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The current study is a comparative study between university students from Southern
Africa studying in Soufh 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 20™ and 21st century have be © ° with massive technological
advancements, which some (Morrell, 6) argue have resulted in the
erosion of national boundaries ani nvergence amongst certain
generational market segments of som studies have been devoted to

establishing the relationship between -nd consumption behaviour of

consumers (Lazarevic and Pﬁrﬁvic—é_aéa{ev% 2%05%, I-lgrvevgr, no consensus has

been reached on whether the exfepf ehdhs inpagtefservice 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

4
























H®: There is a significant difference in the power distance score between Germans

and South Africans

HO6: There is no significant difference in collectivism score between Germans and

South Africans

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

Africans

HO”: 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 STUIL

Culture is an important variable, which sffect on consumer behaviour.
It is believed that, customers’ cultural val'liefs can affect their perceptions,
expectation, relational behav're}lfﬁ%lie{qw Bﬁw Flec‘ff% culture has become
an important variable for service jogridens ascit efflegie consumer behaviour and
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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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 quélity 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 lool in the service setting and how
it develops. The relationship market ship quality concepts will be
discussed in greater detail.

Chapter 4: This chapter presents a modeMpotheéises a positive relationship
between culture, service qulfip, V@qtg]tghip) [yetity apfl Ipgalty; the model also
hypothesises that culture can act d$ d<¢tioderatdrf6 e tefationship between service
quality, relationship quality and customer loyalty. The variableé 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.
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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 ethnicify

are often used interchangeably (Pires: - 4:64). Nevertheless, the main
difference between these two complex e refers to a physical attribute
whereas ethnicity refers to shared cul dusins, 2014: 1121). Johnson
(2007: 20) describes ethnicity as shar ses by a group of people who

through the process of interacting with eavd setting boundaries identify that

they share common history, %WS&%?”&FFHPWP&?H%NES'

Ethnicity is often understood as, comprising of an ifteflectual (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).

2.1.1.1Race

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 g;oup and not skin colour (Spencer-
Oatey, 2012; 19; Johnson 2007: 10).
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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 immediaté 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 into stro ups, often extended families
(Matviyenko, 2009: 30) and usually n personal interests as less
important that group needs (Shavitt et /pically, collectivists live by the

idiom that “it take a village to raise a child”, PV to forming close relationships
with people outside their immednqa\ﬁem'@ytyt@s[ef«qjmsﬂapetended to collectivists
relationships’ with service providersushid #¢ a bWl @i walue 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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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 fo 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 any 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 dimer lity and responsiveness are

important elements in achieving a perc quality (Dash et al., 2009).
2.4.1. 3 Power-distance

This dimension refers to the extent to il culture believes that power (in
organisations) should be equaﬂmwpgﬁgﬂm{:@m the¢ pigrarchy and the extent
to which it is culturally acceptablél g dhliefds. €8s dutisions 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 superibrs (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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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 thé following
elements; Contexi- 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 ci tion 2. 4. 2. 1. Hall (1966)
postulated that cultures could be differe sis of the relationship between
communication in that culture and the ince on the context in which it
is presented (Adair, Buchan and Cher Il (1966) noted that individuals

from a high-context culture rely more OWG#% communication and contextual
information, such as the distaWWe@ft%i-ma%S). Whilst, individuals
that come from a low context culturegretienare ox difkeet kommunication 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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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 (Kumar and Lim, 2008: 570).
Kueh and Voon (2007: 256) consider Y's (1980) cultural dimensions
could explain generation Y consumel n respect service quality and

concluded that culture does influence this Sulillres evaluations of service quality,
with customers service quaﬁmlew@pgﬂysobeﬁ‘g dirg¢threelated to uncertainty
avoidance (Kueh and Voon, 200P268). Althéudle #wre 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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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: 374; 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 -~~*** = ~~=-~~ quality. Roy and Eshghi (2013:
446) further states that, service qu ure of customer’s individual
perceptions of services received, this 1 to as customers’ perceived
quality. Perceived service quality refer s judgement about the overall

superiority of a service (Zeithaml et al., uv

Customer's perceptions about 1b§ 281€ sewiteOEkpetiaig@ may differ among
individuals (Ueltschy, Laroche, Egg&tt arvd Birdl 2865+41). 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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Figure 3. 2: Gap analysis model

Marketer

GAP 1

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; 1ysical facilities and processes; people’s behaviour;
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and professional judgment (Tsoukatos, 2007: 48; Seth, Deshmukh and Vrat, 2005:
9186). 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 ie Nordic and the Gap analysis
model into a single model. The modei Isvﬂb‘ notion that, a service quality
gap may exist even when a Cﬁtomer has P}Ot eﬁtﬁxge{iepfe the service, but learned
about the service through word-of@%g?hgﬁm%ﬁygugh 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 ehhanced 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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The SERVQUAL scale is also criticised for its feliability 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)\
reéponded 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 perceptibn 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 indust ). 34; Foster 2010; Tsoukatos,
2007: 58; Parasuraman et al., 1988). ' PERF model the SERVQUAL
model enable service provider to ident rvice delivery (Foster, 2010).

3. 4. 4 The importance of service N 4

Service quality is imperative fdr dig&/@4:8iIrial Sucte3s ard areival, more specially in
most service firms (Meyer, 2009: $% Kékou, 2044+ 58} “The 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 (Meye‘r, 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 sustainable long-term relationships
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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 industr- -=-- -° *-- dominating sectors in the
telecommunication industry (Jonathan zh, 2012: 538). Nearly half of
the world’s population uses mobile ph nicating, banking internet and
social media, making the mobile phi > of the fastest growing and

competitive industries globally (GSMA, vuaphone, 2011; Asongu, 2013:
706; Malhotra and MalhotraU2013: 13) NOWfdﬁYDS, cpﬁ%.le are living in a world
surrounded with advance technologg&gﬁ@yq;ym&%géo 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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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 marketing 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.

3. 6. 1 Relationship marketing define~

The importance of relationship market JIsiness strategy has led to an
associated importance of this conce nic literature (Velnampy and
Savesan, 2012: 15). Relationship n e described as a long-term

(customer-oriented) marketing strategy "WEl®Eimed at attracting, maintaining,

developing and promoting Custtpmpv@@i@sf@ﬂsﬂfmqqgﬁ—fﬁment services provided
by firms (Yu, 2010: 8; Gaurav and 4@, 1B 46; UR ¢€<l., 2013: 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).

67


















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 satis > components in measuring
relationship quality. Similarly, Velnam| 2012: 11) regarded trust and
commitment as key factors in the ality relétionships, with trust
contributing more significantly than cor ind Alwie (2010: 83) described

trust, commitment and relationship satisf=eilill#the most fundamental aspects of
relationship formation that camunnveggqf[ly ofthe cerdtigdshire In addition, research
by Mirpuri and Narwani (2013) susttizeised ihe r&latdd studies and evaluated
Relationship quality in terms of trust, affirmative bommitment, 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: 10; Alawneh, 2011: 1; Yu, 2010: 7).
Specifically, Roberts et al., (2003: 174) 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 compromise the delivery of the service as originally conceived, the service
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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 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 \WWALITY
Service quality often has relevance of an enduring buyer-seller
relationship (Du and Tang, 2014: 28] :nce shows that a significant

relationship between service quality and ™Sll®Rip quality exists (Agrawal et al.,
2012: 280; Du and Tang, 20@m&mwpﬁbﬂ0ﬂaﬁhe two constructs are
related in the aspect that both towiBute {b #rec dstablishment 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,
Mihanovi¢ 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 Hiahg (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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Figure 5. 1: Questionnaire design process (Malhotra, 2010: 336)

1- Specify the information needed

2- Specify the type of data coliection
method

3- Determine the content of individual
questions

4- Design the que
the respondel
unwilling

5- Decide on tt

7- Arrange the question in proper
order

8- Identify the form and layout

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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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 serially (Malhotra; 2010). The
current study questionnaire contains a regarding the aim of the study
and the contact number if there are an the study, an ethnicity clause
and two sections: the first section cor stions regarding respondents

demographic information, respondents cuNGgg!ce provider, the period for which
they have being using the seryg:ﬁpm%yogm’tggﬂrmg@nder and occupation.
Additionally, the respondent where g &skrto indicetdameether 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 Service

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
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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 involved 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 2013: 60) in operationalizing
relationship quality asthe degree of re ationship to fulfil the needs of
customers associated with the relationship <¥ill®ship quality is described as a key
construct of relationship maik&ting, mgm inpegt ¢ theedimensions of trust,
commitment, affective conflict and dfA6E6 NI ed 8t 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 Iasﬁng 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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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 A

Dimension

The behaviour of ¢« y service provider instils
confidence in me

Assurance/ | feel safe in U}ﬁ[ranéacgio,fls wit{a iﬁ.{)setrvlgf é)rovider

Reassurance . B : y
Employees of mysBHA¢E bolitibrérel Edisfstently 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 Narwahi, 2013: 67). Table 5. 8 shows a list of questions used

to measure the dimension of empathy.
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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 measureé of the same construct) andv 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 measirina the some construct (Taleghani,

Gilaninia and Mousavian, 2011: 160). L ity reflects the degree to which
an instrument can distinguish between ructs (Shiu et al., 2009: 282).
Criterion validity attempts to evaluatior 1er the current behaviour of a

respondent will be repeated (Pallant, 2. .

D
For the purpose of this study, Yqth gentstt ¢nd cHeachraiedy were assessed. As
for content validity the questionndify, i develojseddrsd 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
5.7.4and5.7.5.

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 (Cboper 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 (Codper
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 il consistency reliability test is
based on the concept that, the different scale measure some features
of the construct and these statements nt in measuring the construct.

It thus, focuses on the level of internal conSJP%etween the set of statements and
the complete measurement ifstiyRast 'ﬁW@QrF@/pﬂﬂ%@ internal consistency
test available, namely the spilt-halfl @jiabllity tastzoebbe eoefficient 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 méasure, 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. 7510 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 447 respondents, thus making it possible to

conduct EFA. 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 r« stt’s test of sphericity and the
Kaiser-Meyer-Olkin (KMO) measure adequacy that assess the
factorability of the data (Pallant, 2011: ser-Olkin (KMO) and Bartlett's

test of sphericity are measures used to #SUElWE the suitability of data for factor
analysis (Pallant, 2011: 187). U\plBaenegHSGsﬂ)pf Boyeridiydests the null hypotheses
that the variables are uncorrelatedy “tRe KRMO~isdex, fange 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. Méyers, Gamst and Guarino (2006: 490 - 491) states that
it is a measure of the relationship between a particular variable and the set of
remain'ing 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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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 8.5
19.0 10.7
20.0 10.1
21.0 5.2
22.0 7.8
23.0 11.2
24.0 - 10.1
50 oo L. & | 6.7
260 Y 8y T 12.3
270 Fa UgCLILC i oA 4LLCH.LC 76
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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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

Cronbach Alpha:881

ftem-total | (AT
) _ ltem
ltem ding correl. Deleted
' SFA
Til 1 My service provider is honest 679) 585 740
about problems
My service provider has high
Ti 2 integrity , v (.816) 678 .698
TIl 3 | My service provider idttusiweetiy [ .of6 QU4 I' .644 .709
- - : [ trer-nrixcettence
7114 | My service provider is concerHéd il (567) 491 702

about my welfare

6. 2. 2. 1 Service quality

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 fangibility, empathy and reliability loaded on the féctors, 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 | 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
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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 (Buttle, 1995: 10; 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-fartar struictures. For instance, Nimako,
Azumah, Donkor, and Adu-Brobbey | id three dimensions namely,
tangibles, responsiveness/assurance/e ension was labelled customer

care and reliability.

Meyer (2009: 90-91) discovered a fiveiiii® pattern comprising Tangibility,
Empathy/Responsiveness, Rd@ﬁﬁvmwwwilméﬁ@ability and Customer
focus. Kueh and Voon (2007 €stn€ trée <iedtigions namely tangibles,
assurance/responsiveness/empathy and reliability. A study by Daniel and Berinyuy,
(2010: 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:
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Table 6.

16: Collectivism

Cronbach Alpha:.792
ltem Factor | ltem-total | (CA) if Item
loading correl. Deleted
CIV 1 ldephty is based in the community to 551 437 794
which one belongs
CIV 2 | would sacrifice my self-interest for 783 626 735
the group
| would stick with the group even
CIvV3 through difficulties 714 562 796
CIV 4 .Grc.)u'p welfare is more important than 837 678 719
individual rewards
CIV5 .Grc.Ju.p success is more important than 770 566 756
individual success
6.2.3.1

. 2 Power-distance

For the purposes of this study Power-d

to which

generation Y customers belie

operationalised as the extent

roviders are superior to them
because of their expertise. Factor loading Fjj#nension ranged from 0. 793 to 0.
846 and Cronbach Alpha of O.[pﬁﬁaép@iﬁ;egflp'@ﬁr@fgpétem—total correlations
were greater than 0. 674 these resLiig efiecdtapicladdt dabde 6. 17. Thus, it is safe to

conclude that, the dimension is valid and reliable.

Table 6. 17: Power distance
Cronbach Alpha:.792
Factor | ltem-total (CA)if
ltem loading correl ltem
: ' 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
PD 2 | opinions of people in lower positions too| .827 .720 .849
frequently
PD 3 .People.in higher positigns should gyoid social 805 687 858
interaction with people in lower positions
PD 4 F’eople in higher position§ should not_c.ielegate 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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and H3) and thereafter the results contained in the South African model and the

Germany model are compared (with a view to answering H* 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 GF| = 0. 77; PCFI = 0. 68; CFl =

0. 856) for the structural mo‘del, and as with the measurement model, indicated a

moderately acceptable fit.

Figure 6. 2: Structural model

CEED CEAD CED (2D ET
1 1 1 1

1

ResssNpoEz|east] [Foss] [FoE
!

CeED>—+

o7 {Tany
a . Xy Jewn

- [Tangdt=y Tangible) Satis1

CeoD Tang3) Satis2

Satis3

Ralla Re!ia RB § Relial] CL1’€ CL2 CM% C!.Sa CLG

The paths which are relevant for the purposes of this study are between Relationship
quality, Service quality and Loyalty (as set out in H'-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 H? .826 | .063 | 10.653 | ***
LOYALTY | <--- | RELQUAL H3 714 | 114 | 5.901 | ***
LOYALTY | <--- | SERVQUAL H2 A74 1 .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 H'). This
suggests that service quality will have a positive influence on relationship quality and
that the null hypothesis, which states thaf, 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 H?). W mer perceives the service as
quality or not will therefore have no dire loyalty of customers. The null
hypothesis (stating that, no significant r 3en service quality and loyalty
exist) associated with hypothesis H? « ot be rejected. However, the

empirical results of the study do not suPwgi#®* hypothesis (H2) that there is a
significant relationship betwee[m/qu@[@lﬂiy@pq:l@\,ﬂtﬂap@er words, there is no
significant relationship between sehigededlity dnd@dieitige 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 H® 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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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

Itis apbarentfrom 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'; H*2 and H#3.
Similarly we cannot reject the null hypothesis associated with the main hypothesis
(H%), that Culture moderates the relationship between service quality, relationship
quality and loyalty. '

Table 6. 21 Structural Equation Modellit

South African

RwW P z-score
RELQUAL | €<- | SERVQUAL | H*? '0 0.626 | 0.000 | -0.879

Loyalty | <- | RELQUA, {VETRIG#7 JOFGY Thea 3 0.000 | -0.095
Loyalty | <- | SERVQUAL [ AY2|16e86q ! 554 teTR 886 | 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 (H*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
no significant difference between the effect of Service quality on Relétionship quality
in both countries. With these findings we fail to reject the null hypotheses (H%4) 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 (H*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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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 jing economies follow a more
collectivist culture, where group neec ortant that individual needs,
developed economies follow a culture 1 tivist, but more Individualistic.
Previous research (Leake and Black, - at it is possible for a nation to

be both collectivist and Individualistic at {Fj#me. However, the findings in this

research showed that generafipp if, gle@qﬁyrgfn Korth Afige are more collectivist
than Germany generation Y custord&rg, Width isdd s €xgected.

6. 3. 3. 1. 3 Power-distance

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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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 obijectives. 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 qualitv on relationship quality

As previously revealed in Chapter 6, stt red that service quality has an
effect on relationship quality for generz 5 in both Germany and South
Africa. Based on the research findings, rvices delivered to generation

Y customers by mobile service providers cONggreatly to the formation of quality
relationships. Thus mobile sergﬁﬁgy@@dﬁrp};swp@pgrmmrstand the important

elements of service quality that woli efgeificantiydeaiproge customers’ relationships
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 Hanaysha
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;
- Shpétim, 2012f 20; Motamedifar et al., 2013; Kaufmann, 2015: 495).
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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 wrch on the convergence of
generation Y customers cultural values 1t African countries as well as
globally.

This research looked at all mobile service V¥ in general without looking at any
specific mobile service prbvid@ﬁliww oefl éor sy fe be conducted which
looks at the service quality perceptlargandaretatibiskipeqeglity 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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Service Quality

Tangibility Tang 1 My Service provider has modern-looking equipment
Tang 2 My serylce provider's physical facilities are visually
appealing
Tang 3 My Service provider's employees are well presented
Tang 4 Materials associated with the service (such as starter packs)
J are visually appealing at my service provider
Reliability Relia When I have a Problem, my service provider shows a |
sincere interest in solving it.
Relia2 My service provider performs the service right the first time
Relia3 My sgrv ars their services at the time they
promise
Reliad My serv on error-free records
Performance of POEA Employ: rovider tell me exactly when
Employee services winggPred
POE2  {Fpleges tynpieMeartrddgteive prompt service
POE3 Emﬁlﬁyééﬁﬁf my ééfviééiﬁfﬁ“cﬁ’der are always willing to help
Employees of my service provider are never too busy to
POE4
respond to my requests
Reassurance/ The behaviour of employees of my service provider instils
Reas1 . .
Assurance confidence in me
Reas2 | feel safe in my transactions with my service provider
Employees of my service provider are consistently courteous
Reas3
' to me
Empathy Empa1 My service provider gives me individual attention
Empa2 My service provider has operating hours convenient to me
Empa3 My selrwce provider has employees who give me personal
attention
Empad My service provider has my best interests at heart
Empas Employees of my service provider understand my specific
needs.
Culture
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Collectivism CIV1 Identity is based in the community to which one belongs
Clv2 | would sacrifice my self-interest for the group
CIV3 [ would stick with the group even through difficulties
Clv4 Group welfare is more important than individual rewards
CIV5 Group success is more important than individual success
Uncertainty UA1 Service providers should give instruction on how to use
avoidance mobile services
UA2 Fear of unknown situations and of unfamiliar risks is normal
Uncertainty is a normal feature of life and each day is
UA3 .
accepted as it comes
Power distance PD1 Pgoplel should mak'e' most decisions
without « 1 lower positions
People i should not ask the opinions of
PD2 .
people i o frequently
PD3 People in ths should avoid social interaction
ity weopls ityowsr bogdnd1 |
- PeobdIRtiighel bdsitiors sihotild not delegate important
tasks to people in lower positions
PD5 People in lower positions should not disagree with decisions

made by people in higher positions
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