: 

12). Brand image refers to perceptions or mental pictures of a brand that are formed 

and held in customers mind, through customers' response, be it rational or emotional 
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(Zheng and Feg, 2009: 12). The . relationship marketing concept indicates the 

importance of one-on-one relationships between business and customers as well as 

between customers and the brand (Zheng and Feg, 2009: 13). Customers perception 

about a brand are formed during customers contact experience with a brand and 

through word-of-mouth from other customers (Zheng and Feg, 2009: 13; Koi-Akrofi et 

al., 2013: 82). Therefore, it is important for service firms to create and maintain a good 

reputation through the provision of quality services on a consistent basis. 

3. 6. 3. 4 Service quality 
As previously mentioned, service quality is described as a comparison of customer 

expectation and actual service performance. The quality of services delivered is 

believed to contribute to customer ret tio 

base. The concept of Service quality h s 

2. 

elopment of a loyal customer 

d in greater detail in section 3. 

The above mentioned relationship marl< ing tactic elp in developing and maintain 

good quality relations betw~ Gustomers and...--differe org_anisation in need of un1versny or ~·orI are 
creating a sustainable customer b¥9gtH-1r@9rP~ eRefJ<et leaders. As mentioned 
before, due to the intangible nature of services it is important to develop relationships 

between customers and service providers in the service environment. 

3. 7 A RELATIONSHIP IN THE SERVICE ENVIRONMENT 

Meyer (2009) refer to Zeithaml and Bitner (1996) and Hume and McColl-Kennedy 

(1999) when discussing the concept of a possible relationship in the service 

environment. Meyer (2009: 40) states that, when there is interaction between the 

customer and service provider, the interaction can either be favourable or 

unfavourable. These service episodes can be referred to as 'moments of truths' or 

encounters (Meyer, 2009: 40 ). The interactions between the customer and service 

provider will in turn impact customers' perceptions of the service encounter and in the 

long run impact customers perceptions about the overall service delivery. This means 

customer relationship with a business is moulded by continuous service encounters 

(Meyer, 2009: 40). 
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3. 7. 1 Development of the relationship 

The interaction between service providers and customers can be referred to as a 

service encounter (Meyer, 2009: 40). If the interaction quality is greater than the 

sacrifice, the service provider is operating in zero of tolerance because the episode is 

associated with value created. A relationship is formed when an individual transaction 

is transformed into repeated episodes of interaction where value was created (Meyer, 

2009: 41 ). The interaction between service providers and customers can be divided 

into three different categories (Meyer, 2009: 41 ). The first being a service episode that 

has a single revenue steam and defined duration, the second an extended episode 

that is the same as the service encounter, but during the delivery more than one 

transaction is given. The third categ r, i t 

continues without a defined ending, thi e a service relationship (Meyer, 

2009: 41 ). Unlike a service encounter . eeds time to develop because 

customers and service providers have \te'!=ifff~mt~ iJ:er a period of time to obtain a 

common understanding of common expec n order for service relationships to 

be established they is need lw • • expectation and co-

production (Meyer, 2009: 42). Hil 19 Sta 
production limit disappointments because discrepancies in expectations and 

perceptions are removed as the relationship develops. Bettencourt, Ostrom, Brown 

and Roundtree (2002: 102) supports this idea when they concluded that co-production 

leads to the formation of effective and good quality relationships, where value for 

customers is created, while during the same process service providers creates a 

competitive advantage. Good quality relationships are established and maintained 

through willingness to learn and the ability to address issues through honest 

communications (Meyer, 2009: 43). 

3. 8 RELATIONSHIP QUALITY 

Relationship quality construct is the essence of the relationship marketing concept 

(Mirpuri and Narwani, 2013: 60; Yu, 2010: 6; Song, Su, Liu, and Wang, 2012; Zhan 

and Feng, 2009: 15). It is used to measure the effectiveness of relationship marketing 

tactics, and how they contribute in the formation of healthy long-tern relationships with 

customers (Nakhleh, 2012: 541 ). Successful business transactions can lead to a 

lasting buyer-seller relationship if properly handled from both a buyer and a seller's 
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point of view (Zhan and Feng, 2009: 15). Due to the intangible nature of services, in 

some service environment customers feel high uncertainty and risk; this can be 

reduced with the establishment of a good relationship quality (Zhan and Feng, 2009: 

15). 

There are no constant definitions regarding relationship quality in literature (Yu, 2010: 

6; Skarmeas and Robson, 2008: 172; Nakhleh, 2012: 541; Zhan and Feng, 2009: 15), 

but different views of what constitutes a quality relationship. Most researchers 

(Hanaysha and Hilman, 2015: 95; Nakhleh, 2012: 540; Velnampy and Sivesan, 2012: 

11; Zhan and Feng, 2009: 16) regard trust, satisfaction, and commitment as key 

components for measuring relationship quality. For instance, Nakhleh (2012: 540) 

described trust and customer satisf c components in measuring 

relationship quality. Similarly, Velnam (2012: 11) regarded trust and 

commitment as key factors in the fo ality relationships, with trust 

contributing more significantly than comt;Jiru~~~~~i and Alwie (2010: 83) described 

trust, commitment and relationship satisf • he most fundamental aspects of 

relationship formation that ca • . In addition, research 

by Mirpuri and Narwani (2013) studies and evaluated 

Relationship quality in terms of trust, affirmative commitment, satisfaction, affirmative 

conflict, which are described in more detail, below. 

3. 8. 1 Trust 

Trust is a key dimension of Relationship quality (Mirpuri and Narwani, 2013: 61; Bojei 

and Alwie, 2010: 85; Phiri, 2011: 2; Alawneh, 2011: 10) and is defined as the extent 

to which the customer has confidence that the service provider will deliver in terms of 

their expectations (Boonajsevee, 2005: 1 0; Alawneh, 2011: 1; Yu, 2010: 7). 

Specifically, Roberts et al., (2003: 17 4) argue that trust comprises two dimensions. 

Firstly, trust in credibility ( or honesty) which is defined as the extent to which 

consumers are confident that the information provided by the business is sincere and 

that the service provider has both the capacity and motivation to deliver in terms of 

their promise (Mirpuri and Narwani, 2013: 61 ). Secondly, trust in benevolence refers 

to the customers' perception that the service provider is concerned about their welfare 

(Mirpuri and Narwani, 2013: 61) so that if inadvertent or unforeseen circumstances 

arise which compmmise the delivery of the service as originally conceived, the service 
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provider will consider the customers interests foremost (Mirpuri and Narwani, 2013: 

61 ). 

3. 8. 1. 2 Commitment 

Commitment is the extent to which the relationship is viewed as desirable and 

sustainable in the long term (Skarmeas and Robson, 2008: 172; Mirpuri and Narwani; 

2013: 62) and consequently the customer will be prepared to put some effort into 

sustaining the relationship (Bojei and Alwie, 2010: 86) as well as accept minor errors 

or uncertainties during the delivery of the service (Alawneh, 2011 :6; Yu, 2010: 8). 

3. 8. 1. 3 Affective conflict 

Obviously there is no such thing as a p rte.'<~l:~~~rari1.sn1p, and affective conflict can be 

understood as the tension felt by t ,c;..,::;,~~::tJ:"H;~r suiting from overall level of 

incongruity between the aspirations an ~~~~![Lt e respective parties within the 
context of a business relationship (Mirp ri and N ani, 2013: 63; Skarmeas and 

Robson, 2008: 173). The gre r tt;ie level_Qf aff~e ~o fictthe greater the level of n1versny: or ~orI a1e 
perceived risk and consequently ioJ&l Eer I x'tfe H~nship quality (Chaudhuri, 
1997). 

Affective conflict is a negative attitude, (which could be understood as resentment, 

frustration and/or anger) towards the service provider (Brown et al., 1993) in contrast 

to manifest conflict which is where the negative thoughts are converted into actual 

(manifest) behaviour (Roberts et al., 2003). Consistent with the studies of Roberts et 

al. (2003) and (Mirpuri and Narwani (2013) affective conflict for the purposes of this 

study will be defined as "the retained level of conflict felt by the consumer". 

3. 8. 1. 4 Satisfaction 

Relationship satisfaction can be defined as a positive affective (sentimental) state 

resulting from the subjective evaluation by the customer of all their experiences with 

the service provider (Skarmeas and Robson, 2008: 172; Mirpuri and Narwani, 2013: 

62) and is a key dimension of relationship quality construct (Nakhleh, 2012: 541; 

Skarmeas and Robson, 2008: 172 ). Given the personal and subjective nature of 

relationships, a key driver of satisfaction is the extent to which the service is 

personalised (Nakhleh, 2012: 541; Mirpuri and Narwani; 2013: 62). 
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3. 9 LOYALTY 

Customer loyalty is a nebulous concept, which can be understood as both as: 1) being 

positively disposed towards a service provider as well as 2) actual (behavioural) 

support of the service provider (Dick and Basu, 1994; Mellens, Dekimpe and 

Steenkamp, 1996) and although both these constructs are both a form loyalty, they 

are distinct constructs (Beatty, Homer and Kahle, 1988; Pritchard, Havitz and Howard, 

1999). Although the concept of loyalty may be actualised differently, depending on the 

context it can be described as the intention of the consumer to continuously re-

patronize a service provider in the future (Gee et al., 2008: 361) and this definition is 

adopted for the purposes of this study. This approach (focusing on commitment rather 

than behaviour) is also justified by the he h t purchase behaviour may be 

habitual ( or perhaps lack of choice or t., . ...,_..,,"""'. 

the service provider) rather than inform 

Gustafsson, and Edvardsson, 2005), p 

market. 

'-'UM,l-17~osts associated with changing 

L ljander and Roos, 2002; Roos, 

n there are few options in the 

Customer loyalty is an imp 
1 

.............. .......... , service provider's 

customers because, besides the 1Y.;Jror.,~" ~·'f"..2"~ .hd't-,~eat purchase behaviour, 

loyal customers are less likely to be influenced by the promotional activities of 

competitors (Oliver, 1999) and less susceptible to negative word of mouth (Stank et 

al., 2003). In addition, because of the transaction costs associated with moving to a 

competitor, loyal customers are likely to be less price sensitive than new or occasional 

customers. Furthermore, loyal customers have a propensity to spread positive word 

of mouth (Bettencourt, 1997) and in so doing reducing the marketing costs (Chi et al., 

2009; Yu and Dean, 2001 ). 

3.10 SERVICE QUALITY AND LOYALTY 

The existence of a strong positive relationship between service quality and customer 

loyalty has been validated by many researchers (Adjei and Denanyoh, 2012: 85; Khan 

and Fasih, 2014: 337; Beibei, Shiyang and Jiahong, 2013: 11; Mosahab et al., 

2010:74; Agrawal, Gaur, and Narayanan, 2012: 281 ). Some researchers Adjei and 

Denanyoh, 2012: 85; Khan and Fasih, 2014: 337), have agreed that a direct 

relationship exist between customer loyalty and service quality. On the other hand 

empirical evidence exist which support the existence of an indirect relationship 
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between loyalty and service quality (Beibei, et al., 2013: 11; Mosahab et al., 2010: 7 4 ). 

Agrawal et al., (2012: 281) described customer satisfaction as a mediator on the 

effects of service quality on service loyalty. Similarly, research by Khan and Fasih 

(2014: 337) indicated that a customers' perception of service quality has considerable 

impact on their loyalty. Hence, service providers are required to exceed customer 

expectation as this will result in an increased customer base of loyal service users, 

which will result in increased profitability for the service provider. The quality of service 

delivered to customers plays an important role in determining the development, 

duration and strength of relationship between a firm and its customers. Hence, service 

quality is regarded as determinate of relationship quality (Agrawal et al., 2012: 281 ). 

3. 11 SERVICE QUALITY AND RE UALITY 

Service quality often has relevance i of an enduring buyer-seller 

relationship (Du and Tang, 2014: 28). ence shows that a significant 
relationship between service quality and ..,.~~•~~·lill,,, ... o,1r-ti~rip quality exists (Agrawal et al., 

2012: 280; Du and Tang, 20 . m e two constructs are 

related in the aspect that bottiTi ablishment of long-term 

relationships and enhancing customer loyalty. Despite being closely related, there is 

no consensus as to the directional relationship between relationship quality and 

service quality (Woo and Ennew, 2004: 1259: Keating et al., 2003: 229; Pepur, 

Mihanovic and Pepur, 2013: 100). Keating, Rugimbaba and Quaiz, (2003: 229); 

Chakrabarty et al., (2008); Hsieh and Hiang, 2004 and Hanaysha and Hilman, (2015) 

point out that service quality is an antecedent of relationship quality, meaning how 

customers view the quality of services offered by service firms has implications on the 

relationship quality. Study findings by Chakrabarty, Whitten and green (2008) shows 

a significantly positive relationship between service quality and relationship quality. 

Hsieh and Hiang (2004) study findings show that service quality has a significant 

influence on the relationship quality dimensions of trust and satisfaction. 

Additionally, study finding by Hanaysha and Hilman (2015) showed that service quality 

has a positive effect the relationship quality dimensions of brand trust, commitment 

and satisfaction. The research findings also showed that service quality has a 

significant positive effect on the overall relationship quality. In their study Yu and Tung 

(2012) also supported the notion that service quality has a positive effect on 
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relationship quality. Study findings showed that the relationship quality between 

customers and service firms emanates from how customers perceive the quality of 

services being provided. Caceres and Paparoidamis (2007) and Hsieh and Hiang 

(2004) indicated that enhanced customer perceptions of Service quality will influence 

aspects of relationship quality dimensions such as customer satisfaction and trust. 

Service quality is known to be a predecessor of customer relationship satisfaction 

(Herington and Weaven, 2009; Hu, Kandampully and Juwaheer, 2009), which is one 

of the main dimensions of relationship quality. Vrontis, Weber and Tsoukatos, (2007: 

1040), states that if customers perceive that the service provided is of high quality and 

provided fairly, the quality of their relationship with the provider increases. 

In contrast Woo and Ennew, (2004: 

perspective that relationship quality p e 

quality of relationship between custom r 

messo, (1987: 19) are of the 

quality. This means that the 

roviders has an effect on how 

customers perceive the quality of se • oo and Ennew (2004: 1266) 

argue that relationship quality precedes a ·--~ -.... positive effect on service quality, 

satisfaction and behavioural i t~IDll:W~tlt~Wi!Dl~~:tQ§rtt>rMi~r €Jie study findings also 
showed that relationship quality h <i#fluence on service quality. 

The effect of service quality on relationship quality differs with regards_ to the type of 

services being provided. In some service settings, customers and service personals 

have a close interaction as customers are co-producers of the service being provided 

to them. The quality of the relationship (customer to service provider interaction) can 

have a significant influence on how customers perceive the quality of services being 

provided. 

3. 12 RELATIONSHIP QUALITY AND LOYALTY 

Customer loyalty can be described as customer willingne~s/commitment to 

continuously re-patronize a service provider; this will in turn lead to the formation of 

long-term relationship with customers (Du and Tang, 2014: 28). Whilst, relationship 

quality is considered as a determinate of customer loyalty: which can be used to 

measure the strength of the customer to service provider relationship (Agrawal et al., 

2012: 278-81; Dithan, 2009: 23). The dimensions of relationship quality have different 

magnitude of influence on customer loyalty, with relationship satisfaction having an 

indirect effect through the trust-commitment link (Agrawal et al., 2012: 280). In 
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research by Dithan (2011: 51 ), findings revealed that there is a positive relationship 

between relationship quality and customer loyalty. This means that customers are 

willing to enter into long-term relationships with service providers if there is trust, 

commitment satisfaction and reciprocity. 

3. 13 AN EXAMINATION OF THE RELATIONSHIP BETWEEN 
RELATIONSHIP QUALITY, SERVICE QUALITY AND CUSTOMER LOYAL TY 

This study focuses on two antecedents of customer loyalty - service quality and 

relationship quality but the nature and extent of the relationship between these 

constructs is the subject of some conjecture. 

Some (Khan and Fasih, 2014: 332; Ar • , bdullah, 2013: 4; Koi-Akrofi et 

al., 2013: 80; Wang and Lo, 2010: 54; mdasa ukherjee and Malhotra, 2011: 

123) argue that service quality is an a t e 1 
~

10fs I tionship quality by virtue of its 
TUO LUMEN 

influence on the dimension of satisfacti . er hand, Wilson et al., (2008), 

however, have a slightly different view su e ing that while service quality is a 

focused assessment of reliabil nis • t.rr_nf~ fetn , pathy and tangibility, 
Together l;tExcellence 

satisfaction is more inclusive and tliat service quality is a component of customer 

satisfaction (Koi-Akrofi et al.,2013: 80). This rationale explains the view of some 

researchers (Woo and Ennew, 2004: 1252; Auruskeviciene, Salci_uvience and 

Skudiene, 2010: 23-26; Beibei, et al., 2013: 11; Mosahab et al., 2010:7 4) that although 

service quality does have an effect on customer loyalty it is mediated through 

relationship quality although others (Kwabena et al., 2014: 85; Khan and Fasih, 2014: 

337) argue that service quality has a direct influence on customer loyalty. 

While there is consensus that service quality and relationship qualityboth have a 

positive influence on customer loyalty, there is less agreement on the direction of the 

influence (Woo and Ennew, 2004: 1259; Keating et al., 2003: 229; Pepur, Mihanovic 

and Pepur, 2013: 100). There is an argument argue that Service quality has a positive 

influence on relationship quality (Keating, Rugimbaba and Quaiz, 2003: 229; 

Chakrabarty et al., 2008; Hsieh and Hiang, 2004; Hanaysha and Hilman, 2015) which 

could be through the dimensions of trust, satisfaction (Hsieh and Hiang, 2004; 

Hanaysha and Hilman, 2015) and commitment (Hanaysha and Hilman, 2015). In other 

words, if customers perceive that the service provided is of high quality, the quality of 
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their relationship with the service provider increases (Vrontis, Weber and Tsoukatos, 

2007: 1040). 

In contrast others, (Woo and Ennew, 2004: 1266; Gummesso, 1987: 19) are of the 

view that relationship quality precedes service quality suggesting that the quality of 

relationship influences how customers perceive the quality of services offered. 

However Woo and Ennew (2004: 1266) do concede that the extent of the influence of 

relationship quality on service quality may vary depending on the type of the service 

offered. Where the service requires a close personal interaction between the parties 

(in some cases to the extent that the customer is a co-producer), then the quality of 

the relationship can have a profound and significant impact on how customers 

perceive the quality of the service. 

Nevertheless, what is in accord in the i that a significant relationship 

exists between relationship quality, s .. nd loyalty (Huang, 2012: 53; 
Vrontis et al., 2013; Kumar and Lim, 20 2009; Du and Tang, 2014) and 

that the relationship between tpyse. variou~ cons~ts can be influenced by the nature 

of the service (Bae, 2012; De }trR~~~n~n~ o81ii~f21 or for that matter the 
1. ugemer zn xce ence -

culture of the respondents. 

Service quality is an important element for the sustainability of businesses (Meyer, 

2009: 35; Kokou, 2014: 58) as it leads to customer retention. The loyalty of existing 

customers will ultimately lead to improved financial performance as consistent service 

quality will retain existing customers and (through word-of-mouth) attract new 

customers and consequently reduce marketing costs (Meyer, 2009: 36). However 

while the positive influence of service quality on loyalty is well established (Anderson 

and Fornell, 1994: 242), the precise nature and extent of its influence in different 

contexts and environments is the subject of some conjecture. In particular the debate 

is whether service quality has a direct influence on customer loyalty or whether it is 

mediated through its influence on relationship quality (Heskett, Sasserr and 

Schlesinger, 1997). 
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3. 14 CONCLUSION 

The main goal of implementing relationship marketing tactics is to retain customers 

and gain a loyal customer base. To achieve this, effective execution of the relationship 

marketing concept is required; through provision of quality services and formation of 

good relationships with customers. This chapter gave a review on the relationship 

marketing concept and the different relationship marketing tactics, which are used to 

retain customers. Lastly, the chapter looked at relationships between relationship 

quality, service quality and loyalty. The following chapter is going to give a combined 

review of culture, relationship quality, service quality and customer loyalty with respect 

to the generation Y sub-culture market segment. 

University of Fort Hare 
Together in Excellence 
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CHAPTER FOUR 

THEORETICAL MODEL 

4. 1 INTRODUCTION 

As previously mentioned in the preceding chapter (3), the relationship marketing 

concept can be described as a marketing strategy that involves the use of different 

relationship marketing tactics so as retain customers and gain loyalty (Dithan, 2011: 

9; Raza and Rehman, 2012: 5086). Relationship marketing tactics, are conscious 

actions taken by an organisation in order for customers to purchase their goods or 

services (Koi-Akrofi et al., 2013: 80). At the core of the relationship marketing concept 

is the gaining of customer loyalty (Riz n, 11 n Listyawat, 2014: 3), which is 

attained through provision of quality se 

of good quality relationship with cust 

er retention and the development 

wm~w'r-r:W>1trl'11.™.,.1b~ 1,.os, 2007: 63). Therefore, the 

effective establishment of the relations • concept is imperative for any 

organisation as it enables the~to jncrea&e their~o altY. base and gain a comparative 
. n1vers1tv o or Hare . advantage over their competI or~Kanaaa'li.; 2 : ;. Ft6i=rouof1 et al., 2013: 80). -'l bgettrer in xce ~nee 

Customer loyalty is both an attitudinal and behavioural outcome, that is expressed 

through customers' willingness to commit to the some service provider or brand name 

repeatedly (Oliver, 2007; Onditi, Oginda, Ochieng and Oso, 2012: 225). 

A more detailed discussion of different relationship marketing tactics has been given 

in Section 3. 6. 3. In this study one of the relationship marketing tactics that has been 

discussed in· more detail is service quality. This is because service quality has proven 

to be one of the most researched concepts; this is because service quality has proven 

to be an important determinant for customer loyalty and satisfaction and also has a 

profound effect on customer retention. The study also gave a detailed discussion of 

the relationship quality concept, which is referred to as the essence of relationship 

marketing (Mirpuri and Narwani, 2013: 60; Yu, 2010: 6). This chapter presents a model 

which hypothesises a positive relationship between culture, service quality, 

relationship quality and loyalty; the model also hypothesises that culture can act as a 

moderator to the relationship between service quality, relationship quality and loyalty. 

The variables which make up the model are discussed in more detail in this chapter. 
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4. 2 THE HYPOTHESISED MODEL 

Hofstede's (1983) theory of national culture has proven to be the widely used theory 

of national culture which differentiates cultures between nations (De Mooij and 

Hofstede, 2011: 181; Sabiote, Frias, and Castaneda, 2011: 163), in most cross-

cultural research on consumer behaviour (De Mooij and Hofstede, 2011: 181 ). As 

previously mentioned in Section 2. 4. 1. 1 the theory has five cultural dimensions 

namely, individualism/collectivism, uncertainty avoidance, power distance, long-

term/short-term orientation and masculinity/femininity. The dimensions have been 

widely used in most cultural studies, to evaluate cultures effects of customers' Service 

quality expectations, b_ehavioural intentions (i.e. loyalty, satisfaction) and relational 
behaviour (Maiyaki, 2013; Hanzaee a ,,..,.\ .... IJ,' ,...,.,V"•,.,u , 12; Li and Mantymaki, 2011; 

Sabiote et al., 2011 ; Hofstede and De 

Hofstede's (1983) frame work was use 

the most reliable measure of national c 
1,.1..!!!::~~~ 

ecause it is considered to be 

e et al., 201 1: 163). Hofstede's 

cultural dimensions play an Jq:1I:)Qrtant rotle in Aeterminjqg how customers expect u n1vers1 y or ~·ort ttare 
services to be delivered (Sabiote e:W}gef8i1f itPE~& fJH~Rurposes of this study only 
three of the five dimensions where used. The study used the dimensions of uncertainty 

avoidance, individualism/collectivism and power distance. Earlier studies (Jung and 

Kau, 2004: 364; Abhay, 2012: 6; Roozmand, Ghasem-Aghaee, Nematbakhsh, 

Baraani and Hofstede, 2011: 18; Hofstede and De Mooij, 2011: 85; Maiyaki, 2013: 13) 

have shown that they can explain certain elements of consumer behaviour. 

The current study is a cross-cultural study making comparison between Germany and 

South Africa using Hofstede's' (1983) cultural dimensions. This is because the 

countries score differently on these dimensions. The Hofstede's centre, (2015) 

showed that on the power distance dimension Germany scored 39% while South 

Africa scored 49. The scores indicates that Germany is not among the low in power 

distance countries (The Hofstede's centre, 2015), however when it compared to South 

Africa, Germany is less tolerant of power distance. Germanys are described as a 

nation that dislikes control. When it comes to the dimension of individualism Germany 

and South Africa scores were almost similar, Germany scored 67 while South Africa 

scored 65, showing that both nations are individualistic. In Addition, when it comes to 

the dimension of uncertainty avoidance Germany scored 65 while South Africa scored 
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49, this score indicates that South Africa has a low preference for uncertainty which 

does not accommodate uncertainty, rather they prefer instructions so as to avoid the 

unknown, while on the other hand Germans has a slight preference for uncertainty 

(The Hofstede's centre, 2015). A more detailed discussion of Hofstede's (1983) 

cultural dimensions is given in Section 2. 4. 1. 1. 

In this study culture, service quality and relationship quality act as independent 

variables, while customer loyalty servers as the dependent variable. Culture is posited 

to have a moderating effect on the relationship between service quality, relationship 

quality and loyalty. The hypothesised relationships and proposed hypothesised model 

are depicted in Figure 4. 1. 

·yersit ort, 
To~ i 2Excell ce 

I 
', I 

' ' 
Direct relationship 

) 
Moderating effect 

(Source: Researcher's own construction) 

Support has been found in literature (Motamedifar et al., 2013; Roy and Eshghi, 2013; 

Agrawal and Gaur, 2012; Dithan, 2011; Chakrabarty et al., 2008; Kwabena, Adjei and 

Denanyoh 2014; Khan and Fasih, 2014; Beibei et al., 2013; De Mooij and Hofstede, 

2011; Anuwichanont, 201 0; Maiyaki, 2013; Aksoy, et al., 2012; Thompson et al., 2008; 

Malai and Speece, 2005) which supports the hypothesised relationships between the 

independent and dependent variables identified in this study. The following section 

present empirical evidence in support of these hypothesised relationships. 
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4. 3 RELATIONSHIP QUALITY 

Kaufmann (2015: 495) described relationship quality as customers'/parties' perception 

or judgement of a personal, business or exchange relationship, often based on trust, 

commitment, reliability and mutuality. The ability of service providers to formulate 

strong and effective relationships with customers is believed to result in the creation 

of long-term relationships. As previously revealed in Section 3. 10, there is no 

consensus in literature as to the direction of the relationship between relationship 

quality and service quality (Keating et al., 2003: 229; Pepur et al, 2013: 100). 

4. 4 RELATIONSHIP QUALITY AND SERVICE QUALITY 

The concepts of relationship quality a 

aspect that, they both contribute to g 

lity are closely related, in the 

loyal relationships between 

customers and service providers. No • - i agreements pertaining to the 

nature of the relationship between rela i , nd service quality, a positive 

and direct relationship has been found (C -- ........ c.==. .... - et al., 2008; Yu and Tung, 2012; 

Agrawal and Gaur, 2012). University of Fort Hare 
Together in Excellence 

It is therefore hypothesised that: 

H1: Service quality will have a significant influence on relationship quality 

4. 5 SERVICE QUALITY 

Service quality is categorised as one of the relationship marketing tactics, and 

contributes to the formation and sustaining of long-term relationships between 

customers and service providers (Koi-Akrofi et al., 2013; Abdullah et al., 2014: 374; 

Raza and Rehman, 2012). The provision of quality services on a consistent basis is 

believed to contribute to customer loyalty. 

4. 6 SERVICE QUALITY AND LOYALTY 

Service quality is considered to be one of the most frequently investigated customer 

loyalty determinants (lvanauskiene and Volungenaite, 2012: 114 ). It has been 

indicated that service quality is very important for the satisfaction of customers, which 

in turn impacts customer loyalty (Siddiqi, 2011: 18; Cronin and Taylor, 1992; Oliver, 

1999). This implies that an indirect relationship exist between service quality and 

customer loyalty. In contrast, some researchers (Kwabena, Adjei and Denanyoh 2014: 
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85; Khan and Fasih, 2014: 337; Adeleke and Aminu, 2012: 221; Agyei and Kilika, 

2013: 26), suggests that a direct relationship exist between customer loyalty and 

service quality. The existence of a strong positive relationship between service quality 

and customer loyalty has been validated by many researchers (Kwabena et al., 2014: 

85; Khan and Fasih, 2014: 337; Beibei et al., 2013: 11 ). 

It is therefore hypothesised that: 

H2: Service quality will have a significant influence on loyalty 

4. 7 LOYALTY 

Customer Loyalty is a commitment on the part of the customer to maintain a 

relationship and a devotion to buy a pr c repeatedly (Oliver, 2007). As a . 

result customer loyalty can be describ 

outcome, which may result from satisfac i dlto 111 ru1:11 xperiences (Egan, 2008: 291; 

Gee, Coats and Nicholson, 2008: 36 , 2009: 75). Loyalty can be 

defined as a deeply held commitmen ---......-• ase or re-patronise a preferred 
service/product consistently iT :i.1an.-oi,..i::r ""'• - i fu i attS1;mu.fPepetitive same-brand 

or same brand-set purchasing, d ~1Mlu~ ~f<t~es and marketing efforts 

having the potential to cause switching behaviour (Oliver, 2007: Bello, 2012: 21; 

Mirpuri and Narwani, 2013: 63; Gee et al., 2008: 360). 

As mentioned above customer loyalty can be viewed from a behavioural and an 

attitudinal perspective (Bello, 2012: 21; Rai and Srivanstava, 2014: 138), with 

behavioural loyalty characterising customers' behaviour as passive and habitual, 

hence it suggests that repeated purchase of a brand or service overtime by customers 

express their loyalty (Bello, 2012: 21; Rai and Srivanstava, 2014: 134). While, 

attitudinal loyalty characterises customers' repeated purchase decision as more active 

and deliberated, as a result attitudinal loyalty can be defined as an individual's overall 

attachment to a product or service based on affective and positive customer 

preferences (Gee etal., 2008: 360; Bello, 2012: 20; Rai and Srivanstava, 2014: 138). 

4. 8 RELATIONSHIP QUALITY AND LOYAL TY 

A wide body of literature exists which looks at the relationship between relationship 

quality and customer loyalty (Roberts et al., 2003; Motamedifar, Nadimi, Mojdehi, 
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Kandsar and Razavipour, 2013; Roy and Eshghi, 2013: 447; Nwakanma and Jackson, 

2007: 58), in these study customer loyalty acted as the dependent variable. The 

purpose of doing this is to show that good relationship quality contribute to loyalty of 

customers (Motamedifar et al., 2013: 1869) . 

. Roy and Eshghi, (2013: 447) and Nwakanma and Jackson, (2007: 58), described 

relationship quality as an important determinate of customer loyalty. In a study 

conducted by Shpetim, (2012: 20) study findings show that two key components of 

relationship quality namely, satisfaction and trust are contributing factors to the 

creation of customer loyalty. Shpetim (2012: 20) went on to state that when customers 

are satisfied with their service experience they will develop trust towards the service 

provider. This is shown though custom r. o continue interacting with the 

service firm. Consequently, this will res , ion of closer relationships and 

increase in customer loyalty (Vuuren, rd and Tonder, 2012: 96; Yu, 

2010: 7; Tsoukatos, 2007: 35). The exis,:_~~~~~~ely good relationships between 

customers and service personnel will returning for further 

purchases and recommendin d friends (Yu, 2010). 
Together in Excellence 

The gaining of customer loyalty has proven to be the objective of many organisations. 

Researchers have agreed that, loyalty is an outcome of service provider's ability to 

keep effective and healthy long-term relationships, built on the bases of trust and 

commitment (Roy and Eshghi, 2013: 447; Nwakanma and Jackson, 2007: 58). The 

quality of relationship between parties involved is believed to be a determinate of 

customer loyalty (Motamedifar et al., 2013: 1869; Leverin and Liljarider, 2006). There 

is a general consensus that customer loyalty is a result of good business relationships 

(Kaufmann, 2015: 495). Previous studies by Agrawal and Gaur (2012: 278-81 ), Dithan, 

(2011: 23), Zeithaml et al., (1990) and Khan and Fasih (2014: 337) reveals that, the 

strength of the relationship between customers and service providers contributes 

greatly to customer loyalty. 

It is therefore hypothesised that: 

H3: Relationship quality will have a significant influence on loyalty 
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4. 9 THE EFFECT OF CULTURE ON SERVICE QUALITY, RELATIONSHIP 

QUALITY AND LOYALTY. 

Culture is an important element in understanding behaviour of the consumers and this 

construct is constantly evolving due to environmental changes, technological 

advancements, generational difference and globalisation, resulting in a (constantly 

dynamic) divergence and convergence of cultures (De Mooij, 2004: 76). Culture 

remains one of the most influential factors of customer behaviour (Pandey and Dixit, 

2011: 21; Soares, Farhangmehr and Shoham, 2007: 26), hence it has become vital 

for market providers to understand culture's influence on consumers (Pandey and 

Dixit, 2011: 23; Jung and Kau, 2004: 366). Notwithstanding, the argument that the 
technological revolution in information t ori.""r,,,,..""""th , ' as taken place in the last three 

decades, has transformed the cultu a by exacerbating differences 

between generations while at the sam j 'a ing the convergence of values 

and the behaviour of generation Y cons de, 1983) argues that national 

cultures are stable extremely stable over tim . it is argued that there will . . 
still be significant difference b9Mrelentllfi6i] 0f 'IWoGJf.fdt)tl~ (from Germany and 

South Africa) in terms of how ther08lf~'r~dTl:h~XfmYBRJ~ce of service quality and 

relationship quality as antecedents of loyalty. Supporting this argument is that all of 

the respondents are university students and that the existing (traditional) values will 

be reinforced by the belief that themselves are products of their countries dominant 

cultural value systems (Kowk and Tadesse, 2006). Consequently it is hypothesised 

that: 

H4: Culture will moderate the relationship between service quality, relationship quality 

and loyalty. 

Cultural differences between individuals make them to exert different perceptions on 

the quality of a product or service (Hanzaee and Dehkordi, 2012: 1406). Cultural 

differences between nation result from difference in economic, political, and 

technological advancements. The current study focused specifically on whether the 

difference in culture between Germany and South African made generation Y 

customers to exert different- value to service quality, relationship quality and loyalty'. 

Consequently the following sub-hypotheses are articulated: 
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H4• 1: There is significant difference (between Germans and South Africans) in respect 

of the extent of the relationship between service quality and relationship quality 

H4•2: There is a significant difference (between Germans and South Africans) in 

respect of the extent of the relationship between service quality and loyalty 

H4•3: There is a significant difference (between Germans and South Africans) in 

respect of the extent of the relationship between relationship quality and loyalty 

Cultural differences between nations can be explained by the variance in political and 

economic background and consequently score differently on different cultural 

dimensions. However there is some debate whether Hofstede's (1980) cultural 

dimensions can be applied to the South African context because of its plethora of 

different ethnic groups namely black , English speakers, mainly of 

British descent, Afrikaans speakers m escent, Coloureds and Asians. 

(Smit, DeJ Cronje, Brevis and Vrba, 2 African consists of nine tribal 

groups, each with its own cultural heritag~~~~~ i, and sense of identity. Broadly 
speaking, the African value system is c nown as Afrocentric, while the 

whites are referred to Euroce t • . rt Hare 
Together in Excellence 

Smit et al. (2007), described Individuals that fall within the Afrocentric group as 

Collectivistic, high in power distance and high in uncertainty avoidance. While, 

individuals that fall within the Eurocentric group tend to be individualistic, low in 

uncertainty avoidance and high in power distance. Similarly, a study by Addison (2006) 

described South Africa to be a high power-distance, collectivistic, femininity, and low 

uncertainty avoidance. The study went on to make a distinction between the white 

population and the black population within South Africa. Study findings show that both 

ethnic groups hand a low preference for power distance, and were individualistic. 

However, they scored differently on the dimension of uncertainty avoidance with 

whites having low preference for uncertainty avoidance, while black were high in 

uncertainty avoidance (Anderson, 2006). 

According to the country scores which Hofstede's (2015) determined on the 

dimensions of power distance South Africa scores 49 on this dimension which means 

that people to a large extent accept a hierarchical order in which everybody has a 

place and which needs no further justification (The Hofstede's centre, 2015). While on 

the other hand, despite being highly decentralised and supported by a strong middle 
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class, Germany is surprisingly not among the low power distance countries scoring 35 

(The Hofstede's centre, 2015). An earlier study by House et al., (2004) and Hiedtmann 

(2011: 58), described Germany as a middle ranking power distance culture. 

Hofstede's (2015) classified South Africa as an individualistic culture scoring (65). This 

means there is a high preference for a loosely-knit social background in which 

individuals are expected to take care of themselves and their immediate families' only 

(The Hofstede's centre, 2015). Similarly, Germany is also regarded as a true 

Individualistic culture with a score of (65). 

The Germany society is described as risk-averse when in come to it tolerance on 

ambiguous situations (Heidtmann, 2011 . According to scores by Hofstede (2015) 

Germany follows a high uncertainty av icraritoeLm!lt scoring (65). This implies that, 

there is a strong preference for deduc 1 ______....__ n inductive approaches, be it in 

thinking, presenting or planning and G"""'·~.;;,+ ~ur~Nil~~ ~ii.;::::::~I o compensate for their higher 
uncertainty by strongly relying on expe centre, 201 5). These findings 

are supported by earlier studies (Hledtmar~m, ~ - South Africa is described as a low 
rt . t .d . lJn1vers1is· of ort HarP- 1 f . + unce aIn y avrn ance sconng 'f4~ JvDiearun o Alncans liave a ow pre erence ,or 1ogetn zn xceuence 

avoiding unknown situations. Individuals within a culture that is low in uncertainty 

avoidance believe that, there should be no more rules than necessary and if the 

ambiguous does not work they should be abandoned or changed (The Hofstede's 

centre, 2015). As previously mentioned, Hofstede's scores are based on the white 

population with in the South African nation. Smit et al., (2007) also described South 

Africans (Eurocentric/Whites) as low in uncertainty avoidance, while Afrocentric (black 

Africans) are regarded as high in uncertainty avoidance. 

The above mentioned scores for South Africa are however based of the Eurocentric 

(white) population (The Hofstede's centre, 2015), thus they don't apply to the 

Afrocentric (black) population. Accordingly it is there for hypothesised that: 

H5: There is a significant difference in the Power Distance score between Germans 

and South Africans 

H6: There is a significant difference in Collectivism score between Germans and South 
Africans 

H7: There is a significant difference in the Uncertainty avoidance score between 

Germans and South Africans 
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4.11 CONCLUSION 

In this chapter the proposed hypothesised model was presented and several 

hypotheses formulated. The dependent variable was identified as loyalty; service 

quality, relationship quality and culture were identified as independent variables, with 

culture having a moderating effect on the relationship between relationship quality, 

service quality and loyalty of customers. The above mention variables were 

hypothesised as being influenced by culture. Empirical evidence was presented to 

support the hypothesised relationships between the underlying independent and 

dependent variables. The following chapter, chapter five is goirig to discuss the 

research design and methodology adopted in this study in order to address the 

research objectives. 

University of Fort Hare 
Together in Excellence 
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CHAPTER 5 

RESEARCH DESIGN AND METHODOLOGY 

5. 1 INTRODUCTION 

This chapter discusses the research methodology and design used to examine the 

moderating effect of culture on relationship quality and service quality on the loyalty of 

generation Y customers in the mobile phone market. The quality of research findings 

is directly linked to the validity of the research methodology and design employed. This 

chapter focuses on the research methodology and design used in this study. A 

research methodology is a frame work 

collected and analysed in order to eval a 

e planning, gathering, analysis 

o be aware of how the data was 

r h findings, and to make proper 

conclusions and recommendations (Kr°\'~~~~~IY' 

Chapter 1 presented the prim~¥ 09jective. oft e study namely, to analyse how culture 
moderates the impact of re1ch1J?i!l(i-'pf~Ui¥yoi, 'J&i¼i&J~~lity on the loyalty of 

Toqethe
1?m Excellence 

generation Y. The main objective of chapter five is to justify the research design and 

methodology used in order to achieve the objectives of this study. This chapter 

explains and justifies the research design. In this regard the population of the study, 

sampling size and data collection are considered. The operationalisation of the 

variables is discussed as is the development of the measuring instrument. The tests 

employed to assess the validity and reliability of the instrument used to measure the 

variables in the theoretical model will be discussed. This chapter will conclude with a 

discussion of the statistical technique used to analyse the data. 

5. 2 RESEARCH PARADIGM 

A paradigm can be seen as basic beliefs directing researchers' actions in a net of 

epistemological, ontological and methodological premises (Pasian, 2015: 35; Thomas, 

2010: 292). Collis and Hussey (2009: 11) described a research paradigm as the belief 

system that guides how research ought to be conducted, based on the individuals 

philosophies and their assumptions about the world and the nature of the knowledge. 

Due to the nature and purpose of this study, the epistemology research paradigm will 

only be explained. Epistemology mainly constitutes accepts of knowledge in the field 
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of study (Thomas, 2010: 292). It involves the concepts of knowledge, evidence, 

reasons for believing, justification, probability and what ought to be believed. This 

philosophy is usually divided into positivism and interpretivism (Pasian, 2015: 35). 

The positivist paradigm holds that knowledge is absolute and objective and that a 

single objective reality exists (DeVellis, 2005: 12). Positivism is equated with the 

scientific method, whereby knowledge is discovered by controlled empirical means, 

such as experiments (DeVellis, 2005: 12). This research paradigm is intended to 

produce an exact representation of reliability and unbiased free results (DeVellis, 

2005: 12). A positivist research paradigm relies mainly on quantitative research 

methods where data comprises primarily of numbers, measure and analysis 

conducted by statistical methods (DeV 1·s .. , ..... ~·-...,,. 

lnterpretivism by contrast aims to find or underlying meanings and 

adheres to the ontological assumption s, which are time and context 
dependent (DeVellis, 2005: 12). As will b exp inecf section 5. 3, this study is using 

a quantitative research approach, Becavse o l he nature of the study a positivist 

research paradigm was emplo\leY..1¥~f rSte1~llarftii~\!!~ ,s~ased on the fact that 
toge ~ner zn .fixceuence 

positivist research paradigm concentrates on description and explanation, where 

thought is governed by explicitly stated theories and hypothesis. 

5. 3 Types of research designs 

A research design is the logical and systematic plan for conducting research and it 

constitutes a 'blue print' of collecting, measuring and analysing data (Maboe, 2009: 

61 ). A research design is a fundamental element of research as it enables smooth 

sailing of the different research operations (Khan, 2008: 30). It involves coming up with 

the research methods that will help govern how the information would be obtained. In 

selecting a research design a choice can be made between exploratory, descriptive 

and casual research design. The aforementioned research designs are going to be 

considered below. 

5. 3. 1 Experimental research 

In an experimental research, there is control and manipulation on on·e or more 

independent variables (McDaniel and Gates, 2010: 223). Experimental research holds 
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the greatest potential for establishing the cause-and-effect of relationships, hence 

enabling an exploration of the existence and nature of a causal relationship (Hair, 

Black, Babin and Anderson, 2010: 77; McDaniel and Gates, 2010: 223). A causal 

relationship permits for causal inference to be made, meaning it seeks to identify 

cause and effect relationships to indication that one event actually make another 

happen (Churchill and Iacobucci, 2010: 60; Zikmund and Babin, 2010: 53). 

5. 3. 2 Exploratory research 

Exploratory research is conducted to reveal issues related to understanding and 

defining the problem correctly (Churchill and Iacobucci, 2010: 60). An Exploratory 

research design is ideally suited when few or no earlier studies have been conducted 
on a research problem (Collis and Hu11.._,....,.,.<:..,.,, ,~• :1,v,cv The main aim of exploratory 

research is not to provide conclusive 

course of action, but to provide formal ~ ~ 11NA'-f11,r-.,,f-(.lJlll!H1 

(Zikmund and Babin, 201 0: 50). 

hich to determine a particular 

r asthatneedsfurtherresearch 

5. 3. 3 Descriptive resear niversity of Fort Hare 
Together in Excellence 

A descriptive research is attributed as methodically, describing a situation, problem, 

service or program, or provides information about a community or describes attitudes 

towards an issue (Rahman and Azhar, 2010: 97). Descriptive research involves the 

use of statistical data to obtain or find a relationship between a single and few variables 

(Kolb, 2008: 25). The mostly used approaches to conduct descriptive research are 

surveys (Kolb, 2008: 25). A descriptive research can be used to describe the 

characteristics of specific groups of people, and estimate the amount of individuals 

reacting and behaving in certain ways (Churchill and Iacobucci, 2010: 84 ). Unlike 

exploratory research, descriptive research is conducted with considerable 

understanding of the situation being studied ·(Zikmund and Babin, 2010: 53). The 

current study implem~nted the descriptive research method, as a result of its ability to 

establish relationships between specific variables, with no intention to alter the 

behaviour or conditions of the variables (Thomas, 2010: 296). 
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5. 4 CATEGORIES OF RESEARCH APPROACHES 

There are three different types of research approaches namely qualitative, quantitative 

and mixed method, with qualitative and quantitative research being the commonly 

discussed research methods (Shiu et al., 2009; Kolb, 2008; Bradley, 2013: 48). 

Qualitative and Quantitative research designs are going to be discussed below. 

5. 4. 1 Qualitative versus Quantitative research approach 

A distinction and comparative analysis of the qualitative and quantitative research 

approach is essential for proper identification of the research design that will be 

adopted in a study. Quantitative research is defined as a technique that make use of 

structured close-ended questions whi e ermined answers possible in 

surveys or questionnaires that are distr r number of participants (Hair 

. et al., 2010: 78). Quantitative research o e directly related to descriptive 

and causal research designs than to exn1I~r-:at1ffi~\:s'Jtms (McDaniel and Gates, 2010: 

106; Bradley, 2013: 268). Quantitative res ...... c.u-.vt+~~vually gathers numerical data from 
large samples with the aim of ad~W~mWErVtlO.c -~-' ~lll'a~ n~~wicstatistical procedures, 

testing theories and in so doing bJiB{/fJJJ'ffi~ffJ.T(f3ffi§ et al., 2009: 171; Cant et 

al., 2006: 234). The main aim of quantitative research is to provide specific facts that 

decision makers can use to make accurate predictions and gain meaningful insights 

or verify and validate existing relationships (Tustin et al., 2005: 89; Shiu et al., 2009: 

17; Bradley, 2013: 268). 

On the other hand, qualitative research can be defined as a methodology that 

addresses research objectives through techniques that allows the elaboration and 

interpretations of data without depending on numerical measurements (Shiu et al., 

2009: 169). Most importantly, qualitative research focuses on discovering true inner 

meaning and new insights, often through the use of exploratory research (Bradley, 

2013) and the use of small samples in order to build new theories (Bradley, 2013: 268; 

Shiu et al., 2009: 171 ). Qualitative research does not involve the application of specific 

numbers to measure variables or use of statistical procedures to numerically specify 

a relationship strength (Zikmund and Babin, 2010: 131; Kolb, 2008: 29). 

Unlike qualitative research, quantitative research involves surveys or experienced filed 

workers to collect data useful in addressing research objectives (Shiu et al., 2009: 
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171 ). The main goal of this research method is to provide specific fact about a research 

problem or opportunity (Shiu et al., 2009: 17; Bradley, 2013: 268). 

For the purposes of this research quantitative research was used as it allows for larger 

sample size to be used to produce generalizable results of the population (Hair et al., 

2010: 78; Shiu et al., 2009: 171 ). It provides quick, effective and inexpensive 

responses and analyses data by apply simple statistical tools (Hair et al., 2010: 78; 

Zikmund and Babin, 2012: 136-147). Another advantage of a quantitative design is 

that it provides meaningful insight to relationships between market factors and 

behaviours. Through the quantitative method a direct link between the concepts of 

culture and relationship quality, service quality and customer loyalty can • be 

determined, as well as the relations , rvice quality and relationship 

quality. 

5. 5 DATA COLLECTION 

There are two methods of data primary data collection and 
secondary data collections m tH1rn1~1trt11g~:~u:1ie1:;<1tt11S1wrer 

Together in Excellence 
5. 5. 1 Secondary data collection 

Secondary data refers to already existing data which was collected for other purpose, 

but relevant to a particular research problem (Malhotra and Birks, 2007: 94; Malhotra, 

2007: 106; Kolb, 2008: 23). Secondary data unlike primary data holds the advantage 

that it is readily available, thus it is a cost effective method of data collection (Malhotra 

• and Peterson, 2006: 106). Extensive literature on culture, service quality, relationship 

quality, customer loyalty and the mobile phone industry was collected as part of 

secondary data. This information was collected from various academic journals, text 

books, academic dissertation, thesis, websites such as University of Fort hare (UFH), 

Rhodes University (RU), Nelson Mandela Metropolitan University, (NMMU), University 

of Cape Town (UCT) and University of Johannesburg (UJ) online library resources 

were used, to provide an in-depth literature review of culture and the relationship 

marketing concept. 

Despite secondary data being valuable in explaining similar situations, it is not able to 

explain the current/exiting situation and thus the need to conduct primary research so 
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as to collect primary data (Malhotra, 2007: 106). The following section gives a detailed 

discussion of the primary data collection method. 

5. 5. 2 Primary data collection 

Primary data is data which has been collected by the research through survey, 

observations and experiments in order to solve the research problem under 

investigations (Kolb, 2008: 23; McDaniel and Gates, 2010: 72). The collection of 

primary data, gives meaningful insights on the current research problem being 

investigated. For the purpose of this study, an insight was gained · on how culture 

impacts generation Y customers service quality perceptions, relationship quality and 

loyalty in the mobile service industry throu h the collection of primary data. Descriptive 

research designs utilised surveys as da a'lS{9.'1-[8(;t4.ofJ1,,.r,J 

used this method, section 5. 5. 7 give 

method used. The following sub-sectio S 11 Mn\-1, rM,..1•1•M1.s., n K 

collect primary data. 

hod, thus the current research 

i cussion of the data collection 

ive measures taken in order to 

5. 5. 3 Population and samp i iversity of Fort Hare 
Together in Excellence 

Churchill and Iacobucci, (2010: 283) defined a target population as the total number 

of cases that conform to predetermined specifications. The important element of a 

target population is that it shares a common set of characteristics (Hair et al., 2010: 

131 ). For the purpose of this study, the target population is represented by generation 

Y customers from both Germany and South Africa who were between the age of 18 

and 35 at the time the study was conducted. More specifically, the study includes those 

who own a mobile phone and make use of mobile phone services offered by different 

service providers within their respective countries. It is from this population of interest 

that a sample unit is drawn (Cooper and Schindler, 2013: 239). In order to collect data 

from the chosen sample there are two types of sampling techniques that can be used, 

namely, probability sampling and non-probability sampling. The sampling techniques 

will be considered below. , 

5. 5. 3. 1 Probability sampling 

Probability sampling is a selection technique whereby the sampling units are selected 

at random (Hair, Wolfinbarger, Ortinau and Bush, 2010: 135). This means that every 

element within the target population has a known non-zero chance of selection (Kolb, 
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2008: 183; McDaniel and Gates, 2010: 332). There are different types of probability 

sampling methods than can be used to collected data from respondents these include 

simple random, stratified, systematic and cluster sampling (McDaniel and Gates, 

2010: 332; Kolb, 2008: 183). 

5. 5. 3. 2 Simple random sampling 

Gates (2010: 332) described simple random sampling as the best known and most 

commonly used probability sampling method. The sampling method guarantees that 

every member from the population of interest has a known and equal chance of being 

selected for the sample (Kolb, 2008: 184; McDaniel and Gates, 2010: 338). Zikmund 

and Babin (2010: 339) states that des an easy sampling method to 

undertake, the sampling technique req 1,\c;;.n,,,1.w.,'"'llcLI ' that result in increasing cost 

(Zikmund and Babin, 2010: 339). 

5. 5. 3. 3 Cluster sampling 

Cluster sampling is a probabirf: spmpling meffiod in which the population is divided 
into mutually exclusive groups (Ril-)({~};SJJ¥g~f ~<1f!atJ~~ a random sample of 'Toget~erznf/J;{~eaence 
cluster is selected (Lamb, Hair, McDaniel, Boshoff, Terblache, Elliott and Klapper, 

2010: 164; McDaniel and Gates, 2010: 340). The purpose of cluster sampling is to 

economically and efficiently obtain a sample from a large population that provides 

precise representation of the total population (Kolb, 2008: 186). McDaniel and Gates 

·(2010: 341) mentioned that there are two basic steps used to select the sample unit. 

The first step involved dividing the population into mutually exclusive and exhaustive 

subsets; secondly, a random sample of the subset is designated. This probability 

sampling method is applied when it is impossible to determine the exact number of 

people within a population (Kolb, 2008: 187; McDaniel and Gates, 2010: 341 ). 

5. 5. 3. 4 Systematic sampling 

It is a probability sampling method which involves selecting subjects from the 

population list, based on the sampling frame and predetermined number of 

respondents needed for the sampling. As a result of its simplicity this probability 

sampling method can be used a_s a substituted for simple random sampling (McDaniel 

and Gates 2010: 338). Its main advantage is that it is simple, less time consuming and 
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less expensive to use when compared to simple random sampling (McDaniel and 

Gates, 2010: 334 ). 

5. 5. 3. 5 Stratified sampling 

Stratified sampling is a technique in which the population is divided into different 

independent groups with each group containing similar characteristics (McDaniel and 

Gates, 2010: 339). This sampling technique is used to ensure that any differences are 

reduced and also when the aim of the study is to learn more about difference between 

groups (Kolb, 2008: 185). The sampling method has greater potential for efficiency 

and small possibility of sampling errors (McDaniel and Gate, 2010: 339). 

5. 5. 4 Non-probability sampling 

Non-probability sampling takes place _...-----...-._ unite are selected based on 
I IN 

personal judgment (Kolb, 2008: 24 ). T i . piing technique is used where 

probability sampling cannot be applie (Mc ame and Gates, 2010: 335). Non-

probability sampling techniques .are le~s exP,ensive to use when compared to 
probability sampling techniquJJ YJYfrt~,~ ~.Pl F5'Jfebt~<Yt~ample elements from ' togetnerzn :J!xJetlence 
the population of interest on a judgmental or convenient basis (Kolb, 2008: 193; Gates. 

2010: 335). Data can be collected more quickly, however careful consideration need 

to be taken in order to ensure that the population of interest is reasonably represented 

(McDaniel and Gates, 2010: 335). There are different types of non-probability 

sampling techniques that can be used namely, Snowball, Quota, Convenience and 

Judgmental sampling (McDaniel and Gates, 2010: 335). 

5. 5. 4. 1 Snowball sampling · 

This sampling technique is also referred to as referral sampling (Shiu et al., 2009: 482) 

and it involves identification and qualification of an initial set of participants, who can 

in turn help in the identification of additional participants to include in the study 

(McDaniel and Gates, 2010: 345). Snowball sampling is used when the target 

population is small, unique and hidden making the compilation of a complete list of 

sampling units difficult (McDaniel and Gates, 2010: 345; Shiu et al., 2009: 482). One 

of the main advantages of this sampling method is low search costs as respondents 

are selected based on referrals made by other respondents within the population of 

interest. However, sample quality is compromised due high level of bias associated 
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with this sampling methods (Zikmund and Babin, 2010: 432; McDaniel and Gates, 

2010: 345). 

5. 5. 4. 2 Quota sampling 

Quota sampling is a non-probability sampling technique in which quotas base on 

demographic characteristics (e.g. age, gender_ etc.), specific attitudes or specific 

behaviours are used to select prospective participants (Shiu et al., 2009: 481; 

McDaniel and Gates, 2010: 344 ). The core purpose of this sampling method is to 

assure that pre-specified quotas of the • population of interest are represented on 

selected variables which are believed as having major impact on the finding of the 

survey (Shiu et al., 2009: 482). The use of uota sampling method ensures that the 

professed suitable subgroups are ide in • , u ed in the survey (Shiu et al., 

2009: 482). Shiu et al., (2009: 482) t~ ic te t t an inherent limitation of the 
VIDE 

technique is that the success of the s a n be dependent on personal 

decisions. 

5. 5. 4. 3 Judgemental sam iversity of Fort Hare 
Together in Excellence 

Judgemental sampling is also referred to a purposive sampling (Shiu et al.,2009: 481) 

and it involves selection of sample elements based ori the researchers judgment about 

representativeness of the population of interest (McDaniel and Gate, 2010: 344 ). This 

non-probability sampling technique is suitable for certain types of forecasting, and if 

the judgment of the investigator is correct the sample is guaranteed to meet specific 

objectives (Shiu et al., 2009: 481; Zikmund and Babin, 2010: 432). However, this 

sampling method is prune to bias due to expert's beliefs which may make sample 

unrepresentative (Shiu et al., 2009: 481; Zikmund and Babin, 2010: ~32). 

5. 5. 4. 4 Convenience sampling 

Convenience sampling is a non-probability technique in which sample elements are 

selected based on accessibility/ availability (McDaniel and Gates, 2010: 344; Shiu et 

al., 2009: 480). This sampling method is economical and enables large amounts of 

data to be collected in a relatively short period (McDaniel and Gates, 2010: 344 ). For 

the purposes of this study, convenience sampling technique was adopted. The 

sampling technique was used primarily due to time and resource constraints. 
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5. 5. 4. 5 Sample size 

There is no consensus in the various studies about how large a sample should be, but 

the rule of thumb is: the larger the better (Hair et al., 2008; Pallant, 2011 ). In general, 

the size of a sample can be determined by three different factors namely, variability or 

level heterogeneity, magnitude of acceptable error and confidence interval (Zikmund 

and Babin, 2010: 461 ). The high the level of heterogeneity the larger the sample size, 

this will result in a more accurate research as increase in sample size will reduce 

sampling error (Zikmund and Babin, 2010: 461 ). A further consideration is the issue of 

normality and where it is claimed that the negative effect of non-normality can be 

serious in small sample size (less than 50 cases), while with a larger sample size (the 

current study sample size is 44 7) t ct of non-normality may be 

negligible (Tabachnick and Fidell, 20 . 2008). However when non-

probability sampling methods are use , n of sample size is sometimes 

more of subjective, based on factors su~~~~!~~~ies, experience or the amount 
of resources available (Shiu etal., 2009: 

In respect of Structural EquatPon11i.Y~Ji~J~P~f -{~1!Ja);i%~~sults can be found in 
I 

1"'?ogetm~r ln JY{i~~rence 
sample sizes as low as 50, it is recommended that minimum sample size should be 

between 100 and 150. In multi-variant analysis, and although there is some conjecture 

on the topic, at least the five respondents per variable times are required (Andersen, 

2008: 3). Consequently, with SEM, a minimum sample size of 100 is preferable with a 

maximum of 500, as a greater number may compromise the effectiveness of this 

technique (Hair et al., 2010). 

The sample size in this study is made up of 447 university students 221 from South 

Africa and 226 university students from Germany. Respondents from this population 

of interest were approached on a convenience sampling basis and requested to fill-in 

the questionnaire. The 44 7 usable questionnaires returned represent a sample size 

that is adequate for the intended statistical analysis. 

5. 5. 7 Data collection method 

A survey is defined as a method of collecting primary data based on communication 

with the respondents of a sample representing the population of interest (Gaiser and 

Schreiner, 2009: 47). The main objective of surveys is to identify possible relationships . 
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between market factors and behaviours of interested parties (Shiu et al., 2009: 226). 

Surveys provide a quick, often less costly, effective and accurate means of collecting 

data from a large sample size (Gaiser and Schreiner, 2009: 4 7). A number of survey 

methods are available such as electronic surveys, person-administered surveys, 

telephone and self-administered surveys (Aaker et al., 2007: 246-270; Zikmund and 

Babin, 201 O: 189). Due to the demographic spacing between Germany and South 

Africa, it was determined that a combination of self-administered and electronic 

questionnaires would best facilitated the objective of this study. The study is focusing 

on generation Y customers from Germany and South Africa. Since the study was 

collecting data from university student studying at university of Fort Hare a self-

administered questionnaire was used, while an online questionnaire was given to 
Germany respondent because accessi g 11 

• 11_ n ents would have been difficult 

and costly due to geographical spaci ~.....----...._ urvey methods allow for high 
quality data to be collected at a rapid rat 

bias can kept to a minimum and respon ___ e to complete the survey during 
their own time whilst remainin_g..,.anpnymol)s, a lo~ing form truthful answers (Malhotra 
and Birks 2006: 234)_ un1vers1ty_or Fort Hare 

' Together m Excellence 
5. 5. 7. 1 Questionnaire design 

Questionnaires are the most commonly used method of data collection in research 

studies (Cant et al., 2005: 147). Therefore questionnaire questions have to be reliable, 

clear, and valid (Elshaer, 2012: 75). One of the major decisions in the questionnaire 

design process is to identify what should be asked, in this respect the questionnaire 

questions have to be relevant and accurate. Relevant means that no unnecessary 

information is collected and all required information to solve the research problem is 

obtained. Accuracy of the questionnaire questions means that the information is valid 

and reliable. The questionnaire design process is discussed in detail below, while later 

in this section, the validity and reliability of the current study questionnaire are 

explained. Given that developing a measurement instrument that is valid and reliable 

is a complex and time-consuming procedure, and in order to ensure validity and 

reliability of a measurement instrument, the current study adopted the measurement 

instruments from previous studies in related areas to measure both the independent 

variable and dependent variables. Zindiye (2008: 131 ), states that questionnaire 

design refers to the appearance and layout of the questionnaire. Malhotra, (2010:336) 
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described questionnaire design as a process that entails a series of consistent 

successive steps. The current study adopted a nine step sequence steps to design a 

good questionnaire. Figure 5. 1 show the nine step questionnaire design process 

which are discussed below. 

Step 1: Specify the information .needed 

The current study aims at investigating the moderating effect of culture on relationship 

quality, service quality on the loyalty of generation Y customers. In this regard, all the 

needed information regarding culture, relationship quality, service quality and loyalty 

is collected and presented in the literature review chapter in order to achieve the study 

objectives; which is to understand the role la ed b culture in moderating customer 

service quality and relationship qualit 1.:1..1::5,•.~ -..,icu.111v d also to understand the role 

played by culture in moderating the rel • ,e n relationship quality, service 

quality and loyalty. This information e • s archer to clearly address the 

needed questions that should be ad e current study measurement 

instrument (questionnaire). 
University of Fort Hare 

Step 2: Specify the type of data a- tton wdiModlence 

There are different methods to conduct a survey, specifically personal interviews, 

telephone interviews, mail and online surveys questionnaires. A personal interview is 

a two way communication initiated by the interviewer to obtain information from the 

respondents related to the research hypotheses (Cooper and Schindler, 2006: 323). 

Hence, they tend to be lengthy and complex. In telephone interview, the respondent 

interacts with the interviewer over the phone, however the type of questions designed 

need to be short and simple. In mail surveys, the questionnaire is distributed using 

postage or email (Cooper and Schindler, 2006: 323). 

In a self-administered questionnaire, the questions must be simple and have detailed 

instructions (Malhotra, 2010: 335). Due to time and money constraints and other 

reasons, the current study employed a combination of a self-administered and online 

questionnaire as the main data collection methods. 
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Figure 5. 1: Questionnaire design process (Malhotra, 2010: 33.6) 

- Specify the information needeu " 

2- Specify the type of data collection 
method 

4- Design th 
the resp 

un 

- Arrange the question in prop 
nrrlAr 

9- Eliminate bugs by presenting 

Step 3: Determine the content of individual questions 

The type of data collection method determines the type of information needed, once 

that is done the next step is to identify the individual question content (Elshaer, 2012: 

76). Every question in the questionnaire should be able to answer the research 

objectives, therefore if there is no reasonable use for the data resulting from a 

question, that question should be removed (Malhotra, 2010: 337; Elshaer, 2012: 76). 
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In the current study only the necessary questions that achieve the aim of the study 

were employed. 

Step 4: Overcome the respondent's inability and unwilling to answer 

Numerous aspects might limit the respondents' ability to provide the desired 

information; hence it is necessary to take into account possible non-response rate or 

refusal. For example, the respondents may not be informed, or may be unable to 

articulate a certain type of responses, or the information requested may be sensitive 

(Malhotra, 2010). In order to overcome some of these problems several steps were 

taken to increase the response rate as discussed in the sampling Section 5. 5. 7. 2. 

Step 5: Decide on the questionnaire 

A structured/close ended questionnair ata collection purposes. This 

provides ease of understanding and ifl 
ended questions are also suitable for c and take less time from the 

interviewer and participant. It is regarded pS a ess expensive survey method. Closed 
ended questionnaires are Jlijl\l&~~P~tP~f Qtt studies philosophy 

Togeffier m Excellence 
positivism and deductive (Elshaer, 2012: 77). The respondents were requested to give 

their opinions based on a ?-point Likert scale anchored from strongly disagree (1) to 

strongly agree (7). The ?-point Likert scale was used based on the assumption that, 

all respondents possessed the knowledge to interpret the scales which were quite 

easy to answer and complete. 

Step 6: Determine the question wording 

In order to get desired responses from respondents, it is important that question 

wording used is clear. As it is the translation of the desired question content and 

structure of words that respondents can clearly and easily understand (Malhotra, 

2010). In this respect, the current study made sure to make use of ordinary words, 

whilst avoiding ambiguous, leading or biases questions. Furthermore, caution was 

made to ensure that the questions are simple and full instructions were provided where 

necessary. 

104 



 

 

Step 7: Arrange the questions in proper order 

Malhotra (2010: 379) states that opening questions should be simple, interesting and 

nonthreatening, whilst more sensitive and difficult questions should be places •later in 

the sequence. The current study questionnaire contains some simple questions in the 

first section (section A) about respondents' demographic information, respondents' 

current service provider. Detailed information about respondents' service experience 

where placed in the second section (section B) of the survey instrument. 

Step 8: Identify the form and layout 

The questionnaire should be divided into several parts, each part should be numbered 
and the questionnaires themselves sho d-;-,--0 -n-1- ,'TYTI""rcrrz::nrl serially (Malhotra; 2010). The 

current study questionnaire contains a regarding the aim of the study 

and the contact number if there are an c1mn~ris~~ut the study, an ethnicity clause 

and two sections: the first section con stions regarding respondents 

demographic information, respondents c nt se ce provider, the period for which 

they have being using the se I der and occupation. 

Additionally, the respondent where her or not they own a cell 

phone. The second section (Section B) contains 15 items measuring Relationship 

quality, seven (7) items measuring customer loyalty, 21 items measuring Setvice 

quality and lastly seven (16) items measuring Culture. 

Step 9: Pre-testing the questionnaire 

The initial structure of the questionnaire included 55 items to measure the study 

constructs (18 items to measure RQ, eight to items measure CL, 21 items to measure 

SQ and lastly eight to items measure culture. In order to identify, eliminate and purify 

any potential problems such possible uncertainty in the vocabulary of the current study 

questionnaire, a pilot study was conducted through personal administration of the 

questionnaire. The questionnaire was pre-tested using 20 respondents from the 

population of interest. The respondents were asked to fill in the questionnaire and, at 

the same time, comment on its· content. 

The questionnaire was assessed by five academics at the University of Fort Hare to 

eliminate any ambiguities in the phrasing of words. The suggestions outlined by the 

academics, which mainly concerned the wording of the questionnaire, were 

105 



 

 

incorporated. The total items of the final questionnaire were reduced to 53 (15 items 

measuring relationship quality, seven items measuring customer loyalty, 21 items 

measuring service quality and lastly seven items measuring culture). The final 

questionnaire is presented in Appendix A. 

5. 5. 7. 2 Administration of the questionnaires 

Taking into consideration the usually low response rate of thE? employed data collection 

technique (self-administrated and online questionnaire), several precautionary 

procedures were taken to increase the response rate of the current study 

questionnaire as discussed. First to make sure that the questionnaire was easy to 

understand and quick to answer, the questionnaire uestions were designed as Likert 

scale questions to be simple and clea , c1Hc~1;11w~~" 

complex concepts, to avoid any proble 

responses. The confidentiality and ano 

nations were provided of any 

articulating of certain types of 

I ected data was clearly assured 

in the first paragraph of the questionnaI , to enco age the respondents to answer 

and to avoid any sensitive is~s .. Additionally 'nsitive flestions such as personal 
information (respondents name, PelroYl~~t f ~1tema4'~~dress) were avoided. 1

fogerner m xcetfence 
This is consistent with Sapsford and Jupp (2006), who asserted that if questions which 

are sensitive appear too early in the measurement instrument this might jeopardize 

obtaining the required information or even the completion of the questionnaire itself. 

An electronic (online) questionnaire was used to collect data from (South African and 

German) respondents. Respondents were requested to complete a structured 

questionnaire via an online link, which was created by the researcher with the 

assistance of her supervisor. 

Lastly, in order to speed up the process and increase the response rate, 

questionnaires were personally distributed to Alice Fort Hare students. The researcher 

used social networks (Whatts App messenger) for follow-up the respondents and to 

conform date and time to collect the questionnaire from the respondents. However, 

respondents who failed to respond within seven days after visiting and phoning them 

twice were regarded as non-responsive. 
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5. 6 OPERATIONALISATION OF VARIABLES 

Operationalisation is the transformation of a concept/construct to be measureable 

(Elshaer, 2012: 57). It is a process which begins by giving a conceptual definition of 

the study constructs, followed by identifying the dimensions that make up the study 

constructs. Dimensions are aspects that go together to make up the study construct 

(Elshaer, 2012: 57). After identifying the dimensions of the study constructs, the next 

steps inyolved selecting indicators, these are measurable aspects of the dimensions 

usually expressed in observable or behavioural terms and lastly the indicators are then 

transformed into variables (Elshaer, 2012: 57). The operationalisation of the variables 

both independent and dependent is discussed below. 

5. 6. 1 Relationship quality 

This study is going to replicate Mirpu i i (2013: 60) in operationalizing 

relationship quality asthe degree of rel~~~~~~~1ationship to fulfil the needs of 

customers associated with the relationship. • ship quality is described as a key 
construct of relationship ma k • • , nnt!ln~r•"°'~~ dimensions of trust, 

commitment, affective confl ict and at study, relationship quality 

was measured using a scale adapted by Mirpuri and Narwani (2012: 78 - 9) from the 

work of Roberts et al., (2003: 20). In respect of each dimension the items showed 

evidence of convergent validity, discriminate validity and concurrent validity on the 

analysis conducted (Mirpuri and Narwani, 2013: 78 - 9). The dimensions making up 

the relationship quality construct are considered below. 

5. 6. 1. 1 Trust 

Trust is regarded as the foundation of a lasting relationship. Trust is a key dimension 

of the relationship quality construct which acts as a catalyst for customers' retention 

(Mirpuri and Narwani, 2003: 61; Bojei and Alwie, 2010: 85; Boonajsevee, 2005: 10): 

Trust is the set of beliefs held by customers regarding certain characteristics of the 

service provider (Roberts et al., 2003: 174). Trust, in this study is operationalised as 

the extent to which customers rely on their service provider to deliver services as per 

customer expectations (Mirpuri and Narwani, 2013: 61 ). In this research trust was 

viewed in two aspects trust in integrity and trust in benevolence. Trust in benevolence 
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is described as a customer's perceptions of the extent to which the service firm is 

concerned about the welfare of customers (Roberts et al., 2003: 175). 

On the other hand trust in benevolence refers to the extent to which customers believe 

that the firms' word can be relied on, that they are sincere and that they will perform 

their role effectively and reliably (Roberts et al., 2003: 175). The current study is going 

to replicate Roberts et al., (2003: 178) in that both dimensions of trust are indicators 

of relationship quality. The researcher used 6 items on a seven Likert scale to measure 

trust. These items were adapted from Mirpuri and Narwani, (2013: 78). The reliability 

coefficient of this scale was ranging from 0. 817 to 0. 88 (Mirpuri and Narwani, 2013: 

68). Table 5. 1 below shows the questions used to measures the dimension of Trust. 

Table 5. 1: Items used to measure Tr 

Dimension 

Trust in 

integrity 

My service provider is h 

My service p 

My service provider is concerned about my welfare 

Trust in When I confide my problems to my service provider, I know they will 
benevolence respond with understanding 

I can count on my service provider considering how their actions 
affect me 

5. 6. 1. 2 Relationship satisfaction 

Relationship satisfaction is defined as a consumer's emotional state resulting from an 

overall evaluation of his or her relationship with a service provider (Liang and Wang, 

2006: 178). Relationship satisfaction is a dimension of relationship quality that 

measures the extent to which mobile service customers are content with the service 

being delivered. Relationship satisfaction can be influenced by customers' past 

relations with the service firm. The ability of a service provider to provide unique and 

efficient services is a major contributor to relationship satisfaction. Relationship 

satisfaction is operationalised as the extent to which customers are delighted about 

being associated with their current service provider. In the current study a three item 
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scale was used to measure relationship satisfaction as a dimension of relationship 

quality. The questions were adapted from (Mirpuri and Narwani, 2013: 78). The 

Cronbach alpha reliability coefficient of this scale was 0.808 (Mirpuri and Narwani, 

2013: 68). Table 5. 2 shows questions used to measure the relationship satisfaction 

dimension. 

Table 5. 2: Items used to measure Relationship satisfaction 

Dimension 

Relationship 

satisfaction 

Items 

I am delighted with the performance of my service provider 

I am happy with my service provider's performance 

erformance 

5.6.1.3 Affective conflict 

A conflict is a disagreement between tw ise as a result of incompatibility 

of actual and desired responses (Roberts e ., 03). The level of conflict is found in· 
both cognitive and affective a - _i • t f i! t EeJefined as frustration, 

. . Tog.ether in Rxcellen~e . . . 
hostility and anger towards a partner1Koberts eTal., 2UU3: 179; Mirpun and Narwarn, 

2013: 62). This study is imitating Mirpuri and Narwani (2013: 62) and Roberts et al., 

(2003: 179) in that the affective conflict is used as a measure of the retained level of 

conflict felt by . generation Y customer's towards service providers and as a negative 

indicator of relationship quality(Mirpuri and Narwani, 2013:62). The current study used 

three items to measure affective conflict. The questions used to measure affective 

conflict were adapted from Mirpuri and Narwani (20013: 78). The Cronbach alpha 

reliability coefficient of this scale was 0. 645 (Mirpuri and Narwani, 2013: 67). Table 5. 

3 show questions used to measure affective conflict. 

Table 5. 3: Items used to measure Affective conflict 

Dimension Questions 

I am angry with my service provider 

Affective I am frustrated with my service provider 
conflict 

I am annoyed with my service provider 
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5. 6. 1. 4 Commitment 

Commitment has been identified as another key dimension of relationship quality 

(Mirpuri and Narwani, 2013: 61 ). It is vital for a business relationship, and it shows the 

strength of a relationship. Commitment is described as a customers' enduring desire 

to maintain what they perceive as a valuable relationship with service providers. 

Commitment is operationalised as customers' willingness to positively commit and 

remain loyal to a service provider (Mirpuri and Narwani, 2013: 61 ). This study used a 

three item scale to measure commitment as a relationship quality constructs. The 

Cronbach alpha reliability coefficient of this scale was 0. 653 (Mirpuri and Narwani, 

2013: 68). Table 5. 4 below show questions used to measure the relationship quality 

dimension of commitment; the questio~"'TI7i'~~q,"1pn~.+n.11.\l,,d from (Mirpuri and Narwani, 

2013: 78). 

Dimension 

Commitment 

I feel emotion 

I continue to deal with my service provider because I like being 
associated w ith them 

I continue to deal with my service provider because I genuinely enjoy 
my relationship with them 

5. 6. 2 Service quality 

Due to the intangible and heterogeneous nature of services, delivering of quality 

services on a consistent basis has become a norm for service providers as it enables 

them to have a competitive advantage in the industry (Mirpuri and Narwani, 2013: 63). 

Service quality is regarded as an important tool that can differentiate a service firm 

from its competitors (Daniel and Berinyuy, 2010: 32). Parasuraman et al., (1985) 

described service quality as the discrepancy between customers perception of a 

service minus customer expectation, The concept of service quality was discussed in 

greater detail in Section (3. 2). 

The current study used five_ dimensions, namely, tangibility, reliability, performance of 

employees, assurance and empathy to measure service quality. These five 

dimensions of service quality are also referred to as the SERVQUAL dimensions and 
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they were adapted from (Mirpuri and Narwani, 2013: 78). The SERVQUAL instrument 

was originally developed by Parasuraman et al., (1988) with the purpose of comparing 

customers' perceptions vs. expectations of a service. The Instrument was later on 

adopted by Mirpuri and Narwani (2013: 78) in the context of the mobile 

telecommunication industry. 

The current study is going to look at service quality with respect to the mobile phone 

service sector. The study is going to precisely look at how generation Y customers 

view the quality of services being offered to them. The study will also evaluate if 

customers perceptions about services is affecting the relationship strength 

(relationship quality) and loyalty of generation Y customers. Additionally, the study is 

going to look at the importance placed 

respect to mobile services. These resu t 

in chapter 6. 

5. 6. 2. 1 Reliability 

Reliability has been ackno IEWi~etPi.El:S 
perceptions of setvice quality (HairTe 

dimensions by customers with 

t-0 be discussed in greater detail 

inate of customers 

measures the performance consistency and the dependability of a service (lddrisu, 

2011: 19). Zeithaml et al., (1996), defined reliability as the ability to perform the 

promised service dependably and accurately. Reliability is operationalised as the 

ability of. a service provider to provided prompt service and error free records (Mirpuri 

and Narwani, 2013: 78). This study used a four item scale to measure reliability as a 

SERVQUAL dimension. The questions were adapted from Mirpuri and Narwani, 

(2013: 78). The Cronbach alpha reliability coefficient of this scale was 0. 801 (Mirpuri 

and Narwani, 2013: 67). Table 5. 5 show the questions used to measure the dimension 

of reliability. 
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Table 5. 5: Items used to measure Reliability 

Dimension Items 
When I have a problem, my service provider shows a sincere 
interest in solving it. 

My service provider performs the service right the first time 
Reliability My service provider providers their services at the time they promise 

to do so 

My service provider insists on error-free records 

5. 6. 2. 2 Tangibles 

Tangibles are the only aspect of a service that can be viewed before purchase and 

consumption. These tangibles include p • • • • of the service provider, service 

personnel (agents), equipment used o ervice such as starter packs 

make sure that the tangible (lddrisu, 2011: 19). Service providers a~-----~~-""'1 
IN 

aspect of their service are visually app ~ , 7T .... ,. .... _ ,..,..,,,,,,.- onstant with the overall image 

of the service, as they convey the image ____ ·gnal of the firm (Hult et al., 2013: 

395; Hair et al., 2008: 337; Du..l;lessis et al., 201,2.~27). H university or ~-ort are 
Tangibility is operationalised as th~ 'J i~ f«ers view the tangible aspect 

of their service provider (such as, equipment, service personnel and materials (starter 

packs) as modern and visually appealing (lddrisu, 2011: 19; Saghier and Nathan, 

2013: 5). This study used a four item scale to measure tangibility as a SERVQUAL 

dimension. The questions were adapted from (Mirpuri and Narwani, 2013: 78). The 

Cronbach alpha reliability coefficient of this scale was 0. 822 (Mirpuri and Narwani, 

2013:67). The questions used to measure this dimension are depicted in Table 5. 6 

below. 

Table 5. 6: Items used to measure Tangibility 

Dimension Items 
My service provider has modern-looking equipment 

My service provider's physical facilities are visually appealing 
Tangibles 

(Tang) My service provider's employees are well presented 

Materials associated with the service (such as pamphlets or 
statements) are visually appealing at my service provider 
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5. 6. 2. 3 Assurance (Reassurance) 

Service personnel of any service firm are obliged to treat customers with respect. 

Assurance is an important measure of service quality as it helps customers where they 

find it hard to evaluate service risk (Du Plessis et al., 2012: 226). Assurance can be 

operationalised as the knowledge and courtesy of service personnel that convey a 

sense of confidence that service outcomes will match expectations (Upal, 2008: 21 ). 

This study used a four item scale to measure assurance as a SERVQUAL dimension. 

The questions were adapted from (Mirpuri and Narwani, 2013: 78). The Cronbach 

alpha reliability coefficient of this scale was 0. 851 (Mirpuri and Narwani, 2013: 67). 

Table 5. 7 shows a list of questions used to measure the dimension of assurance. 

Table 5. 7: Items used to measure 

Dimension 

The behaviour of e service provider instils 
confidence in me 

Assurance/ I feel safe in tfFan 
Reassurance 

tently courteous to me 

5. 6. 2. 4 Empathy 

Empathy involves caring and providing individualised attention to customers by service 

personnel. It describes a service firm's ability to show customers that they are special 

and their needs are understood (Du Plessis et al., 2012: 227). Empathy can be 

operationalised as the extent to which customers are willing to be given individualised 

attention by service providers (lddrisu, 2011: 20). This study used a four item scale to 

measure empathy as a SERVQUAL dimension. The questions were adapted from 

(Mirpuri and Narwani, 2013: 78). The Cronbach alpha reliability coefficient of this scale 

was 0. 858 (Mirpuri and Narwani, 2013: 67). Table 5. 8 shows a list of questions used 

to measure the dimension of empathy. 
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Table 5. 8: Items used to measure Empathy 

Dimension Items 

Empathy My service provider gives me individual attention 

My service provider has operating hours convenient to me 

My service provider has employees who give me personal attention 

My service provider has my best interests at heart 

Employees of my service provider understand my specific needs 

The responsiveness of service person 

(Upal, 2008: 21; lddrisu, 2011: 20). E 

their willingness to help and provide pro 

This service quality dimension can be ope 

o· ant aspect of Service quality 

nsiveness is characterised as 

personnel deal with customer ' r.80l1W:S1t~.;.nJ<1,n:.n:>natn,--11..~ .. ;um,.,110Jn1l'1.~~!l-:t1Bd attentively (lddrisu, 

2011: 21 ). This study used a four i fnployee performance as a 

SERVQUAL dimension. The questions were adapted from (Mirpuri and Narwani, 

2013: 78). The Cronbach alpha reliability coefficient of this scale was 0. 782 (Mirpuri 

and Narwani, 2013: 67). Table 5. 9 below shows a list of questions used to measure 

the dimension of performance of employee. 

Table 5. 9: Items used to measure Performance of employees 

Dimension Items 

Employees of my service provider tell me exactly when services will 
be performed 

Performance of 
Employees of my service provider _give prompt service 

employees Employees of my service provider are always willing to help 

Employees of my service provider are never too busy to respond to 
my requests 
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5. 6. 3 Customer loyalty 

Customer loyalty is a very important behavioural outcome for service providers, which 

contributes to customer retention (Mirpuri and Narwani, 2013: 63). It is both a 

behavioural and attitudinal outcome that is portrayed by customers (Gee et al., 2008: 

361 }. Customer loyalty is described as the deeply held commitment to repatronize a 

preferred service or product consistently (Mirpuri and Narwani 2013: 63; Gee et al., 

2008). The current study used the following dimensions measure customer loyalty; 

saying positive things, sharing information about the service provider, 

recommendation to other people, willingness to try new services from the service 

provider, and buying additional services. These constructs have been widely used to 

. measure customer loyalty, with a Cron c a ing from 0. 75 - 0. 92 showing 
that the constructs are reliable (Mirpuri .,... .,,_""''""' 13; Futrell, 2012). Table 5. 10 

below shows the list of questions use sterner loyalty. The questions 

where adopted from (Mirpuri and Narwaru~~~~ 

Table 5. 1 O: Items used to meas(Jre Lo)Calty f 
Un1vers1ty o Fort Hare 

'T'r..rrr.-1-l,,,.,.,. ... ·...,, v ... ,. ...... ,.11,..., 
.,._ ~::1-- -- ..... ---

Dimensions Items 

Share information I am willing to provide my service provider with more information 
about myself to help them try to serve me 

Say positive things I say positive things about my service provider to other p·eople 

Recommend friends I encourage my friends and relatives to do business with my 
(RF) service provider. 

Continue purchasing I will keep purchasing from my service provider for another year 

Purchase additional I am willing to purchase other services from my service provider 
services over the next Year 

5. 6. 4 Culture 

Culture is a very important and powerful force in regulating human behaviour (Li and 

Mantymaki, 2011: 87; Nayeem, 2012: 78). In this study, culture is described as the 

collective programming of the mind that direct customer behaviour and distinguishes 

member of one society from another. Culture impact customers service expectation, 

evaluation, perception and loyalty; hence it is vital for service providers to be aware of 

culture's effects on customer behaviour. The researcher used Hofstede's cultural 

dimensions of, individualism-collectivism, uncertainty avoidance and power distance 
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to measure culture with relation to generation Y customers. These dimensions were 

adopted from Hofstede and Hofstede (2005: 75). These dimensions have been 

extensively used with a Cronbach alpha ranging from 0. 72- 0. 84 showing that the 

constructs are reliable (Tsoukatos, 2007; Kueh and Voon, 2007; Maiyaki, 2013). The 

dimensions are briefly considered below. A more detailed discussion on culture is 

given in Chapter 2. 

5. 6. 4. 1 Individualism/collectivism 

An individualistic culture refers to a culture where relations between individuals are 

loose, meaning that people in a society/nation only look after their own interest and 

that of their immediate family (Kueh and Voon, 2007; Hofstede, 1983: 85; Maiyaki, 

2013). Whilst in a collectivist culture, g~\·~":t.1\r'fll•~·~n'IJ..Yl'::l,r~ ore important than individual 

needs. This study used an eight item sc individualism-collectivism. The 

questions were adapted from (Hanzaee~11~1;1;~;;~;·111 2012: 1409). The Cronbach 
alpha reliability coefficient of this scale w s e and Dehkordi, 2012: 1409). 

Table 5. 11 shows a list of questions which were used to measure the dimension of 
· d. •d 1- 1 11 t· . University of Fort Hare m IvI ua ism co ec IvIsm. ,.,... h . E ll 1oget erzn xce ence 
Table 5. 11: Items used to measure Individualism/Collectivism 

Dimension Items 

Everyone grows up to look after him/ herself and his/her immediate 
family only 

Identity is based in the individual 

Speaking one's mind is a characteristic of an honest person 

Individualism 
Identity is based in the community to which one belongs 

/Collectivism 
I would sacrifice my self-interest for the group 

I would stick with the group even through difficulties 

Group welfare is more important than individual rewards 

Group success is more important than individual_ success 
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5. 6. 4. 2 Uncertainty avoidance 

Uncertainty avoidance refers to the degree to which members of a culture feel 

threatened by ambiguous or unknown situations (Hofstede and Hofstede, 2005: 7). 

This dimension measures how members of a society see time and whether they are 

comfortable with the unknown or feel the need to control it (Reid, 2011 : 73). An 

individual can either be high/low in uncertainty avoidance. In the current study, this 

construct has been used to measure if young consumers are comfortable with 

unknown situations. This study used a three item scale to measure uncertainty 

avoidance. The questions were adapted from (Hanzaee and Dehkordi, 2012: 1409). 

The Cronbach alpha reliability coefficient of this scale was 0. 7 (Hanzaee and 

Dehkordi, 2012: 1409). Table 5. 12 bel Is of questions used to measure 

uncertainty avoidance. 

Table 5. 12: Items used to measure 

Dimension 

Service provi r 
services 

idance 

use mobile 

Uncertainty 
avoidance Fear of unknown situations and of unfamiliar risks is normal 

Uncertainty is a normal feature of life and each day is accepted as it 
comes 

5. 6. 4. 3 Power distance 

The power distance culture dimension looks at inequality with in a society; this can be 

described as unequal distribution of authority/wealth with in a society (Hofstede, 1984 ). 

A society can either be high/low in power distance. Service providers are generally 

seen as having more power over their customers (Kueh and Voon, 2007: 667). This 

study used a five item scale to measure power distance, and the questions were 

adapted from (Hanzaee and Dehkordi, 2012: 1409). The Cronbach alpha reliability 

coefficient of this scale was 0.8 (Hanzaee and Dehkordi, 2012: 1409). Table 5. 13 

below shows a list of items used to measure the dimension of power distance. 
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Table 5. 13: Items used to measure Power distance 

Dimension 

Power 
distance 

Items 

People in higher positions should make most decisions without 

consulting people in lower positions 

People in higher positions should not ask the opinions of people in 

lower positions too frequently 

People in higher positions should avoid social interaction with 

people in lower positions 

People in higher positions should not delegate important tasks to 

people in lower positions 

People in lower positi ns 

by people in higher p si t NITT <.lt..>--"-..V 

5.7 METHOD OF DATA ANALYSIS 

This section describes the different s ___ used to analyse data 

collected from respondents ~ompJete_d thE? estiOflJilaire. The purpose of the n1versny ,or ort nare 
analysis process is to turn raw data_rial}e ~¼nft?lffiB~hich will be used to draw 
conclusions about the study. Once data has been collected, before was analysed it 

was first be edited, coded, transcribed and cleaned (Shiu et al., 2009: 464). After this 

has been done the focus then moves to data analysis. Editing is done to verify the 

completeness, consistency and accuracy of data. Incomplete responses are cleaned 

up and codes assigned to the raw data for capturing. Data analysis is the process of 

transforming data into useful information (Zikmund and Babin, 2010: 66). The current 

study used a computer software program called SPSS to analyse data collected. A 

combination of descriptive and inferential statistical procedures was used to analyse 

the data and empirically validate the main research question. 

Descriptive statistics consist of procedures used to summarize and describe the 

important attributes of a set of measurements (Pallant, 2011: 53; Mendenhall, Beaver 

and Beaver, 2012: 4; Sajid, 2014 ). On the other hand, inferential statistics use a 

random sample of data taken from a population to describe and make inferences about 

the population (Sajid, 2014; Mendenhall et al., 2012: 4). It also allows conclusions 

about the population based upon the principle of probability and statistical distribution 
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between hypothesised variables to be drawn (Sajid, 2014). The following section 

discusses descriptive and inferential statistics. 

5. 7. 1 Descriptive statistics 

Descriptive statistics are used to describe the main features of collection of data in 

quantitative terms. They provide simple summaries about the sample and the 

measures. Together with simple graphics analysis, they form the basis of virtually 

every quantitative analysis of data. Descriptive statistics help to simplify large· amounts 

of data in a sensible way. Each descriptive statistic reduces a lot of data into simpler 

summary. 

5. 7. 2 Validity of the research ins r 

Validity is described as the extent to t-,:· h ment process measures the 

variable that it is meant to measure (P 11 1, \~1 lshaer, 201 2: 81; Cooper and 

Schindler, 2006: 289). A measurement I strument n be assessed for validity both 

internally (internal validity) aoc! eleternall¥, ( ext~Q.Gll val'ly Cooper and Schindler, un1vers1tx or ~ort are 
2006: 211 ). Internal validity refers ff>'Jei ~µt: no~t~ eW8 tool to compute what it is 
supposed to compute (Cooper and Schindler, 2006: 349). While, external validity 

refers to the ability to generalised data across persons, settings and time (Cooper and 

Schindler, 2006: 289). Besides the above mentioned validity types, other different type 

of validity exist such as content, construct, discriminate, criterion and convergent 

validity (Cooper and Schindler, 2006: 211 ). 

Content validity ( or face validity) of the measuring instrument is the degree to which 

the instrument provides sufficient coverage of the concept (Pallant, 2011: 7; Cooper 

and Schindler, 2006: 211 ). If the instrument contains a representative sample of the 

subject of interest, then content validity is good (Cooper and Schindler, 2006: 211 ). 

With regard to this study, content validity would be ensured if the investigative 

questions adequately cover culture, relationship quality, customer loyalty and servic~ 

quality concepts. Content validity is a judgmental process that can be achieved in 

many ways (Tsoukatos, 2007; Kueh and Voon, 2007). In this study a group of experts 

were used to evaluate how well the instruments meet the required standards (Cooper 

and Schindler, 2006: 21 ). The questionnaire was tested and revised by the supervisor 

and three academic researchers in the department of Business management. • 
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Construct validity testifies how well the results acquired from the use of a 

measurement instrument fit the theories around which the test is designed (Tsoukatos, 

2007: 83). In this study construct validity was used to determine if the questionnaire 

measure that which it is designed to measure. A measuring instrument is considered 

to demonstrate construct validity if the scale has both convergent (highly positive 

correlation with other measures of the same construct) and discriminate validity (not 

highly positive correlation with other related constructs) (Shiu et al., 2009: 282). 

Convergent and discriminate validity are considered to be sub-categories and sub-

• types of construct validity (Cooper and Schindler, 2013: 320, Zikmund and Babin, 

2010: 251 ). Convergent validity refers to a strong relationship between the scale under 

investigation and another validated scale measuring the some construct (Taleghani, 

Gilaninia and Mousavian, 2011: 160). D SFXIl'Ntl.'!JlafErJ\ 
4 i ity reflects the degree to which 

an instrument can distinguish between o _........,_...--- l;l tructs (Shiu et al., 2009: 282). 

Criterion validity attempts to evaluation a e her the current behaviour of a 

respondent will be repeated (Pallant, 20 

For the purpose of this study, M -A,,~'1:?,..l!lil . .,.,.~

1

' ,_ .. .£'llilJ'>ilf-,C11-n.A n. .... &.1:L:U.11.f"TI • • y were assessed. As 
for content validity the questionn metr.01~tJ~em~ existing scales used by 

Mirpuri and Narwani (2013), Roberts et al. , (2003), Hanzaee and Dehkordi (2011 ); 

Kueh and Voon (2007) and Hofstede, (2005), discovered through literature review. In 

addition, the questionnaire was pretested as discussed earlier in (Section 5. 5. 7. 1 ). 

In terms of construct validity, exploratory factor analysis (EFA) was conducted using 

SPSS to uncover the underlying structure of constructs and a confirmatory factor 

analysis (CFA) to confirm the underlying structure of constructs. Both confirmatory 

factor analysis and exploratory factor analysis are discussed in more detail in sections 

5. 7. 4 and 5. 7. 5. 

5. 7. 3 Reliability of the research instrument 

On the other hand reliability is concerned with the accuracy, precision, consistency 

and stability of the measures (Cooper and Schindler, 2006: 352). Instrument reliability 

is dependent on the instruments ability to produce the same result when used 

repeatedly (Cooper and Schindler, 2006: 352; Cant et al., 2005: 188). Thus, reliability 

refers to the ability of a measure to generate the some results over different times and 

• different measurements. The main aim of conducting a reliability test on a research 
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instrument is to minimise errors and biases in a study. The greater the degree of 

consistency and stability in a research instrument, the greater is the reliability (Cooper 

and Schindler, 2006: 352). 

There are three test of reliability that can be used namely; test-retest reliability, this 

reliability measure, measures the stability of results and is usually used to determine 

whether the results are consistent when the some measurement instrument is 

provided to the same respondents at different times (Malhotra, 2010: 284 ); Alternative-

forms reliability, this reliability test measures two consistent sets of scales among the 

some group of respondents at two different time intervals (Eiselen et al., 2007: 112) 

and lastly Internal consistency reliability, this test assess the ability of the 

questionnaire to produce similar result samples are used to measure 

an occurrence during the sometime pe i n I consistency reliability test is 
based on the concept that, the different t mt'Z:lr1Ti1:~n:::rm~hic:b scale measure some features 

of the construct and these statements s nt in measuring the construct. 

It thus, focuses on the level of internal etween the set of statements and 

the complete measurement i s • internal consistency 

test available, namely the spilt-halfl1 att>efficient alpha. The spilt-

half reliability test divided the scale into two halves and correlates the results with one 

another. On the other hand, the coefficient alpha, or Cronbach's alpha coefficient test, 

calculates an average for the entire possible splits-half coefficient by splitting the scale 

statement in different ways (McDaniel and Gates, 2010: 316). The Cronbach alpha 

analysis is a statistical measurement that is widely used to measure internal 

consistency reliability of multi-item scales at an interval level of measurement. 

For the current study Cronbach alpha coefficients were calculate to determine whether 

the scales used to measure, culture, relationship quality, service quality as well as 

customer loyalty were reliable. The Cronbach's alpha coefficient values vary from 0-

1, coefficient values which are less than 0. 60 are regarded poor, whilst reliabilities 

ranging from 0. 70 are acceptable and scores over 0. 80 are considered good (Cooper 

and Schindler, 2006: 352). The Cronbach alpha coefficient for this study ranged from 

0. 75 to 0. 89. 
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5. 7. 4 Exploratory factor analysis ' 

Exploratory factor analysis (EFA) is a multi-variant statistical technique used to reduce 

data from large set of variables to a smaller set of factors or components ( Hair et al., 

2008). Exploratory factor analysis can be used to explore the interrelationship among 

a set of variables (Pallant, 2011: 181 ). The aim of the EFA in the current.study was to 

purify the scale, through data reduction and to ascertain whether the survey questions 

loaded on their respective dimensions. To ensure that an EFA provides valid results, 

the sample size needs to have at 300 least respondents (Pallant, 2011: 183). The 

sample size for this study is made up of 44 7 respondents, thus making it possible to 

conduct EF A. The sample size is, however, not the only determinant to ensure that 

EFA will provide valid results (Eiselen ). Other determinants include 

the method of extraction, method of ro a• , the art ett's test of sphericity and the 

Kaiser-Meyer-Olkin (KMO) measure h-Vifll:in'lil adequacy that assess the 

factorability of the data (Pallant, 2011: ~ 1~~~~.,eyer-Olkin (KMO) and Bartlett's 

test of sphericity are measures used to 

analysis (Pallant, 2011: 187). 

that the variables are uncorrela 

the suitability of data for factor 

unw,;,tt!e':l'fi-fS the null hypotheses 
....... .\,/jl/1--,(,f"-q g~,C€f-ange from 0-1 with 0.6 

suggesting sufficient correlation between variables to warrant a continuance with 

factor analysis (Malhotra, 2007: 614; Pallant, 2011: 183). In respect to this study both 

the KMO and Bartlett's test of sphericity were used. 

The next aspect to investigate before conducting CFA is communalities. Communality 

is investigated in order to determine how much a single variable has in common with 

all the remaining variables. Meyers, Gamst and Guarino (2006: 490 - 491) states that 

it is a measure of the relationship between a particular variable and the set of 

remaining variables in the analysis. Communalities provide information about how 

much of the variance in each item is described. This information can be used to 

improve a scale and variables can be deleted from the scale. A value that is less than 

0.3 indicates that he variable does not fit well with the other variables. When removing 

items with items low communality, values tend to increase the total variance explained 

(Pallant, 2011: 198). 

There are a variety of approaches that can be used to extract (Identify) the number of 

underlying factors or dimensions. Some of the most frequently available extraction 
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techniques are: principle components; principle factor; image factoring; maximum 

likelihood factoring; alpha factoring; un-weighted least squares; and generalised least 

squares, with principle components analysis being one of the most commonly used 

approach (Pallant, 2011: 183). Therefore, for the purposes of this study principle 

component analysis was used. Once the number of factors has been determined, the 

next step is to try and interpret them. The factors are rotated; rotation is used to assist 

with the identification of the variables contributing most to a factor (Eisel en et al., 2007: 

105). The rotated factor matrix is analysed to determine the variables that load on a 

particular factor (Eiselen et al., 2007: 109). Once this has been established, labels are 

given to each factor with an appropriate name describing all the variables included in 

each factor (Pallant, 2011: 198). A ·loading that is greater than 0. 3 are considered 

acceptable (Strydom, 2011: 137), thus fnr..',,_~~t_u.'~l;-Ji.\/:v.'.1'-'.'lJlt'rni~"ll1tionship quality, service quality, 

culture and loyalty statement with a fac o e 0. 3 were retained for further 

analysis. 

5. 7. 5 Conducting confirmatory fac 

Confirmatory factor analysis iHPm~rlo8tJlYio?ct ftqf!tJlfr;~rysis (EFA) in that, it is Toge ner11m r xce ence 
also used to examine the relationships between a set of variables and a smaller set of 

factors that might account for the variables. DeVellis (2012: 151) states that 

confirmatory factor analysis is used to confirm a specific pattern of results of 

relationships predicted on the basis of the previous analytical or theoretical results. In 

addition Cooper and Schindler (2013: 430) describe CFA as a factor analysis that is 

conducted to test the hypothesised factors to confirm theories about the factors that a 

study expects to find. Confirmatory factor analysis permits assessment of the 

contribution of each scale item as well as incorporate how well the scale measures the 

construct (reliability). Since the items used in the questionnaire for each variable were 

adopted from previous studies, the aim of this study is to identify if any sub-dimensions 

were evident as well as confirm whether the items from the scales were relevant to the 

study. It is for this reason that confirmatory factor analysis was conducted (Pallant, 

2011: 179). 
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5. 7. 6 Inferential statistics 

Inferential statistics deduce something from the sample to the population, and 

determine the probability of attributes of a population based on the attributes of the 

sample (Sajid, 2014). Inferential statistics help measure the strength of the relationship 

between the independent and dependent variable (Sajid, 2014 ). Inferential statistics 

were needed to answer the research hypotheses and to meet the primary objective of 

the study. 

A correlation assesses the strength of a linear relationship between two variables 

(Pallant, 2011: 128). A correlation coefficient is a numerical index that reflects the 

relationship between two variables (Salkind, 2014: 81 ). The Pearson's product 
moment correlation is commonly used t l"\le'\lr....,,~J // / orrelation coefficient between 

variables that are linearly related (Palla t, lkind, 2014: 82). A correlations 

correlation is a measure of correlatjons th9t qua'}tifies the strength and direction of the 

relationship between two varilJitllY£fi§J~f 29f..4f a .We'!~~fficient (r) varies over 
"Togetne,- m -.Excel ence 

a range of +1 to -1 (Pallant, 2011: 128; Salkind, 2014: 83). The positive sign implies 

that the variables increase and decrease together (Pallant, 2011: 128; Salkind, 2014: 

82). A lager magnitude implies that there is a strong relationship between the two 

variables; the magnitude is the degree to which the variable moves in union or 

opposition to one another (Pallant, 2011: 128). 

Structural equation modelling was used to test the interrelatedness among a set of 

variables and to assess the significance of each of the independent variables in the 

model and to test the overall fit of the model to data (Pallant, 2011: 96). SEM is an 

extension of the general linear model (GLM, Division of statistics and scientific 

computation, 2012: 5). The current research used SEM to test the significant of the 

hypothesised relationships for this study. The results for the SEM are discussed in 

greater detail in chapter 6. 

At-test is one type of inferential statistics, which is used to determine whether there is 

a significant difference between the means of two groups. Zikmund and Babin (2010: 

351 - 352) states that a t-test is used to compare means of a variable grouped in two 

categories and base on some less-than-interval variables. Pallant (2011: 239) 
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described two type of t-test, namely the Independent samples t-test and the paired 

samples t-test. The Independent sample t-test is sued when comparing the mean 

scores on some continuous variable, for two different groups (Pallant, 2011: 239). The 

paired samples t-test is described as a test for comparing the scores of two interval 

variables. Results will be considered significant when the p-value between the means 

of the pairs of items is :50. 05. This study used the independent t-test to determine 

whether differences between means for the two culture groups of concern, Germany 

and South Africa were significant. The results for the t-test are revealed in chapter 6. 

5. 8 ETHICAL ISSUES 

Cooper and Schindler (2006: 120) define ethics as norms or standards of behaviour 

that guide choices about behaviour an ,a 1~ ith others. Ethics are a set of 

moral principles which are; suggested 

expectations and rules about the mo tlllOOW.~I~ 

n individual, offer behavioural 

uct towards respondents and 

experimental subjects, sponsors, em ayers, ot r researchers, students and 

assistants (Devos, Strydom aod.. Fquche, ioos: 5-71. For the purposes of this research 
. . . Un~er~1tv ot Fort Hare study, the following guidelines wTlr rol owed: E ll oge ner m xce ence 

1 The researcher obtained an ethical clearance certificate from Govan Mbeki 

research and development center 

2 Respondents were informed that the researcher is a Masters student at the 

University ·of Fort Hare who is carrying out research for academic purposes by 

means of an ethical clearance certificate and a covering letter which was 

attached to the measuring instrument 

3 Personal data was processed fairly and lawfully 

4 Data collected was obtained only for use in the current research and will not be 

further processed in any manner incompatible with the purpose of the study 

5 Participants will were protected. at all times 

6 Ensuring respondent's anonymity and the information was held confidential. 

7 The research was not conducted where the research for truth is compromised 

8 Respondents were informed of the nature of the research and the purposes of 

the research. 
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5. 9 CONCLUSION 

This chapter discussed the research methodology used in this study. This chapter 

provided a discussion of the quantitative testing and analysis used, how the 

operationalisation of the research variables was conducted and the statistical 

· technique used in this study to ensure the reliability and validity of the results. This 

chapter has defined the questionnaire, justified its use as the main source of data 

collection and explained the process of its construction. The structure and the 

distribution of questionnaires were also discussed in this chapter. The positivistic 

philosophy was the appropriate paradigm to explore the underlying relationship 

between service quality, relationship quality, loyalty and culture. Thus, a quantitative 

approach was adopted to collect and e statistical package used for 

the data analysis was also explained. 

carried out in this study was done. The n 
the study. 

n on the ethical consideration 

esents the empirical results of 

University of Fort Hare 
Together in Excellence 
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CHAPTERS 

EMPIRICAL RES UL TS 

6. 0 INTRODUCTION 

The previous chapter (Chapter 5) discussed the research methodology used to collect, 

analyse the data and test the proposed hypotheses. This chapter reports and analyses 

the empirical evidence collected. The chapter begins with a discussion of findings 

obtained from the descriptive statistics, in particular the demographics of the 
respondents who participated in the ,ry,a .,,,....,,,.,.,,,pter further present research 

• results of the reliability and validity anal _....---.....----..._ arch instrument. The reliability 

and validity analysis were conducted t ry factor analysis (EFA) and 

confirmatory factor analysis (CFA), a ronbach rel iability coefficients 

were calculated in order to confirm the reliabi I these scales. Section 6. 1 proceeds 

with the presentation of the eJJrM,; i • t¥s?t i1Q:we . 2 is concerned with 
. Together in Excellence · 

reporting the inferential statistics. The study used the Structural Equation Modelling 

(SEM) to analyse the relationship between the two independent variables (relationship 

quality and service quality) and dependent (loyalty) variable depicted on the models in 

Figure 6. 1, Figure 6. 2 and Tables 6. 19, 6. 20 and 6. 21. The study used the 

independent samples t-test to measure the mean score difference (between Germany 

and South Africa) on the cultural dimensions used for this study. The result for the 

SEM and t-test results for the cultural dimensions are discussed in Section 6. 3. Finally 

section 6. 4 concludes the chapter by summarising the most relevant findings. 

6. 1 EMPIRICAL FINDINGS 

This section consists of empirical results which have been obtained from the data 

gathered from this study. Initially the data was screened and where there were missing 

values, these were replaced with the median (in the case of continuous variables). A 

series of exploratory factor analyses were carried out in order to determine the factor 

structure of the constructs of Relationship quality and Service quality as welf as assess 

the discriminant validity. Initially though, Bartlett's test of sphericity as well as the 
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Kaiser-Meyer- Olkin measure of sampling adequacy were considered and in both 

cases the results indicated that it was appropriate to use factor analysis. The factor 

analyses were conducted using the principal components method to extract the factors 

and the direct Oblimin (oblique) rotation with Kaiser Normalisation to achieve 

simplicity. Subsequently, the measurement model of the second order 

conceptualisation of the constructs was considered using Amos 23 (including Loyalty) 

and the fit of the model was considered using various fit indices, which are considered 

in Section 6. 2. First, however, the descriptive statistics which describe the sample are 

considered. 

6. 1. 1 Response rate 

Table 6. 1 show the response rate of 

filled, and the responses rate was 50, , 0 

respectively. 

Table 6. 1 Response rate 

Country 

Germany 226 

South Africa 221 

6. 1. 2 Demographic information 

ups, 447 questionnaires were 

for Germany and South Africa 

Response rate 

50.8 

49.2 

Section 1 of the questionnaire comprised of several questions requesting the 

demographic information of respondents. Results provided in this section comprised 

of demographic information such as, gender of respondents, age, occupation and 

country origin. Table 6. 2 presents a summary of this information for both Germany 

and South African generation Y customers. Section 1 also requests for information 

relating to mobile phone services such as, mobile network, cell phone ownership, 

length of usage, name of service provider and cell phone ownership. Table 6. 3 gives 

a summary of this information. A discussion of the above mentioned demographic 

information is given in the paragraphs that follow. 

From Table 6. 2 it can be seen that the majority of respondents are generation Y 

customers between the ages of 18 - 35 (98. 9% ). The majority of the respondents of 

this study were female (72. 9%), with 27. 1 being male. Findings show that (88, 1 %) 
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of respondents where full-time university students without any form of employment, 

while (9%) were both studying and employed and (2, 9%) where both students and 

self-employed. 

The current study was a cross cultural comparative study, thus it was important to 

determine the country of origin of the respondents. Findings show that the majority of 

respondents where from Germany 50, 8%, while 49, 2% of respondents where from 

South Africa. 

Table 6. 2: Demographic profile of respondents 
Generation Y mobile users 

Age Frequency Percentage (%) 
18.0 1")0 8.5 

• I\ " II _:JV 

19.0 10.7 
20.0 SY 10.1 
21.0 ,r-- T IN _V~~b 5.2 
22.0 II Ll 

IYIUL."'li!!! u • U,l UO LUMEN, 7.8 
23.0 \ "' 11.2 \. - : , V 

24.0 ........ ----/45 10.1 
25.0 TTn;uo-rc;+- T nf "!1U1 .-! ll 'J ,....r\ 6.7 
26.0 ...__,. --- 'I' -- ......, __ l '-'.&. .... ,:. 

~

L ..L.&._, .... - 12.3 'T'.- - • J - - .! - T:' 1 -

27.0 .L V~vl-11.v ll l. LIA'::f4" '-C,I l.l.,C, 7.6 
28.0 25 5.6 
30.0 6 1.3 
31.0 2 0.44 
32.0 11 2.45 
Total 447 100.0 

Gender 
Male 121 • 27.1 

Female 326 72.9 
Total 447 100.0 

Occupation 
Student 394 88.1 

Self-employed 13 2.9 
Both a student and employed 40 9.0 

Total 447 100.0 
Country of origin 

Germany 227 49.2 
South Africa 220 50.8 

Total 447 100.0 

6. 1. 3 Cell phone ownership, mobile network and period of usage 
From Table 6. 3 it can be seen that all the respondents (100%) who filled in the 

questionnaire owned a cell phone, research findings went on to reveal that, (29, 1 % ) 
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have been using the some mobile network/service provider for more than six years; 

16, 1 % of respondents have been using the same service provider for two years. 

While 13, 6% having using the same provider for three years; 11 % of respondents 

have been using the same service provider for four years. The results further show 

that 10, 5%, 10, 1 % of respondents have been using the same service provider for 

less than one year and two years respectively. Finally, findings also revealed that 9. 

4% have been using the some service provider for five years. There was need to 

determine the period of usage, so as to measure loyalty/commitment level of 

respondents to service providers. From the above discussion we can see that a 

greater number of generation Y customers (50. 5%) having been using the same 

mobile phone service provider for not more than three years, while 49, 5 have been 

using the same provider for four years ? .. ~se results are shown in Table 

6. 3 below. "" 7 
--r~N VIDE LUMINE BIMus 

Table 6. 3: Mobile network period of , rnn LUMEN 

Cell phone ownership '- Frequepey Percentage (%) 
Valid 7 100.0 - - -
Total un1ve1 suy ot4:r ort t: Lare 100.0 

Network provider Toa£: ther in Excellenc,~ 
MTN 120 26.9 

CellC 44 9.8 
Virgin Mobile 1 0.2 

8-ta 12 2.7 
Vodacom 43 9.6 
T-Mobile 30 6.7 
Vodafone 10 2.2 

E-Plus 19 4.2 
o2 18 4.0 

Other service providers 71 15.9 
More than one service 79 17.7 

Total 447 100.0 
Period of use 

Less than 1 year 13 7.6 
2-3 years 47 27.5 
3-4 years 13 7.6 
4-5 years 21 12.3 
5-6 years 20 11.7 

More than 6 years 58 33.3 
Total 447 100.0 

The results in Table 6. 3 also revealed that, a greater percentage of South African 

generation Y (more specifically University of Fort Hare students) customers use MTN 
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as their service provider, while a greater percentage (31, 75) of Germany generation 

Y used o2 as their mobile service provider. 

6. 2 INFERENTIAL DATA ANALYSIS 

In this section, several data analyses results are reported, such as (1) exploratory 

factor analysis and (2) confirmatory factor analysis to test construct validity and 

dimensional structure of the Service quality and Relationship quality constructs, (3) 

reliability analyses by calculating Cronbach . Alpha coefficients for each 

construcUdimension, (4) SEM to test the causal direct/indirect relationship between 

service quality and relationship quality and loyalty. Lastly, results for the Independent 

samples t-test to measure the mean ______ cultural dimensions between 

Germany and South African generation 

6. 2. 1 Results of the validity and 

In order to assess the validity of the measu • rument, initially, exploratory factor 

analysis (EFA) was undertak . m'.:JL:Si.{',l't-.n,, m~ttj1rLf@1a.d.fhtJ~tei reater than 0.5 were 
.d d • ·t· t R 1• b'l't TQqether in Excellence d t b'l't f cons, ere sIgrn Ican . e Ia 1 1 y represents me consistency an repea a 1 1 y o a 

measure (Cooper and Schindler, 2006: 352). The main aim of conducting a reliability 

test is to ensure that the measuring instrument is free from error, bias and yields 

consistent results. In this study Cronbach Alpha coefficients (CA), was used to assess 

the reliability of the measuring instrument. Cronbach Alpha coefficient range from Oto 

1, a Cronbach Alpha of 0. 70 or above shows good reliability of the measuring scale, 

whereas a Cronbach Alpha 0. 60 and 0. 70 can be accepted if the models construct 

validity is good. The results are considered below. 

6. 2. 1. 1 Relationship quality 

In terms of Likert-scale (interval) data, the generally accepted lower limit for Cronbach 

Alpha is 0. 70 (Hair et al., 2008) and a loading value of at least 0. 4 (Churchill, 1979). 

The factor loadings from the EFA are reflected in the first column of Table 6. 4 below 

and the loadings from the CFA in brackets. Although a number of different exploratory 

factor analysis solutions were considered, it emerged that the exact four dimensions 

of relationship quality proposed by Mirpuri and Narwani (2013), could not be repeated 
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and the most interpretable factor structure was a four dimension one shown in Table 

6. 4. 

Originally the relationship quality construct was conceived as dimensions of Trust, 

Commitment, Affective conflict and Satisfaction and although Trust was originally split 

into two distinct ·dimensions in the factor analysis, all the items measuring . Trust in 

integrity as well as one item measuring Trust in benevolence (TIB 4 ), showed 

considerable overlap and loaded onto one factor.This factor was labelled Trust, and 

operationalised as the extent to which the customers have trust in the service provider. 

All the other items loaded on their respective factors ( Commitment, Affective Conflict 

and Satisfaction), as expected and all factor loadings were above 0. 5, in both the 

exploratory factor analysis and the con rtt~~ b{,-r analysis (as is apparent from 
Table 6. 4) and all Cronbach Alpha's th~ el of 0. 7 and accordingly the 

measures was considered valid and rel 1a"-7~N v10E vi I 
LUMINE BIMUs 

TUO LUMEN 

Table 6. 4: Factor structure . - - - ./ 

Cronbach Alpha 
Tll 3 .776 (.735) 
Tll 1 .753 (.683) 
Tll 2 .657 (.812) 
TIB 4 .560 (.579) 
AC2 .913 (.957) 
AC 1 .874 (.838) 
AC3 .866 (.751) 

Satis 1 
Satis 2 
Satis 3 
Com3 
Com2 
Com1 

Extraction Method: Principal Component Analysis. 
Rotation Method: Oblimin with Kaiser Normalization. 
A Rotation converged in 11 iterations. 

Commitment 
.760 

-.881 (.643) 
-.750 (.854) 
-.623 (.750) 

.770(.727) 
.757 (.861) 
.514 (.617) 

The model fit for the construct of relationship quality was excellent (CMIN/DF = 4. 3; 

GFI = 0. 92; PCFI = 0.71; CFI = 0. 932) and all the indicators loaded on the respective 

dimensions identified in the EFA. Consequently, relationship quality, for the purposes 
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of this study, is operationalised as a construct, that has Trust, Commitment, Affirmative 

conflict and Satisfaction as dimensions which the respondents used in assessing the 

quality of the relationship. 

The reliability results of the individual dimensions making up relationship quality are 

considered below. For the sake of completeness, and to improve readability, the 

results of the EFA and CFA scores are also reiterated in tables below. 

6. 2. 1. 1. 1 Satisfaction 

For this study satisfaction has been operationalised as customers' positive affective 

(sentimental) state resulting from the evaluation of all customer experiences with 

service providers (Mirpuri and Narwani, 

from 0. 623 to 0. 881 and Cronbach Alp 

corrected item-total correlations were gr 

in Table 6. 5. Base on the results of th 

dimension, we can conclude that, the dim 

or loading for this item ranged 

a obtained for Satisfaction. The 

99, these results are depicted 

validity analysis obtain for this 

atisfaction is reliable and valid. 

Table 6. 5 Satisfaction University of Fort Hare 
TnnP.thP.r in Rw•pJlpnr-.P 

OJ' 

Cronbach Alpha: . 786 
Item- (CA) if 

Factor Loading total Item 
Item carrel Deleted 

EFA CFA 

Satis 1 I am delighted with the performance of .881 (.643) .557 .782 
my service provider 

Satis 2 
I am happy with my service provider's 

.750 (.866) .723 .598 performance 

Satis 3 I am content with my service .623 (.748) .600 .735 provider's performance 

6. 2. 1. 1. 2 Affective conflict 

Affective conflict has been operationalised as the "retained level of conflict felt by 

customers" (Roberts et al., 2003; Mirpuri and Narwani, 2013). Factor loading for this 

dimension ranged from 0. 75 to 0. 913 and Cronbach Alpha of 0. 881 was obtained for 

Affective conflict. The corrected item-total correlations were greater than 0. 70 these 

results are depicted in Table 6. 6. based on the results of the reliability and validity 
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analysis obtain for this dimension, it is safe to conclude that, and the dimension of 

Affective conflict is valid and reliable. 

Table 6. 6: Affective conflict 

Item 

AC 1 I am angry with my service provider 

AC2 I am frustrated with my service 
provider 

AC.3 
I am annoyed with my service 
provider 

6. 2. 1. 1. 3 Commitment 

In this study Commitment has been 

positively commit and remain loyal to a 

Cronbach Alpha: .881 

Factor Loading 
Item-total (CA) if Item 

correl Deleted 
EFA 

.874 

.913 

.866 

CFA 

(.837) .763 .837 

(.957) .847 .761 

(.752) .703 .891 

cl as customers' willingness to 

r (Roberts et al., 2003; Mirpuri 

and Narwani, 2013). The items which were 11 Sf''!FJ-Fer 

loading ranging from 0. 51 to • i1~rtt11M:1d11,• I Gll_. • ....,e?60 was obtained for 

Commitment. The corrected item.r8ift8cfrfe~t/6-};~e{,{f;lf~egreater than 0. 49 these 

results are depicted in Table 6. 7. Based on the results of the reliability and validity 

analysis obtain for this dimension, it is safe to conclude that, the dimension of 

Commitment is considered reliable and valid. 

Table 6. 7: Commitment. 
Cronbach Alpha:.760 

Item- (CA) if 
. Factor Loading total Item 

Item correl. . Deleted 
EFA CFA 

Comm 1 
I feel emotionally attached to my .514 .623 .499 .779 servic_e provider 
I continue to deal with my service 

Comm2 provider because I like being .757 (.866) .731 .514 
associated with them 
I continue to deal with my service 

Comm3 provider because I genuinely enjoy .770 (. 719) .556 .718 
my relationship with them 
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6. 2. 1. 1 .4 Trust 

Trust has been operationalised as the extent to which the customer has confidence in 

the service provider. Factor loading for this dimension ranged 0. 56 to 0. 82 and a 

Cronbach Alpha of 0. 760 was obtained for Trust. The corrected item-total correlations 

were greater than 0. 491 these results are depicted in Table 6. 8. Base on the results 

of the reliability and validity analysis obtain for this dimension, it is safe to conclude 

that, the dimension of Trust is considered to be reliable and valid. 

Table 6. 8: Trust 

Item 

Tll 1 

Tll 2 

TII 3 

Tll 4 

My service provider is honest 
about problems 
My service provider has high 
integrity 

My service provider i 

My service provider is con 
about my welfare 

6. 2. 2. 1 Service quality 

a 

Cronbach Alpha:881 

Item-total (CA) if 

• carrel. Item 
Deleted 

.585 .740 

.678 .698 

e .644 .709 

.491 .792 

Although a number of different exploratory factor analysis solutions were considered, 

it emerged that the exact five dimensions of service quality proposed by Parasuraman 

et al., (1988), could not be repeated and the most interpretable factor structure was a 

four dimension one shown in Table 6. 9. Although the items proposed to measure the 

dimensions tangibility, empathy and reliability loaded on the factors, as expected some 

of the items which were supposed to measure Performance of employee 

(Responsiveness) and Assurance (Reassurance) loaded on the same factor. 

Performance of employee items are: employees' ability to give prompt service (POE 

2), employees' willingness to help (POE 3) and employees' agency to respond to 

customers' requests (POE). Assurance items are: the behaviour of employees of my 

service provider instils confidence in me (Reas 1 ), and I feel safe in my transactions 

with my service provider (Reas 2). These dimensions were measuring customers' 

perception of service employees' behaviour when delivering services and customers 

135 



 

 

view of the efficiency of the service provider when performing certain transactions. 

Therefore, the appropriated label for this factor was conviction. Section 6. 2. 2. 1. 1 

gives a brief discussion as to the reasons why the dimensions of Performance of 

employees and Assurance loaded in the same factor. 

Table 6. 9: Factor structure 

Dimensions of Service quality 

Conviction Tangibility Empathy 
Cronbach .877 .832 .857 Alpha 

POE4 .851 (.707) 
POE3 .800 (.825) 

... " I\ n II n ,, 

Reas1 .688 (.804) 
POE2 .668 (.798) ~I \~ 

~"" 
Reas2 .657 (.703) IN I siMus II LU MINE 

Tlln IIMFt.1 

Tang2 .859 (. ,, .. II/ 

VJ ..... / . 

Tang1 . 830 (.66r)~ _ / 

Tang4 I , ."7.r~, n~ ·e1;~,n~v <l f Fort H:1re 
Tang3 ~,... I C\~M.,. 

"L ~Vl:'I r zn Excellence 
Emps3 .838 (.748) 
Emps2 .757 (.679) 
Emps4 .745 (.761) 
Emps5 .687 (.747) 
Emps1 .675 (.754) 
Relia3 
Relia2 
Relia4 
Relia1 

Extraction Method: Principal Component Analysis. 
Rotation Method: Oblimin with Kaiser Normalization. 
A Rotation converged in 11 iterations. 

Pattern Matrix 

Reliability 

836 

.810 (.782) 

.800 (.791) 

.725 (.686) 

.401 (.753) 

The model fit for the construct of service quality was excellent (CMIN/DF= 2. 79; GFI= 

0. 92; PCFI =0. 8; CFI = 0. 95) and all the indicators loaded on the respective 

dimensions identified in the EFA. Thus, for the purposes of this study, service quality 

is operationalized as _ a construct, that has Conviction, Tangibility, Empathy and 

Reliability as dimensions which the respondents used in assessing the quality of 

service delivered. The reliability results of the individual dimensions making up service 
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quality are considered below. For the sake of completeness, and to improve 

readability, the results of the EFA and CFA scores are also reiterated in tables below. 

6. 2. 2. 1. 1 Conviction 

The failure of the SERVQUAL dimensions to fit the five-factor structure is in line with 

earlier studies (Suttle, 1995: 1 O; Decoster, 1998: 1; Boyece; 2002: 530), especially 

the tendency for overlap between the dimensions of Responsiveness, Empathy and 

Reassurance (Kueh and Voon, 2007: 672). In the present study, two of these 

dimensions (Performance Of employee (Responsiveness) and Assurance 

(Reassurance) loaded onto the same factor resulting in a four-factor solution. Previous 

studies have also produced five/four/three-factor structures. For instance, Nimako, 

Azumah, Donkor, and Adu-Brobbey (2 .~ '<>-IJEJ'//f}'Ju d three dimensions namely, 

tangibles, responsiveness/assurance/e 

care and reliability. • 

• ension was labelled customer 

Meyer (2009: 90-91) discovered -........,,,,,~ . comprising Tangibility, 

Empathy/Responsiveness, R i • I C Lrflr_,a_lUt l"'mT"l lll"'CJ.lt b 'm-.N>tltil- "ability and Customer 
focus. Kueh and Voon (2007 . o fff~Alif:~ions namely tangibles, 

assurance/responsiveness/empathy and reliability. A study by Daniel and Berinyuy, 

(201 O: 58) also indicates that items from different dimensions can regrouped under 

the same factor and some items from one dimension are found to fall in more than one 

·factor. In the aforementioned study, the dimension of Responsiveness and Empathy 

loaded into more than one factor. This is because, the strength of the link between 

each factor and each measure differs in that, a factor could influence some dimensions 

more than others (Daniel and Berinyuy, 2010). 

A possible justification is that the dimensions of Empathy, Responsiveness and 

Assurance as they are currently measured by the SERVQUAL items lack adequate 

discriminant validity, causing respondents to consider them as conceptually alike 

(Smith, 1999). This issue is raised once again in the context of generation Y mobile 

phone service customers in Germany and South Africa. The service quality 

dimensions of Performance of employees (Responsiveness) and Assurance 

(Reassurance), loaded into the some factor, this is because these items have a strong 

correlation hence loading into the same factor (Decoster, 1998: 1 ). Boyece (2002: 

137 



 

 

530) also indicated that items are grouped into the some factor based on the 

correlation between them. 

For the purposes of this study Conviction has been operationalised as the degree to 

which customers believe that the service provider and its employees always have the 

best interests of customers at heart. Factor loading for this dimension ranged from 0. 

657 - 0. 851 and a Cronbach Alpha of 0. 877 was obtained. The corrected item-total 

correlations were greater than 0. 675 these results are depicted in Table 6. 10. Base 

on the results of the reliability and validity analysis obtain for this dimension, it is safe 

to conclude that, the dimension is considered reliable and valid. 

Table 6. 10: Conviction 

Item 

POE4 

POE3 

POE2 

Reas 1 

Reas 2 

Employees of my service pr 
never too busy to respon 
requests univ 
Employees of my servic 
always willing to help 
Employees of my service provider give 
prompt service 
The behaviour of employees of my 
service provider instils confidence in me 
I feel safe in my transactions with my 
service provider 

6. 2. 2. 1. 2 Tangibility 

Cronbach Alpha:.877 
Item- (CA) if 
total Item 

CFA corre. Deleted 

.851 (.713) .675 .859 
Fort Hare 

.763 .838 

.668 (.800 .754 .840 

.688 (.803) .735 .845 

.657 (.698) .615 .872 

The dimension of Tangibility has been operationalised as the tangible aspects of a 

service that can be visually seen by customers. Factor loading for this dimension 

ranged from 0. 652 to 0. 859 and a Cronbach Alpha of 0. 832. The aforementioned, 

factor loading results are depicted in Table 6. 11 together with the corrected item-total 

correlations results which were greater than 0. 60. The results of the reliability and 

validity analysis obtain for this dimension; indicate that the dimension of tangibility is 

valid and reliable. 
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Table 6. 11: Tangibility 

Cronbach Alpha:.832 
Item Factor loading Item- (CA) if 

total Item 
EFA CFA carrel. Deleted 

Tang 2 My service provider's physical .859 (.738) .698 .771 facilities are visually appealing 

Tang 1 My Service provider has modern- .830 (.661) .608 .812 looking equipment 

Tang 3 My Service provider's employees are .652 (.814) .686 .776 well presented 
Materials associated with the service 

Tang4 (such as pamphlets or statements) .726 (.756) .653 .791 are visually appealing at my se,n,ir,::i 
provider ~/ 

6. 2. 2. 1. 3 Empathy 
'f7 

- - [7" 
-IN ,-Vl!JE -
LUMINE BIMUs 

TUO LUMEN 
Empathy has been operationalised as ti~ ; ich customers are willing to be 

iven individualised attention b service r".r. • ~- _ 1ddrisu 2011: 20 . The dimension g y p \ ) . 
has a factor loading ranging f e l )0. .... ...... _ . ...,, Alpha of 0. 832 and 

corrected item-total correlations J'tfl(Mt~ fJ~eµ~m;f, 0. 60 these results are 

depicted in Table 6. 12. The above mentioned results show that, the dimension of 

Empathy reliable and valid. 

Table 6. 12: Empathy 

Cronbach Alpha:.857 
Factor loading Item-total (CA) if Item 

Item carrel. Deleted EFA CFA 

Empa 1 My service provider gives me 
individual attention .675 (.754) .679 .825 

Empa2 My service provider has operating 
hours convenient to me .757 (.679) .625 .838 

Empa3 My service provider has employees 
who give me personal attention .838 (.748) .706 .818 

Empa4 My service provider has my best 
interests at heart .745 (.761) .679 .825 

Empa 5 Employees of my service provider 
understand my specific needs. .687 (.747) .668 .828 
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6. 2. 2. 1. 4 Reliability 

Reliability is operationalised as the capability of a service provider to provide quick 

and error free services (Mirpuri and Narwani, 2013: 78). The factor loading for the 

dimension of Reliability ranged from 0. 40 to 0. 80 and a Cronbach Alpha of 0. 836 

was. obtained. The corrected item-total correlations were greater than 0. 60 these 

results are depicted in Table 6. 13. The mean score for this dimension is 14. 07. 

Consequently, the reliability and validity results obtained for this dimension shows that, 

the dimension is considered reliable and valid. 

Table 6. 13: Reliability 
Cranach's Alpha: .836 

Item- (CA) if 
total Item 

CFA corre. Deleted 
When I have a problem, mys 

Relia 1 provider shows a sincere in (.753) .621 .816 
solving it. 

Relia2 
My service provider .723 .768 service right the fi rs 
My service provider provi 

Relia 3 services at the time they promise to .810 (.782) .725 .768 
do so 

Relia4 My service provider insists on .725 (.686) .610 .818 error-free records 

6. 2. 3. 1 Loyalty 

The multidimensional nature of marketing suggests that no individual measure will be 

acceptable to measure these undistinguishable concepts. The items measuring 

Loyalty were not subjected to a factor analysis as it is not anticipated that they will load 

on a single variable. Six items (derived from the literature) were formulated to measure 

the dependent variable of Loyalty. Table 6. 14 shows the reliability analysis of the 

variable. The Cronbach Alpha for the items used to measure loyalty ranges from is 0. 

773 to 0. 784 which is acceptable. Thus, it is safe to conclude that with regards to this 

study, the variable is measuring what it is supposed to measure. The corrected item-

total correlations were greater than 0. 4 these results are depicted in Table 6. 14. 
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Table 6. 14: Dependent variable (loyalty) 

CL1 

CL2 

CL 3 

CL4 

CL 5 

CL 6 

6. 2. 4. 1 Culture 

Cronbach Alpha: 0.796 

Item 

I am willing to provide my service 
provider with more information 
about myself to help them try to 
serve me 

I say positive things about my 
service provider to other people 

I encourage my fri 
relatives to do bus e 
service provider 

I will keep purchas ~~~!:!::~ 
service provider for 

Item-Factor 
Total Loading corre. 

N/A .478 

N/A .609 

N/A .662 

N/A .514 

I am_ wil_' flWfm a or ll~re 
services rorn,my sen,1 e.pro.v1der. .L 1Vnf .552 
over the next"/Jflf tner m b·xcell nee 

I am willing to test new services 
developed by my service provider 

N/A .496 

(CA) 
after 

deletion 

.784 

.752 

.738 

.773 

.765 

.778 

All the items used to measure Culture loaded on their respective factors as expected 

Table 6. 15 shows factor loadings from the EFA_ for Culture. Upon conducting 

exploratory factor analysis the items were grouped in to four components. The first 

component consisted of items measuring the cultural dimension of Collectivism (CIV). 

Secondly, items which were measuring the dimension of Power distance loaded on 

the second component. The third component was made up of items which were used 

to measure the dimension of Individualism. Lastly, the fourth component (UA) 

comprise of items which were used to measure the cultural dimension of uncertainty 

avoidance. However, because Individualism and Collectivism are, in a sense mirror 

images or dichotomous, in the sense that if a nation is low on Individualism one would 

expect it to score high on Collectivism, it was decided to restrict further analysis to just 

one of these two variables, Collectivism. 
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Table 6. 15: Factor structure 

Components 

Collectivism Power distance Individualism Uncertainty 
avoidance 

Cronbach Alpha .792 .792 .610 .679 
CIV4 .837 
CIV2 .783 
CIV5 .770 
CIV3 .714 
CIV1 .551 
PD4 .846 
PD2 .827 
PD5 .823 
PD3 .805 
PD1 .793 
IDV2 Ir .775 
IDV1 .756 
IDV3 ' - -

:7 .698 
UA2 IN I VID .853 LUMINE BIM S 
UA3 \ rnQ..... .!:!!_M N .801 
UA1 ' - / .600 

:~ _..,,,, 
-Extraction Method. Pnnc1pal Component Analysis. 

Rotation Method: Oblimin with K • ,U5 • • . of Fort Hare 
Together in Excellence 

6. 2. 3. 1. 1 Collectivism (CIV) 

The dimension of Collectivism has been operationalised as the extent to which an 

individual believes that group needs are more important than individual needs, Table 

6. 16 show the reliability and validity results. Factor loading for this item ranged from 

O; 551 to 0. 837 and Cronbach Alpha of 0. 792 was obtained. The corrected item-total 

correlations were greater than 0. 40. The reliability and validity results obtain for this 

dimension shows that, the dimension is reliable and valid. 
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Table 6. 16: Collectivism 

Cronbach Alpha:.792 

Item 
Factor Item-total (CA) if Item 
loading carrel. Deleted 

CIV 1 
Identity is based in the community to .551 .437 .794 which one belongs 

CIV2 I would sacrifice my self-interest for .783 .626 .735 
the group 

CIV3 
I would stick with the group even .714 .562 .756 
through difficulties 

CIV4 
Group welfare is more important than .837 .678 .719 
individual rewards 

CIV5 Group success is more important than .770 .566 .756 
individual success 

6. 2. 3. 1. 2 Power-distance 

For the purposes of this study Power-di t operationalised as the extent 

to which generation Y customers belie~~~~~r!t roviders are superior to them 
because of their expertise. Factor loading • ension ranged from 0. 793 to 0. 

846 and Cronbach Alpha of 0. w~s~~sHnE~:t ~em-total correlations 

were greater than 0. 674 these res'lltl ~ofat:t~le,able 6. 17. Thus, it is safe to 

conclude that, the dimension is valid and reliable. 

Table 6. 17: Power distance 

Cronbach Alpha:.792 

Factor Item-total (CA) if 
Item 

loading carrel. 
Item 

Deleted 
People in higher positions. should make most 

PD 1 decisions without consulting people in lower .793 .674 .860 
positions 
People in higher positions should not ask the 

PD2 opinions of people in lower positions too .827 .720 .849 
frequently 

PO3 
People in higher positions should avoid social .805 .687 .858 
interaction with people in lower positions 

PD4 
People in higher positions should not delegate .846 .748 .843 important tasks to people in lower positions 
People in lower positions should not disagree 

PD 5 with decisions made by people in higher .823 .721 .849 
positions 
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6. 2. 3. 1. 4 Uncertainty avoidance 

Uncertainty avoidance has been operationalised as the extent to which individuals 

tolerates and deals with unknown situations. Table 6. 18 shows the reliability of the 

fourth component (UA). Factor loading for this dimension ranged from 0. 600 to 0. 853 

and Cronbach Alpha of 0. 679 was obtained for the dimension. The corrected item-

total correlations were greater than 0. 438 these results are depicted in Table 6. 18. 

Base on the results of the reliability and validity analysis obtain for this dimension, it is 

safe to conclude that, the dimensio_n of Uncertainty avoidance was found to be reliable 

and valid. 

Table 6. 18: Uncertainty avoidance 

Item 

UA 1 

UA2 

UA3 

Service providers should giv 
instruction on how to use mob1, ..... ---~,----
services 
Fear of unknown 
unfamiliar risks is 
Uncertainty is a normal feature of 
life and each day is accepted as it 
comes 

6. 3 HYPOTHESES TESTS . 

.801 

Cronbach Alpha:.679 

Item-total 
carrel. 

.438 

.489 

.564 

(CA) if 
Item 

Deleted 

.666 

.590 

.505 

As previously indicated in Chapter 5, independent samples t-test and SEM using Amos 

were applied for data analysis to test the significant of the study hypotheses. Figure 6. 

1 and Figure 6. 2 represent the SEM models for this study. The conceptual framework 

as proposed in Chapter 4 remains unchanged. The Structural Equation Modelling 

(SEM) approach was used to validate the research hypotheses. The focus of SEM is 

on estimating relationships among hypothesized latent constructs (Schreiber, Nora, 

Stage, Barlow and King, 2006: 325). For each hypothesis, a model of regression was 

run separately for both the independent (relationship quality, service quality) and 

dependent (loyalty) variables. 

144 



 

 

6. 3. 1 Measurement model 

The data was analysed in three steps, firstly, subsequent to the exploratory factor 

analysis, a first order confirmatory factor analysis was conducted, in the form of 

measurement models for service quality and relationship quality, respectively, to 

assess the reliability and validity of all the constructs of the two independent variables. 

Next, a second order CFA was conducted to test the second-order model with the 

second order constructs of service quality, relationship quality and loyalty. 

A perusal of the modification indices for the measurement model revealed some 

anomalies in the modification indices. It was attempted to deal with these problems, 

firstly, where possible co-varying the error terms and, deleting some 

observed variables that did not load ., ............... ,,,, , he first order latent variable. 

However, these actions only marginal _,,..........,...---..~ Jt• • model fit indices, so it was 

decided to rather leave the measurem 
1

~N~~-~~•e_u~~::::::~:.ullb
1

riginally conceptualised as the 
advantages of a marginally improved fit, ou a t5e o weighed by the disadvantages 

associated with being unable to COJ11pare Jhe current stud,1Twith previous studies due 
to the difference in measuring ;Vsp~~~t§l • eqrf c:fitit fulfht~odel can be classed 1ogetfzerzn 1Jlxcellence 
as moderately acceptable (CMIN/DF = 2. 35 GFI = 0. 77; PCFI = 0. 68; CFI = 0. 856). 

Figure 6. 1: Second order measureme~t model 

6. 3. 2 Structural models 

There were three separate structural models which were considered: The Integrated 

Model (inclusive of all respondents), the South African model (using only the sample 

of South African respondents) and the Germany model (using only the sample of 

Germany). The Integrated model is considered first (with a view to answering H 1, H2 
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and H3) and thereafter the results contained in the South African model and the 

Germany model are compared (with a view to answering H4 and the sub-hypotheses). 

6. 3. 2. 1 The integrated model 

Because of the similarity between the structural model and the second order 

measurement model, in terms of the overlap between covariance's and hypothesised 

paths, the fit indices were similar (CMIN/DF = 2. 35 GFI = 0. 77; PCFI = 0. 68; CFI = 
0. 856) for the structural model, and as with the measurement model, indicated a 

moderately acceptable fit. 

Figure 6. 2: Structural model 

The paths which are relevant for the purposes of this study are between Relationship 

quality, Service quality and Loyalty (as set out in H1-H3) and the relevant regression 

weights are set out in Table 6. 19, below. 

Table 6. 19: Regression weights for the combined structural model 
Paths Hypotheses Estimate S.E. C.R. p 

RELQUAL <--- SERVQUAL H1 .826 .063 10.653 *** 

LOYALTY <--- RELQUAL H3 .714 .114 5.901 *** 

LOYALTY <--- SERVQUAL H2 .174 .070 1.921 .055 

*** P < 0.001 = significant relationship; S.E. = standard error; C.R. = critical ratio; 
R.W= Regression weight 

Table 6. 19 above gives a summary of strength of effects between variables and the 

significant levels belonging to them in the case of SEM model related to the whole 

data base, findings show: 
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6. 3. 2. 1. 1 Relationship between service quality and relationship quality 

It is apparent from Table 6. 19 that there is a strong positive relationship (0. 826, 

p<0.001) between service quality and relationship quality (Hypothesis H1). This 

suggests that service quality will have a positive influence on relationship quality and 

that the null hypothesis, which states that, there is no significant relationship between 

service quality and relationship quality was therefore rejected and the alternative 

hypothesis accepted. 

6. 3. 2. 1. 2 Relationship between service quality and loyalty 

No empirical support was found for the hypothesised relationship between service 
quality and loyalty (Hypothesis H2). w~~..,.-n.,.......-r...-u-r,l"lr\mer perceives the service as 

quality or not will therefore have no dire\J """--.-1-:v,1..1 a;~H;:® loyalty of customers. The null 

hypothesis (stating that, no significant r I een service quality and loyalty 

exist) associated with hypothesis H2 ot be rejected. However, the 

empirical results of the study do not su ort t hypothesis (H2) that there is a 

significant relationship betwee 1se1N1ia&<iltua1u 1u1--nn~~t . ~er words, there is no 

significant relationship between setv..Ftt~ CC~~ at the p<0. 05 level. The 

result is approaching significance at this level p<0. 55 and although significant at the 

p<0. 10 level, does not qualify as significant in terms of the criteria set for this study. 

6. 3. 2. 1. 3 The relationship between relationship quality and loyalty 

Hypothesis H3 is accepted (and the corresponding null hypothesis, which 

hypothesised that, there is no significant relationship between relationship quality and 

loyalty was therefore rejected) as the current study revealed a significantly positive 

relationship (0. 714, p<0. 05) between relationship quality and the loyalty. In other 

words, the more a relationship is perceived as being quality, the more likely it is that 

consumers will be loyal. 

6. 3. 2. 2 The Comparative Model 

One of the important research questions which this study seeks to answer is whether 

culture moderates the impact of Service quality on Relationship quality, Relationship 

quality on Loyalty and Service quality on Loyalty. 
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Table 6. 20: Regression weights for the South African and Germany structural 
model 

South Africa Germany 

R.W S.E. C.R. p R.W S.E C.R p 

RELQUAL <-- SERVQAL H1 .803 .092 6.834 *** .824 .085 8.65 *** 

LOYALTY <-- RELQUAL H3 .788 .145 3.632 *** .716 .126 4.339 *** 

LOYALTY <-- SERVQAL H2 .166 .071 1.226 .220 .094 .080 .801 .423 

*** P < 0.001 = significant relationship; S.E. = standard error; C.R. = critical ratio; 
R.W=R • • 

Table 6. 20 above contains SEM resul s rength and significant effect 

between variables in the sample u ,u_;i..,,;.____,,,..-v,,..;;(Ji?-,IJ.,l'"i:M " i n, which are generation Y 

customers from both Germany and Sou 

Initially, the regression weights were consiue:-,-t,,:u-tt::11 outh African and Germany 

SEMs respectively. In both ltl.b'ttersttnedta)w I elationship between 
service quality and relationship qctaf r;tlj)e'C::_ i .1bYf)eUffitca standardised regression 

weight (0. 803, 0, 824) for the South African and Germany models respectively. 

Similarly, the relationship between service quality/loyalty and relationship 

quality/loyalty were in South African and Germany SEMs respectively. 

While relationship quality has a significantly strong effect on loyalty (0. 716; 0. 788) for 

the South African and Germany models respectively (p < 0. 01 ), the results for both 

cultures in respect of the relationship between service quality and loyalty is not 

significant. However, while it is apparent that the regression weights between service 

quality/relationship quality and relationship quality/loyalty are different in terms of 

standardised regression weights in order to consider hypothesis H4 (and the sub-

hypotheses) we need to consider whether the results are significantly different. In other 

words, Once support for the main effects had been found (or not), the next step was 

to include suggested culture as a potential moderator variable into the model in order 

to assess H4 and the sub hypotheses. 

In a first step, an overall Chi-square difference was calculated for each of the 

hypothesised relationships, consistent with our hypotheses, this test imposes the null 

148 



 

 

hypothesis that the moderator variable (culture) does not have any effect on the three 

relationships. The results of this analysis are contained in Table 6. 21, below 

6. 3. 2. 3. Evaluating the significance of the relationship between service quality, 
relationship quality and loyalty 

It is apparent from Table 6. 21, that there is no significant difference between the South 

African and Germany relationships as they are all not significant at the p < 0. 05 level 

as such we cannot reject the null hypotheses associated with H4·1; H4•2 and H4•3. 

Similarly we cannot reject the null hypothesis associated with the main hypothesis 

(H4), that Culture moderates the relationship between service quality, relationship 

quality and loyalty. 

Table 6. 21 Structural Equation Medellin 
South African 

p z-score 

RELQUAL ~- SERVQUAL H4.1 0.000 -0.879 

Loyalty ~- RELQ 0.000 -0.095 

Loyalty ~- 0.220 0.212 

*** P < 0.001 = significant relationship; S.E. = standard error; R.W= Regression 
weight 

6. 3. 2. 3. 1 The difference (between Germans and South Africans) regarding the 
relationship between service quality and relationship quality (H4•1) 

The results on Table 6. 21 shows that despite having different standardised regression 

weights (Germany, (0. 735) vs. South Africa, (0. 626), the results reveals that there is 

~o _significant difference between the effect of Service quality on Relationship quality 

in both ·countries~ With these findings we fail to reject the null hypotheses (H 0A) and 

conclude that there is no significant difference (between Germans and South Africans) 

in respect of the extent of the relationship between service quality and relationship 

quality. 

6. 3. 2. 3. 2 The difference (between Germans and South Africans) in respect of 
the extent of the relationship between service quality and loyalty (H4•2) 

Findings for this study showed that despite having different standardised regression 

weights (Germany= 0. 064, South Africa= 0. 86), there is no significant difference on 
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the effect bf service quality and loyalty found between generation Y customers from 

Germany and South Africa. These findings do not support the second sub-hypotheses 

(H4•2) shown in Section 1. 6. Thus we failed to reject the null hypothesis, and conclude 

that, there is no significant difference when it comes to the relationship between 

service quality and loyalty for both cultures. 

6. 3. 2. 3. 3 The difference (between Germans and South Africans) with regards 
to the relationship between relationship quality and loyalty (H4•3) 

Lastly, research findings also showed that there is no significant difference on the 

effect of relationship quality on loyalty when it comes to generation Y customers from 

Germany and South Africa, despite having different estimates of (0. 547 and 0. 528) 

respectively. These findings do not supn;~""",~of\\\,..u."'~"'"'~l.PI/.~~ sub-hypotheses (H4•3) shown 

in Section 1. 6. Thus, we fail to reject t 

no significant difference when it comes o 
is and conclude that, there is 

~tH~~>tJ ip between relationship quality 
and loyalty for both cultures. 1..l.!:::::::!!~!!::::=!J 

6. 3. 3 Independent sampl • yl ff~ .,., .. -- 111-111t:n~.asion of culture 

To determine the nature and extln~98f'M~ filtfef~ff6~f7lfe1ween Hofstede's cultural 

dimensions between the German and South African cultural groups a series oft-tests 

were conducted. The descriptive statistics reflecting the difference between the means 

of the different cultural dimensions are reflected in Table 6. 22. 

Table 6. 22 Descriptive statistics associate with Hofstede's cultural dimensions 
for generation Y customers. 

Group Statistics 

Country of Origin N Mean Std. Std. Error 
Deviation Mean 

South African students 221 23.2409 5.68433 .38324 
Collectivism 

Germany students 226 21.4027 5.02277 .33411 

Power South African students 221 13.3591 7.85619 .52966 
Distance Germany students 226 14.5398 6.40491 .42605 

Uncertainty South African students 221 16.0500 3.27049 .22050 
Avoidance Germany students 226 14.4336 2.89022 .19225 

The results in Table 6. 22 indicate differences in the mean scores for all the dimensions 

in respect of the two groups of respondents. However, when considering the t-tests, 
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to establish whether or not these differences are significant, the results in Table 6. 23 

reveal that, in respect of the dimensions, only Collectivism and Uncertainty avoidance 

were significantly difference (Thus, H6 and H7 are supported), while no significant 

difference was found on the dimension of Power distance (thus H5 is not supported). 

These results are discussed more fully below. 

fable 6. 23 Levene's test for Equality and t-test equality of means 
Levene's Test 
for Equality of 

Variances 

F Sig. T 

Collectivism EVA 2.423 
EVN 

.1 20 3.622 

A 
Power Distance EVA 12.795 .000 -1.742 

EVN 
A 

df 

t-test for Equality of Means 

. Mean 95% Cl of the 
Sig. (2- o·ff Std. Error Difference 
tailed) . 1 eerenc Difference---..-----

Lower Upper 
.50759 .84068 2.83582 
.50843 .83897 2.83754 

.67791 -2.51304 .15157 
1.18073 .67975 -2.51685 .15539 

Uncertainty EVA 4.105 .043 .29206 1.04239 2.19036 
Avoidance EVN ~m)etl~tlaal ..._,""v.L ..... l-\:il·'-1~-----,,-11, .29254 1.04140 2.19134 

A ether n Exce lence 
Note. F=f-test, Sig=significance, df= degrees of freedom, Cl=Confidence interval, 
PD=Power distance, UA=Uncertainty avoidance, IDV=lndividualism, CIV= 
Collectivism, EVA=equal variances assumed, EVNA=equal variance not assumed.* 
= significant at p < .05. 

6. 3. 3. 1 .. 1 Uncertainty avoidance 

The Independent samples t-test showed a significant difference between the mean 

scores of this dimension, equal variances not assumed. The results indicated that 

South African generation Y customers had a high uncerta·inty avoidance mean score 

than did Germany generation Y customers, t (434. 263) = 5. 525, p=.000 (mean 

difference, 1. 61637). These results are consistent with previous research (Kueh and 

Voon, 2007; Jung and Kau, 2004; Leng and Botelho, 201 O; Voros and Choudrie, 2013; 

Furrer et al., 2000; Reid, 2011 ). This therefore means that South African generation Y 

customers are risk averse and prefer rules and instructions to guide them. While, on 

the other hand generation Y customers from Germany prefer few rules. This will 

enable them to determine how to accomplish goals, with greater flexibility (Reid, 2011: • 

73). 
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6. 3. 3. 1. 2 Collectivism 

The mean score for collectivism was significantly different, equal variances assumed. 

South African generation Y customers indicated more collective behaviours than did 

Germany generation Y customers. The results indicated that South African individuals 

portray more collectivist traits with a higher mean score than did Germany generation 

Y customers, t (444) = 3.622, p=.000 (mean difference, 1.83825). In collective 

societies individuals generally have a habit of looking after the group in exchange for 

loyalty (Keller et al., 2015: 14 ). These findings are more consistent with previous 

studies on cross cultural studies (Hofstede, 1980; Hofstede and Hofstede, 2005; 

Matviyenko, 2009; Kueh and Voon, 2007: 662; Kutter, 2007; Nam, 2008; Kassim and 

Abdullah, 2010). The studies indicated 

collectivist culture, where group need 

developed economies follow a culture t 

ging economies follow a more 

~ m ortant that individual needs, 

Previous research (Leake and Black, 

ivist, but more Individualistic. 

t it is possible for a nation to 

. However, the findings in this be both collectivist and Individualistic at t 

research showed that genera 1 

than Germany generation Y custo 

6. 3. 3. 1. 3 Power-distance 

are more collectivist 

The Independent samples t-test revealed no significant difference between Germany 

and South African generation customer on the Power distance cultural dimension. 

With a p value = (0.083) which is greater than p<0.05, this therefore means, the 

difference between the mean scores (-1.18073) for both groups is not statistically 

significantly. Previous research (Hofstede, 1983) indicated that most individuals from 

emerging economies (i.e. African) scored differently on this dimension when compared 

to individuals from developed ·economies. The Hofstede's centre (2015) indicates that 

South Africans' power distance scores are higher than those of Germans. A studies 

by Smit et al., (2007) and Addison (2006) described South Africa as a high power 

distance culture. This suggests that within the South African culture, individuals are 

opened to unequal distribution on power. However, this is not the case when it comes 

to Generation Y customers. Wu (2006) claims that, social changes such as, economic 

transformation can shift national culture. Keller et al., (2015: 13) posited, that age can 

have a changing effect on national culture. 
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6. 4 CONCLUSION 

This chapter concentrated on the analysis of the research results. The research 

findings were explained according to the sections of the questionnaire. The data 

analysis was divided into two sections descriptive and inferential data analysis. 

Descriptive statistics constituted the first section of data analysis. Cronbach' Alpha 

was used to test the reliability of the research instrument and factor analysis was used 

to test construct validity of the instrument. Factor analysis was used to reduce the 61 

questionnaire items into manageable data and 14 items were omitted which had lower. 

factor loading of 0. 300. The retained factors with a higher factor loading of greater 

than 0. 300 were used to test the relationship between the culture, relationship quality, 

service quality and loyalty. 

The hypotheses were tested, and the r e tr ctural equation model showed 
IN VIDE I . 

that there is significant relationship lti~~~,m,~~~ • a ionship quality and loyalty, 

relationship qualityand service quality for oth Germ y an South Africa with p-values 

<O. 05. The results also indicff d that lo)'alty hf~o si~icant relationship service 
quality and had p-values of 0. ~~vrn~~~~£~es~I!tive@-.r he following chapter 'togeJfer m l!.txceuence 
( chapter 7) presents summarises for the complete study, provides recommendations 

and highlights areas where further research is necessary. 
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CHAPTER 7 

CONCLUSIONS, RECOMMENDATIONS AND IMPLICATIONS OF 

THE STUDY 

7. 1 INTRODUCTION 

· This chapter draws conclusions from the research findings presented in chapter 6. The 

previous chapter gave a presentation and discussion of the empirical results obtains 

from this study. This chapter (chapter 7), is the final chapter of the study. The chapter 

will first give an overview of the study and a summary of the most important findings. 

Subsequently, a discussion of the res I tation thereof will take place. 

The contribution and limitations of 

recommendations for future research s~r~r1g~,~ 
provided. 

ill be discussed and the 

lly concluding remarks will be 

7. 2 OVERVIEW OF THE STUD-Y • ·ty f F t H u n1vers1 o or are 
In chapter 1, an introduction and b Q ,_ ad fn ~~~t:J0¥(W8S provided. The problem 

statement and the purpose of the study were presented. As previously mentioned 

generation Y customers are one of the most important markets for mobile phone 

service providers globally, thus there is need for service providers to understand 

factors that c_an affect this cohort's service quality and relationship quality perceptions. 

This in turn can have implication on the loyalty of generation Y customers. The problem 

statement revolved around the implications of culture on the perceptions of generation 

Y customers on relationship quality, service quality and loyalty. More specifically, the 

purpose of this study is to investigate the moderating impact of culture on the effect of 

service quality and relationship quality on the loyalty of generation Y customers in the 

mobile service sector. The study is a comparative study (between Germany and South 

Africa) trying to see if the moderating effect of culture on service quality, relationship 

quality and loyalty is the same for generation Y customers from these nations. 

Definitions of the most important concepts, namely generation Y, developed 

economies, emerging economies, relationship quality, service quality and loyalty were 

also provided. 
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The primary and secondary research objectives were presented in chapter 1. The 

hypothesised relationships were presented and several hypotheses formulated. The 

research design and methodology were briefly introduced. The chapter (1) went on to 

outline the scope and demarcations of the study and the significance of the study were 

also highlighted. 

A comprehensive literature study was carried out in chapters 2 and 3. Chapter 2 gave 

a detailed description of culture and it implications of consumer's behaviour. Culture 

was described as the collective programming of the mind that distinguishes one culture 

group from another. The definition was a replication of Hofstede's (1980) definition of 

culture. Hofstede's theory of culture which formed the basis of this study and other 

theory of culture were discussed. Cha d by highlighting the cultural 

differences between emerging and dev I s. 

In chapter 3, the service quality concept ~~;/;;~~~; n greater detail and the nature 
of a service and quality were defined n ed. The different models and 

measures of Service quality were atso hig~ligti e . The relationship marketing concept 

was discussed and the diffe~\1-l¥1~fi§J!Afrpf J;~J~Qf-!g~~pts common in the 
1 ogether ln rmcel eflce 

telecommunication industry. The chapter also looked at the relationship marketing 

concept and it different dimensions. 

In chapter 4, a hypothesised model was presented. Several relationships were 

hypothesised suggesting that culture has a moderating effect on the relationship 

between service quality, relationship quality and loyalty. A positive relationship 

between service quality, relationship quality and loyalty was also suggested. Empirical 

evidence to support the hypothesised relationships was presented. 

In chapter 5, the research design and methodology were described. In chapter 5 the 

difference between quantitative and qualitative research designs and research 

paradigms were discussed, and the research paradigm adopted for this study was 

explained and justified. Given the nature and the purpose of the study, a quantitative 

research design was considered to be appropriate for this study and was thus 

implemented. The population of interest and the sample size were also discussed and 

the sampling techniques used. The current study used convenience sampling method 

to gather data from respondents. The sampling technique was used primarily due to 

time and resource constraints. The development of the measuring instrument was 
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discussed. Chapter 5 also looked at the operationalisation .of the independent and 

dependent variables and an explanation of how the measuring instrument was 

administered was provided. The statistical instruments used to measure the reliability 

and validity of the measuring instrument was also explained in Chapter 5. Exploratory 

and confirmatory factor analyses were undertaken in order to assess the validity of the 

measuring instrument. Cronbach's alpha coefficient was calculated to assess the 

reliability of the measuring instrument. The statistical techniques used to analyse the 

data _were descriptive statistics, t-test and structural equation modelling. Descriptive 

statistics were calculated to summarise the sample data, while t-test were undertaken 

to determine whether the difference in mean scores returned by generation Y 

customers from Germany and South Africa on the cultural dimensions of individualism 

vs. collectivism, power distance and unae,, .. i..1 , ,~.ll,.Y~
11

. '\IJ1'"'."" u;.411,ce, were significantly different 

from each other. Structural equation mo o e to test the proposed casual 

relationships. As a result three structu r obtained which showed the 

difference and similarities in the interre the research variables in both 

nations. 
University of Fort Hare 

Chapter 6 contains results of theTt~u~mainaftar tlCfhe chapter starts with a 

discussion of the demographic information collected from respondents who 

participated in the study. EFA and CFA was undertaken to confirm the validity of the 

scales measuring the independent and dependent variables. Factors greater than 0.4 

were considered significant and only factors with three or more items loading onto 

them were considered for further analysis. Items that did not load were eliminated. All 

items intended to measure culture loaded together as expected. All items intended to 

measure service quality loaded together as expected with the expectation of the 

dimensions of performance of employees and reassurance which loaded on the some 

factor, thus the dimension was renamed as conviction. All items intended to measure 

relationship quality loaded together as expected, with the expectation of the dimension 

of trust in integrity and trust in benevolence which loaded on the some factor, and the 

dimension was relabelled as trust. 

Cronbach's alpha coefficients were calculated to assess the reliability of the measuring 

instrument. A Cronbach alpha greater than 0. 07 is necessary for the scale to be 

considers reliable. The Cronbach's alpha coefficients returned for the research 

variables extracted from the EFA and CFA were greater than 0. 7. The scales 
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assessing both the dependent and independent variables thus provided satisfactory 

evidence of validity and reliability. The t-test were conducted to assess whether the 

difference in mean scores returned by the two sample groups were statistically 

significant. 

Structural equation modelling was undertaken to assess the interrelatedness of the 

research variables and to test the significant of the hypothesised relationships. These 

assessments were done separately and jointly for generation Y customers from 

Germany and South Africa. The SEM results included the two independent variables, 

namely relationship quality and service quality as well as the dependent variable of 

loyalty. Table 7. 1 presents the null hypothesis and the results. 

Table 7. 1 Hypotheses and results 

H1: Service quality will have a si • • • quality 

H 2: Service quality will have a si are 
'V 

H 3 : Relationship quality will have a significant influence on loyalty 

H 4: Culture will moderate the relationship between service quality, 
relationship quality and loyalty. 

H 4• 1: There is significant difference (between Germans and South Africans) 
in respect of the extent of the relationship between service quality and 
relationship quality 

H 4•2: There is a significant difference (between Germans and South 
Africans) in respect of the extent of the relationship between service quality 
and loyalty 

H 4.3: There is a significant difference (between Germans and South 
Africans) in respect of the extent of the relationship between relationship 
quality and loyalty 

H 5: There is a significant difference in the Power Distance score between 
Germans and South Africans 

H 6: There is a significant difference in Collectivism score between Germans 
and South Africans 

H 7: There is a significant difference in the Uncertainty avoidance score 
between Germans and South Africans 

Results 

Fail to reject 

Fail to reject 

Fail to reject 

Rejected 

Reject 

Reject 

Reject 

Reject 

Fail to reject 

Fail reject 
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7. 3 DISCUSSION OF THE RESULTS, CONCLUSION AND RECOMMENDATIONS 

The primary objective of this study was to assess the moderating effect that culture 

has on service quality, relationship quality and loyalty of generation Y customers in the 

mobile phone service market. The results obtained in chapter 6 led to the achievement 

of the. hypothesised research objectives of this study. Based on these findings several 

conclusions and recommendations will be made, achieving both primary and 

secondary research objectives. The following section 7. 3. 1 through to 7. 3. 4 the 

hypotheses and main findings are discussed. Sections 7. 4 and 7. 5 are going to give 

a discussion of the contributions, limitations and recommendation for further research. 

7. 3. 1 The influence of service quality on relationship quality 

As previously revealed in Chapter 6, stu 

effect on relationship quality for genera i 
Africa. Based on the research findings, 

Y customers by mobile service provider 

ed that service qua I ity has an 

s in both Germany and South 

~~~~~ervices delivered to generation 
greatly to the formation of quality 

relationships. Thus mobile se 1 ~· llj(j)i/~l~ ,Sti rstand the important 

elements of service quality that w 

with them. 

The findings of this study were similar to several others (Agrawal·et al., 2012: 280; Du 

and Tang, 2014: 28; Kiran and Diljit, 2011 ), which reports a positive relationship 

between service quality and relationship quality. Hsieh and Hiang, 2004 and Hanay~ha 

and Hilman, (2015), as well as Mirpuri and Narwani (2013) are in support of these 

findings. These authors found a positive relationship between service quality and 

relationship quality, meaning how customer perceive the quality of services being 

delivered has an effect on the relationship quality between service providers and 

customers. Consequently, service quality is described as an antecedent of relationship 

quality. 

7. 3. 2 The influence of relationship quality on loyalty 

Research findings indicate that relationship quality is a powerful predictor of customer 

loyalty in the context generation Y mobile phone service users, thus supporting past 

research (Mirpuri and Narwani, 2013; Roberts et al., 2003; Roy and Eshghi, 2013; 

Shpetim, 2012: 20; Motamedifar et al., 2013; Kaufmann, 2015: 495). 
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A study by Dithan (2011: 51 ), findings revealed that there is a positive relationship 

between relationship quality and customer loyalty. This means that customers are 

willing to enter into long-term relationships with service providers if there is trust, 

commitment satisfaction and reciprocity. In terms of practice, the results of this study 

support the significance of relationship quality in increasing customer loyalty. Overall, 

to maintain customer loyalty to the service provider, it is suggested that service 

providers enhance all four aspects of relationship quality which are trust, commitment, 

affective conflict and satisfaction. 

7. 3. 3 The influence of service quality on loyalty 

Study findings showed that for both groups service quality does not necessarily lead 

to loyalty of customers. However, these sttl.~N .... ~-"'loCJ' ' l' Y U e in contradiction with those of 

several others (Adjei and Denanyoh, 2 . 85· Kha nd Fasih, 2014: 337; Beibei et 

al., 2013: 11; Mosahab et al, 2010: 74; 012: 281). Previous research 
has agreed on the existence of a dire t relationship between service 

quality and loyalty. Adjei et ab (2.014: 8?) an Khan and Fasih, 2014: 337), have 
agreed that a direct relationsh1p~¼_¥r~~a~f ffJ~tfi!y.Jjfy and service quality. logetherzntfxceUence 
On the other hand empirical evidence exist which support the existence of an indirect 

relationship between loyalty and service quality (Beibei, et al., 2013: 11; Mosahab et 

al., 2010: 74). Agrawal et al., (2012: 281) described customer satisfaction as a 

mediator on the effects of service quality on service loyalty. 

Similarly, research by Khan and Fasih (2014: 337) indicated that a customer 

perception of service quality has considerable impact on their loyalty. Notwithstanding, 

the -above mentioned findings, it is however, important for service providers to deliver 

quality services as it contributes to the reputation of the service firm, this will result in 

increased customer retention. 

7. 3. 4 Cultural dimensions 

The study used Hofstede's (1980) cultural dimensions so assess the culture values of 

generation Y customers and to measure the cultural difference between Germany and 

South African generation Y customers. The findings of this study show that South 

African generation Y customers returned the highest mean score for the cultural 

dimensions of Uncertainty avoidance and Collectivism. These findings therefore show 
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that South African generation Y customers when compared to Germany generation Y 

customers, they have a higher pr~ference for rules and instructions in order to avoid/ 

deal with unknown situations. While generation Y customers from Germany showed 

that uncertainty is part of life and they believe that rules are not always necessary. 

They believe that if the ambiguous does not work they should be changed (The 

Hofstede's centre, 2015). South African generation Y customers possess collectivist 

cultural traits, meaning they tend to value group needs more than individual needs and 

are more loyal customers when compared to generation Y customers. 

These findings are supported by existing literature on cross-cultural studies (Lynton 

and April, 2012, Nam, 2008; The Hofstede's centre, 2015; De- Mooij, 2010) the 

literature indicates that unlike deve''"' '-''"'""" 
economies (African/Asians) 

avoidance and collectivistic. 

(Germany), most emerging 

that is high in uncertainty 

The findings revealed that generation Y c stom rs m outh African returned low mean 

scores on the power distance culhfal dim.ens1ons. While their Germany counterparts 

had a slightly higher means scYP.W,~l~ti fo9i FB~t M¥o~eration v customers t'ogetherznE~~e11ence 
are not tolerant of unequal distribution of power and view superiors as being 

accessible (Hofstede, 1980: 79). Research finds, show that South African generation 

Y customers unlike Germans have low power distance. These findings are in 

contradiction with literature (The Hofstede's centre, 2015; Hofstede, 1980) which 

posits that most African countries/emerging economies are high in power distance 

when compared to countries from developed. The Hofstede's centre (2015) described 

South Africa as a nation in which individuals to some extent accept unequal 

distribution. However, these research findings were referring to the general population 

within South Africa. Thus, for this study based on the findings of the current study, we 

can conclude that South African generation Y customers follow a culture that is low in 

power distance. 

South African generation Y customers are more collectivistic when compared to 

Germany generation Y customers. These findings are in support with existing literature 

(Hofstede, 1980) which suggests that most emerging economies (African countries) 

tend to show collectivistic cultural traits, while developed economies show 

individualistic cultural traits. Study findings by Lynton and April (2012) revealed that 
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South African generation Y customers are tending towards a culture that is 

individualistic. The Hofstede's centre (2015), also reveals that South Africa follow an 

individualistic culture. As previously mentioned, globalisation and massive 

technological advancement has led to the erosion of global boundaries, this in turn 

has resulted in convergence of cultural values. Cultural convergence is seen in the 

absorption of values and homogenisation of customer behaviour across different 

nations (Singh, 2014: 2). This implies that, customer perceptions and behaviour 

towards the same product/service might be similar. 

7. 4 CONTRIBUTIONS OF THE STUDY 

In this study, the scale developed to measure service quality; relationship quality, 

loyalty and culture were developed by c , flfs developed by several scholars 

and assessing them in the context of ,...,~------------

service industry. Therefore, this study haSIWeJ~I 

development and scale validation. 

This study was a cross cultura Stu~w·W<m:1w1m1ill~ 

on customer perceptions of servie1ir~~- ife~ 

ustomer in the mobile phone 

t the literature in terms of scale 

• • ffect that culture has 

'quality and loyalty. Study 

findings revealed that, they was no significant difference exist (between Germans and 

South Africans) in respect of the extent of the relationship between service quality and 

relationship quality, relationship quality and loyalty and service quality and 

loyalty.Therefore, this study has contributed to the available literature on cross cultural 

studies. Study findings revealed that, they was no significant difference exist (between 

Germans and South Africans) in respect of the extent of the relationship between 

service quality and relationship quality, relationship quality and loyalty and service 

quality and loyalty. 

This study has attempted to increase the knowledge on generation Y customer's 

perceptions regarding service quality and relationship quality. Study findings have 

shown that relationship quality has an important contribution to the loyalty of 

generation Y customers, there for it is important that service providers and employee 

develop strategies that will enable them to improve quality relationship with this cohort. 

Study findings have shown that service quality does affect the quality of relationship 

between service providers and customers, thus it is important for service providers to 
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provided quality services on a consistent basis so as to promote development of good 

quality relationships with their customers. 

7. 5 LIMITATIONS OF THE STUDY AND RECOMMENDATIONS FOR 
FUTURE RESEARCH 

Despite the contribution in this study, there are several limitations that should be taken 

into consideration when interpreting the findings of this study. Several opportunities 

for future studies are also presented on this section. 

The research was primarily targeted at the youth and adult generation Y customers at 

university between the ages of 18 - 35. However, this excludes other age groups also 

falling under generation Y such as you ,w-.;;..;.......;;;....;;...;..;;..;;....;;..;;...-..,;;...;..;., 

our findings should therefore be treate 

a broader range of generation Y con B ger and more representative 

sample sizes. Future research could be t er generation Y sub segments 

as well as use other products to develop __ ding of consumer behaviour in 

developing market environmeot$ where such stud~ are lacking. un1vers1ty or ~ort ttare 
This research only investigated thf~~ .Ifxs beffl~ studying at University of 

Osnabreuck and University of Konstanz (Germany) and University of Fort hare (South 

Africa). The results of the study might not be generalised for all generation Y 

customers across Germany and South Africa/ globally. Thus, future research can 

expand the population of interest to more than one university within a nation. 

Future studies to verify and extend our findings could also employ alternative 

measures of cultural values based on frameworks other than Hofstede's' (1980). In 

addition, this study focused only on the mobile phone service industry. As such, our 

findings need to be validated in other types of service industries. 

The current study proposes a need to develop types of the SERVQUAL instrument 

with culture-specific items in order to improve the validity of the measurement 

instrument across cultures. While the SERVQUAL scale has been found to be a useful 

scale, our findings suggest the need for further refinement of the individual scale items, 

especially those relating to the dimensions of reassurance and performance of 

employee, which is also referred as responsiveness in some other studies. The 

implication for both service researchers and practitioners is that future efforts to 
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measure service quality, particularly in different cultures, should pay attention towards 

improving the validity of the instrument. It is likely that this will require the amendment 

or replacement of existing items and the inclusion of additional dimensions that may 

be more culturally meaningful. 

As previously mentioned, generation Y customers are an important cohort for mobile 

service providers. It is therefore suggested that a study of this nature should be done 

between the generation Y customers in different African countries, to gauge the impact 

of culture on service quality perception and relationship quality. 

As previously indicated from the research findings South African generation Y 

customers showed that they possess both individualistic and collectivistic cultural 

traits, thus this calls for further cros 

generation Y customers cultural values e 

globally. 

e rch on the convergence of 

nt African countries as well as 

This research looked at all mobile service ---=----::~ in general without looking at any 

specific mobile service provid , ~tJ:S::•t:fSWaWr,is n-,~.11..wJ1.vi 1 be conducted which 

looks at the service quality percep oll]S~UiiBIX@~ity between generation Y 

and a specific mobile service provider, for instance MTN. This research only looked at 

three of Hofstede's cultural dimensions, thus there is need for a study to be conducted 

which looks at all six of Hofstede's cultural dimension with respect to generation Y 

customers. 
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7. 6 CONCLUSION 

Given the important of mobile services in this technology era, it was of significant 

important to conduct a study which evaluates the implication of service quality and 

relationship quality on generation Y customers' loyalty to different mobile phone 

service providers. The generation Y cohort is regarded as one of the most important 

market segments for mobile service providers because of it large customer number 

and everyday use of mobile services. Although, this study found no relationship 

between service quality and loyalty when it comes to generation Y customers, 

sufficient empirical was provided to support this relationship. Therefore, it is imperative 

for service providers to deliver quality service so as to gain customer loyalty. This will 

in turn lead to reduction of acquisition c d customer retention. 

University of Fort Hare 
Together in Excellence 
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Appendix A: Research instrum~nt 

FACULTY OF MANAGEMENT AND COMMERCE 

DEPARTMENT OF BUSINESS MANAGEMENT 

QUESTIONNAIRE 

fhe following questionnaire is part of research for a Master's degree at the University of Fort Hare 
:Business Management Department) at Alice, South Africa. The study comprises a comparative study 
)etween German and Southern African young consumers (Generation Y) to assess the moderating 
nfluence of culture has on the impact of relationsh· nd service· quality on loyalty customers in 
ihe mobile phone market. 

You are kindly requested to answer the questions thatfteliCJW':v~~tUdy will be treated with high levels 
)f confidentiality and will safeguard your anonymity. 
Instructions for completion: L!:::::~~==::!!J 

1. Please answer the questions as objectively onestly as possible according to the 
instructions contained in the body of the • ity of Fort Hare 

Together in Excellence 
Please answer all the questions to allow an accurate analysis and interpretation of the data. 

Once you have completed the questionnaire, please simply click on the button labelled 
UBMIT at the end of the questionnaire. 

f you have any concerns or questions please feel free to contact the Master's student, Tracey Chiuyu, 
t traceychiuyu@gmail.com or her supervisor, Prof. Roger Elliott at RElliott@ufh.ac.za. 

ECTION A: GENERAL INFORMATION 

he following questions are mainly for classification purposes. Please indicate by marking with an X in 

he block relevant to you. 

1. Age of the Respondent 

118 119 120 121 122 123 124 125 126 127 128 I Other I 

1.1. If other please specify ___ _ 

2. Gender of respondent 

I Female I I Male 
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3. What is your occupation? 

Unemployed Student Employed self-
em lo ed 

4. Do you own a cell phone? 

5. Which mobile service do you use? 

MTN Cell C Vodacom Virgin Vodafone E-Plus 0-2 other 
mobile 

5.1. If others please specify _ ____ +------. 

6. How long have you been using your serv c 

-1 
year 

2 5 

University of Fort Hare 
7. Which country do you regard as yo • cellence 

South Zimbabwe Zambia Botswana Germany Namibia Angola 
Africa 

+6 

Lesotho 

7 .1 If you do not come from the any of the above mentioned countries please 
specify .............................. . 

Swaziland 
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SECTION B: for the following several questions in this section, an a scale of (1-7), can you please show 
whether you agree or disagree with that statement by circling on the correct number. 

Questions ->. Q) Q} a> .ro ro 
2! j .s:::: >, 

- (l) ro ;: g> (l) 0)""" (I) Q) C 0: en 0) (I) '- (D em ro OJ E :l E 0 ti} (I) 0) 0 0) .b 0) cn:a a ·- 0 Cw z <( en <( oo ro 

1. My service provider is honest about problems 1 2 3 4 5 6 7 
2. My service provider has high integrity 1 2 3 4 5 6 7 
3. My service provider is trustworthy 1 2 3 4 5 6 1 
4. My service provider is concerned about my welfare 1 2 3 4 5 6 7 
5. Whe~ l reveal my problems to my service provider, I know they 1 2 3 4 5 6 7 
will respond with understanding 
6. I can count on my service provider considering. how their actions 1 2 3 4 5 6 7 
affect me 
7. I feel emotionally attached to my service provider ,. 2 3 4 5 6 1 

"~I\/\, A /I 
8. r will continue to deal with my service provider becaust ~13emg- 2 3 4 5 6 7 
associated with them """ - - t7 
R I continue to deal with my service provider because 1 · ewm11~I){i IM'ls 2 3 4 5 6 7 
enjoy my relationship with thern TUJL_,_!:! MEN 

\ I/ 
Please think about your relationship with your service prov and for h item circle the number that best shows 
how you feel when you think·about dealing with ihem·and for eac I em circle the number that best shows how you 
feel when you think about dealing with themU niversity of Fort Hare 
10.1 am angry with my service provider Together in l ::feel @Cf 3 4 5 6 7 
11. I am frustrated with my service provider 1 2 3 4 5 6 7 
12. Jam annoyed with my service provider 1 2 3 4 5 6 7 

Please think about your relationship with your service provider and for each item circle the number that best shows 
how you feel when you think about dealing with them and for each item circle the number that best shows how you 
fe~I when you think about dealing with the_m 
13.1 arn delighted with the performance ofmy service 1 2 3 4 5 6 7 
14.1 am happy wilhmy service provider's performance 1 2 3 4 5· 6 7 
15.1 am content with my service provider's performance 1 2 3 4 5 6 7 

16. I am willing to provide my service provider with more information 1 2 3 4 5 6 7 
about myself to help them try to serve me better 
17. I say positive things about my service provider to people 1 2 3 4 5 6 7 
18. I encourage my friends and relatives to do business with my 1 2 3 4 5 6 7 
service provider 
19. I will keep purchasing from my service provider 1 2 3 4 5 8 7 
for another year 
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>, Q) Q) (1) co m 
Q) .t: .t: >, 

- Q) .... 15 g> (l) O),._ (I) C: 0 C) 0)(1) '- (I) Q) 
·o ro (\l mE '5 E o.~ .... (/) fl) (l) C) 0 C) = C: cif~ a ·- 0 0 Ch z <C rn <C er:, (\l 

20. I am willing to purchase other services from my service provider 1 2 3 4 5 6 7 
over the next year 
21. I am willing to test new services developed by my service 1 2 3 4 5 6 7 
provider 
22. My Service. provider has modem-looking equipment 1 2 3 4 5 6 7 
23. My service provider's physical facilities are visually appealing 1 2 3 4 5 6 7 
24. My Service providers employees (agents) are well presented 1 2 3 4 5 6 7 
25. Materials associated with the service (such starter packs) are 1 2 3 4 5 6 7 
visuany·appealing,atmy service provide 
26. When I have a problem. my service provider shows a sincere 1 2 3 4 5 6 7 
interest in solving it 
27. My service provider performs the service right the fi1 s~~{\/\/i )/4 2 3 4 5 6 7 
28. My service provider provides their services · at fr ~ they 2 3 4 5 6 7 
promise to do so '~,-.. -::,--,,, 
29. My service provider insists on error-free records ... 

e1 n~s 11 2 3 4 5 6 7 LU MINE 
TIIO LU ~EN 

30. Employees of my service provider tell me .exacUt ··-V 2 3 4 5 6 7 
service will be performed 
31. Employees of my service provider givr9frp,mpt service .. ,f -b~"t ~f L 3 4 5 6 7 

n1,1~, ·11..· ._7 n ':l-ra 
32. Employees of my service provider are atv,ayssf)ilttng lg nefp .......... '1 .1 -.& ... :,~ '-' 4 5 6 7 

flllVI I IP.I Jn rrr.Pl t>n,-., ) 
33. Employees of my service provider are never too busy to 1 2 3 4 5 6 7 
respond to my requests 
34. The behaviour of employees of my service provider instils 1 2 3 4 5 6 7 
confidence in me 
35. I feel safe in my transactions with my service provider 1 2 3 4 5 6 7 
36. Employees of my service provider are consistently courteous to 1 2 3 4 5 6 7 
me 
37~ My service provider gives me individualattention 1 2 3 4 5 6 7 
38 .. My service provider has operating hours convenient to me 1 2 3 4 5 6 7 
39. My service provider has employees who give me personal 1 2 3 4 5 6 7 
attention 
40. My service provider has my best interests at heart 1 2 3 4 5 6 7 
41. Emp[oyees. of my service provider understand my specific 1 2 3 4 5 6 7 
needs 
Please think about what you have considered and what you will consider in order lo remain· loyal to your current 
service provider. On a scale of (1-7). rate the importance of the factors you would consider? 
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(1)m 
......., 

>,. (1) (1) ro .c:: .c:: >,. 
- (l) 15 (l) g> (1) Ol i.- a> § g Cl Ola, "-ro me :5 (l) (1) 

0~ C/l L. E ..... Cl) (1) Ole .!:; 0: u5~ B ·- 0 C/l z <( ·Cl) (I) co 
42. Quality of service offered 1 2 3 4 5 6 7 
43. Network coverage 1 2 3 4 5 6 7 
44; Service promotion offereg (loyalty programs) 1 2 3 4 5 6 7 

45. Do you think that having a close • relationship • with service 1 2 3 4 5 6 7 
providers wili contribute to loyalty· in the mobile service sector 
Please think aboUt your values arid beliefs as an individual and for each item circle the number that best shows 
your values and beliefs. For each item circle the number that you agree.or disagree with. 

46. Everyone grows up to look after him/ herself and his/her 1 2 3 4 5 6 7 
immediate fami[y only 
47. Identity is based in the individual 1 2 3 4 5 6 7 
48. Speaking one's mind is a characteristic of an honest 1 le~t~ 14 2 3 4 5 6 7 
49. Identity is based in the community to which one belor '2 2 3 4 5 6 7 
50. t would sacrifice my self-interest for the group 

m~INE 
,. VI 5a 

ITT 
2 3 4 5 6 7 

BIi u~ 
51. I Woutd stick with the group even through difficulties \ II TU]_ E.tJ II/ 2 3 4 5 6 7 
52. Group welfare is more important than individual rewards"'-_ LV 2 3 4 5 6 7 --
53. Group success is more important than iinf iitf.·duat success hr if l"t¼ru t2 1- 3 4 5 6 7 nnrPr~, o r !lr~ 
54. Service·providers should give instruction on !fl·w- toffl- -e"6,o6il'E- -:-1 - - -2 - -3 - 4 5 6 7 . · · · · age er zn xcell ~nc e services 
55. Fear of unknown situations and of unfamiliar risks is normal 1 2 3 4 5 6 7 
56. Uncertainty is a normal feature of life and each day is accepted as 1 2 3 4 5 6 7 
it comes 
57 ..• People in higher positions should make most decisions without 1 2 3 4 5 6 7 
consulting people in lower positions 
58. People in higher·positions should not ask the·opinions of peopfe 1 2 3 4 5 6 7 
in lower positions too freque01fy 
59. People in higher . positions should avoid social interaction with 1 2 3 4 5 6 7 
people in lower positions 
60. People in higher·positions should not. delegate important tasks to 1 2 3 4 5 6 7 
people in rower positions 
61. People in lower positions · shou[d not disagree with decisions 1 2 3 4 5 6 7 
made by people in higher positions 
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Constructs 

Trust in integrity • 

Commitment 

Affective conflict 

Appendix B: List of constructs and item·s 
Abbreviation 

(Codes) 

Tll1 

Tll2 

Tll3 

Tll4 

Comm1 

Comm2 

Comm3 · 

AC 1 

AC2 

AC3 

Questions 

My service provider is honest about problems 

My service provider has high integrity 

My service provider is trustworthy 

My service provider is concerned about my welfare 

I feel emotionally attached to my service provider 

I continue to deal with my service provider because I like 
being as ;eei_ate~Ae ill 

1\/\/1,,1 4 
I continu w~ service provider because I 
genuinel i1"-1r1~ rri1 1~7ic nship with them 

111MINE BIMus I 
I am ang ... •mo • ,.., ... , ~jQe provider 

." 7 
I am frustrafea..witb-my service provider 

I l lll.'\I P•·~· . . ,,, .r.l!IT }.i r\.TWTo L-11 '11,.. ,r-,,. 
H 1:11·f'l'tl1"11Jl-\;./2--=~ .. ,'-'rt:rl-'i1ry ~v-i.__ ';::":-:::er 

, f---------+--------+-_,,jr.b-1.,.-,A,, ... ~, ..,;.:.,: l!-:,J. Vi.;.,l:.._11,,.1-
0

n&,...,,b;,,R ~vr>o;.,,.l1M;;o~n,r-~o ------------1 

Satis 1 I am delighted with the -performance of my service provider Satisfaction 
11-----------1---------------Satis 2 I am happy with my service provider's performance 

Customer loyalty 

Satis 3 I am content with my service provider's performance 

CL 1 

CL2 

I am willing to provide my service provider with more 
information about myself to help them try to serve me 

I say positive things about my service provider to other 
people 

it---------------+-----------------------1 

CL3 

CL4 

CL5 

CL6 

I encourage my friends and relatives to do business with my 
service provider 

I will keep purchasing from my service provider for another 
year 

I am willing to purchase other services from my service 
provider over the next Year 

I am willing to test new services developed by my service 
provider 

--, 
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Tangibility 

Reliability 

Performance of 
Employee 

Reassurance/ 
Assurance 

Empathy 

Tang 1 

Tang 2 

Tang 3 

Tang 4 

Relia1 

Relia2 

Relia3 

Relia4 

POE1 

POE2 

POE3 

POE4 

Reas1 

Reas2 

Reas3 

Empa1 

Empa2 

Empa3 

Empa4 

Empa5 

Culture 

Service Quality 

My Service provider has modern-looking equipment 

My service provider's physical facilities are visually 
appealing 

My Service provider's employees are well presented 

Materials associated with the service (such as starter packs) 
are visually appealing ·at my service provider 

When I have a problem, my service provider shows a 
sincere interest in solving it. 

My service provider performs the service right the first time 

My s~rvi1~~~e~"lers their services at the time they 
promiser~ 

My serviI;~ll ~fWit ~I1~ • ;ts on error-free records 
111MINE BIMus 

Employe_ •• ...... n 
111

M".. provider tell me exactly when 
services w1 e perfo ed 

Empl~WCcf er rff} t~"7"~~~,~~er are always willing to help 

Employees of my service provider are never too busy to 
respond to my requests 

The behaviour of employees of my service provider instils 
confidence in me 

I feel safe in my transactions with my service provider 

Employees of my service provider are consistently courteous 
to me 

My service provider gives me individual attention 

My service provider has operating hours convenient to me 

My service provider has employees who give me personal 
attention 

My service provider has my best interests at heart 

Employees of my service provider understand my specific 
needs. 
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Collectivism 

Uncertainty 
avoidance 

Power distance 

CIV1 

CIV2 

CIV3 

CIV4 

CIV5 

UA1 

UA2 

UA3 

PD1 

PD2 

PD3 

PD4 

PD5 

Identity is based in the community to which one belongs 

I would sacrifice my self-interest for the group 

I would stick with the group even through difficulties 

Group welfare is more important than individual rewards 

Group success is more important than individual success 

Service providers should give instruction on how to use 
mobile services 

Fear of unknown situations and of unfamiliar risks is normal 

Uncertainty is a normal feature of life and each day is 
accepted as it comes 

Peopl 
people 

Pea 

hould make most decisions 

s should not ask the opinions of 
'l@~f!~~~ oo frequently 

e IJVv••L•v• Id not delegate important 
tasks to people in lower positions 

People in lower positions should not disagree with decisions 
made by people in higher positions 

200 



 

 

Appendix C: Ethical clearance 

University of Fort Ha.re 
T:oge~·ef'in. Excellen:ce 

Certificate Reference Number: 

Project titre: 

Nature of Project: 

Principal Researcher: 

Supervisor: 
Co-supervisor: 

Masters 

Tracey Chiuyu 

Prof R Elliot 

• hip quality • 
of generation 
in the mobile 

On behalf of the University of Fort Hare's Research Ethics Committee (UREC) 
hereby give ethical approval in respect of the undertakings contained in the above-
mentioned project and research instrument(s). Should any other instruments be 
used, these require separate authorization. The Researcher may therefore 
commence with the research as from the date of this certificate, using the reference 
number indicated above. 

Please note that the UREC must be informed immediately of 

• Any material change in the conditions or undertakings mentioned in the 
document 

• Any material breaches of ethical undertakings or events that impact upon the 
ethical conduct of the research 
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The Principal Researcher must report to the UREC in the prescribed format, where 
applicable, annually, and at the end of the project, in respect of ethical compliance. 

Special conditions: Research that Includes children as per the official regulations of the act must 
take the following into account: 

Note: The UREC is aware of the provisions of s71 of the National Health Act 61 of 2003 and that 
matters pertaining to obtaining the Minister's consent are under discussion and remain unresolved. 
Nonetheless, as was decided at a meeting between the National Health Research Ethics Committee 
and stakeholders on 6 June 2013, university ethics committees may continue to grant ethical 
clearance for research involving children without the Minister's consent, provided that the prescripts 
of the previous rules have been met. This certificate Is granted in terms of this agreement. 

The UREC retains the right to 

• Withdraw or amend this Ethical 
o • Any unethical principal or 
o Relevant information has e 
o Regulatory changes of wh t 
o The conditions contained i 

• Request access to any informatio 
after completion of the project. 

quire 
not been adhered to 

• In addition to the nee • • Ji 1fl-etni01:1N'.:onduct 
principle investigators mus ~uj,fjy ~ation and 
monitoring mechanism on the progress being made by the research. Such a 
report must be sent to the Dean of Research's office 

The Ethics Committee wished you well in your research. 

Yours sincerely 

29 September 2014 
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