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Abstract 

Questionnaire with 21 items containing a variable of customer satisfaction and loyalty service quality, 

price customer care services. What is impact of customer loyalty in 3G & 4G in Pakistan with customer 

care service. It is positive impact and significant result among these variables. Impact of customer loyalty 

in 3G & 4G in Pakistan with corporate image and have significant impact between them. The significance 

value is 0.000 among above dependent and independent variables and positive strong association between 

them. Population students and faculty member of different universities and colleges of Okara.  

 

Key Words: Customer Satisfaction, Loyalty Service Quality, Price, Customer Care Service and Corporate 

Image. 
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Introduction  
 

In 1992, the central of Islamic Republic of Pakistan established the Islamic Republic of Pakistan 

Communications Commission (NCC) by decree seventy five to manage the activities of 

telecommunications services within the country. The necessity for the institution of this commission was 

part thanks to the poor performance of NITEL, the nation’s telephone service provider and partly to open 

up the telecommunications sector and attract private investors. This poor performance had resulted in the 

low tele density of 0.04 in Islamic Republic of Pakistan up until 1999. With the approaching into existence 

of the commission, there was the alleviation of the telecommunication sector that permits personal sector 

participation resulting in the licensing of worldwide System of Mobile Communications Pakistan mobile 

web market operations in 2001. Through this policy, the state touched from a noncompetitive 

telecommunication market towards a totally liberalized one that permits competition. 

 
The Pakistan mobile web revolution started Pakistan in August 2001, with the licensing of 3 mobile 

operators, and MTN by NCC, and since then the face of knowledge and engineering. Globacom and 

Etisalat were later licensed to operate thereby making the operators to be five (5). Since the Pakistan 

launch, mobile telecommunication has apace become the foremost widespread technique of auditory 

communication in Pakistan, delegation CDMA (Code Division Multiple Access), a far earlier introduced   

telecommunication platform, to the background. 

 
The objective of this study is so, two folds. The primary objective is to grasp the thought of client loyalty in 

3G/4Gmobile net sector in Islamic Republic of Pakistan. The second objective is to research the 

determinants of client loyalty within the sector. In doing this, the paper is organized as follow. Section a 

pair of presents a review of relevant literature. Section three describes the analysis methodology used. 

Information analysis and findings are bestowed in section four. Finally, conclusion is draw. 

 

Literature Review 
 

Customers Loyalty 

 

There are many researcher works on the topic of customer satisfaction and customer loyalty and researchers 

done lot of work on this topic. And recognized the need of this and most of work done recently in 

Marketing and services literature (Heskett and Sasser, 2010). The customer loyalty force to purchasers to 

repeat the shopping of some specific products or services to purchase again and again of this particular 

products for some future requirements for needs (Jone, 1995). Customer loyalty makes customers feeling 

committed when benefits and products attributes beneficial for customers need, the customers 

automatically repeat the shopping that’s call the customer loyalty (Grossman, 1998). Customer loyalty is 

the result of an organization’s products and service benefits and the attributes that pleased the customers 

and they will establish long term relations with that organization and frequently repeats the trade with that 

organization (Andreson and Jacobson, 2000). Customer loyalty helps the organizations to attain their long 

term objectives (Andres, 2007). Customers loyalty in Pakistan’s 3G/4G market concerned with the time 

spend on one network of customers if the customer pleased and attain the benefits they automatically retain 

on same network and spread the word of mouth and put the positive image in the front of other customer of 

3G/4G. There are some determinants or drivers of customer loyalty. 

 

Service Quality 

 

Quality elaborates the customers filled needs and requirements (Crosby, 1996). Quality is the difference 

between the gained performance or benefits and the total expected performance and benefits of product or 

service its results called quality (Kang, 2006). Service quality is overall customer’s reactions on product or 

service benefits and less performance on organizations offerings (Bitner, 1990). Service quality with 
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confidence effect on repeat shopping of a product or service and increase the sales volume and gain market 

shares (Buzzel and Gall, 1987).  

 

Price/Tariff 

 

Sum of money/value charged against the product/services or offerings called price (Kotler and Armstrong 

2010). In modern era the telecommunication service providers try to provide best and modern services 

against the competitive and beneficial prices or tariff (Haquea, 2011). Services price in telecommunication 

market play a vital role for services providers (Kollmann, 2000). Telecommunication customer’s behavior, 

their loyalty and satisfaction due to competitive price (Drew, 1991).  

 

Customer Care Services 

 

The process in which buyers, sellers and other member in market consists and they influence on market 

needs (Innis & Londe, 1994). Other member of market means the companies and firms in market or 

involves in marketing firms and try to influence on market demands and supply chain process and take the 

circumstances in all ways of the market (Katz, 1998).  

 

Customer care is the one of the most valuable  and important process or consideration in the evaluation of a 

product or service providers (Jackson, 1985).A supplier, good customer care force to attract  new or 

potential buyers and also retain current buyers and make impact on their loyalty and also try to reduce the 

competition trends (Hartley, 1989).  

 

Corporate Image 

 

Corporate image is a perception/concept of a company or organization in customers mind (Keller, 1993). 

Corporate image effects on customer satisfaction and quality and also effects on customer loyalty (Kandan 

& Pully, 2007).  

 

Better corporate image in customers mind makes the organizations to generate customer loyalty and 

satisfaction, corporate and brand image gain the customer loyalty (Gronrooos, 1988). Corporate image 

makes positive impact on services quality, brand price, loyalty and customer satisfaction in China’s 

telecommunication market (Chen, 2002). 

 

Methodology  
 

Study Population 

 

Cross-sectional study is conduct by researcher to collect and manipulate data of district Okara population in 

customer loyality in 3G and 4G mobile internet in Pakistan Okara. In this study students and faculty 

member of different colleges and universities as population for the collection of data for interpretation.  

 

Sample Size 

 

The researcher selected the 100 population of District Okara as sample for data collection through survey 

and questionnaire. Dependent variable as customer satisfaction and customer loyalty to correlate with 

independent variable as service quality price, customer care service and corporate image.  

 

Sampling and Research Instrument 

 

120 questionnaire with 21 items as instrument is used by the researcher to collect and interpret data of 

Okara population.  
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The Dependent variable as customer satisfaction and customer loyalty impact with independent variable as 

service quality price, customer care service and corporate image and to check significant results of these 

variables. 

 

Research Model and Hypotheses 
 

Research Model 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

 

Customer’s loyalty in Pakistan’s 3G/4G Mobile Network Internet Market 

 

Hypotheses 

 

HO: There is no correlation between customer loyalty and service quality. 

H1: There is correlation between customer loyalty and service quality. 

HO: There is no correlation between customer loyalty and price. 

H2: There is correlation between customer loyalty and price. 

HO: There is no correlation between customer loyalty and customer care services. 

H3: There is correlation between customer loyalty and customer care services 

HO: There is no correlation between customer loyalty and corporate image. 

H4: There is correlation between customer loyalty and corporate image. 

 

Statistical interpretation of Result 
 

Reliability Analysis 

 

According to research study the reliability is the procedure to measure the quality of data that collect from 

respondent in dissertation. In order for result of study to considered valid or not valid, the way of measure 

must valid and reliable 

 

Reliability Statistics 

Cronbach's Alpha N of Items 

.945 21 

 

For question related to impendent variable and dependent variable of Cronbach alpha is .945 that show the 

result of question are perfect and strongly related with each other. In this research 21 items are utilized by 

Service Quality 

Price 

Customer Care 

Corporate Image 

Customer loyalty 
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the research to interpret the result as strongly related. It is the best way to calculate the interpretation among 

customer loyalty 3G and 4 G internet Market in Pakistan. 

 

 Correlations 

  Customer 

Loyalty 

Service 

Quality Price 

Customer 

Care 

Corporate 

Image 

Customer 

Loyalty 

Pearson Correlation 1 .748
**

 .818
**

 .816
**

 .769
**

 

Sig. (2-tailed)  .000 .000 .000 .000 

N 100 100 100 100 100 

Service 

Quality 

Pearson Correlation .748
**

 1 .847
**

 .938
**

 .804
**

 

Sig. (2-tailed) .000  .000 .000 .000 

N 100 100 100 100 100 

Price Pearson Correlation .818
**

 .847
**

 1 .963
**

 .911
**

 

Sig. (2-tailed) .000 .000  .000 .000 

N 100 100 100 100 100 

Customer 

Care 

Pearson Correlation .816
**

 .938
**

 .963
**

 1 .899
**

 

Sig. (2-tailed) .000 .000 .000  .000 

N 100 100 100 100 100 

Corporate 

Image 

Pearson Correlation .769
**

 .804
**

 .911
**

 .899
**

 1 

Sig. (2-tailed) .000 .000 .000 .000  

N 100 100 100 100 100 

**. Correlation is significant at the 0.01 level (2-tailed).    

 

N= 100 , P<0.000   P<0.01   

 

Value of customer loyalty is significant and lies between 0.000 among service quality customer loyalty and 

customer care. In this table show Pearson correlations of customer satisfaction and loyalty relation with 

service quality (r=.748) that is week positive and significant level (p .001) that show the positive relation 

between customer satisfaction and loyalty and service quality. Customer satisfaction and loyalty relation 

with price (r=.818) that is week positive relationship and not significant level is (p .000) that which show 

`the positive relationship between Customer satisfaction and loyalty and price. Customer satisfaction and 

loyalty relationship with customer service (r=.816) that is week positive relation and significant relation 

(p.000) that show the positive relation Customer satisfaction and loyalty between and customer service. 

Customer satisfaction and loyalty relationship with corporate image (r=-.769) that is week positive relation 

and significant relation (p.000) that show the positive relation Customer satisfaction and loyalty between 

and customer service 

 

Regression 

                                             Model Summary 

Model R R Square Adjusted R Square Std. Error of the Estimate 

1 .748
a
 .559 .555 .25487 

a. Predictors: (Constant), Service Quality  

R=.748 
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There result of(r=.748) of regression table show that independent variable and dependent variable personal  

(.748) effect on independent variable. 

R square= .559 

 

The value of(r square= .558) show that the all independent variable question contribute moderate effect on 

dependent variable 

 

Anova
b
 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 8.074 1 8.074 124.292 .000
a
 

Residual 6.366 98 .065   

Total 14.440 99    

a. Predictors: (Constant), Service Quality    

b. Dependent Variable: Customer Loyalty    

 

Conclusion 
 

The objective of this study is so, two folds. The primary objective is to grasp the thought of client loyalty in 

3G/4Gmobile net sector in Islamic Republic of Pakistan. The second objective is to research the 

determinants of client loyalty within the sector. In doing this, the paper is organized as follow. Section a 

pair of presents a review of relevant literature. Section three describes the analysis methodology used. 

Information analysis and findings are bestowed in section four. Finally, conclusion is draw 
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