
Chapter 6 

Conclusion & Managerial Implications 

6.1 Conclusions from the application of the adapted model to MTT 

A customer will be experienced satisfaction or dissatisfaction after purchase, comparing 

the performance with the expectation. The experience influences on repurchase intention 

or the formation of friendly attitude for the service. A high-level customer satisfaction 

can guarantee a future financial performance or profitability. During this study the quality 

of service of the M T T was evaluated and, by analyzing these results management can 

think of new strategies to look for the improved performances. Being able to measure all 

dimensions relevant to service production is essential for a service company. With the 

customers interacting with the service provider and being an integral part of the service 

production, the need to measure the customer 's perceptions of dimensions is apparent. 

Just as essential is the ability to distinguish these aspects from each other and to evaluate 

them separately. This is because the company may be performing well in one area but not 

in another. By using distinct measures, firms can identify the most appropriate and action 

and resources can be allocated more efficiently along the production process. 

By applying the adapted model to MTT I could identify the dimensions that are poor in 

the customer perspectives. In this study we found that the reliability, assurance, 

responsiveness and the technical dimension are the dimensions that need more attention. 

So in future planning MTT can allocate more funds and other recourses to the related 

areas to improve these dimensions. 

By considering the whole analysis the following conclusions can be deducted, 

1 . Technical Quality, reliability and the trust are considered important. As most of the 

data customers don ' t know the and not familiar with the sophisticated technologies 

involved in this services the totally rely on the provider. So these three factors are very 

important to win the customer confidence. 

2 . Customers need individual attention and high level of assurance and responsiveness. 
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3 . As MTT customers often pay premium price they want a reliable long lasting 

solutions. 

As mentioned in the discussion the most important thing in winning a customer is to have 

a wall-motivated and talented workforce. As we explained there, the employee ' s 

interaction with the customers will affect every dimension of the QOS. Therefore special 

attention must be drawn on the good Human resources practices and continuous 

professional development of the employees. 

6.2 Managerial Implications 
As we have seen on the discussion on the technical quality dimension the coverage of 

service is a very vital factor for MTT. If M T T strategically plan its future expansions 

especially to the North and East, It will be a huge advantage for them. As all M T T ' s big 

customers are keen to have services there they will definitely come to M T T . 

The managerial implications of our findings and the respective techniques are twofold. 

First, managers need to emphasize the quality of service provided for the services they 

provide. Managers should identify the key dimensions of service quality, and deploy their 

resources to improve satisfaction in the right dimensions of service quality in order to 

maximize the overall benefit to the company. 

Second, models similar to the one presented here should be estimated with a larger data 

set including various customer segments and products in order to gauge the segment 

specific importance of various attributes. Such an effort could aid managers in improving 

the efficiency of service operations. 

Our analysis provides a framework for translating customer feedback into information 

valuable for managers. Managers can plan the logistics of service support and location of 

service centers in order to improve customer satisfaction in important service dimensions 

such as quality of solution and responsiveness to customer calls. Though our estimates in 

this analysis are restricted to the data available to us, managers can estimate such models 

for specific customer segments to better understand the needs of their customers. 

The emphasis on customer satisfaction is based on the reasoning that fully satisfied 

customers lead to long-term competitive advantage and thus profits. Customer 
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satisfaction with any products is derived from both the quality of the product and the 

service support provided. We can plan to extend this analysis to provide an integrated 

model for overall customer satisfaction with information and communication 

products based on the various dimensions of product and service quality, and other 

explanatory variables such as price, customer segment, and product types. In order to 

make the results generalizable, these models need to be evaluated using the data collected 

from competing service products of different vendors for this matter different service 

provider. 

With the deregulation of Telecommunication market the fierce competition lead to 

decreasing margins, shrinking markets share and at last but not least the less profits. 

Hence identifying and capitalizing on a sustainable competitive advantage for M T T is 

becoming a necessity rather than a requirement. From the findings of the research results 

it is evident that M T T customers give importance to basic values of the service, 

reliability, responsiveness and technical quality of the service. To improve on these; 

1. Management must think of improving the technology platform they are now using 

and ultimately a strategy to acquire and deploy technologies that fulfill customers 

requirements (not the company prestige) 

2. Necessary steps must be taken to ensure that network expansions and the 

monitoring systems going in hand without any hindrance to service quality. 

3. To improve the responsiveness of the company check the possibility of upgrading 

the hot line facilities, improve the customer service skills of the employees etc. 

4. Management must think of new pricing strategies to retain the existing customers 

and to attract the new ones. A special attention for high users and long t ime users 
1 must be paid and there should be several options for the customer to choose from. 

5. Management attention is needed in building and improving the brand image of 

M T T further. Earlier this was not a big issue as M T T ' s main attention was to cater 

the infrastructure and transmission needs of other operators where the population 

of them was very few and the all of them know about MTT. But now M T T is in 

Data Communication business and here it need a good brand image to market its 

services to a wider clientele. 
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6. A strategy should be worked out to get quick feed back from customers as 

currently there is no such methodical system is not in place. 
i 

7. Finally the attention should be drawn to change the attitudes and style of thinking 

of the management and the staff of M T T to a more customer oriented frame of 

mind. 

6.3 Directions for further research 

1. Try to do this QOS measurement to the whole Telecommunication industry in Sri 

Lanka and generalize the results. 

2. Furthe develop and refine this adapted model by checking this with other accepted 

models and using the test and re-test method. 

3. Try to find out the relationship between service quality, customer satisfaction, 

behavioral intention, purchase behavior, market share , word of mouth communicat ion 

and customer retention in telecommunication industry in Sri Lanka. 

i 
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Append ix 

Questionnaire 

Pleas take 15 minutes of your valuable time to fill-in this questionnaire. Just tick the most 
suitable answer. If you strongly agree with the statement please tick 1, f you are unsure 
about* it click 2 and if you are disagree with it please tick 3. 



Please answer the fallowings according to your expectations on M T T services. 

Tangibles 

1 4 M T T has adequate service personnel to avoid long waiting times. 

1 2 3 

2. MTT organized physical facilities well so that customers are well guided by the 
instructions. 

1 2 3 

3. M T T looks like High-tech & stylish company with all the Modern equipments. 

1 2 3 

4. M T T employees are well attired, neat, clean, pleasant, cheerful and attractive in 
appearance. 

1 2 3 

Responsiveness 
i 

5. MTT provide the accurate and methodical invoices and even further details on 
request 

1 2 3 

6. M T T provides services in a proactive and adaptable way 

1 2 3 

7. Customer service numbers are easy to get connected and even answered within few 
seconds. 

1 2 3 

8. Interactive voice system and the receptionist gives proper guidance to whom to 
contact. 

1 2 3 



Reliabi l i ty 

9. MTT employees are committed and conscientious to do the work on t ime and 
correctly. 

1 2 3 

10. MTT perform the service at the first time and provides its services on t ime as 
promised 

1 2 3 

11. When you have a problem, employees sincerely attend and try to solve it and 
instills confidence in you. 

1 2 3 

12. M T T has a good reputation as a service company and proud to be like that. 
1 2 3 

A s s u r a n c e 

13. MTT employees are sensitive to the customer needs and helpful 
1 2 3 

14. M T T employees are efficient and quick in customer service 

1 2 3 

15. You feel safe in your business with MTT 

1 2 3 

h6. MTT employees are well experienced and know what they are doing 
1 2 3 

E m p a t h y 

17. M T T office can be connected any time and well communicated. 
1 2 3 

18. Customers are immediately noticed when they make a request and considered 
them all as important. 

1 2 3 



•19. Company understands your specific requirements and make every effort to 
fulfill it giving a individual attention. 

1 2 3 
Techn ica l 

2 1 . M T T ' s ability to provide services in most parts of the island and it is satisfactory for 
your requirements. 

1 2 3 

22. All the transmission services are within the prescribed quality level (availability, 
errors etc) 

1 2 3 

23. Quality of the customer premises equipments are with up to date technology and suite 
your applications. 

1 2 3 

24. All the breakdowns of the services are repaired in time and give a reliable long-
lasting service. 

1 1 2 3 

25. MTT charges are reasonable for the services they provide. 
1 2 3 

v 
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Please answer the fallowings according to your perception about the quality of 
service now you are getting from MTT. 

Tangibles 

2. MTT must have adequate service personnels to avoid long waiting times. 

, 1 2 3 

2. MTT should organize physical facilities well so that customers are well guided by 
the instructions. 

1 2 3 

3. MTT should look like Hightech & stylish company with all the Modern 
equipments. 

1 2 3 

4. MTT employees must be well attired , neat, clean, pleasant, cheerful and attractive 
in appearance. 

1 2 3 

Responsiveness 

5. 1 MTT must provide the accurate and methodical invoices and even further details 
on request 

1 2 3 

6 . M T T must provides services in a proactive and adaptable way 

1 2 3 

7. Customer service numbers must be easy to get connected and even answered 
within few seconds. 

1 2 3 

8. Interactive voice system and the receptionist must give proper guidance to whome 
to contact. 

1 2 3 



19. Company must understand your specific requirements and must make every 
effort to fulfill it giving a individual attention. 

• 1 2 3 
Techn ica l 

2 1 . M T T must have the ability to provide services in most parts of the island and it is 
satisfactory for your requirements. 

1 2 3 

22. All the transmission services must be within the prescribed quality level (availability, 
errors etc) 

1 2 3 

23 . Quality of the customer premises equipments must be with up to date technology and 
suite your applications. 

1 2 3 

24. All the breakdowns of the services must be repaired in time and give a reliable 
longlasting service. 

1 2 3 

i 

25. M T T must charge a reasonable amount for the services they provide. 
1 2 3 

i 


