
IMPACT OF SATISFACTION ON 
LOYALITY A CASE OF CELL PHONE

INDUSTRY

By

MUHAMMAD WALIULLAH 
16400

A thesis presented to the Department of Management Sciences, Bahria University 
Karachi Campus, in partial fulfillment of die requirements 

of the MBA degree

FALL, 2015

Bahria University Karachi Campus



FALL 2014
STUDENT NO 16400.

MBA Thesis

2nd Half-semester Progress Report & Thesis Approval

Supervisor-Student Meeting Record

No. Date Place of
Meeting

Topic Discussed Signature of
Student

5 Mod'if lec-tf&A
Culn'L

Covcc^TtL* ^ 'i/:

6 ptyoj 'if
Cubic

7 'Tec^cJLes*
c Pe- w

APPROVAL FOR EXAMINATION

/j//HAM MAD f 
Registration No.

/<f± **
Candidate's Name:-
Thesis Title- °F AAHfHAC //Q/V__QjfJ=2Z/fi L-lT7—£t—CMSL—£jE.--------------------------T^T'PHQNi? ________________________

I hereby certify that the above candidate's thesis has been completed to my satisfaction and, to my belief, its 
standard is appropriate for submission for examination. I have also conducted plagiarism test of this thesis using
HEC prescribed software and found similarity index at —-------that is within the permissible limit set by
the HEC for the MBA thesis. I have also found the thesis in a format recognized by the Department of 

Management Sciences.

Supervisor's Signature:__

Name: ^

Date:

HOD’S Singnature Date:

ii



FALL 2014 STUDENT NO 16400.

ABSTRACT

Purpose- The puipose of the study is to identify and examine the factors and the impact of 

Actual Satisfaction and Expectations about cell phones after buying cell phone that leads to the 

damage or the success of the and customer loyalty.

Methodology/sample- The effective research methods that has been used for this study report 

includes the questionnaire those were filled by respondents and gathered the actual data from 100 

questionnaires. The hypothesis testing results showed that there is a positive correlation between 

consumer expectations before buying and consumer loyalty and satisfaction after buying.

Findings- The research findings have indicated that the level of expected satisfaction before 

buying mobile phone is expected to have positive influence on level of actual satisfaction that 

obtained from purchase experience of buyers. The result of this research indicates the main and 

important aspects of customer services, specific brand, customer loyalty, expectation from 

performance and features of cell phones, and price consideration before buying the cell phones.

Practical Implications- The main outcomes of the research study could be served as major 

guidelines that can further improve by effective research on rapidly changing of consumer’s taste 

and preferences about cell phones features and their expectations regarding buying the mobile 

phones
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