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Abstract
Purpose – This study will attempt to focus on how vendors serve operators, as operator service quality starts with vendor’s technology
infrastructure and service quality. The purpose of this study is to exhibit the most important vendor service quality items and dimensions for the
operators in the telecommunications industry.
Design/methodology/approach – A total of 268 employees from various age groups, cities, job levels and departments participated in the survey.
Findings – Expected service quality results indicated that operators need high service quality. When telecommunication needs of subscribers are
taken into account, it is normal for operators to expect high service quality from vendors. Results also reveal that being dependable and providing
continuous support are critical for the telecommunications industry. Perceived service quality results demonstrate that customer expectations failed
to be satisfied. In this study conducted in the telecommunications market, the expectations of operator employees regarding vendors is shaped
under two dimensions. These dimensions are employee and service center features and provider timeliness and accuracy. When Topsis method was
used to determine the most important vendor characteristics, timeliness and trust were identified as the top two criteria.
Originality/value – To the best of the authors’ knowledge, this study is the first to put forth the most important vendor service quality items and
dimensions for the operators in the telecommunications industry.
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1. Introduction

In service-based industries, service quality is the most
important element that leads to the sustainability of the
competitive advantage and overall success of the industry
(Ishaq, 2011; Coetzee et al., 2013; Thaichon et al., 2014;Wang
et al., 2004; Gökten and Gökten, 2017). Cultivating long-term
and productive relationships with customers as well as
satisfying their expectations are the most significant objectives
in business-to-business (B2B) markets (Krishnan et al., 2013).
Perceived service quality and the resulting satisfaction is
interpreted as the basic premise for making repeat purchases,
establishing trust and loyalty and a long-term relationship
(Athanassopoulos et al., 2001; Coetzee et al., 2013; Gounaris
and Venetis, 2002). “The positive relationship between
perceived service quality and organizational performance is
supported through the challenge of being emulated, a
fundamental component of competitive advantage”
(Athanassopoulos et al., 2001; Amiri Aghdaie and Faghani,
2012; Coetzee et al., 2013; Thaichon et al., 2014). Amiri

Aghdaie and Faghani (2012) express that service quality is the
key variable throughout the layout of themarketing programs.
During the market segmentation process, a major

component of marketing strategy, customers may be examined
in two basic dimensions as B2B or business-to-customer (B2C)
depending on the consumers’ purchasing objectives (Hutt and
Speh, 2012). Woo and Ennew (2005) point out that Nordic
and American schools of thought handle the matter of service
quality from the viewpoint of consumer markets, rarely
mentioning B2Bmarkets. Segmenting industrial markets on the
basis of service quality expectations creates a major strategic
advantage for managers (Pitt et al., 1996). However, B2B
services involve critical discrepancies between customers and
service providers, compared to B2C services, because of
information asymmetry, intense intangibility and customization
of services, low capital investment, information intensity and
skilled labor, high customer switching cost and specific
marketing channels (Huang et al., 2017; Greenwood et al.,
2005; Nordenflycht, 2007). Evaluating service quality in B2B
markets is a complex task because of the nature of the
relationship between buyers and sellers as well as the more
specialized, technology-oriented and co-dependent structure ofThe current issue and full text archive of this journal is available on
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B2B services (Krishnan et al., 2013; Vickery et al., 2004).
However, it is not a routine task to pursue relations, to elect,
evaluate and decide on these B2B service providers (Jackson
and Schuler, 1995; Sharma and Sheth, 1997).
Even though service quality possesses significant importance

for B2B markets, there is a limited number of academic
research studies focusing on determining the quality of B2B
services (Molinari et al., 2008; Krishnan et al., 2013). In most
of the existing studies, the service quality in B2B markets is
analyzed with quite standard norms (Homburg and Rudolph,
2001; Rossomme, 2003; Huang et al., 2017; Krishnan et al.,
2013). Some studies appraise the perspective of interaction and
relationship approach in the market (Rauyruen and Miller,
2007), but generally the tangible and intangible core offerings
that make up service quality are not investigated together
(Zolkiewski et al., 2007; Huang et al., 2017; Raychaudhuri and
Farooqi, 2013).
Telecommunication market together by complex networks,

telephones, mobile phones and internet-linked PCs, the global
system touches nearly everyone. Mobile and wireless
technologies have become more prevalent since the beginning
of the millennium. The market is expected to continue to gain
space in the telecommunication services industry, as the
number of mobile connections worldwide is predicted to reach
nine billion by 2020. The immense potential and tough
oligopolistic competition along with the complex nature of
customer satisfaction in telecommunications industries in
developed as well as developing countries lead to a great effort
to determine and conceptualize service quality (Ishaq, 2011;
Huang et al., 2017; Raychaudhuri and Farooqi, 2013).
Telecommunication market makes it crucial to conduct studies
regarding service quality because of a number of major reasons.
There are serious market entry barriers, high expenditure rates
of IT products, the rapid, complex and unpredictable advance
of the telecommunications market itself as well as consumers’
distinct needs and demands (Chen and Hitt, 2002; Lee et al.,
2011). The service quality that vendors provide to their
operators is the focal point of the service quality of the operators
and it is strongly related to vendors’ technological
infrastructure (Kang, 2010).
In the light of these considerations, the purpose of this study

is to exhibit the most important vendor service quality items
and dimensions for the operators in the telecommunications
industry. This purpose will be realized through a discussion of
the expectations and perceptions of operators’ employees
regarding the service quality of vendors. To the best of the
authors’ knowledge, this study is the first to put forth the most
important vendor service quality items and dimensions for the
operators in the telecommunications industry. An extensive
review of relevant literature displayed that most of the previous
research efforts centered on how operators serve final
consumers. This particular research, on the other hand,
attempted to analyze the issue of service quality from the
viewpoint of operators and vendors. To this end, the paper is
organized as follows. The second section of this paper
introduces the conceptual framework and research motivation
along with research hypotheses. The third section, namely,
methodology, focuses on research framework including the
measurement scales, survey instrument and the sample of the
research. The fourth section exhibits the results and discussions

along with data collected through completed questionnaires
which are used in statistical analysis and the results presented
and discussed. The final section presents conclusion,
theoretical and managerial implications with limitations and
future research opportunities.

2. Theoretical background

2.1. Service quality literature in business-to-business
markets
There is a great deal of interest among various industries
regarding service quality (Mentzer et al., 2001). Service quality
in B2Bmarkets is of major importance, as it has a direct impact
on the services provided to the customers (Gounaris, 2005). In
B2Bmarkets, studies regarding the quality of service have often
used the SERVQUAL scale developed by Parasuraman et al.
(1985). SERVQUAL measures service quality by comparing
the perception and expectation of customers’ evaluation
results. However, the results of the studies where SERVQUAL
scale has been implemented in B2B markets are not consistent
(Pitt et al., 1996). The distinct differences between B2C and
B2B markets pose serious difference of opinion regarding
SERVQUAL’s suitability for B2B markets (Krishnan et al.,
2013). Besides, it is deemed more acceptable to use industry-
specific service quality scales (Babakus and Boller, 1992).
Another scale that is used to evaluate service quality in B2B

markets is the one developed by Grönroos (1984) where he
defines the concept of quality for industrial consumers as
technical and functional quality. Technical quality is about the
core operation related parts of the service, whereas functional
quality is concerned with the interaction between individuals
from the two organizations. Bienstock et al. (1997) developed a
three-dimensional scale (PDSQ) for the measurement of
service quality. Morgan (1991) classified service quality for
industrial consumers as the outcome elements customers
receive from the service provider and process elements that
depict how the service is delivered with regard to the interaction
between the staff from the two companies. Edwardson et al.
(1990) expressed integrative quality as the provider’s ability to
ensure that all the sub-systems that are required to deliver the
service are actually coordinated well enough. Szmigin (1993)
referred to output quality as the customer’s expected output
quality. Szmigin (1993) opted to use the terms “hard” and
“soft” quality instead of “technical” and “functional” quality.
Halinen (1994) associated output quality dimension as
immediate outcome and final outcome. Immediate outcome is
related to the success of the provider to cater to the customer
with a solution to its problem, whereas final outcome is
concerned with the effect of the service offered to the customer.
Gounaris and Venetis (2002) classified B2B service quality
dimensions under five headings which include potential
quality, hard process quality, soft process quality, immediate
outcome quality and final outcome quality. In a separate 2005
study, Gounaris set forth B2B service quality as potential
quality, hard quality, outcome quality and soft quality. Woo
and Ennew (2005) developed a six-dimensional and Duff
(2004) produced a nine-dimensional AUDITQUAL scale.
Basically, with B2B services, there appears to be a focus on hard
to soft service quality; however, with B2C services, there is a
tendency to soft to hard quality (Stan et al., 2007). The
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SERVQUAL dimensions have developed through traditional
service delivery; yet today, the vast increase in the utilization
rates for IT services has changed the nature of services (Zhu
et al., 2002).

2.2 Telecommunicationmarket service quality context
The telecommunications industry is viewed as the foundation
of economic growth and plays a significant role in the
economies of countries and forms the index of social prosperity
(Ruhle et al., 2011; Agyapong, 2011). Additionally, this
industry enables exchange of information, improves the
relationships between individuals and businesses and assists in
the decision-making process (Ishaq, 2011).When viewed in the
context of telecommunication, Van der Wal et al. (2002) used
SERVQUAL scale in South Africa, and Johnson and Sirikit
(2002) used it to measure the service quality in Thai
telecommunications industry. The relationship between service
quality and customer satisfaction in the telecommunications
industry has been proven in various studies (Kim et al., 2004;
Lee et al., 2001; Lim et al., 2006). In technology-intensive
markets such as the telecommunications industry, the core
offering and value creation criteria of the service is of great
significance (Grönroos, 2000a, 2000b). The value creation
dimension in particular, with its regular interactions,
customized solutions and always being readily available,
responds to the purpose of creating trust and credibility
(Chumpitaz and Paparoidamis, 2004; Rossomme, 2003).
It is not easy for telecommunication operators to meet the

demand for high speed internet bandwidth and high service
quality. They need to continually renew, swap, upgrade or
innovate their infrastructure. They need to follow the latest
technology and infrastructure with passive or active devices and
adapt them to their network. They need to invest in their
network and spend money for this. Operators need to
collaborate with vendors to provide better service to their
consumers. Operators do not only buy networks, but also
services from vendors. Vendors make their best efforts to deliver
high-quality devices to operators to get more market share.
Mostly, operators buy these devices with end-to-end services
such as surveys, installations, commissioning, warranties, post
warranties, remote support, on-site support, bug fixing,
troubleshooting, babysitting services, etc. High quality, state-of-
the-art technology equipment is important for operators to
select the vendor but after sales services are also a very
important decision keystone for operators when selecting a
vendor.With the globalization and standardization of protocols,
equipment quality and the latest technology do not make a
difference between vendors. This makes service more important
for vendors to be selected by operators. Operators can select
multiple vendors to purchase the latest technologies and
services; but mostly, vendors will have different market shares.
Operators are racing with each other to get more subscribers,
but they need to have enough quantity and quality of
technological infrastructure to effectively serve their customers.

3. Methodology

3.1 Research design
Based on all of the above discussions, four hypotheses have
been developed to evaluate the most important vendor service

quality items and dimensions for the operators in the
telecommunicationsmarket:

H1. There is a context-dependent service quality dimensions
framework for telecommunicationmarket.

H2. There is a statically significant difference between
expected service quality and perceived service quality.

H3. There is a statically significant difference between expected
service quality and perceived service quality according to
different operators’ results.

H4. There is a statically significant difference between
expected service quality and perceived service quality
according to different vendors’ results.

3.2 Research context –Turkey’s telecommunications
industry
The past two decades have seen significant changes for
Turkey’s telecommunications industry. The market holds
much potential given the size of its population, which is
characterized as young and increasingly urbanized as well as
technically literate. The biggest markets for telecom services are
the Asia/Pacific region, Europe and North America. Turkey
happens to be one of these major markets. Turkey’s mobile
sector continues to move forward with 4G LTE networks
launched in April 2016 and interest beginning to arise in 5G
development. Total broadband subscribers reached to 66.4
million in Turkey at the end of the second quarter of 2017.
DSL is the main fixed broadband technology in the country
with 8.1 million subscribers as of second quarter of 2017.
Compared to OECD average of 30.1 per cent fixed broadband
population penetration rate, Turkey has an important growth
potential with its 13.9 per cent penetration rate. On the mobile
broadband side, the total number of users was around 55.3
million corresponding to 69.3 per cent population penetration
rate at the end of the second quarter of 2017. Compared to
OECD average of 99.3 per cent mobile broadband penetration
rate, Turkey has an important growth potential in terms of
mobile broadband penetration.
There are three big telecommunications operators in Turkey,

called in this research as Operators 1, 2 and 3. They endeavor
to get more market share and continue to increase customer
loyalty. Additionally, they try to meet their consumers’
requirements and increase customer satisfaction with their
high-quality services. In this paper, we will conduct our
research on the three major operators in Turkey and evaluate
their four biggest suppliers. All operators provide services both
for mobile and fixed telecommunication services. Operator 1
has more than 100 years of history and has power in the fixed
segment. Operator 1 has around 38 million subscribers. Of
Operator 1’s shares, 15 per cent have been traded on the BIST
as of May, 2008. GSM telecommunication started with
Operator 2 in 1994. Operator 2 has around 35 million
subscribers and is powerful in themobile segment. Of Operator
2’s shares, 35.88 per cent are traded on the BIST and NYSE.
Operator 2 is the only company quoted on theNYSE. Operator
3 is the second largest mobile operator in Turkey with around
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22 million subscribers. Operator 3 has been serving as an
operator worldwide and started to serve in Turkey in 2005.
Vendor 1 was a global France-based company serving more

than 130 countries all over the world and is now a part of a
Finland-based multinational telecommunications Provider
Company. Vendor 1’s history goes back to early 1900s and 35
per cent of its shares are traded on the BIST. Vendor 2 is a
Sweden-based multinational telecommunications Provider
Company and was founded in 1876. Vendor 2 provides its
services in around 180 countries. Vendor 3 was founded in
1987 and has its headquarter in China. Vendor 3 provides
service in more than 140 countries all over the world with
around 170,000 employees. Vendor 4 was founded in 1985
with headquarters in China. Vendor 4 has been traded on both
SZSE and SEHK and has around 69,000 employees all over
the world.

3.3 Focus group
Focus groups are mainly used to obtain important point of
views regarding the experiences, opinions and observations of
group members (Massey, 2011). The appropriateness of the
participants of focus group, the purpose and scale of the
research and reaching the saturation point are mainly the most
important decision criteria for focus group studies (Cameron,
2005). With this in mind, in this study, one focus group using
six telecommunications industry professionals is developed.
During the focus group study, the professionals, in conjunction
with a trained moderator, are asked to define their most
important expectations relating to a vendor and the preferred
vendor service features in their own words. The focus group
session lasted 90 minutes and was recorded to be transcribed
later. An observer was present to take additional notes on the
sessions. The professionals also completed a demographic
questionnaire. Of the six professionals, two were female, and
the average age was 46 years.
SERVQUAL measures service quality by comparing the

perception and expectation of customers’ evaluation results
with five dimensions. These are tangibility, reliability,
responsibility, security and empathy. In this particular study,
content validity is ensured by using a scale derived from
SERVQUAL scale. Following up on Goss and Leinbach’s
(1996) proposal, a focus group was constituted for the study,
and these dimensions along with the significance levels of their
items were evaluated for the telecommunications industry. As
SERVQUAL variables are mostly standard for service quality
and can be applied to different industries, the results cannot be
analyzed unless the importance of the criteria for
telecommunication industry is well understood. Hence, before
starting the survey with operators, it was decided to weigh the
criteria and find the importance of each criteria. By this way, we
compare the service quality results and their weight for each
criterion. It shows us whether the telecommunication industry
service quality results match the weighted criteria results. The
focus group’s discussion was then analyzed by the researchers,
and the final scale and the related weights for the items were
determined. Modifications have been made according to
telecommunication industry requirements and items have been
reduced to 20 for expected service quality and 20 for perceived
service quality (Table I).

The final survey was constructed by researchers based on a five-
point Likert scale using a SERVQUAL two-part structure with
20 items, along with six demographic questions such as gender,
age, education level, job position and so forth. The first part
included questions measuring operator employees’ needs and
expectations, while the second part contained perception
questions. Next, a pilot study was performed on 30 operator
employees to establish if the formulated questionnaire was
correct and understandable. Ten of the participants were
female, and 20 of the participants were aged 30-45. Following
the pilot survey, some changes were made to the survey form,
and the content validity of the survey was deemed adequate.

Table I Service quality weighted criteria scores

Criteria Weighted score

SQ5 During a problem, provider’s employees
should warmly contact me to solve the
problem

5.0

SQ6 Provider’s service employees should be
dependable

5.0

SQ7 Provider should complete delivery of their
service within the promised timeline

5.0

SQ13 Provider’s service employees should make the
customer able to trust

5.0

SQ8 Provider should ke service records accurately 4.8
SQ16 Provider’s service employees should have

enough knowledge to support their
customers

4.8

SQ15 Provider’s service employees should be polite
to their customers

4.7

SQ12 Provider’s service center should never be too
busy to support their customer

4.5

SQ11 Provider’s service employees should always
be willing to help their customers

4.3

SQ14 I should feel safe in my transactions with the
provider’s service employees

4.3

SQ9 Provider should give information about
planned service and tasks accurately

4.2

SQ10 Provider’s service employees should give fast
service

4.2

SQ19 Provider should get your requirements as its
service value

4.2

SQ2 Equipment and outfitting of physical
installations by the provider should be
visually attractive

4.0

SQ4 The appearance of documents/facilities that
the provider used during service should be
visually attractive

4.0

SQ18 It is expected that provider’s service
employees understand their customers’ needs

3.8

SQ1 Provider should always keep equipment up-
to-date

3.7

SQ20 Provider’s service center should have
available operating hours

3.7

SQ17 Provider’s service employees should give
individual attention to their customers

3.5

SQ3 Provider’s employees should be well-dressed
and clean

3.2
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3.4 Survey: sampling and data collection
The population of the survey is operator employees.
Unfortunately, it is hard to find the real universe for target
group and reach all operators and their employees for
completing the survey. The snowball method will be one of the
limitations to reaching the employees. Many methods will be
used to reach operator employees:
� High-level managers were reached and sent the survey link

and purpose to some groups via e-mail.
� Phone calls were used to request them to fill out the survey

online.
� Professional social media platform was used to reach

operator employees and request them to fill out the
survey.

The survey method was used as an application. Because of the
logistical challenges of reaching out to different cities and
different operator employees, an online survey was used. The
target group was informed about the survey link, after which
they filled out the survey online. With this method, we were
able to reach employees from 34 cities. The surveys were
applied during a two-week period in December 2017.
Respondents were selected on a voluntary basis. The goals of
the research were explained to the operators’ employees. All of
the participants were informed that the research was an
academic study targeting to improve the service quality of
vendors.
Cochran’s quantitative sampling formula is used for the

sample representativeness, as it is mentioned in research
methods in social sciences (Gürbüz and S� ahin, 2015):

n ¼ n0
11 n0=N

n0 ¼ t2 � s2

d2

where:
N =Universe Amount;
N = Sampling Amount;
t = z value (for 95 per cent reliability 1.96);
s = standard deviation; and
d = acceptable deviation tolerance.

Difficulty for the formula, the acceptable deviation tolerance
and standard deviation cannot be well-known. Hence, we will
use 6 per cent as deviation tolerance and 0.5 for the standard
deviation. If we put the values in the formula, then we can
calculate our sampling amount as 260.

n0 ¼ 1:962 � 0;52

0;062
¼ 266; 777778

n ¼ 266; 777778
11 266;777778=10000

¼ 259;845673

The demographic profile of the respondents is summarized in
Table II. The actual response rate was 80 per cent, and the
survey was answered by 268 respondents. In terms of
demographics, 41.4 per cent of the sample were between the

ages of 30 and 39; 91.4 per cent weremale; and 49.6 per cent had
an undergraduate degree. A total of 268 employees from various
age groups, cities, job levels and departments participated in the
survey. It was observed that the telecommunications industry in
general and the operators in particular were dominated by male
employees with 91 per cent. Considering that most jobs in the
telecommunications services industry are technical, most
employees are engineers or technicians. Therefore, this particular
result is not very surprising.
To evaluate the homogeneity of the survey, the reliability is

calculated using Cronbach’s a coefficient. The result is a 0.860,
showing that the survey is highly reliable.

3.5 Techniques of data processing
SERVQUAL items were assessed by vendor executives to
pinpoint the crucial matters for the telecommunications
industry. Of 22 SERVQUAL variables, 20 variables were
selected to be included in the survey instrument. Vendor
executives from the telecommunication industry weighted the
significance of each of these variables. The weighted scores
were assessed via the TOPSIS model. It was fundamental to

Table II Demographic profile of the respondents

(%)

Age
20-29 19
30-39 41.4
40-49 33.6
Older than 50 6

Highest education level
High School 4.1
Tech. High School 29.5
Undergraduate 49.6
Graduate 16.7

Gender
Male 91.4
Female 8.6

Experience
0-3 years 14.9
4-7 years 31.7
8-11 years 15.3
12-15 years 5.2
16 years and more 32.8

Job title analysis
Technician 40.3
Engineer, Expert Assistant 10.4
Expert Engineer 19.4
Senior Expert Engineer 8.2
Team Leader 3.0
Manager 12.7
Group Manager 1.9
Director 4.1

Organizational Department
Head Quarter 17.2
Regional Directorate 61.9
City Directorate 20.9
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understand the importance of each SERVQUAL variable in the
telecommunications industry. These weighted results were
then compared to operators’ expectations later in the study,
following the completion of the surveys. Most of the results
were observed to be similar to executives’ weighted results,
making it possible to put forward stronger claims about service
quality.
To categorize participants’ needs and expectations, Factor

Analysis (FA) was performed on the expectation items. FA is a
statistical technique applied to a single set of variables to form
coherent subsets that are relatively independent of one another
be a reduction of a large number of observed variables to a
smaller number of factors (Tabachnick and Fidell, 2001). FA
was performed to categorize important and statistically
significant customer needs and expectations. Exploratory FA
was done with quartimax rotation through Principal
Components Analysis (PCA) on 20 items. Kaiser–Meyer–
Olkin score was 0.869. As seen in Table III, it was found two
main factors namely employee and service center features (17
items), Provider timeliness and accuracy (3 items). Factor loads
and internal consistency coefficients are given in Table III.
In the confirmatory factor analysis measurementmodel, x2/df

2.76 (�3), RMSEA value 0.080, NFI value 0.98, NNFI value
0.99, CFI value 0.99, GFI value 0.87 and AGFI 0.82 are
within acceptable fit limits (Figure 1).

Convergent validity is tested by the correlation between the
statements, average variance explained (AVE) and
combination reliability (CR) in this study. Average variance
explained refers to the variance explained by the variables
regarding the factors, whereas combination reliability shows
internal consistency (Do�grul and Ya�gcı, 2015). Average
variance explained is accepted to be above 0.5, and 0.4 value is
considered to be sufficient for convergent validity (Huang et al.,
2013). According to Lin and Huang (2013), if AVE value is
below 0.5, but CR value is above 0.6, then convergent validity
of the construct is sufficient. Obtained results imply that the
construct has convergent validity. The average variance
explained values of two factors are over 0.5. This implies that
the scale has discriminant validity (Fornell and Larcker, 1981).
When the researchers check the overall results, it shows that

service quality expectation has a high average. And when
variables are checked one by one, Variables 2 and 6 got the
highest scores with 4.6 (Table IV). Expected service quality
and perceived service quality gap analysis show whether
expectations were satisfied with perceived scores or not. Results
show us that the SERVQUAL overall score does not meet the
expectation. There is a gap of �0.5 points between average
perceived and average expectation results. Of all SERVQUAL
variables, 19 variables are dissatisfied (Table V).
The SERVQUAL GAP model was used to outline the

service quality results by comparing perceived and expected
service quality. The findings of the study demonstrated that all
of the hypotheses were accepted (Table VI).

4. Results and discussion

4.1 Hypothesis results
Gap analysis indicated that vendors failed to meet customer
expectations. Of the 20 service quality variables, only one

Table III Fit indices for measurement model

Overall Fit Measure
x2 Value df RMSEA SRMR NFI NNFI CFI GFI AGFI

425.39 154 0.080 0.026 0.98 0.99 0.99 0.87 0.82

Figure 1 CFA analysis results Table IV Item loadings, AVE and CR values for factors

Items Loadings Cronbach’s alpha AVE CR

Factor1. employee and service center features
Item 1 0.90 0.978 0.73 0.97
Item 2 0.58
Item 3 0.87
Item 4 0.85
Item 5 0.91
Item 6 0.90
Item 7 0.93
Item 8 0.84
Item 9 0.90
Item 10 0.63
Item 11 0.82
Item 12 0.90
Item 13 0.93
Item 14 0.89
Item 15 0.82
Item 16 0.84
Item 17 0.88

Factor2. Provider timeliness and accuracy
Item 18 0.84 0.910 0.77 0.91
Item 19 0.87
Item 20 0.93
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(Variable #3) was satisfied and that variable had to do with
provider’s employees being clean shaven and well-dressed.
This particular variable can be deemed less significant in terms
of impact for service considerations in the telecommunications
industry. Being well-dressed and well-groomed may be very
important in the food and restaurant industry. However, in the
telecommunications industry, wearing personal protective
equipment, especially for onsite engineers, is more important
than being well-groomed. Considering that most of the daily
support is provided remotely, even the customers cannot see
who they get the service from. In the telecommunications
industry, when a customer wants to get service, it is more
important to deliver the service than pay individual attention to
customer. If service is delivered, then the customer will very
likely be satisfied, whereas it is hard to satisfy your customer
with individual attention without delivering the service.
Expected service quality results indicated that operators need

high service quality. When telecommunication needs of
subscribers are considered, it is normal for operators to expect
high service quality from vendors. Results also reveal that being

dependable and providing continuous support are critical for
the telecommunications industry. Perceived service quality
results demonstrate that customer expectations failed to be
satisfied. Overall, results exhibited that operators were not
satisfied with the current service quality. Overall, as perceived
service quality < expected service quality, it can be stated that
the result for the telecommunications industry from an
operators’ point of view is low quality. This finding may be
because of intense competition between operators and vendors.
On a daily basis, operators and vendors try to decrease their
OPEX costs, which are directly related to service costs. This
cost mostly affects the quality of provided services. As most of
the variables could not be satisfied, it can be argued that
vendors do not have enough knowledge about their customers’
expectations.
Two of the highest gaps are observed for Variables 8 and 9,

and these variables are concerned with provider giving
information about planned services and keeping accurate
service records. Both of these variables can have a major effect
on service quality. The gap here indicates that vendors need to
understand and serve the service employees in a more efficient
capacity. After all, service employees have a considerable effect
on their customers’ perceptions. The tangibility dimension
(Variables 1 through 4) is about the appearance of the given
service parameters. Expectations of customers for tangibility
dimension have failed to be met by vendors. Services are
intangible by nature; however, the issue under focus here is the
tangible components of a service that customers can see such as
physical installations of equipment, service handbooks, etc.
The reliability dimension (Variables 5 through 8) is about being
trustworthy. It can be noted as the most critical and trivial
dimension from the viewpoint of customers. Unfortunately,
results indicate the biggest gap between expectations and
perceptions for this dimension. Vendors must place a greater
emphasis on reliability in the quest for increasing their service
quality. The responsibility dimension has four variables as well
(Variables 9 through 12) and it is concerned with availability
and timely support. Analysis results reveal that vendors are
unable to provide fast service and they fail to set up their
support centers in the optimal way customers need. Variables
13 through 16 are linked with the security dimension. While it
may not be a realistic notion to assume all service employees to
have extra competent service skills, they should be trained by
vendors to have at least the basic skills regarding customer
security, communication and contact issues. This would have a
major impact on increasing perceived service quality. Empathy
dimension centers on understanding customers’ needs and

Table V SERVQUAL gap analysis for items based

Expectation/
Perceived variables

Average
expectation results

Average
perceived results Gap

Total 44 3.9 �0.5
Item 1 4.4 3.9 �0.5
Item 2 4.6 4.0 �0.6
Item 3 3.9 3.9 0.0
Item 4 4.4 3.8 �0.6
Item 5 4.5 4.0 �0.5
Item 6 4.6 4.0 �0.6
Item 7 4.5 3.9 �0.6
Item 8 4.5 3.8 �0.7
Item 9 4.5 3.8 �0.7
Item 10 4.4 3.9 �0.5
Item 11 4.4 3.9 �0.5
Item 12 4.3 3.8 �0.5
Item 13 4.5 3.9 �0.6
Item 14 4.4 3.9 �0.5
Item 15 4.4 4.2 �0.2
Item 16 4.5 4.0 �0.5
Item 17 3.9 3.8 �0.1
Item 18 4.2 3.9 �0.3
Item 19 4.3 3.9 �0.4
Item 20 4.4 3.9 �0..5

Table VI Hypothesis conclusion

No. Hypothesis Result Remark

H1 There is a context dependent service quality dimensions for
telecommunication market

Accepted Two dimensions; see Tables III and IV

H2 There is statistically significant difference between expected service quality
and perceived service quality

Accepted GAP 1 shows�0.5 points gap between average perceived
and average expectation results

H3 There is statically significant difference between expected service quality and
perceived service quality according to different operators’ results

Accepted GAP 3 shows that gaps are, for Operator 1:�0.5, for
Operator 2:�0.6, for Operator 3:�0.4

H4 There is statically significant difference between expected service quality and
perceived service quality according to different vendors’ results

Accepted GAP 4 shows that gaps are, for Vendor 1:�0.3 , for Vendor
2:�0.9 , for Vendor 3:�0.5, for Vendor 4:�0.6
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requirements. Of all of the five dimensions, this particular one
has the lowest gap but still fails to meet customers’
expectations. Even within the same industry, different
operators may have different service quality expectations and
perceptions. Average results suggest that three different
operators have nearly the same scores both for expectations and
perceptions. This particular finding could make the vendors’
job easier in the sense that they can set their quality standards
according to the average industry expectations and thereby
satisfy a majority of the operators. However, the results exhibit
that the expectations of all three operators remained unmet.
The analysis disclosed that there is indeed a significant
difference among the perceived service quality levels of
different vendors. This finding pointed out that some of the
vendors have the ability to determine the telecommunication
industry’s expectations and tailor their services accordingly,
whereas some other vendors need to improve their standards
for better quality.
In this research study conducted in the telecommunications

market, the expectations of operator employees regarding
vendors is shaped under two dimensions. These dimensions are
employee and service center features and provider timeliness
and accuracy. This situation indicates that traditional
SERVQUAL dimensions does not embrace service quality
dimensions for all industries. There may be a need for context-
dependent service quality dimensions for each particular
industry.
When Topsis method was used to determine the most

important vendor characteristics, timeliness and trust were
identified as the top two criteria. Timeliness for each operation
is very important to avoid subscribers pulling out of the service.
These criteria may be linked with hard process quality B2B
dimension discussed by Szmigin (1993), Gounaris (2005) and
Gounaris and Venetis (2002) in the relevant literature as well as
Grönroos (1984) discussions of technical quality dimension.
Because of various security and confidentiality regulations in
the telecommunications industry, dependability is highly
important. Also, trust, care and attention of the employee
during their interaction is presented as a significant finding.
These criteria bear a striking resemblance to soft process
quality (Szmigin, 1993; Gounaris and Venetis, 2002; Gounaris,
2005) and functional quality (Grönroos, 1984; Lehtinen and
Lehtinen, 1991) and process elements (Morgan, 1991)
dimension items.

4.2 Discussion
As a result of this study, the characteristics and abilities of
vendors in the telecommunications industry have been
identified as prominent elements with an impact on service
quality. As Frese and Fay (2001) and Parker et al. (2006) have
pointed out, it is very important for employees to be proactive
and to take initiative while serving their customers. However,
Gallup’s (2013) study depicts similar results to this particular
research, indicating that employees are not able to meet
customers’ expectations. This situation proves the significance
of training and internal marketing efforts (Flint et al., 2002;
Gale, 1994; Hamel and Prahalad, 1994; Woodruff and
Gardial, 1996). The interaction between service-provider
employees and their customers is a key component in high-
contact service industries such as telecommunications

(Hartline and Ferrell, 1996; Vroman and Luchsinger, 1994;
Parasuraman et al., 1991). In some studies, managing service
quality was interpreted as a function of service employees
(Goldstein, 2003).
The expected service quality that is emphasized in this study

is a major component of employee and customer interaction in
high-contact service industries (Kellogg and Chase, 1995). The
information quality is appraised as a significant motivation
factor, as it assists customers’ evaluation of data exchange
performance (Chen and Kao, 2010; Hui et al., 2004). The
customer can keep track of every step of the service process.
Information quality can be a distinguishing element among
vendors, thus can be considered as a major vendor selection
criterion for operators (Collier and Bienstock, 2006; Lee et al.,
2009).
Provider timeliness and accuracy can be classified as a service

outcome factor and it can be identified among hygiene factors,
as it is approved as a regular performance standard (Herzberg,
1968). This particular factor is a mandatory need rather than a
distinct element among vendor services because it produces the
core of the service (Chowdhary and Prakash, 2005). The
service literature examines process factors as motivators and
service outcome factors as hygiene factors (Hui et al., 2004).
Employee and service center features, which can be classified as
process factors, are core elements that motivate customers and
assist their vendor selection process. However, these particular
factors do not always result in the change of service providers by
customers (Hui et al., 2004).
The two dimensions regarding the service quality in the

telecommunications industry have been observed as
compatible with service outcome and process factor
framework. Previous literature relevant to this topic in B2B
market centers on the motivator/hygiene classifications
(Mentzer et al., 1997). This situation stresses delivering value
added services in highly competitive markets can be a source of
competitive advantage. For example, information quality, a
prominent factor of this research, can be interpreted within this
context.

5. Conclusion

The rapid acceleration rate of the telecommunications market
along with the intense competition make it crucial to measure
and prioritize service quality. Turkey has great potential for
growth in telecommunications and the internet sector given its
young population and high technology adoption rates. This
research aimed to provide a deeper understanding of the service
quality of Turkey’s telecommunications industry from the
operators’ point of view by analyzing the expectations and
perceptions of operators regarding service vendors.

5.1 Theoretical implications
Theoretically, this study supports the assumption that service
quality dimensions are industry-specific while revealing the
most important service quality dimensions in the B2B market.
Additionally, the study puts forward findings that guide
vendors with regards to operators’ service quality expectations
and perceptions. As a result of the study, it is determined that
operators has a consistency about the service quality level of the
vendors. This finding indicates that there are common criteria
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for responding to the expectations of the entire market about
service quality. Thus, it can be concluded that there is no need
to develop customized strategies for each of the operators
regarding service quality. On the other hand, it has been
revealed that special attention must be paid to service process
elements. Considering the level of competition in the
telecommunication market, it is clear that positioning with
value-added services is essential.

5.2Managerial implications
This study contributes to telecommunication operators,
telecommunication service providers as well as future
telecommunication service quality studies. This study was
modelled for the three largest operators and the four largest
vendors in Turkey and abroad.
Asmost service quality variables are directly related to service

employees, vendors should also make sure that their employees
are familiar with these quality variables and train them to satisfy
customers’ expectations. It is highly probable that many service
employees merely solve the problems but do not have enough
knowledge about service quality variables or the significance of
customer satisfactions. Service jobs should be driven by
customer expectations, and vendors should set customer
expectations as their main service quality criteria. Vendors
should not only carry out descriptive research regularly about
service quality, but also put in place essential action plans.
Vendors must make sure to coordinate and control the results
of these action plans with routine research efforts to check for
improvements and/or shortcomings. Internal marketing is an
effective activity for creating satisfied and motivated employees
(Wieseke et al., 2009). For this reason, it can be recommended
to managers as a significant strategy to increase the quality of
service provided to operators by vendors. Providing service
quality training to vendors to develop their knowledge, skills
and abilities will not only improve the services offered but also
prevent service errors (Boshoff and Allen, 2000). Along similar
lines, the complex and rapidly changing environmental variables
in high-contact services necessitates the empowerment of
service employees (Bell and Menguc, 2002; Ueno, 2014).
Therefore, the vendors serving in the telecommunications
industry must apply internal marketing as well as employee
empowerment strategies.

5.3 Limitations and further research
The current study entails certain limitations. First, even though
the data collection process is reliable and has yielded valid
results, future studies may use probabilistic sampling method
for generalizability purposes. Second, the study encompasses a
national context. Nonetheless, various studies have determined
that perceived service quality is culture-specific (Cronin and
Taylor, 1992). One of the greatest challenges encountered
during this research was the ability to have access to operators’
employees. Company intranets and other online social
networks were used to reach out to these employees. As a
result, 268 employees took part in the survey. For future
research studies along this stream, this model can be enlarged
to include more operators and other service providers in various
regions of Turkey. Finally, it must be noted that the results of
this study need to be constantly revisited as soon as newer data
are available.

Future studies could employ a longitudinal design to test for
reciprocal impact for operators expected service quality from
vendors. Furthermore, this study could be extended to different
cultures with distinct market structures. The sample of this
study was predominantly male because of the nature of the
work force. This is another limitation that should be taken into
consideration for similar studies in the future.

References

Agyapong, G.K. (2011), “The effect of service quality on
customer satisfaction in the utility industry–a case of
vodafone (Ghana)”. International Journal of Business and
Management, Vol. 6 No. 5, p. 203.

Amiri Aghdaie, S.F. and Faghani, F. (2012), “Mobile banking
service quality and customer satisfaction (application of
SERVQUAL model)”. International Journal of Management
and Business Research, Vol. 2No. 4, pp. 351-361.

Athanassopoulos, A., Gounaris, S. and Stathakopoulos, V.
(2001), “Behavioural responses to customer satisfaction: an
empirical study”, European Journal of Marketing, Vol. 35
Nos 5/6, pp. 687-707.

Babakus, E. and Boller, G.W. (1992), “An empirical
assessment of the SERVQUAL scale”, Journal of Business
Research, Vol. 24No. 3, pp. 253-268.

Bell, S.J. andMenguc, B. (2002), “The employee-organization
relationship, organizational citizenship behaviors, and
superior service quality”, Journal of Retailing, Vol. 78 No. 2,
pp. 131-146.

Bienstock, C.C., Mantzer, J.T. and Bird, M.M. (1997),
“Measuring physical distribution service quality”, Journal of
the Academy ofMarketing Science, Vol. 25No. 1, pp. 31-44.

Boshoff, C. and Allen, J. (2000), “The influence of selected
antecedents on frontline staff’s perceptions of service
recovery performance”, International Journal of Service
IndustryManagement, Vol. 11No. 1, pp. 63-90.

Cameron, J. (2005), “Focusing on the focus group”,
Qualitative Research Methods in Human Geography, Vol. 2,
pp. 116-132.

Chen, P.Y., (Sharon.). and Hitt, L.M. (2002), “Measuring
switching costs and the determinants of customer retention
in internet-enabled businesses: a study of the online
brokerage industry”, Information Systems Research, Vol. 13
No. 3.

Chen, C.-F. and Kao, Y.-L. (2010), “Relationships between
process quality, outcome quality, satisfaction, and
behavioural intentions for online travel agencies: evidence
from Taiwan”, The Service Industries Journal, Vol. 30 No. 12,
pp. 2081-2092.

Chowdhary, N. and Prakash, M. (2005), “Service quality:
revisiting the two factors theory”, Journal of Services Research,
Vol. 5 No. 1, pp. 61-75.

Chumpitaz, R. and Paparoidamis, N.G. (2004), “Service
quality and marketing performance in business-to-business
markets: exploring the mediating role of client satisfaction”,
Managing Service Quality: An International Journal, Vol. 14
Nos 2/3, pp. 235-248.

Coetzee, J., Van Zyl, H. and Tait, M. (2013), “Perceptions of
service quality by clients and contact-personnel in the South

Tackling service quality

Aysegul Tas et al.

Journal of Business & Industrial Marketing

Volume 34 · Number 7 · 2019 · 1580–1591

1588



African retail banking sector”, Southern African Business
Review, Vol. 17No. 1, pp. 1-22.

Collier, J.E. and Bienstock, C.C. (2006), “Measuring service
quality in E-Retailing”, Journal of Service Research, Vol. 8
No. 3, pp. 260-275.

Cronin, J.J. and Taylor, S.A. (1992), “Measuring service
quality: a reexamination and extension”, Journal of
Marketing, Vol. 56No. 3, pp. 55-68.

Do�grul, Ü. and Ya�gcı, M._I. (2015), “Hizmet bas�arısızlı�gı
sonrası hizmet iyiles�tirme süreci ve tüketicilerin hizmet
adaleti algısı”, Ç.Ü. Sosyal Bilimler Enstitüsü Dergisi, Vol. 24
No. 1, pp. 131-144.

Duff, A. (2004), Auditqual: Dimensions of Audit Quality,
Institute of Chartered Accountants of Scotland, Edinburgh.

Flint, D.J., Woodruff, R.B. and Gardial, S.F. (2002),
“Exploring the phenomenon of customers’ desired value
change in a business-to-Business context”, Journal of
Marketing, Vol. 66No. 4, pp. 102-117.

Fornell, C. and Larcker, D.F. (1981), “Evaluating structural
equation models with unobservable variables and
measurement error”, Journal of Marketing Research, Vol. 18
No. 1, pp. 39-50.

Frese, M. and Fay, D. (2001), “Personal initiative: an active
performance concept for work in the 21st century”, Research
in Organizational Behavior, Vol. 23, pp. 133-187.

Gale, B.T. (1994), Managing Customer Value: Creating Quality
and Service That Customers Can See, The Free Press,
NewYork,NY.

Gallup (2013), “State of the American workplace: employee
engagement”, available at: www.gallup.com/services/178514/
state-american-workplace.aspx (accessed 8 April 2015).

Goldstein, S.M. (2003), “Employee development: an
examination of service strategy in a high-contact service
environment”, Production and Operations Management,
Vol. 12No. 2, pp. 186-203.

Goss, J.D. and Leinbach, T.R. (1996), “Focus groups as
alternative research practice: experience with transmigrants
in Indonesia”, Area, pp. 115-123.

Gounaris, S. (2005), “Measuring service quality in b2b
services: an evaluation of the SERVQUAL scale vis-a-vis the
INDSERV scale”, Journal of Services Marketing, Vol. 19
No. 6, pp. 421-435.

Gounaris, S.P. and Venetis, K. (2002), “Trust in industrial
service relationships: behavioral consequences, antecedents
and the moderating effect of the duration of the
relationship”, Journal of Services Marketing, Vol. 16 No. 7,
pp. 636-655.

Greenwood, R., Li, S.X., Prakash, R. and Deephouse, D.L.
(2005), “Reputation, diversification, and organizational
explanations of performance in professional service firms”,
Organization Science, Vol. 16No. 6, pp. 661-673.

Grönroos, C. (1984), “Service quality model and its marketing
implications”, European Journal of Marketing, Vol. 18 No. 4,
p. 36.

Grönroos, C. (2000a), “Creating a relationship dialogue:
communication, interaction and value”, The Marketing
Review, Vol. 1 No. 1, pp. 5-14.

Grönroos, C. (2000b), Service Management and Marketing,
JohnWiley and Sons Ltd, Hoboken,NJ.

Gürbüz, S. and S� ahin, F. (2015), Research Methods in Social
Sciences.

Halinen, A. (1994), Exchange Relationship in Professional
Services: A Study of Relationship Development in the
Advertising Sector, published dissertation project, Sarja/
Series A-6, Turku School of Economics and Business
Administration, Turku.

Hamel, G. and Prahalad, C.K. (1994),Competing for the Future,
Harvard Business School Press, Boston,MA.

Hartline, M. and Ferrell, O. (1996), “The management of
customer contact service employees: an empirical
investigation”, Journal of Marketing, Vol. 60 No. 4,
pp. 52-70.

Homburg, C. and Rudolph, B. (2001), “Customer satisfaction
in industrial markets: dimensional and multiple role issues”,
Journal of Business Research, Vol. 52No. 1, pp. 15-33.

Huang, P.-L., Lee, B.C.Y. and Chen, C.C. (2017), “The
influence of service quality on customer satisfaction and
loyalty in B2B technology service industry”, Total Quality
Management and Business Excellence.

Huang, C., Wang, Y., Wu, T. and Wang, P. (2013), “An
empirical analysis of the antecedents and performance
consequences of using the moodle platform”, International
Journal of Information and Education Technology, Vol. 3 No. 2,
pp. 217-221.

Hui, M.K., Zhao, X., Fan, X. and Au, K. (2004), “When does
the service process matter? a test of two competing theories”,
Journal of Consumer Research, Vol. 31No. 2, pp. 465-475.

Hutt, M.D. and Speh, T.W. (2012), Business Marketing
Management: B2B. Cengage Learning, Mason, OH.

Ishaq, M.I. (2011), “A study on relationship between service
quality and customer satisfaction: an empirical evidence
from Pakistan telecommunication industry”, Management
Science Letters, Vol. 1No. 4, pp. 523-530.

Jackson, S.E. and Schuler, R.S. (1995), “Understanding
human resource management in the context of organizations
and their environments”, Annual Review of Psychology,
Vol. 46No. 1, pp. 237-264.

Johnson, W.C. and Sirikit, A. (2002), “Service quality in the
Thai telecommunication industry: a tool for achieving a
sustainable competitive advantage”, Management Decision,
Vol. 40No. 7, pp. 693-701.

Kang, C.C. (2010), “Liberalization policy, production and cost
efficiency in Taiwan’s telecommunications industry”,
Telematics and Informatics, Vol. 27No. 1, pp. 79-89.

Kellogg, D.L. and Chase, R.B. (1995), “Constructing an
empirically derived measure for customer contact”,
Management Science, Vol. 41No. 11.

Kim, M.K., Park, M.C. and Jeong, D.H. (2004), “The effects
of customer satisfaction and switching barrier on customer
loyalty in Korean mobile telecommunication services”,
Telecommunications Policy, Vol. 28No. 2, pp. 145-159.

Krishnan, O. Rout, S. and Nafees, L. (2013), “Customer
perception of B2B service quality and its relationship to
company image: the case of a global high technology
solutions company”.

Lee, J.-H., Kim, H.-D., Ko, Y.J. and Sagas, M. (2011), “The
influence of service quality on satisfaction and intention: a
gender segmentation strategy”, Sport Management Review,
Vol. 14No. 1, pp. 54-63.

Tackling service quality

Aysegul Tas et al.

Journal of Business & Industrial Marketing

Volume 34 · Number 7 · 2019 · 1580–1591

1589

http://www. gallup. com/services/178514/state-american-workplace.aspx
http://www. gallup. com/services/178514/state-american-workplace.aspx


Lee, J., Lee, J. and Feick, L. (2001), “The impact of switching
costs on the customer satisfaction-loyalty link: mobile phone
service in France”, Journal of Services Marketing, Vol. 15
No. 1, pp. 35-48.

Lee, S., Shin, B. and Lee, H.G. (2009), “Understanding post-
adoption usage of mobile data services: the role of supplier-
side variables”, J. Assoc. Inform. Syst, Vol. 10 No. 12,
pp. 860-888.

Lehtinen, U. and Lehtinen, J.R. (1991), “Two approaches to
service quality dimensions” Service Industries Journal, Vol. 11
No. 3, pp. 287-303.

Lim, H., Widdows, R. and Park, J. (2006), “M-loyalty:
winning strategies for mobile carriers”, Journal of Consumer
Marketing, Vol. 23No. 4, pp. 208-218.

Lin, M.J. and Huang, C.H. (2013), “Industrial marketing the
impact of customer participation on NPD performance: the
mediating role of Inter-Organisation relationship”, Journal of
Business and IndustrialMarketing, Vol. 28No. 3, pp. 3-15.

Massey, O.T. (2011), “A proposed model for the analysis and
interpretation of focus groups in evaluation research”,
Evaluation and Program Planning, Vol. 34No. 1, pp. 21-28.

Mentzer, J.T., DeWitt, W., Keebler, J.S., Min, S., Nix, N.W.,
Smith, C.D. and Zacharia, Z.G. (2001), “Defining supply
chain management”, Journal of Business Logistics, Vol. 22
No. 2, pp. 1-25.

Molinari, L.K., Abratt, R. and Dion, P. (2008), “Satisfaction,
quality and value and effects on repurchase and positive
word-of-mouth behavioral intentions in a B2B services
context”, Journal of Services Marketing, Vol. 22 No. 5,
pp. 363-373.

Morgan, N. (1991), “Corporate legal advice and client service
quality”, Marketing Intelligence and Planning, Vol. 8 No. 6,
pp. 33-39.

Nordenflycht, A. (2007), “What is a professional service firm
andwhy does it matter?”. IESEBusiness School, 1: 155-174.

Parasuraman, A., Zeithaml, V.A. and Berry, L.L. (1985), “A
conceptual model of service quality and its implications for
future research”, Journal of Marketing, Vol. 49 No. 4,
pp. 41-50.

Parasuraman, A., Zeithaml, V.A. and Berry, L.L. (1991),
“Refinement and reassessment of the SERVQUAL scale”,
Journal of Retailing, Vol. 67No. 4, pp. 420-450.

Parker, S.K., Williams, H.M. and Turner, N. (2006),
“Modeling the antecedents of proactive behavior at work”,
The Journal of Applied Psychology, Vol. 91No. 3, pp. 636-652.

Pitt, L., Morris, M.H. and Oosthuizen, P. (1996),
“Expectations of service quality as an industrial market
segmentation variable” Service Industries Journal, Vol. 16
No. 1, pp. 1-9.

Rauyruen, P. and Miller, K.E. (2007), “Relationship quality as
a predictor of B2B customer loyalty”, Journal of Business
Research, Vol. 9No. 4, pp. 312-326.

Raychaudhuri, P.S. and Farooqi, R. (2013), “A study on the
effects of dimensions of service quality on customer
satisfaction in the Indian IT hardware industry with special
emphasis on medium size B2B sector”, Global Business
Review, Vol. 14No. 3, pp. 507-527.

Rossomme, J. (2003), “Customer satisfaction measurement in
a business-to-business context: a conceptual framework”,

Journal of Business and Industrial Marketing, Vol. 18 No. 2,
pp. 179-195.

Ruhle, E.O., Brusic, I., Kittl, J. and Ehrler, M. (2011), “Next
generation access (NGA) supply side interventions—an
international comparison”, Telecommunications Policy,
Vol. 35Nos 9/10, pp. 794-803.

Sharma, A. and Sheth, J.N. (1997), “Relationship marketing:
an agenda for inquiry”, Industrial Marketing Management,
Vol. 26No. 2, pp. 87-89.

Stan, S., Evans, K.R., Wood, C.M. and Stinson, J.L. (2007),
“Segment differences in the asymmetric effects of service
quality on business customer relationships”, Journal of
ServicesMarketing, Vol. 21No. 5, pp. 358-336.

Szmigin, I. (1993), “Managing quality in business-to-business
services”, European Journal of Marketing, Vol. 27 No. 1,
pp. 5-21.

Tabachnick, B.G. and Fidell, L.S. (2001), Using Multivariate
Analysis, Allyn and Bacon, Boston.

Thaichon, P., Lobo, A., Prentice, C. and Quach, T.N. (2014),
“The development of service quality dimensions for internet
service providers: retaining customers of different usage
patterns”, Journal of Retailing and Consumer Services, Vol. 21
No. 6, pp. 1047-1058.

Ueno, A. (2014), “Developing a conceptual model illustrating
how HRM practices support each other in order to improve
service quality”, Procedia - Social and Behavioral Sciences,
Vol. 148, pp. 24 -31.

Van der Wal, R.W.E., Pampallis, A. and Bond, C. (2002),
“Service quality in a cellular telecommunications company: a
South African experience”, Managing Service Quality: An
International Journal, Vol. 12No. 5, pp. 323-335.

Vickery, S.K., Droge, C., Stank, T.P., Goldsby, T.J. and
Markland, R.E. (2004), “The performance implications of
media richness in a business-to-business service
environment: direct versus indirect effects”, Management
Science, Vol. 50No. 8, pp. 1106-1119.

Vroman, H.W. and Luchsinger, V.P. (1994), Managing
Organization Quality, IL, Irwin, Burr Ridge.

Wang, Y., Lo, H.P. and Yang, Y. (2004), “An integrated
framework for service quality, customer value,
satisfaction: evidence from china’s telecommunication
industry”, Information Systems Frontiers, Vol. 6 No. 4,
pp. 325-340.

Wieseke, J., Ahearne, M., Lam, S.K. and Dick, R.V. (2009),
“The role of leaders in internal marketing”, Journal of
Marketing, Vol. 73No. 2, pp. 123-145.

Woo, K.S. and Ennew, C.T. (2005), “Measuring business-
to-business professional service quality and its
consequences”, Journal of Business Research, Vol. 58
No. 9, pp. 1178-1185.

Woodruff, R.B. andGardial, S.F. (1996),KnowYour Customer:
New Approaches to Understanding Customer Value and
Satisfaction, Blackwell Publishers, Cambridge,MA.

Zhu, F.X.,Wymer,W. andChen, I. (2002), “IT-based services
and service quality in consumer banking”, International
Journal of Service Industry Management, Vol. 13 No. 1,
pp. 69-90.

Zolkiewski, J., Baraldi, E., Brennan, R., Harrison, D. and
Tunisini, A. (2007), “Strategic thinking and the IMP

Tackling service quality

Aysegul Tas et al.

Journal of Business & Industrial Marketing

Volume 34 · Number 7 · 2019 · 1580–1591

1590



approach: a comparative analysis”, Industrial Marketing
Management, Vol. 36No. 7, pp. 879-894.

Further reading

Edvardsson, B., Gustavsson, B. and Riddle, J. (1990), “An
expanded model of the service encounter with emphasis on
cultural context, research report 890:4”, CTF Services
ResearchCentre, University of Karlstad, Karlstad.

Gokten, S. and Gokten, P.O. (2017), “Value creation
reporting: answering the question ,,value to whom
according to the international integrated reporting
framework”, Zeszyty Teoretyczne Rachunkowo�sci, Vol. 91
No. 147, pp. 145-169.

Corresponding author
Feride Bahar Kurtulmus�o�glu can be contacted at: bahar@
baskent.edu.tr

For instructions on how to order reprints of this article, please visit our website:
www.emeraldgrouppublishing.com/licensing/reprints.htm
Or contact us for further details: permissions@emeraldinsight.com

Tackling service quality

Aysegul Tas et al.

Journal of Business & Industrial Marketing

Volume 34 · Number 7 · 2019 · 1580–1591

1591

mailto:bahar@baskent.edu.tr
mailto:bahar@baskent.edu.tr

	Tackling service quality in the telecommunication B2B market
	1. Introduction
	2. Theoretical background
	2.1. Service quality literature in business-to-business markets
	2.2 Telecommunication market service quality context

	3. Methodology
	3.1 Research design
	3.2 Research context – Turkey's telecommunications industry
	3.3 Focus group
	3.4 Survey: sampling and data collection
	3.5 Techniques of data processing

	4. Results and discussion
	4.1 Hypothesis results
	4.2 Discussion

	5. Conclusion
	5.1 Theoretical implications
	5.2 Managerial implications
	5.3 Limitations and further research

	References


