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Abstract

The present study proposed and test a model thmetembs both affective and cognitive fact
in cellular service tocustomers’ recommendation behavior. Results ofatieysis of dat:
collected through questionnaire from 293 responslewith cellular phones and acti
account in the Nigerian cellular industry indicatbat core cellular service dimensior
service cost(price) and hedonic values are significant detemnits of customer:
recommendation behavior. In addition, the studyntbthat customer service and utilitari.
value exert negative effect on recommendation hehalt seems that strengthening 1
perfaomance of service providers on core service attelu service cost (price) and t
entertainment and emotion evoking aspects of eglkgrvice is of more value in partneri
with customer to enlarge customer base throughmeuoendatio.

Keywords: quality dimension service cost; recommendation tel@® hedonic value
utilitarian value; cellular phone; service attri.

1. Introduction

There is a growing recognition of the pivotal rofecellular communication in the econon
landscape of mostountries in su-Saharan Africa (SSA). Accessibility, low cost arade of
use largely account for the increased adoptionetiilar communication, even among 1
poor and less educated segment of the populaceedndcellular communication h
revolutionized the way people live and relate in close anti@lly knit societies that exist
most societies in the region. Besides, it has mrdgebe a veritable panacea in circumven
the seemingly intractable transportation problerhgchv are the rest of the poor urban an
regional planning approaches of succeeding goventsie the region. Consequently, cell.
industry in the region can be aptly described gsoavth industry with increasing potenti:
buoyed by the socioultural orientation of te people, the rising levels of disposable ince
of families and the huge market at the bottom efpfrramid
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The growth and potentials of cellular industry la#tsacted the interests of government,
business communities and academic researcherseshtegGovernment sets the regulatory
framework that guides competitive conduct of opmsgt protects customers and increases
competition; researchers attention on the othedlae been focused on different aspect of
the industry (Oyeniyi and Abiodun, 2008, 2010, Ahia and Oyeniyi, 2012; Oghojafor,
Mesikez, Omoera, and Bakare, 2012.). It has begunedrthat the industry in Nigeria in
particular has attracted national and internatiosellular providers. The industry’s
competitive landscape is characterized by intepsapetition as a result of new customers in
new geographical areas, product and service dtijplicacustomers’ defection or switching,
new system features, schemes and technologicaheeweent in services. Service providers
are interested in painstakingly building sustaieatdmpetitive advantage that enhances their
financial performance.

These unique characteristics of the cellular mahnke® not only made quality in service
delivery critically important but have indicatecetie as drivers of customers’ satisfaction and
recommendation behavioural intentions. From stsatggndpoint, service quality attributes
are critical input to a firms’ resource allocatistrategy and quality improvement efforts
(Gustafsson and Johnson, 2004).

Traditionally, cellular firms differ in their abtly to develop competitive tactics around
key service features in order to secure a link vatistomers’ satisfaction; and satisfied
customers’ base in order to establish partnershignlarging the market size. However,
quality is a multi-dimensional construct and theer@l antecedents have been studied across
industries as well as the interconnection betweswmice quality and customers satisfaction.
Indeed, customer satisfaction as a function of dbesequence of quality is not a flawed
presumption nor is it out-of-range that satisfattghould affect post-purchase behaviours.
However, the inter-connections between cognitivdia such as service quality, customers’
satisfaction, recommendations’ intentions and &ffec factors: hedonic and utilitarian
dimensions of value in the cellular industry haw#, in general, been well documented
empirically in literature from transition economiesAfrica. Therefore, in terms of statistical
evidence, little seems, to exist regarding howiserguality and affective factors like hedonic
and utilitarian dimensions relate to recommendatibehavioural intentions.

The dearth of empirical studies integrating thesgcepts cannot be compensated for by
the fact that similar studies exist in developednemies. This argument becomes valid
because accepting theories and theoretical intesmtions of other cultures without
empirical validation in other climes especiallytiansition economies such as we have in sub-
Saharan Africa where unique cultures significamtipact on customers’ behaviour, may not
be appropriate (Lai, Griffin and Babin, 2009).

Therefore, the present study extends cellular comcation research in Nigeria and
examines the interconnections between cognitiveofasuch as quality dimensions, service
cost and recommendation behavioural intention affectave dimensions of values. The
objective of the current research is to providersght into quality of service dimensions as
drivers of customers’ recommendation behaviours #re interconnections of affective
factors with cognitive aspect of cellular servige.guiding question is: do cognitive and
affective factors significantly relate or determireommendation behaviours in the cellular
industry?

2. Conceptual Development and Hypotheses

2.1. Service Quality and Recommendation I ntention

Conceptually, service quality is often viewed aetof service dimensions evaluated relative
to customers’ expectations and perceptions (Scheanbr Sandberg, 2011). The implication
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is that,quality is the outcome of an evaluation of seveatalibutes of a servi, primarily
controlled by a supplier (Baker and Crompton 2C. Consequently, according to Petr
(2004),quality is conceptualized asmeasure of the providerfserformance

The increasing importance of the service sectarational economies has made ser
quality an important concept theliterature. Indeed, quality has become a strategicern
in service industryRyers and Leerer, 2001Vanniarajan and Gurunathan, 2/). In order to
better understand thentecedel and consequence of competitive advantage and #tiear
post-purchase behavior, it adten considere important to measurgervice quality aa core
variable (Palrer and Cole, 1995; Zahorik and Rust, 1992). Fongie, studies seem to hc
service quality as an indicator of customers’ $atison which is being related to pc
purchase behaviours like loyalty, w-of-mouth or repurchase behaviours (Lee, Lee :
Yoo, 2008; Festus and Hsu,20C

High quality, it seems, correlate with high custoshesatisfaction (Cronin, Brady ar
Hult, 2000), albeit, the relative importance ofvseg quality factors on customer satisfact
is found to differ across differeiservice industries (Vanniarajan, et al, 2009). HovelLai,
et al, 2009 posited that the connection betweefityuwand satisfaction hold across cultur
and these provide more explanation to varianceigtoeners’ loyalty. A predominant view
literature is that service quality drives customer satigfacindicating that satisfaction ai
recommendation are normally considered as highgerozonstructs (Brady and Roberts
2001; Lai et al, 2009).

Conceptually, quality is adjudged and expresseautt basic features and attributes ¢
product or service. Customers’ perception of preksd performance on key attributes
cellular communication services defines overallliggpiaQuality or performance perceived
the outcome of experience of interng with various dimensions and attributes of call
services. Attributes of cellular services may beetato include inter alia; call clarity, netwc
coverage, price structure and customer supporicgefKim, 2000; Kim, Park and Jeo
2004).

Quality in the context of cellular communications industytend the tradition:
definition of service quality to incorporate asmechat are relevant to cellular servi
(Kheiry and Alirezapour, 2012). Customer serviceyrba distinguished from core servi
component in that it supports core service elementpboviding care, intimacy ar
communication to strengthen service performancegpions (Gremler, 1995). It is cellul
service provider strategic effort at securing ip&gsonal relationship built orecurrent
interaction with customer€ustomers’ response to service attributes providganzations
and its members’ feedback about performance anvgsas input in customers’ retention ¢
management of pogtrchase behaviours (Turner and Kriz2006).

According to Turner et al (2006), feedback from toogers’ satisfaction provide
organizational stakeholder information that haseptél for customers’ retention as well
the development of new ones. Literature indicalbes$ satisfactiorwith service dimension:
affects individuals’ motivations to recommend see@ or products (Lam, Shankar, Erran
and Murthy, 2004, Morgan and Rego, 2006). Indeestomers who have positive p-
service impression about service features are ngilio recmmend services to othe
(Palmatier, Dant, Grewal and Evans 2006). Indeeldsaibers’ recommendations to oth
are positive and desirable outcome of service éspes which from service providet
perspective indicate subscribers’ commitment totrga with providers in enlarging th
market. Research evidences suggest the cost of attracemg customers and increas
saturation of the market has made customers’ re@mations to others a strategic opl
for telecommunication providers (Abiodun, Oyyi and Osibanjo, 2012’
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2.2 Hedonic and Utilitarian Values

Literature is in agreement with conventional wisdibrat perceived value should be related to
post-service positive impression or satisfactioas@arch evidence shows that the perceived
value by customer correlates with satisfaction (@QB00) and customers’ satisfaction
becomes more managerially useful in the light tégnation with perceived value (Woodruff,
1997). Preponderance of evidence is that, perderaéue holds more explanatory power to
repurchase intention than quality or satisfacti@noqin, Brady, and Hult 2000; Oh, 2000).
Value for cellular services may be for utilitarianhedonic purpose. Utilitarian value is task-
related and rational such as the accomplishmenivark or business-related calls, time
saving-device or emergencies (Batra and Ahtolal1B@bin, et al, 1994, Aoki and Downes,
2003).

Materials are often acquired at least, in part,th@ir usefulness; other higher purposes
for such acquisition are, in most cases, considemxbndary. Hedonic value relates to
responses evoked during service experience; ibiB personal and subjective and results
from fun and playfulness (Holbrook and Hirschma®82, Babin et al, 1994). In line of the
logic of Maslow’s motivations theory, hedonic vadumay assume additional dimension of
importance in affecting behavior if the utilitariaspects have been reasonably satisfied. For
example, if many cellular providers compare reablynan basic communications aspect of
the competitive domain may reside on the hedorpe@sof their services.

The entertainment and emotional content of celldarvices constitute the hedonic
worth, such as example enjoyment and chat witmdise(Lee and Murphy, 2006). However,
while we may assume that the utilitarian value #thdw@ most prominent customers’ need in
cellular services, the advent of hedonic-friendant+-held devices and providers’ emphasis
clearly indicates hedonic potentials of cellularvgges. Consequently, determining the
antecedent of satisfaction in cellular phone useukl include the consideration of both
utilitarian and hedonic aspect given the cultunadl #&amily orientation of some societies.
Studies indicate that, youth tend to show highetoh& consumption of cellular services
(Wajcman and Beaton, 2004. Lee et al, 2008).

Understanding users’ evaluation of cellular serwioaght to integrate both the cognitive
aspect such as quality and the affective factansesservice providers have shown more
intense use of both factors in competitive condBased on the preceding literature evidence,
the following research model and hypotheses haga peoposed for empirical verification.

Hi:  Service costs (prices) positively affect recoemehation behavior in the cellular
industry.

H,:  Core service dimensions are significant prediofdecommendation behavior.

Hs:  Customer service is a significant predictor eeammendation behavior in the
cellular industry.

H4: Utilitarian value of cellular service is a sigodnt explanatory variable of
recommendation behavior.

Hs:  Hedonic value exert significant predictive powearrecommendation behavior.

The proposed correlation between these hypothemede seen from the high-level
view in Figure 1 below.



ournal of economic behavior = yol. 4, 2014 e——— 143

Figure 1 -Proposed Research Mo
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3. Materials and Methods
Consistent with the study’s focus, we utilized syrvesearch design. Survey research de
was adopted because it is not only economicaldasible in addressing the research prok
of interest. Data for the study was obtained fromo thundred and nety three (293)
respondents with cellular phones and active acsanntagos, the commercial and econo
capital of Nigeria, and at another location ondheskirt of the city

The choice of these study locations is largely psegbul and influencedy the
heterogeneous nature the population which is mordess a miniature of the country w
most tribes in the country represented. Furthermibre outskirt location in the area ha
private university within its environ. Indeed, tpepulation in tlese convenient-sampled
locations can be described as not only sociallgregeneous but homogeneous in term
awareness and use of cellular services with somereiaed taste or service expectati
from cellular providers. We may as well descrihese locations as pacesetters in cell
usage and expectations of improved services. Tthasstudy area is made up of people \
are conversant with the assortment of provider¥ilze service offerings

Respondents in this study, in most casesscribe to and utilize the services of m
than one service providers. The advent of r-sim handheld terminals and reduced c
rates within a network had largely encouraged thiactice. These practices amc
subscribers impose significant compee pressures on cellular providers as they strive
retention of subscribers and tactical moves to mier network the preferred choic
Respondents’ argument for simultaneously subsagibinmore than one service providel
premised on the need tedge against erratic call signals and call drc

In most developing economy where telecommunicatiprsviders need to provic
energy that power fixed communication equipmenit,draps and erratic signals are comn
phenomenon. It may, therefore, keasonable to accept the evaluative opinions ofei
respondents as valid expression of their evaluatiothe perceptions of cellular services
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the industry (Osuagwu, 2003). Besides, it indicadspondents’ judgments of service
providers’ performance on the dimensions specifietie research instrument.

The research instrument utilized in the data cbbbec was a set of structured
guestionnaire focused on key research variablekdarstudy. The variables were developed
from literature and supported by anecdotal and eogbi evidence: service quality
dimensions, value (hedonic and utilitarian), sexwost and recommendations’ behavioural
intentions.

Each of the main variables was measured using +ierti indices with each item scaled
on a 7-point likert scale to enable respondentEatd the intensity of their reactions for each
item. Service quality was operationalized along twain sub-dimensions: customer service
and core components of cellular service, for examice clarity over the network, call drop
during calls, network coverage, among others. Quste’ services relate to the competence,
responsiveness, information quality and complduatsdling procedures of customers’ service
personnel. These service dimensions are normadlgifspd in service literature as indicator of
quality in service. The logic is that although gkl users may not regularly interact with
customer service personnel, one or two unpleasaduaters or poor complaints handling
procedure may impact negatively on customers’ meimes of service and influence
subsequent decisions or relationship with the pi@vi

In a transition economy with significant proportiohthe populace on or below poverty
line, the cost of service has implications for #wgjuisition, use and continuity of cellular
service and may be a potent determinant of sulmsfilsatisfaction or quality perception.
Some of the questionnaire items were adapted fraasare validated from prior studies.
These items, however, were adapted with referémdbe context of the present studies,
therefore, the question items designed for theystenefited immensely from literature,
specifically from the works of Babin et al, 1994 08¢, Good and Baker-Eveleth, 2007,
Eshghi, Haughton and Topi, 2007, Bhattacherjee1 200

Question items on hedonic and utilitarian valuesewscaled so that respondents could
react to the frequency to which they found cellidarvice usage as task- related or the use
evoked emotions or they enjoyed the entertainmentenit. Scale identification was slightly
varied so that ‘not at all' was ascribed 1 and a&aha/ was ascribed 7. The costs of cellular
services scaled included call rates and chargest siessages (sms) charges and internet
charges.

Generally, all the items showed good reliabilitguks as indicated by the Cronbach
alpha scores which ranged from 0.8 to 0.9: coreie(0.89), service cost (0.84), customer
service (0.93), recommendation intention (0.93)Jdméc value (0.82), and utilitarian value
(0.80). We may reasonably conclude that the faptmsesses adequate convergence. Data
analysis procedure was done with SPSS versionfd®Windows and AMOS 19.0 software
was also utilized to perform statistical analydisame aspect of the data set. In addition, the
overall fit of the study model was assessed usargus fit indices.

4. Results and Discussion

As shown in table 1, the effective sample for ttuelg consists of 128 males and 165 females,
indicating that 56.3% of the respondents were femalhe profile of the sample indicates
that 225 respondents are above 20years with 1p@mdents or 44% of the sample located in
the articulate age group of 30 and above. In tomalue, these age groups are more likely
to emphasize the hedonic aspect in their usagelbfilar service. Significant proportions of
the respondents are married (45%) or had been imiedarelationship at a time (19
respondents are divorcees) with 48% of the samgéda lnnmarried. Most of the respondents
have means of livelihood: paid employment, 100 (B4%elf-employed, 74(25%) and
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students, 119 (40%). With reference to thekground of participants in the study and sub
to usual limitations associated with the researppr@ach utilized, the sample may
considered as representing a rich datz

Table 1 — Sample Profile

Variables Category Frequenc Percent
Age < 20year: 68 23.2
21 —-40 year 163 55.6
41 and aboy 62 21.2
Gender Males 128 43.7
Female 165 56.3
Marital Status Marriec 142 48.5
Single 132 45.1
Once married (divorce 19 6.5
Employment Status Paid/Salaried Jc 100 34.1
Self-employed/u-salaried job 74 25.3
Students/unemploy: 119 40.6

The result of the structural models with standadizparameter estimates
schematically presented below indicate the hypakdsimpact of the study variables
recommendations behavior (see figure 2) . The maslelonceptualized, reasonably indis
that the latent variables in the study showed netdezxplanatory power for recommendat
behavior in the cellular industry. The model shoviedt service costs, customers serv
hedonic value, utilitarian value, and core sendgaensions accounor 64% of variance ¢
recommendation behaviours. Overall, the valuesheffit index indicate that the resea
model did not achieve acceptable fit on some irgdasecommon in studie

Notwithstanding, more indices suggest that ovata an accepble model fit whick
compared favourably or better than model fit indige similar studies (Kim et al, 2004, A
Waseemullah, Ahmed and Akram, 2009). The fit indedicates the following resul
(RMSEA=0.09, CMIN/df=3.272, CFI= 0.902, IFI=.9). Minimum was achieved in th
model with Chisquare = 648.4%, d/f = 174, P = .00Ctraditionally, we would want a n-
significant Chisquare value, however, it is argued that-square is not a very good
index in practice, because it is affected by sanapd model size. The CMIN/df value !
3.272 indicates the acceptability of model fit s value is within the accepta CMIN/df
value limit of less than 5 (Schumaker and Lomax4&Kremelberg, 2011

The research model proposed that service featurattributes, perceived value and ¢
(price) are significant predictors of customerdlliwgness to recommend cellular servic

The parameter estimates (standardized, figure Zr@gréssion weight, table 2) indic:
that cellular providers’ performar on core cellular service dimensions is the n
significant predictor (Hf= 0.458, p<001) with service cost or price (pH0.452,p<0.001)
and hedonic value p€0.383,p<0.005) being next in predictive ability a@listomer:
recommendation. Generally, thariables considered in the study exert statisticafnificant
effect on customers’ recommendation behaviours s&itvice cost, core service and hedc
value being the significant predictors of recommnagizh behavior

Customers support service acties (Hs) of the cellular providers and the utilitarian wa
(H4) customers derived from cellular use were foundxert negative predictive influence
recommendations. However, the hypothesized implctstomer service is not statistica
significant.
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Figure 2 - Structural Model with Standardized PatnEstimates
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These variables (H3: customer seriee-0.096, p> 0.1; H4: utilitarian valyg= -0.197,
p<0.005) does not positively impact or engendertarnsrs’ willingness to recommend,
suggesting some mediating variables would be reduim convert them to recommendations
behavior. However, if the prevailing assumptionttltastomer satisfaction as a lower
construct to recommendation is accepted, the rdsrié seems inconsistent with earlier
studies which found positive relationship betweestemer support services and customer
satisfaction (Ali et al, 2009; Kim et al, 2004).

Table 2 - Summary of Research Hypotheses Result

Estimate S.E. C.R. P Hypotheses
Recom ¢« Hedonic .383 125  3.068 .002 H5 Accept
Recom & Customer_Service -.096 097  -991 322 H3 Reject
Recom & Core_Service 458 .084 5.428 ***  H2  Accept
Recom < Utilitarian -.197 110 -1.799 072 H4 Reject
Recom & Service_Cost 452 099 4542 x H1 Accept

The finding, however, corroborates the assertian satisfied customer may not become
loyal nor subsequently recommend (Jones and Sd€85). Indeed, in most transition
economies cellular providers are reasonably conp@araith respect to customer services
activities; therefore, the contributory roles ofstamer support activities in securing
competitive advantage may not be that significeedonic value (H5) has significant direct
effect on recommendation behavior than utilitanatue (H4) of cellular services which
showed an inverse or negative predictive relatigmsiCustomers seem to value the
entertainment content and emotions evoked by tleafiscellular services such that, the
utilitarian aspect is taken for granted. A celluksrvice, by nature, is expected to fulfill
utilitarian value that customers may perhaps oakg tnotice of, if it fails on that line. Or the
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best explanation could be found in the culture @mdue nuclear and extended family sys
that prevail in the setting oi¢ study

5. Managerial Implications and Conclusior

The main thrust of the study is to relate both @iée and cognitive factors in servi
management to recommendation behaviour in the laelindustry. Evidently, company
performances on key serv attribute indicates perceived quality, thereforee tstudy
provides practical insight to the interconnecti@ivieen service attributes and the benef
impact of service attributes in making customegasd partner in enlarging the market of
celluar industry. The implication for service manageimisnthat customers’ perceptions
company’s performance on key dimension of servitibates is an important antecedent
recommendation behavior which further serves asategic driver of producand service
diffusion; and a source of competitive stren

Competitive advantage through recommendation anpeship with customer base m
be derived from effective performance on core sendimensions. However, similarity
augmented service packages (customer service) mapffer real advantage in ternof
securing customers’ recommendation. In additiom¢cgieed tas-related or utilitarian valu
of cellular service is weak as a tool for ensutimat service providers’ customer base par
in enlarging the market. Subscribers, possiblyettle utiliarian aspect for granted wh
providers’ performances on this aspect are comipafaisimilar.

Hedonic dimension of value, on the contrary, intisa beneficial custom
recommendation advantage which suggests the needeltular providers to monitc
performance not only on key cellular features babdhe entertainment and emo-evoking
features of their service. Indeed, the direct ¢ftddhe hedonic aspect of cellular service
recommendation behavior indicates that subscribeay be signifiantly influenced tc
recommend cellular service by considerations thatngither economic, functional nor te
related. It seems evident that given the cultural aconomic settings within which cellu
companies perform on service attributes and se cost (price), the hedonic aspect of ve
Is a strategic building block to customers’ recomdaion behavior or partnership w
customer for market expansion. It may be reason@biiggest that one of the competit
domain for cellular service prcders seem to be in the hedonic aspect of theircasn
Consequently, it may be suggested that manageneentto focus its effort in enhancing 1
entertainment and emotion evoking aspects of elldervice as means to secur
subscribers partnershipr market expansio

Future research effort may seek to explor¢ impact of demographic variables such
income, age, gender and culture on hedonic aspédaslliular service. Hedonic aspects
cellular service might show varied impact on reca@ndaion behavior among different a
groups, culture or income levels. Both managersauatiemics will benefit from empiric
insight of the effect of hedonic value which migditow variations across age on incc
levels.



148 we————Facuity of Business and Administration University of Bucharest s

Key to Research Variables

Al Network coverag B6 Internet Charges
A2 Calls clarity C1 Recommend to friends and relations
A3 Network availabilit C2 Recommend to acquaintances
A4 Connectivity without call droppir C3 Explain benefits to friends and others
A5 Personalizeattention D1Use only services | must
A6 Courtes' D2 Use to accomplish goals
A7 Competenc D3 Use services | really need
A8 Communication of network’s technic D4 Use mainly for work related issues
problem
A9 Customer service willingness D5 Enjoy use of mobile services
resolve complaints
B2 Call rates and Charg D6 In comparison time used on mobile is

truly enjoyable
B5 SMS charge
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