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ABSTRACT
Satisfaction and loyalty with respect to product’s customers are the key drivers behind any products success. In our quest to prove this point we have conducted a project research on PTCL’s product – ‘Smart TV’. Smart TV is an IPTV offered by PTCL. It has features that can easily enable this product as being referred to as a ‘dream’ but it turns out that it is not such a huge success after all. For this PTCL’s customer service department has been criticized repeatedly. With our research we want to find out how much of this criticism stand true and whether this blame needs to be on some other door. We through our research intend to find out the reasons behind this failure and come up with possible recommendations for PTCL so they can satisfy their customers and attain their undue loyalty in there Smart TV product. In order to get accurate results and right opinions we will be administering a questionnaire directly to the customers of Smart TV and interpret from their responses the due outcomes and recommendations to be followed by PTCL.
CHAPTER NO.1

INTRODUCTION

1. Introduction

The Pakistani service industry is in between an era of evolutionary change, considerably affecting our way of life. New services are frequently being introduced into the market to satisfy the existing and future needs of the consumers.
The service sector covers a wide verity of organizations. Industries such as banking, airlines, telecommunications and hotels sit at one end of the scale where as small locally owned and operated businesses, such as restaurants, barber shops and clothing stores are on the other end.
The services industry is quite diverse in its nature, selling to private and business customers, and also to crow agencies and non-profit NGOs. Services sector is also accredit for creating majority of jobs in today’s economy.

Customer relationship management (CRM)
Customer relationship management is frequently defined as ‘the process of gradually building on rewarding customer relationships by providing better value and customer satisfaction. The main goal of CRM is gaining, maintaining, and expanding customers’.

Good relationships start with a good fit
In order to build successful customer relationship, companies need to be selective in targeting a market segment; also it is essential that the company match the customers’ needs. On the other hand, Managers need to be careful about how customer needs relate to operational elements such as availability of service, its speed and quality, the firms capacity to serve many customers simultaneously along with the physical features and appearance of service facility. With individualistic approach and technical competence, managers can consider how well their service personnel can meet the expectations of specific types of customers. Finally matching or exceeding the industry service standard must be a goal for the managers. 
According to Frederick Recheld, in order to get a win-win solution as a result, profits should be earned by success and satisfaction of customers not at their expense.
1.1-
 Broad Problem Area

Pakistan's largest Telecommunication Company, Etisalat owns PTCL. By being the largest Internet Service Provider with having a broad network all over Pakistan. PTCL from being an entirely government-owned, bureaucratic monolith has come a long way. 

In today’s world, customers are able to get a new phone line in a few days time and subscribing to additional services is a simple matter of calling the customer service and making such request. Prices on the other hand, have come down and service standards have improved drastically, customers are no longer bothered with multiple bills and never have to experience rude technicians.  
By transforming itself PTCL is brightening the roadmap of the whole country’s technology. It is resulting in trickle-down effect on virtually everything in Pakistan, with more and more people now enjoying the true benefits of telecommunication technology. Low-cost DSL connections were introduced by PTCL last year. Even though the quality still has a lot of room for improvement it has, never the less, provided broadband Internet to a large consumer base.

1.2-
 Problem Statement

PTCL Smart TV is a dream product which initially was designed to carter the needs of customers including internet, TV and cable but due to lack of performance by the customers services department, its market started to decline and hence targets could not be met and as a result sales started to fall. Even having a dream line product they are not able to satisfy their customers. 
1.3-  Objectives of the Study
On the completion of our research project we would be able meet following objectives.

· How can service create value in the eyes of the customers

· How can good service effect customer satisfaction

· How can a service be effectively communicated to the customer

· How can customer loyalty be build to retain good customers

1.4-
 Research Methodology

Type of study

A survey based primary data will be used to measure the value of customer satisfaction. The instrument will be designed to collect data from the service industry. Every questionnaire and interview would have their own rating and scale. The secondary data that has gathered from various web sites, books and journals.

Questionnaires that operational zed the satisfaction and the loyalty construct as well as the moderator variables were sent to 150 randomly selected customers who are using ‘Smart TV’.

Customer satisfaction and customer loyalty was based the following variables;
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Dependent Variables 
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Hypothesis
H-1) Customer Satisfaction is positively co-related with technical service quality.

H-2) Identification of Customer Needs is directly related to Customer Satisfaction.

H-3) Customer knowledge, value, equity, and attitude is positively related with Customer Loyalty.

The questionnaire will be used and administered to the respondents directly. We will cater the consumers who are using smart TV. This will guide us to examine current scenario of the service industry.

The value of satisfaction and loyalty of consumers is measured through the Likert scale, which is a psychometric scale commonly used in questionnaires and surveys. The respondents specify their level of agreement to a statement when responding to a likert questionnaire item. The scale is named after its inventor, psychologist Rensis Likert. The Likert scaling measures either affirmative or disapproving answer to an assertion, as it is a bipolar scaling method. A four-point method is used at times; the four-point method does not give an option to be neutral and is thus considered a ‘forced choice’ method. The likert scale used in our research ranges from 1 to 5 with 1 being very unhappy and 5 being extremely happy or satisfied.

A computer programme used for statistical analysis called PASW (formerly SPSS-originally statistical package for the social sciences) is used. In 2009 it was rebranded as PASW (predictive analytics software) as before 2009 it was called SPSS. SPSS was released in its first version in 1968 after being developed by Norman .Nie and C. Hadlia Hull. In social science SPSS is among the most widely used programmes for statistical analysis. It is used by market, education and health researches, survey companies, government, market organisation and others.
1.5- Scope and Limitation

Since our topic deals with two aspects of customer behaviour i.e. customer satisfaction and customer loyalty, with the help of our study we expect to find out what the driving forces are behind attaining them especially with respect to the product we are targeting i.e. Smart TV.

Now Smart TV is not just a product, it is a dream that consists of features that need no more marketing if delivered as they are promised. But then that is where the lock comes. The market is out there but there seems to be decline in the products demand, mostly after its usage, which brings us to the reason of our research. The complaints are mostly to do with the service people; the front line staff and they’re in efficiency in dealing the problems that the customers face. With the help of our research we intend to find out the underlined issues behind the Smart TV’s decline, the reasons that people give to justify their dissatisfaction, and once we are able to figure out the ways in which customer loyalty and satisfaction can be attained for Smart TV we want PTCL, the company itself to benefit from our research findings. This product has a huge market but the company is not capitalizing on it in the right way. We hope that with our research and findings we will be able to get some fruitful results that will benefit both the sides.

After all at the end of the day the measure of balance is based on the fact that you give as good as you get and the same goes for the relationship between a service and a customer.

As for the limitations, the information provided by the customer depends on their perception about the product that is ‘Smart TV’. They either provide incomplete or misleading information, which can hinder our research. People normally do not take the aspect of sharing the right and honest opinion very seriously. Their mindset is such that after a while they get used to living with the problem or let the problem be without finding its solution. For our study we will need a lot of first hand information by the customers. The success of our research findings will be based on how well the consumers of smart TV co operate with us in sharing their honest viewpoints about the product and giving us all the information we need to analyze the results. In this obviously the company will be of no particular help in disclosing information that will in anyway damage their image. 
     CHAPTER NO.2
Contemporary Research
2.
Literature Review
Organizations, which operate in a fast paced and increasingly aggressive market, the foremost goal of any firm’s Marketing department is to help make the company profits and also play its part in the overall growth of the company. Companies all over the globe, are facing the same challenges dealing with customer satisfaction and customer retention, firms ranging from profit oriented to non-profit and small setups to large corporations, all are involved in studying, analysing and finally using new marking techniques of improving customer retention and maximizing market share which will have a positive effect on a firm’s financial structure. However the increased number of choices and market dynamics, joined with an even increasing number of demanding customers, has brought bigger challenges to marketing strategists in retaining their customers.

Quality and customer satisfaction have long been recognized as the key players in success and survival of firms in the competitive market.
Definition of Service Quality, Customer Satisfaction

While there is no one set definition for Service Quality, many researchers have tried to come up with their own explanation, For instance; there are many researchers who have defined service quality as “the consumer’s overall sense of the relative performance of the organization and its services”
. Others like Cronin and Taylor
, view service quality as a “form of mind-set signifying a long-run overall evaluation”. And yet there are others who defined service quality as “a function of the differences between expectation and performance along the quality dimensions”. Roest and Pieters (1997) have given a somewhat similar definition that “service quality is a relativistic and cognitive discrepancy between experience-based norms and performances concerning service benefits”.

While other researchers see customer satisfaction simply as a feeling of pleasure or disappointment, faced by individuals, resulting from comparing a product’s supposed performance (or outcome) in relation to their actual experience. Generally, there are two types of satisfaction, namely, “transaction-specific” satisfaction and “cumulative” satisfaction (Boulding et al., 1993; Jones and Suh, 2000; Yi and La, 2004).

Transaction-specific satisfaction is a customer’s evaluation of his or her experience and reactions to a particular service encounter (Cronin and Taylor, 1992; Boshoff and Gray, 2004), and cumulative satisfaction refers to the customer’s overall evaluation of the consumption experience to date (Johnson, Anderson and Fornell, 1995).

The Distinction between Service Quality and Customer Satisfaction

An important thing to note is that most of the modern theorists see Customer satisfaction unique from service quality, but both share a close relationship, it is there for important to deal both as distinct constructs (Bitner, 1990; Carman, 1990; Building et al., 1993; Spreng and Mackoy, 1996).

I. Source: Adapted from various sources (Taylor, 1993; Oliver, 1993; Rust and Oliver, 1994; Spreng and Mackoy, 1996; Choi et al., 2004; Grace and O’Cass, 2005)

II. CONSUMER SATISFACTION PROCESS

III. Marketing strategies are targeted at understanding consumers and controlling their buying patterns. Based on the customer satisfaction model, customers make decisions based primarily on a “need satisfying behaviour" while some other facts do motivate and influence the decisions to some extent. The process can be depicted in the following steps: - 
IV. Realizing the difference between what is available and what is needed or desired, this deficit is what triggers the process of consumption.

V. Once its is known what a person needs, they then search for information relating to that specific purchase, the search is a combination of internal resource as ones own memory or external factor like product knowledge.

VI. After researching the information, the next step is to analyse all possible alternatives, most of consumption needs can be fulfilled by various different options, and it is up to consumers to decide what suits them best.
VII. The next step is simply to purchase the product, consumer is decided up.
VIII. Eventually the product is consumed, which leads to the final step of;
IX. Evaluating and assessing weather the product truly satisfied the needs of the consumer.

THE RELATIONSHIP BETWEEN CUSTOMER SATISFACTION AND LOYALTY

There are a total of three subsections, in which work dealing with the links between customer satisfaction and loyalty can be divided into. The first category is made up of authors who support the existence of a direct relationship between customer satisfaction and loyalty. The second category of authors looks into a purposeful kind of relationship between customer satisfaction and loyalty. Finally, a third category of researchers looks at the effects some controlled variables have on costumer satisfaction and loyalty. Among the researchers of the first kind, Bitner (1990) shows that satisfaction leads to an anticipated or perceived standard of quality, and this perception is what forms the bases of customer loyalty. Additionally, her results, while studied in the context of service industry, also indicate a more direct relation between customer satisfaction and loyalty. Others like Rust, Zahorik, and Keiningham (1995) who studied industries like retail banks and chain motels, came up with results similar than those of Bitner. Researchers provide more evidence for such a relation like E. W. Anderson et al, Halstead and Page suggest that there exists a direct relation between loyalty and satisfaction. The research within the first category has usually been based on an assumption of a linear relationship; on the other hand, researchers within the second category have supported a more complex (i.e., nonlinear) relationship, through their research. The works of researchers like Heskett, Jones, and Sasser (1994) provide theoretical marginal returns. Others have argued that as the market environment becomes more competitive, the relationship between the two becomes more convex. Practical support for a convex relationship is provided by the works of Auh and Johnson (1997). Yet there are researchers who, on the other hand suggest a “trudge” shaped curve of the relationship, which means that low or high satisfaction levels increase the likelihood that a customer will react one way or the other. The “zone of indifference.” Refers to a medium range of satisfaction level. Within this space, satisfaction does not have a huge impact on customer loyalty. Finally, findings by Olivia and others show that, depending on the size of transaction costs, the relation between customer satisfaction and loyalty can be both linear and nonlinear. Studies conducted by the final group of authors, analyzed the control of outside factors on the relationship between satisfaction and loyalty. With the use of the so-called “moderate regression analysis” it was discovered that participation has a positive moderating effect on the relationship. There are two major and effective ways to attain customer loyalty first is to provide customers with pleasure and second is to offer greater value by means of excellent customer service and great product quality.

Customer Loyalty

It has been proven over time that it is extremely difficult to define and measure customer loyalty. Researchers have looked at both the attitude and behaviour of customers to study customer loyalty 

When customer loyalty is looked upon based on the attitudes of customers, it is reviled that customers sometimes just like to stay with one service provider and built on that relationship
. The behavioural perspective sees customer loyalty as a “repeated benefaction”, that is, the amount of times a buyer chooses the same product or service in a particular kind compared to the total number of purchases made by the purchaser in that category
. However the dilemma here is that intentions do not always coincide with actions, so repeated buying may not necessarily be intentional. To work around this dilemma, Oliver has given four stages of brand-loyalty as per the “cognition–affect–conation pattern”. In the first stage, the Customers are loyal to a brand because of the information they have about the brand this stage is what Oliver calls cognitive reality. In the next stage of affective loyalty, customers develop a liking for a specific product. The third step is when customers develop a loyalty and an aim for buying only a specific brand. The last stage is “action loyalty”, this is the stage in which customers finally go and buy the specific brand. It is quite difficult to measure action loyalty due to its non-tangible nature. To get around this problem, many researchers rely on a co native measure. Loyalty can be of considerable value to both customers and the firm. If businesses can provide superior value as compared to their competitors, customers are willing to give them their loyalty.
 When they are loyal to a firm, consumers save considerable time and money by not looking at alternatives. In the business of telecommunication Customer loyalty is one major aspect. As time goes by, loyal customers bring in more and more revenue will on the same time, they demand less attention from the firm. As the relationship between customers and firms grow, many customers becoming more forgiving and can easily look over a “few” bad customer service experiences, something which is not possible with new customers.
Customer-Perceived Value

Perceived value is a concept rooted in the equity theory
. The concept of equity is that customers evaluate fairness and accuracy based on the perceived costs of what is being offered
. Perceived costs consist of both monitory as well as non-monitory payouts in shape of time and energy spent in getting the required service or any other related stress. On the other hand, the customer-perceived value is achieved when comparative rewards and sacrifices are linked with the service or product being offered. Customers tend to feel justifiably treated if they feel that their input out ratio is compatible to that of company’s.
 Customers usually consider a firms’ ratio of outcome to inputs by comparing to what is being offered by the competing firms. Many researchers believe that the core base for any successful marketing strategy is customer value”
. So one reason why firms may emphasize on customer support is the gain this value. Previous experimental research has shown that perceived value is the main factor which influences customer loyalty in industries such as retail and other service based industries
. According to Chang and Wildt (1994) customer-perceived value is a major contributor to purchase intention. So summing up all, which has been discussed, and results, which have been derived, this paper makes an argument that value perceived by the customers has a positive effect on customer loyalty.
This study looks at customers, who have historically dealt with a single company and plan on sticking with that firm despite of growing competition, such a behaviour is used as the merit of customer loyalty. Previous studies, carried out regarding the same subject have relied on similar bases. Customers who are satisfied with a service see more utility to it than those who are not satisfied
. Such customers are more prone to repurchasing the service and are more likely to recommend the said service to their friends and families. Different researches have proved that customer satisfaction is positively related to loyalty.
 This relationship would also apply on telecom industry. Based on these assumptions a hypothesis is presented which states “Customer satisfaction will positively influence customer loyalty”.
It is a further hypothesis that customer satisfaction will be positively influenced by customer perception. Perception, which is sometimes referred, as perceived value has already been defined as the ratio between the cost and value of products, as seen by the customers. Empirical evidence available also suggests that customer-perceived value has a positive effect on customer satisfaction with a supplier.
 Therefore, it was proposed that customer perceived value would positively influence Customer satisfaction.

Key Drivers of Loyalty

The results imply that improving customer satisfaction and offering high product/service value can create customer loyalty. Five key elements were identified by this study, which could create or improve customer satisfaction. The first one is to simply provide a quality customer services. For instance, company representatives should have the basic knowledge and skills to accurately and promptly answer customer queries. They should try to understand customer-specific needs, and have the scope to deal with any problem that may arise. Next of, it is essential for the firm to carry out the service rightly by making accurate transactions, maintain proper customer records and finally to deliver orders promptly. Thirdly, service providers need to focus on product differentiation; they should try to create their own market niche by offering different and unique products and to unique consumer base. The final two steps deal with “ease of use” and security issues, this is especially important for businesses carried over the Internet protocol (IP). Companies should design and develop user-friendly websites, with easy to use options. The product information and content must be organized in a simple manner so that even the most novice users can easily follow it. Privacy is a key issue with any business conducted over the Internet, so the companies must satisfy customers that their personal information is kept safe and any information transferred over the net is secure. Achieving customer trust is of great importance in the cyber world. Perceived value is another key factor in creating customer loyalty and in turn has a great influence on customer satisfaction. To gain a competitive edge over competitors, firms should offer free value-added services as such incentives are of great value to today’s customers. One of the primary reason why customers today prefer internet over other more conventional mediums is the ability to compare, in great length competing firms and find the one which can provide them the most value for their money, which makes it even more important for firms to have a distinct edge.
Since the importance of customer loyalty has only been emphasized upon in recent times, many companies have introduced retention incentives and relationship programs to increase customer loyalties
. Customer loyalty is important because loyal customers bring many additional advantages to a firm. According to Reichheld and Teal, some of the benefits which come with customer loyalty are; reduction of marketing costs, a continuous stream of profit, growth of per capita revenue, decrease in operating costs, increase in referral among others, customer loyalty also increases the price premium, and switching barriers for the competing firms as loyal customers do not easily “fall into” the promoting tactics of competition. Based on the above-presented facts and considering the kind of competitive industries exist today, the importance of customer loyalty just cannot be ignored
. Prior researches conducted in the field of customer loyalty have been limited to simply establishing a link between customers being satisfied which leads to repurchases
. However researches being done today have started to question this traditional view point and have argued that it is not necessary that customers who are highly satisfied will also be the ones making high continued purchases
. The link between customer satisfaction (CS) and repurchase intention (RPI) is considered to be more complicated in these new studies
.

There are two main classifications of loyalty: behavioural and attitudinal, with the former being more popular with the researchers at least traditionally. Tellis (1988) for instance, measured loyalty as simply the frequency at which repeat purchases were being made of the same brand. In recent times however, researchers have started to define loyalty in a different way and take the attitudinal preference into consideration as well. Oliver (1999) has presented 4 stages or phases after which a customer is considered loyal. Loyalty in the first phase is based on either previous knowledge or experience about a particular brand. In second phase, the customer develops a liking towards the brand. In third phase, loyalty becomes part of the customer’s behavioural intention to continue purchasing the same brand, and so it becomes increasingly difficult for the customer to switch brands. Finally in the final phase of loyalty, the motivated intention changes into a willingness to purchase, for the purpose of this report, the preceding definition, given my Oliver, was used to define loyalty. Probabilities for both repurchasing and long-term preferences are used to measure behavioural loyalty for a brand. On the other hand, as attitudinal loyalty is only a matter of brand preference, it is measured solely based on continued purchasing. These measures of loyalty provide a through analysis of customer’s nature. Customers, which are considered loyal, seems to have a special relationship and commitment to a specific band, so much so that they are often willing to pay premium for the brand of their choice. It is important to note that repurchase is not based on the satisfaction of an individual but rather by a collective satisfaction. According to Oliver (1999), “for satisfaction to affect loyalty, frequent or cumulative satisfaction is required so that individual satisfaction episodes become aggregated or blended.” 

Salespersons are often considered the main line of communication between customers and the firms, and so they play a significant role in increasing customer satisfaction in order to maintain a positive relationship between buyers and sellers even in times of service failures and downtime
. Studies suggest that perhaps the most important task of sales department is customer retention, specially retaining those customers, which have high long term potential
. Even there are times when salespeople may want to get ride of customers which are too difficult or not very rewarding financially, knowing how to serve the right customer in the right manner is an important part of being a salesperson. In fact, salespeople who have worked with customers during service failures have been positively associated with customer satisfaction
. For businesses working in the service industry, it is inevitable to have service failures and downtimes, but with a good and dedicated team of salespeople, can help keep the customers from switching over to competitors, when they are temporarily dissatisfied with the service they are receiving
. 
The Role of Salespeople in Service-Failure Recovery

According to Holloway and Beatty service failures are “activities that occur as a result of a customer’s perceptions of initial service delivery behaviours falling below the customer’s expectations.” The bigger the service failure the greater is its impact on customer satisfaction. There are two incidents which can be considered as core service failure; first is when a firm cannot provide the basic service or perform the core service second incident is when the firm does provide the service but is flawed or defected
. Although weather a customer perceives a service as being satisfactory or not depends on the response he gets from the employees. The laid out plan, which helps aggregated or otherwise dissatisfied customers back to an acceptable level of satisfaction is defined as service recovery
. When service failure occurs, it is very important to take the right course of action, not doing so can aggravate customers even more and the company risks loosing valuable clientele. For instance, studies have showed that it can take as many as 12 positive service experiences to off set one negative experience
. It is because of these outcomes that researchers see addressing customer complaints as a key strategic marketing variable
. Possibly, by successfully recovering from service failure, salespeople might add to customer satisfaction at the same time increasing customer loyalty. 
The Battle for Control between Salespeople and Customers

For a lot of people it is important to have a sense of control over their surroundings, as such a control is associated with the idea of mastery and competence which is an integral part of human nature
. In other words, people need to feel that they are responsible of possible outcomes rather than some external factor, and this feeling is referred to as being “in control”. According to Bateson, when customers are willing to give money and even control in exchange of benefits the associate with that service, is known as service encounters. So essentially when we look at transactions involving buying and selling, it is a sort of a battle for gaining control. So while a salesperson might wish to do things in his/her own way in order to increase efficiency but the customers on the other hand might be more comfortable doing things on their own pace. It is important to note that when frontline employees do not have the authority to act on a problem, they feel they are not in complete control of the situation which gives rise to frustration and dissatisfaction. The studies conducted in the field of sales have highlighted the importance of empowering salespeople to extend solutions in situations, which may arise due to service failures
. As it was stated earlier, customers also feel the need to be in control in this battle. But what the sales staff needs to keep in mind is that any failure on their part may cause unnecessary delay and incontinence to the customers. They cannot control the process at all the time but will certainly try to do so. So it is often the best for customers to abandon control as it enables them to enjoy the convenience offered by the service provider
. 

How to Increase Customer’s Perceived Control
A simple way of giving customers an increased sense of control, especially at a time of a service failure, is to offer them workable alternatives. When a customer has a feeling that he or she can choose from a set of options rather than having a solution imposed on them, he feels more in control of things and thus is more satisfied
. In fact, choice is often associated with a sense of mastery and personal responsibility
, two fundamental parts of personal control. Even if salesperson cannot completely solve the problem having a sense of control, makes customers feel a bit more positive about the whole situation
. Studies conducted in other fields have also provided empirical evidence for the effect of choice on perceived control. For example, participants who were provided with the option of picking up a marble in order to win a prize rather than have someone else pick it for them, reported a greater sense of control than the group that did not have such an option.
 Even studies which were conducted all the way back in industrialization age, showed that when people had options, they felt more in control of their day to day lives. In a research conducted by Bateson and Hui it was established that participants who could decide when to quit a shopping process felt more in control than those who could not.

Link between Customer Satisfaction and Perceived Control
Customer satisfaction is a mixture of evaluating and comparing products with an emotional look, all the three factors add to the complexity of this process
. A short definition is that satisfaction is a post consumption assessment consisting of both cognitive and affective elements
. If salespersons cannot handle service failures well, it leads to customers being dissatisfied, which has negative effects on customer loyalty and harms the company’s long term financial goals. Therefore, the effects of customer supposed control on customer satisfaction with regards to service recovery is examined in the current study.

The service–profit chain has received a lot of attention by both the academia as well as industrialists over the recent past and continues to be a popular subject in the field of marketing. The service–profit chain establishes the link between the perception and performances of employees, and sees what effect, if any it has on customers’ behaviour and financial performance.
 Similarly, research has shown that employee satisfaction and customer satisfaction are directly related to each other as well as to customer perceptions of service quality
. Although there is enough research, which supports the existence of, relationships between employee behaviour and customer perceptions, there are fewer researches conducted which examine the relationships between two types of employee behaviour which are the; employee citizenship behaviour [ECB] and employee dysfunctional behaviour [EDB] and two types of customer behaviour which are the customer citizenship behaviour [CCB] and customer dysfunctional behaviour [CDB]. It is important to investigate these behaviours and establish what influence, if any they have on customers’ perception and behaviour. For example, it has been established in previously held researches that ECB increases the effectiveness of an organization by increasing co-worker or managerial productivity
; on the other hand, work on EDB has suggested that it has an incredibly negative impact on organizations in terms of lost productivity, as well as on people in terms of increased dissatisfaction
. There is a possibility that customer behaviour may also be influenced by these employee behaviours, as it has been established that employees in fact directly influence customers
. By conducting such an investigation effective management of customer citizenship behaviour and customer dysfunctional behaviour can be achieved therefore, it is important to explore how ECB and EDB affect customer behaviour.

Most of the work done in this field has proposed that if employees are loyal to the firm the customers ten to be more satisfied and more loyal. However, it is important to not that employee loyalty only directly effect customer satisfaction and does not automatically create loyalty. So this study suggests that if employee loyalty will be increased it will have a positive effect on customer relations. 

There is a high likelihood that customer satisfaction will lead to a long-term customer commitment
. The reason being that when customers are highly satisfied they are provided with a motivated reinforcement, which in turn creates commitment-inducing emotional bonds. Furthermore, customers usually consider themselves to be satisfied if their social needs are fulfilled, and if these needs are fulfilled on an on going bases, it develops loyalty on part of customers
. This idea is consistent with the research suggesting that CS bridges the relationship between customer perceptions (e.g., CC) and organizational constructs. Customer satisfaction decreases customer dysfunctional behaviour.

CHAPTER NO.3

INDUSTRIAL ANALYSIS
3.
Industry overview
In any economy tertiary sector or the service sector is one of the three economic sectors, the other two being the secondary i.e. manufacturing and the primary i.e. extraction. Information sharing which is sometimes referred to as the "Quaternary is in fact part of the tertiary sector.
A service is defined as benefits delivered by a service provider, which are limited and non useable in nature, and in most cases is based on some technical process or work of skilled individuals, services are often initialized and customized as per the needs of consumers and finally service is consumed and utilized by the consumer, who initiated the request for his/her personal or business needs
The most important part of a provision of service is that it is an activity, which does not result in ownership and is merely a process, which helps, or facilities in the usage of things one may already own. With enough skill, expertise and creativity, service providers become part of the economy without having the constraints of raw materials. For Service providers, their main investment is in marketing their service in a way that it appears distinct from the competitors that may also require physical effort. While others services require huge physical efforts as well as recourses for example in military etc.
Service characteristics
Services can be restated as per their main characteristics.

1. Intangibility
Services are elusive and non-substantial: They do not possess any physical characteristics such as they cannot be touched or heard etc. Therefore it is not possible nor is it needed to transport or store services. Further more service cannot be owned, returned or sold further to anyone. Service can be generated and rendered at a request of a service consumer.

2. Perishables
The parish ability of service can be looked at in two ways;
The service is produced, at request using resources, processes and systems, which deliver the service in a period of time in which the consumer shall consume it. For the business it is a loss, as he cannot charge for the service. 

The service provider cannot reverse the service.
3. Inseparability
In service generation both the service provider and user are inseparable. The service provider needs to generate and render the service on request and the consumer needs to be there to request and render the services.

4. Simultaneity
Service is produced from the start and is consumed right away.

5. Variability
Every service is different from the other and is unique in its own way as time, location, circumstances, conditions, all change from one service production to another. 
It is however, very difficult to mass-produce and deliver service. As all the inputs and outputs are different as for many services involve considerable human activity. In service Human resource management is important where the human factor is a key factor. This is a customer-based relation, which is based on the idea of long-term commitment.

Issues for service providers
Issues faced by service providers are different than those faced by the salesperson of goods as services are not tangible, which makes it rather difficult for consumers to figure out what they will receive and more importantly what value they will put on it. 
The highest component of service cost within the service industry is the “cost of people” as at the end of the day high people are the ones, which provide high service. 
Telecommunication is defined as the “transmission over a distance for the purpose of communication”. Telecommunication is an essential and integral part of our economy, and it uses electronic devices such as the telephone, television, and more recently computers. Some of the pioneers in the field of telecommunication were Alexander Graham Bell, Guglielmo Marconi and John Logie Baird. 

Telephone system
Currently, there are seven million subscribers of the home phone service, which is commonly referred to as “land Line” in Pakistan as the infrastructure of the telecom sector has improved with foreign and domestic investments into fixed-line and mobile networks; where the to benefit in the network growth throughout the country fibre systems are being constructed. The government has prioritized investing in the national telecommunications sector, which has resulted in greatly increasing network capacity.

Domestic: microwave radio relay, coaxial cable, fibre-optic cable, cellular, and satellite
As for the codes and dialling systems local calls use codes called non-STD, which are calls made within cities. For calls to other cities (e.g. Karachi to Lahore) the code is called STD and is considered long distance measured according to distance. International calls on the other hand require "00" followed by the country code where the code used is ISD.

Internet
Internet access was first introduced in Pakistan in early 1990s. In 1995, PTCL started offering access via the nationwide local call network, till about early 2006 the Internet usage in the country remained relevantly low. However, in recent times, PTCL has introduced services like free dial-up Internet to all its “landline” subscribers, which has dramatically improved Internet usage in Pakistan. Broadband access is now available in an always-growing number of cities. Another major step taken by PTCL and other private organizations is the introduction of wireless hi-speed Internet through WLL(Wireless Local Loop) Networks in many major cities. WiMAX networks have also been introduced in the country. In fact Pakistan is now an industry pioneer as it is one of the first country in the world to deploy - Fibre to the User triple-services technologies, and these services have already been established in all major cities of the country. The Internet market in Pakistan certainly has a huge potential. In 2009, Pakistan Telecommunication Authority reported that there are more than seventeen and a half million Internet subscribers all over Pakistan. Most Pakistani companies along with Government agencies, maintain web sites, which has further increased the demand for Internet.

Broadband Internet Access
Broadband or high Speed Internet was first introduced in Pakistan by Telstra, and Australian Telecom Company and was designed by Design man – an Islamabad civil engineering firm. World Call, in year 2000, was the first company to officially launch Cable Internet in Pakistan under the brand name of GO4B. The First DSL service was launched by Micro Net in Islamabad/Rawalpindi in 2002. By 2007, there were around 128 ISPs in Pakistan while most of the Internet usage is concentrated in major areas like Karachi, Lahore or the twin city of Rawalpindi/Islamabad.

Today broadband available in Pakistan ranges from 512 kbit/s to 12 Mbit/s in all major cities. There are a total of 288,180 broadband subscribers in Pakistan. With the biggest broadband providers being; PTCL, LINKdotNET and Wateen. Other smaller companies like MicroNet, Nayatel, and Brainnet etc are also in the business of Broadband internet.
Pakistan Telecommunication Authority (PTA) is the federal governing body in Pakistan, which is responsible for the establishment, operation and maintenance of telecommunications in Pakistan. With its headquarter located in Islamabad, PTA also operates regional offices in Karachi, Lahore, Peshawar, Quetta, Muzaffarabad and Rawalpindi. PTA is mainly responsible for carrying out following duties;
· To work as a regulator for establishing, operating and monitoring telecom industry in Pakistan.

· Distribution of radio frequencies in Pakistan. 
· Promotion of cost effective and efficient telecom services in Pakistan. 
· Investigation and follow-ups on complaints made against telecom license holders.
· And finally to make recommendations and assist the federal government for implementation of telecom policies, which will keep Pakistan at par with rest of the world in the field of information technology.

CHAPTER NO.4

ORGANIZATIONAL OVERVIEW
4. PTCL

Pakistan Telecommunication Company Limited (PTCL), which was previously a crown cooperation, is in the business of providing all telecommunications services from basic voice telephony to data, Internet, video-conferencing and carrier services to consumers and businesses all over the.
PTCL is the largest telecom company in Pakistan with presence in every corner of the country for the largest city to the smallest village.
Vision
The vision of PTCL is to be the leading Information and Communication Technology Service Provider in the region by achieving customer satisfaction and maximizing shareholders' value
.

As per PTCL’s vision statement, they plan on expanding their horizons to venture into global markets making strategic partnerships with international telecom organizations.

Mission

Similarly PTCL has laid out its vision state, which presents PTCL as being an organization, which is built on the principles of professionalism, motivation and quality and is striving to bring cost effective and qualitative products to its company. When it comes to customer service, PTCL focuses on the concepts of "Quality" and Time management, and some how directly relates it to over all profitability of the company
.
PTCL has positioned itself to re define and question the traditional limits of telecom industry and conquer new technology frontiers on the way. PTCL responds to millions of people and their demands for new products and ideas. The goal of PTCL is to raise the living standards and values of people by giving them innovative products and continue to be customer’s fist choice in the technology driven products and services.
Business & Corporate Users
PTCL is the network of choice for Business circles for local, nationwide and international calling for its clear communication and superior technology. PTCL has now started to rely more and more on newer value added option like 3-way calling and call waiting, which have become quite popular among its business user base.

Some other services, which are offered by PTCL exclusively to their corporate clients are the availability of 0800 numbers, which are toll free, often used by companies for marketing and customer services, and 0900 numbers, which are premium priced calls, used for direct revenue sake, virtual private networks and audio Conference Service are available to large multi national or multi regional organizations to better inter-organization communications.
Nationwide Infrastructure
With well over one million installed lines, PTCL has the largest copper wire infrastructure in Pakistan, spread to virtually every city and town of the country. Recently PTCL has started a parallel fibre optic cable network.

PTCL’s network has over half a million POTS ports and well over 250000 broad band ports in more than 13 major cities of Pakistan.
Carriers Services

In addition to the direct services provided by PTCL to its consumers, it also provides, cellular companies, Internet providers and call centres with infrastructure services.
There are around 3200 PTCL exchanges operating all over Pakistan, which provide an interconnected domestic network, PTCL uses multiple international gateways, including international submarine, with the addition of latest submarine cable this year, to connect its network to global infrastructure. 

PTCL also uses the latest satellite technology to provide its services in the most remote and farfetched areas of Pakistan.

White Label Services

PTCL has now given its customers an opportunity to provide uninterrupted services to their clients in infrastructure or developing expertise in their own network without making a lot of investment. White Label Services focuses on speed and simplicity at minimal costs, which enable the customer to connect nationally, together with a group of key support services.
Broadband Pakistan
PTCL is the largest growing broadband service provider in Pakistan with a total customer base of over 150000. With less then two years of its launch, PTCL has been successful in becoming an industry leader and continues to grow with introduction of new value added services.
One of the biggest achievements of PTCL with regards to broadband Internet is that PTCL has been successful in bringing the cost of high-speed Internet down to a level that it can now be enjoyed by a critical mass that encourages other companies to venture into this industry as well.

PTCL has been quite innovate in its marketing strategy and has continuously been coming up with new promotions to attract more and more clients, some of these promotions have included special discounts for students, free modem rentals and increased data transfer speed at no extra cost.
IPTV Service (Smart TV)

On 14th August 2008, PTCL initiated a new mega project, which was the introduction of a digital interactive television service for the first time in. IPTV (Internet Protocol TV) technology a state of the art interactive TV service was introduced in Pakistan making Pakistan one of the few countries in the world, that offer this service.

‘PTCL Smart Line’, is a brand, which bundled three services together these services included; Interactive Television, Broadband and voice telephony all available on PTCL’s telephone line. The special features, which are the main selling points of the Smart TV, are its amazing digital picture quality, interactive options like the ability of pausing and rewind and video on demand. There are over 100 digital channels available at SMART TV, and well over 350 movies available on demand. PTCL’s Smart line is currently only available in four major cities of Pakistan but there are plans of expanding it to other cities by the end of this year.

Pak Internet Exchange
In 26 cities IP enabled network with 40 (number increase) point-of-presences (POP) exists, where as Internet, data, video and video-conferencing services and for voice of LDI uses the existing 16G active bandwidth. This Pak Internet Exchange connects all narrow band users, corporate, mobile operators, and ISP together.

V-fone

Approximately 1.25 million V-fone customers exist in Pakistan making PTCL the largest CDMA operator in the country. Offering fixed wireless telephone for your homes & business. Covering over 10,000 urban & rural areas CDMA2000 1X technology is the largest WLL network with a capacity of 2.6M, with the network, which is enabled for Voice, Dialup-Internet access (153.6kbps) and EVDO Broadband.

International Network

SEAMEWE-3 Submarine Cable System:

SMW-3 is the longest system of the world with a total length of 39,000 Km with Pakistan having its cable Landing Station is at Karachi, which connects 39 cables landing stations in 33 countries and four continents.

SMW-4 Submarine Cable System
A new submarine cable system was introduced in December 2005 which links 14 countries with 16 landing stations across Europe, Middle East and Asia and is designed for relatively higher traffic volumes Using Terabit DWDM technology to achieve the link between any two destinations is STM-1. 
Satellite Communication
For domestic satellite users PTCL has installed Intelsat Standard Earth Stations near Karachi and Islamabad that provide the diversity for International voice connectivity and also work as Hub. The Intelsat Standard B Earth Stations located at Islamabad, Gilgit, Skardu and Gwadar.

The most vital tool that results as an effective and efficient tool for human resource development is ‘Training’ that has transformed PTCL from a public sector org to a corporate entity. T&D on the other hand has contributed a lot in increasing the probability of organizational for the achievement of its goals. 
PTCL and its customers


4.1
Data Analysis

Q1. Overall, how satisfied are you with ‘Smart TV’?

· Very Unsatisfied

· Unsatisfied

· Somewhat Satisfied

· Satisfied

· Very Satisfied

As illustrated above, it can be measured that 45% respondents were “very unsatisfied” with the product and when asked why? They gave various reasons for their unsatisfactory behaviours such as the ground reason was the operational ability of the product, which triggered their response to this question. 
Q2. Compared to other [PRODUCTS] that is available, would you say that ‘Smart TV’ is...

· Much better

· Somewhat better

· About the same

· Somewhat worse

· Much worse


The illustration above shows that a good percent of respondents saw “Smart Tv” as about the same as the similar products available in the market. Because although PTCL Smart TV, is offering much more yet not working to its best capacity to provide the promised offerings.
Q3. Will you renew your membership of ‘Smart TV’ again?

· Definitely will

· Definitely will not

· Probably will

· Might or might not

· Probably will not

[image: image17.png]



The answer of “definitely will not” is very alarming for the people of PTCL and the division of “SMART TV”. Because the amount of unsatisfactory level has lead them to not renewing their membership, so it can be seen that the experience that the respondents have was above their zone of tolerance.
Q4. How likely are you to recommend ‘Smart TV’ to others?

· Definitely will recommend

· Probably will recommend

· Not sure

· Probably will not recommend

· Definitely will not recommend
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The illustration above shows that the respondents were confused, as more than 50% said that they were “not sure” if they wanted to recommend this product or not, because the product is really good and promising, but what has confused the respondents was the service quality that the division was giving. 

Q5. Based on your experience with ‘Smart TV’, how likely are you to buy similar products of different companies (World Call, Naya Tel, Wateen Telecom) again?

· Very Unlikely

· Unlikely

· Somewhat Unlikely

· Likely

· Very Likely
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The answer of the respondents illustrated that, if PTCL being the largest company in Pakistan, has been unsuccessful in satisfying customers with respect to their division of SMART TV, so the respondents hesitant of going for a product of the similar category, as they fear that they will not get what is promised to them and end up going through the same experience that they had to go with SMART TV. 
Q6. If you contacted PTCL (Smart TV) customer service, were all problems resolved to your complete satisfaction?

· Yes, by the company or its representatives

· Yes, by me or someone outside the company

· No, the problem was not resolved

· No problems/No contact with customer service
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The measurement illustrated that a good number of respondents were very unhappy, because their queries were not resolved and they were left with the problem that they had. So PTCL, should defiantly look into their Customer Service Relations department as well, because those are the “A Position” players and can have a great impact on the overall experience. 

Q7. In evaluating your most recent customer service experience, was the quality of service you received:

· Very poor

· Somewhat unsatisfactory

· About average

· Very satisfactory

· Superior
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As illustrated above, it shows that more than 40% of the respondents rated the service that they had recently was “very Poor”, the service ranged from CSR department to the service of the over all SMART TV.

Q8. Please describe if there was any particular aspect of the service experience that stood out:

· Co operation

· Polite

· Well spoken

· Concerned

· Sufficient knowledge of the product
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The service experience that stood out from all the other aspects was the employees being polite to their customers, the respondents said that every time they came in contact with the employees of PTCL, they would be polite in answering, the fact that the service was not very promising.
Q9. The process of getting your problem resolved was,
· Very poor

· Somewhat unsatisfactory

· About average

· Very satisfactory

· Superior
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The answer that was observed by the respondents clearly shows that, whenever the customer’s have had a problem, the process of getting it solved as quickly as possible was not right. When asked why they had responded to such a sever answer, they replied that, they were not happy how there problems were taken care of. Customers should be the main assets of the company and everything and anything that is possible should be done to full fill the needs of the customer. And the process should be exercised and well maintained and flaw less to keep the customer happy at all times.

Q10. The customer service representative was very courteous,
· Strongly disagree

· Somewhat disagree

· Neutral

· Somewhat agree

· Strongly agree
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As illustrated in the graph, most of the respondents answered with a neutral opinion, which is also an alarming factor, because it shows that the customer is in the state of mind, where the balance could shift either way. This means that the customer has had experiences, which he has not appreciated. And due to this reason, the shift could bring the customer to the brink of churning.
Q11.  Which of the following qualities of the service representative stood out?

· Patient

· Enthusiastic

· Listened carefully

· Friendly

· Responsive
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If we see the above graph, it shows us that the service representative are very well doing there job, yes, they could make things better and act according to the situation, which requires all of the above qualities. Companies should train their employees to the above-mentioned qualities, so that they can produce the maximum effort when the moment of truth arrives between the customer and the representative.

Q12. The customer service representative handled my call quickly:

· Strongly disagree

· Somewhat disagree

· Neutral

· Somewhat agree

· Strongly agree
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The illustration shows mixed opinions from the respondents and when they were asked for details, they said the problem lies from the listening to the knowledge of the problem that the representative had which irritates and frustrates the customer to the maximum.

Q13. The customer service:

· Gave me the wrong information

· Didn't understand the question

· Gave unclear answers

· Couldn't solve problem

· Disorganized
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This result clear illustrated that, when respondents mentioned their problem, the information to solve the issue that they were given was either irrelevant or wrong, which makes the customers reach to the point where they thing that the representative does not have the proper knowledge of the problem and the customers usually give up and disconnect the call. 

Q14. My phone call was quickly transferred to the person who could best assist me:

· Strongly disagree

· Somewhat disagree

· Neutral

· Somewhat agree

· Strongly agree
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The above measurements show that, the respondents were not transferred to the concerned personal to have their problem resolved. The representative must understand the issue as soon as possible and forward the call to the concerned department, so that the problem can be dealt with in the minimum of time. 
Q15. Over the next 12 months, how likely are you to replace ‘Smart TV’ with another (product or brand)?

· Certain

· High chance

· Equal chance

· Low chance

· Never
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The illustration above is the most alarming and concerned measurement for any company, which clearly states that the customers of the product are not happy with the product or the service provided and they would churn to a substitute first chance they get. This is where the company should revitalize its image and go back to the drawing board and eliminate the error gaps in the service. 

CHAPTER NO.6

POSSIBLE ALTERNATIVES 
6.1- POSSIBLE ALTERNATIVES AND OPTIONS

The conclusion that we reached after conducting our observational study was that:

Our first and third hypothesis, technical service quality, customer knowledge, value, equity, and attitude lead to higher customer satisfaction and customer loyalty.

Basically customer satisfaction is a measure of how service supplied by a company can meet or surpass customer expectations. In the market where businesses compete over customers, customer satisfaction is the key differentiator and has become a key element of business strategy. 

And also that if the customer is satisfied there is a chance that it will remain with the company and a strong bond of commitment will materialize between the company and the customer. Also those in order to retain the existing customers the companies are using customer satisfaction as a measure to indicate how successful the business is at proving the service to the market.  

Similarly customer satisfaction leads to customer loyalty because if the customer is satisfied with the service being provided then it will attach itself with the product and its attributes. If the needs of the customer are being considered and their views are measured and taken in to consideration then the customers will connect themselves with the product and the service and remain loyal and it will be easy for the company to retain them as well

CHAPTER NO.7

Recommendations
7.1- Recommendations 
To the customer, service is not just the delivery of the service but the other elements connected to it that involve the time, knowledge, technical aspects etc. The company that is catering the service should have adequate knowledge about the customer it deals with - knowledge about their behaviour, likes and dislikes and mostly their expectations from the company. It will make the customer feel responsible towards the company and a bond will be created between them.

Secondly the company especially when it is a service provider, their customer care/customer relation department has to be very polite, proficient and should have enough knowledge about the product that the company sells or the service it provides because this is what gives companies an edge over others – dealing with the customers and retaining them. Also that customer care departments is where the customer interacts with the company and makes an emotional bond that that can uplift the customers’ views about the service or bad service encounter can leave the customers frustrated and angry. 
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QUESTIONNAIRE

Name: _______________________________________________

Age: ___________

Gender: F / M

Customer/Membership #: _______________________________

Q1. Overall, how satisfied are you with ‘Smart TV’?

· Very Unsatisfied

· Unsatisfied

· Somewhat Satisfied

· Satisfied

· Very Satisfied

Q2. Compared to other [PRODUCTS] that are available, would you say that ‘Smart TV’ is...?
· Much better

· Somewhat better

· About the same

· Somewhat worse

· Much worse

Q3. Will you renew your membership of ‘Smart TV’ again?

· Definitely will

· Definitely will not

· Probably will

· Might or might not

· Probably will not

Q4. How likely are you to recommend ‘Smart TV’ to others?

· Definitely will recommend

· Probably will recommend

· Not sure

· Probably will not recommend

· Definitely will not recommend

Q5. Based on your experience with ‘Smart TV’, how likely are you to buy similar products of different companies (World Call, Naya Tel, Wateen Telecom) again?

· Very Unlikely

· Unlikely

· Somewhat Unlikely

· Likely

· Very Likely

Q6. If you contacted PTCL (Smart TV) customer service, were all problems resolved to your complete satisfaction?

· Yes, by the company or its representatives

· Yes, by me or someone outside the company

· No, the problem was not resolved

· No problems/No contact with customer service

Q7. In evaluating your most recent customer service experience, was the quality of service you received:

· Very poor

· Somewhat unsatisfactory

· About average

· Very satisfactory

· Superior
Q8. Please describe if there was any particular aspect of the service experience that stood out:

· Co operation

· Polite

· Well spoken

· Concerned

· Sufficient knowledge of the product
Q9. The process of getting your problem resolved was,
· Very poor

· Somewhat unsatisfactory

· About average

· Very satisfactory

· Superior

Q10. The customer service representative was very courteous,
· Strongly disagree

· Somewhat disagree

· Neutral

· Somewhat agree

· Strongly agree
Q11.  Which of the following qualities of the service representative stood out?

· Patient

· Enthusiastic

· Listened carefully

· Friendly

· Responsive

Q12. The customer service representative handled my call quickly:

· Strongly disagree

· Somewhat disagree

· Neutral

· Somewhat agree

· Strongly agree

Q13. The customer service:

· Gave me the wrong information

· Didn't understand the question

· Gave unclear answers

· Couldn't solve problem

· Disorganized

Q14. My phone call was quickly transferred to the person who could best assist me:

· Strongly disagree

· Somewhat disagree

· Neutral

· Somewhat agree

· Strongly agree
Q15. Over the next 12 months, how likely are you to replace ‘Smart TV’ with another (product or brand)?

· Certain

· High chance

· Equal chance

· Low chance

· Never
Thank you for your feedback. We sincerely appreciate your honest opinion and will take your input into consideration. 
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