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Global mobile communication is one of the most dynamic and important service markets. Several researchers 

suggest using a theoretical approach to develop a much deeper insight into key marketing constructs, such as 

service quality, customer perceived value, customer satisfaction, perceived switching costs, corporate image, and 

customer loyalty, is vital to the mobile communications market. This paper aims to investigate the role of service 

quality, trust, and perceived value on calculative commitment and loyalty intention in the customers of mobile 

telephone network service providers (MTNSPs). To notify the meaningful factors for the calculative commitment 

and loyalty intention of the users in using mobile phones, this study focuses on the effect of service quality and 

perceived value in the trust and identifying the role of trust in forming customer loyalty. As many as 125 users of 

mobile phone users—house wife were surveyed in Coimbatore, Tamil Nadu, India. The data are analyzed by path 

analysis. This study shows that service quality has a direct and positive effect on trust, trust has a direct and positive 

effect on calculative commitment, calculative commitment has a direct and positive effect on loyalty, and direct and 

positive relationship between perceived value and calculative commitment, perceived value, and loyalty are also 

confirmed. In terms of mobile telecommunication systems, it is found that the users may exhibit noticeable 

differences in using this service. This study provides important hints to strengthen the relationship between the 

network service providers and their customers. 
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Introduction  
The rapid growth and dynamic nature of the global mobile communications industry have attracted the 

interests of several marketing academics and practitioners. Researchers have examined the relationships 
between several behavioral constructs in the mobile communications markets. Given the large number of 
existing mobile phone users, the rapid industry growth rate, the continuing technology advances that are a 
feature of the industry, and the number of multi-nationals that are involved in supplying mobile communication 
components, telecommunication companies must understand their customers’ changing perceptions in order to 
keep their current customers engaged and cultivate new customers. Customer loyalty is important for both the 
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firm and the customer. As regards the firm, loyal customers are willing to make repeat purchases in the 
business that delivers value beyond their expectation. Loyal customers often will over time bring substantial 
revenues and demand less attention from the firms they patronize. The determinants of customer loyalty include 
service quality (Zeithaml, Berry, & Parasuraman, 1996), perceived service value (Yang & Peterson, 2004), 
customer satisfaction (Chandrashekaran et al., 2007; Lai, Griffin, & Babin, 2009), customer trust and 
commitment (Garbarino & Johnson, 1999). For this study, we have taken service quality, trust, and perceived 
value, calculative commitment and loyalty. 

Mobile Telephone Communication Industry 
In telecommunications sector, the year 2015-2016 has been busy and eventful year. In the telecom sector 

at the end of the financial year, the subscriber base was 1,058.86 million out of which 1,033.63 million was 
wireless subscribers. This is witnessed substantial growth in the number of subscribers during the year 
2015-2016. The urban tele-density increased from 148.61 to 154.01. The Internet subscriber base in the country 
as on 31st March, 2016 stood at 342.65 million as compared to 302.35 million as on 31st March, 2015. The 
total broadband subscriber base of the country increased from 99.20 million as on 31st March, 2015 to 149.75 
million as on 31st March, 2016. Quality of service is one of the most important policies and programmes of 
Telecom Regulatory Authority of India in respect of telecom sector (TRAI 2015-2016)1. 

Theoritical Background 
The conceptualization and operationalization of the main concepts in this study are based on relevant 

literature, presented below. Additionally, hypotheses regarding the relationships among the concepts are 
developed. 

Service Quality 
More recently, based on Brady and Cronin’s model, Lu et al. developed a multidimensional and hierarchical 

model to measure mobile service quality. They proposed that mobile service quality was composed of three 
primary dimensions: interaction quality, environment quality, and outcome quality, and each primary dimension 
further included sub-dimensions. According to Zeithaml (1988), service quality could be conceptualized as the 
consumers’ judgment about the overall excellence or superiority of a service. High service quality could attract 
new customers, retain existing customers, and also lure customers away from other service competitors whose 
service quality is perceived as poorer (Babakus et al., 2004). Service quality is especially important in the 
context of mobile services, since previous researches have pointed out, as the key factors of mobile companies’ 
success, the service quality and customer satisfaction (Yang & Peterson, 2004). Service quality is a critical 
factor for companies’ profitability and market success (Aydin & Özer, 2005). According to Shin and Kim 
(2008), service quality is defined as the consumers’ overall impression of the relative efficiency of a service 
provider. One consensus that has emerged from several recent studies is that researchers empirically modelling 
the service quality construct have consistently identified at least three primary dimensions of service quality: 
interaction quality, physical environment quality, and outcome quality (Brady & Cronin, 2001; Clemes, Shu, & 
Gan, 2014; Clemes et al., 2010; Clemes et al., 2007; Dagger et al., 2007; Lu et al., 2009; C. Martínez & G. 
Martínez, 2008). These three primary dimensions are used in this current study. 

                                                        
1 TRAI (Telecom Regulatory authority of India). Annual report (2015-2016). Retrieved from www.trai.gov.in/. 
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The service marketing literature suggests that the interpersonal interactions between mobile 
communications service providers and their customers significantly impact on mobile communications service 
quality as perceived by customers (Kim & Yoon, 2004; Lai et al., 2007; Lim et al., 2006; Lu et al., 2009; Wang 
et al., 2004). Dabholkar et al. (1996) suggested that in a retail store the physical aspects are similar to the 
tangible dimension of SERVQUAL, but that the physical aspects have a broader meaning. Lai et al.’s (2007) 
and Wang et al.’s (2004) findings showed that the store environments, such as whether the physical facilities 
provided by mobile communications service providers are visually appealing and whether employees of mobile 
communications service providers are well dressed and neat in appearance, have a significant impact on 
customers’ overall perceptions of mobile communications service quality in the mobile communications 
market. 

Outcome quality, or technical quality, is what customers receive after the service delivery process and 
buyer-seller interactions are complete (Grönroos, 1984). Rust and Oliver (1994) defined customer satisfaction 
as “a summary cognitive and affective reaction to a service incident” that results from the comparison of 
customers’ perceptions of service quality with their expectations of service performance. 

Trust 
Trust is a multidimensional concept (Mayer, Davis, & Schoorman, 1995; Rousseau, Sitkin, Burt, & 

Camerer, 1998) and trust is a specific belief about the trustee’s integrity, competence, and benevolence (Doney 
& Cannon, 1997; Ganesan, 1994; Gefen, 2004). Trust plays an important role in determining customer loyalty. 
When customers trust the service provider, they will continually use the service and even recommend the 
service to potential customers (Deng et al., 2010). In telecommunications market, Chiou and Droge (2006) 
pointed out that customer trust has been shown to be important and is related to the emotional nature of 
consumer loyalty long-term orientation in the relationship. For instance, researchers found that trust positively 
influences customers’ attitude and behavior intention in mobile commerce context (Deng et al., 2010). Pirc 
(2006) also claimed that customer trust in the mobile service provider has a positive and direct effect on loyalty 
in Slovenia mobile phone industry. Similar results are also reported in Taiwan ISP (Internet service provider) 
research by Chiou (2004) and in the United Kingdom mobile phone research by Ranaweera and Prabhu (2013). 
Therefore, an ISP which has a higher level of brand trust will tend to have a higher level of attitudinal and 
behavioral loyalty among the consumers. The Indian mobile phone industry is a high churn pre-paid market. 
Churn rates have escalated with increased competition and deregulation. Increased customer churn results in 
rising customer acquisition costs (a new customer can cost a mobile phone company between US$300 and 
US$600 in sales support, marketing and commissions) and lower average monthly billings (Borna, 2000). 
Mobile phone marketing managers generally focus on the product features, price, and delivery in their 
marketing strategy. Since, the scope for product differentiation is limited in telecom sector, an understanding of 
factors which drive customer loyalty is beneficial for customer relationship managers to develop and reinforce 
marketing strategies to increase retention. 

Trust is known as a foundation of a long-term relationship, as a possible advanced exchange relationship 
between buyers and sellers (Hong & Cho, 2011). Customer trust refers to the customers’ perceptions of 
attributes of service providers, including the ability, integrity, and benevolence of the providers (Deng et al., 
2010). Additionally, customer trust relates to the perception of customers on the ability of a brand to fulfill its 
promise while expertise refers to a brand capability of realizing its promises (Ou et al., 2011). 
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Perceived Value 
According to Zeithaml (1988), perceived value could be defined as the consumers’ overall assessment of 

the benefits of a product or service, based in perceptions of what is received and what is given. Other authors 
conceptualize service perceived value as a trade-off between total benefits and total sacrifices, whether these 
sacrifices are monetary or non-monetary (Al-Debei, Al-Lozi, & Papazafeiropoulo, 2013). In the mobile 
communications sector, the service perceived value could be defined as the evaluation of the benefits of a 
service by customers, based on their advance sacrifices and ex-post perceived performance when they use 
mobile services (Kuo, Wu, & Deng, 2009). This way, customers integrate their perceptions of what they get 
and what they give up to obtain mobile communication services. Although service quality is an important element 
of service value, previous research suggests that price and value for money are other key components, meaning 
what consumers pay to acquire a specific service (Lu, Lu, & Jen, 2011). So, according to the consumers’ 
monetary perspective, service value is created when less money is paid for services (Kuo et al., 2009). 

According to Edward, George, and Sarkar (2010), consumers made purchase decisions based on the 
benefits and costs involved, and the concept of service value generally held the notion of the quality and 
benefits consumers get for a unit of money—the price, involving the trade-off between what consumers receive 
and what they give. 

Commitment 
Commitment is recognized as an essential ingredient for successful long-term relationships (Dwyer, 

Schurr, & Oh, 1987; Morgan & Hunt, 1994). Commitment has been defined as “an enduring desire to maintain 
a valued relationship” (Moorman, Zaltman, & Deshpande, 1992, p. 316). Gundlach, Achrol, and Mentzer (1995) 
argued that commitment has three components: an instrumental component of some form of investment, an 
attitudinal component that may be described as affective commitment or psycho-logical attachment, and a 
temporal dimension indicating that the relationship exists over time. 

Lin and Wu (2011) considered customer commitment as a consumer’s persistent wish and attempted to 
retain a relationship with a service provider. In terms of their relationship with service quality, positive overall 
service quality impacts on commitment that customers have towards a particular brand and the associated 
service provider (Jahanzeb et al., 2011). 

Loyalty Intention 
Moreover, loyal customers are less likely to change provider because of price, while they also tend to 

recommend the business to others (Reichheld & Sasser, 1990; Reichheld & Teal, 1996). Such observations 
highlight the critical importance of customer loyalty for companies and especially for those operating in service 
industries. 

Customer loyalty refers to a favorable attitude towards a particular brand in addition to purchasing it 
repeatedly (Day, 1969); a relationship between relative attitude towards an entity and repeat patronage behavior 
(Dick & Basu, 1994); a situation when repeat purchase behavior is accompanied by a psychological bond; and 
repeat purchase intentions and behaviors. Customer loyalty sometimes has been operationalized as a behavioral 
measure and at other times as an attitude. The concept of customer loyalty is understood as a combination of 
customers’ favorable attitude and the behavior or repurchases (Kim & Yoon, 2004). 

Customer loyalty is affected by customer satisfaction and the switching barrier (Dick & Basu, 1994; 
Gerpott et al., 2001; Lee & Cunningham, 2001). Customers experiencing high-level satisfaction are likely to 
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remain with their existing providers and maintain their subscription. Customer loyalty sometimes has been 
operationalized as a behavioral measure and at other times as an attitude. Behavioral measures include 
probability of purchase (Farley, 1964), purchase frequency (Brody & Cunningham, 1968), repeat purchase 
behavior (Brown, 1952), purchase sequence, and multiple aspects of purchase behavior. Attitudinal approaches 
are focused mainly on brand recommendations (Boulding et al., 1993), resistance to superior products 
(Narayandas, 1996), willingness to pay a price premium (Zeithaml et al., 1996), and repurchase intention 
(Cronin & Taylor, 1992; Anderson & Sullivan, 1993). 

Customer loyalty is important for both the firm and the customer. As regards the firm, loyal customers are 
willing to make repeat purchases in the business that delivers value beyond their expectation. Loyal customers 
often will over time bring substantial revenues and demand less attention from the firms they patronize (Yang 
& Peterson, 2004). Indeed, it is common to find loyal customers sympathizing with poor service, displaying 
less sensitivity to price, and disseminating positive word of mouth about the service to others (Yang & Peterson, 
2004). On the other hand, loyalty is important to customers because loyal customers incur less time and costs in 
searching for information and evaluating purchase decisions and also incur less or no switching costs. 
Consequently, customer loyalty is beneficial to both the customer and the service provider and so is a major 
source of sustained competitive edge (Keaveney, 1995). Based on the above discussed literature, the following 
hypothesis is framed. 

Concept Framework and Hypothesis 

Service Quality 
Chadha and Kapoor (2009) focused their study to test the effect of switching cost, service quality, and 

customer satisfaction on customer loyalty in cellular services. The results of the study found a positive 
relationship between the switching cost and customer perceived service quality, customer satisfaction and 
customer loyalty. Greece Ilias Santouridis and Panagiotis Trivellas (2010) analyzed the impact of service 
quality and customer satisfaction on customer loyalty in mobile telephony in Greece. The analysis of the 
research data showed that service quality is a major predictor of both customer satisfaction and loyalty. 
Satisfaction has a very significant positive effect on loyalty by totally mediating the influence of the pricing 
structure and billing system service quality dimensions. Wong and Sohal (2003) examined the effect of service 
quality and customer loyalty on two levels of retail relationships: person-to-person (salesperson level) and 
person-to-firm (store level) and found a positive relationship between service quality and customer loyalty. A 
significant relationship was found to exist between service quality and customer loyalty in the commercial 
airline industry (Ostrowski et al., 1993; Zins, 2001). 

People tend to make trust related assumptions about others on the basis of their knowledge (McKnight, 
Cummings, & Chervany, 1998). When people feel that the performance of the ASP (Application Service 
Providers) is of high quality, they are likely to postulate that the ASP has beneficial characteristics, i.e., people 
assume that ASP is competent and beneficial when they feel that the quality of system, information, and service 
is satisfactory. In turn, it will promote trust in the ASP. McKnight et al. (2002a) noted that the perceived quality 
of web site directly affects trust for web vendors in their web trust model. The relationship between the 
perceived quality of others and trust has been supported in the web-based information system environment 
(Belanger, Hiller, & Smith, 2002; McKnight, Choudhury, & Kacmar, 2002b). Service quality affects trust 
toward ASP (Farn & Huang, 2009). Therefore, it is hypothesized that system, information quality of ASP 
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system, and service quality of ASP have direct positive effects on trust. We also believe that service quality has 
an impact on trust and customer loyalty. Based on the literature discussed above, the following hypotheses are 
proposed. 

H1: Service quality has a direct and positive effect on trust. 
H2: Service quality has a direct and positive effect on loyalty. 

Trust 
Trust leads to a high level of affective commitment. Trust is positively related to commitment in 

buyer-seller relationships (Ganesan & Hess, 1997). Trust addresses central social needs of the customer, the 
fulfillment of which leads to an affective commitment to the relationship (Hennig-Thurau & Klee, 1997). When 
customers trust the supplier, they strongly believe in the future potential of the relationship (Walter & Ritter, 
2003). De Ruyter et al. (2001) reported a positive impact of trust on affective commitment in supplier-customer 
relationships in high-technology markets. Wang (2002) reported the mediating effect of affective commitment 
on trust-loyalty link of the customer relationship. In business-to-business services context, Gounaris (2005) 
found a significant influence of trust on affective commitment, which in turn influences intention to invest and 
intention to stay in a relationship. Based on this literature, the following hypothesis is proposed. 

H3: Trust has a direct and positive effect on calculative commitment. 

Perceived Value 
In the Thai mobile service context, value has a positive influence to customer retention (Leelakulthanit & 

Hongcharu, 2011). In the Chinese mobile data services, customer value also has direct effects on repurchase 
intention (Qian et al., 2011; Wang et al., 2004) and attitudinal loyalty (Qian et al., 2011). Likewise, Lien et al. 
(2011) found a significant link between perceived value and behavioral intentions in Taiwanese online 
shopping context. Similar findings are also reported in the Taiwanese mobile commerce context (Chiou, 2004). 

Fujun Lai, Mitch Griffin, and Barry J. Babin (2009) analyzed how quality, value, image, and satisfaction 
create loyalty at a Chinese telecom. Integrative model is used to examine the relations among service quality, 
value, image, satisfaction, and loyalty in China. Results revealed that service quality directly influences both 
perceived value and image perceptions, that value and image influence satisfaction, that corporate image 
influences value, and that both customer satisfaction and value are significant determinants of loyalty. Thus, 
value has both a direct and indirect (through satisfaction) impact on customer loyalty. Other variables mediate 
the impact of both service quality and corporate image on customer loyalty. Dong-Hee Shin (2015) in his study 
“Effect of the Customer Experience on Satisfaction With Smartphones: Assessing Smart Satisfaction Index 
With Partial Least Squares” found that the perceived value and customer satisfaction are key variables 
mediating the relationship between quality and customer loyalty. Based on this literature, the following 
hypotheses are proposed. 

H4: Perceived value has a direct and positive effect on trust. 
H5: Perceived value has a direct and positive effect on calculative commitment. 
H6: Perceived value has a direct and positive effect on loyalty Intention. 

Calculative Commitment 
Moreover, numerous studies have recently demonstrated that there is a positive correlation between 

customer commitment and customer repurchase. Affective and calculative commitment positively affects the 
customers’ intention to continue a relationship with their service provider in a Central and Eastern European in 
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the service sector (Cater & Zabkar, 2009). Calculative commitment and affective commitment positively 
influence behavioral intentions (Cater & Zabkar, 2009; Fullerton, 2005). The more time and effort customers 
have invested in the relationship with their service provider, the less inclined the customers are to break up that 
relationship (Bügel et al., 2010). Customers with high levels of calculative commitment will be unwilling to 
switch to another service provider because of the great switching costs (Bügel et al., 2010; Cater & Zabkar, 
2009). 

Studies on customer behavior have undergone tremendous developments in the past few decades. For 
instance, during the 1970s and 1980s, scholars have emphasized the role of customer satisfaction in 
determining consumer behavior (Oliver, 1999). However, more recently, researchers have expanded this 
conceptualization beyond satisfaction into the realms of customer commitment (Garbarino & Johnson, 1999) 
and customer loyalty (Berry, 1995). This new interest is underscored by the long held view that mere 
acquisition of new customers and getting them satisfied cannot guarantee sustained business and that a loyal 
customer base is the only assurance firms have against possible losses (Berry, 1995). Based on the above 
discussed literature, the following hypothesis is framed. 

H7: Calculative commitment has a direct and positive relationship on loyalty intention. 

Research Methodology 
Measurement of Variables 

For the validation of research hypothesis, the following measures derived from the review of literature are 
service quality, perceived value, trust, calculative commitment, and loyalty. To measure the service quality, the 
questions were adapted from the research conducted by (Brady & Cronin, 2001; Clemes et al., 2007; 2010; 
2011; Dagger et al., 2009; C. Martínez & G. Martínez, 2008). To measure the perceived value, the variables 
and questions were adopted from Chiao-Chen Chang (2015), and to measure the trust, the questions were 
adopted from X-peng et al. (2014) and Kim, Gupta, and Koh (2011). The dimensions of commitment that is 
calculative are operationalized using the scales developed by Bansal, Irving, and Taylor (2004) and Gustafsson 
et al. (2005). All the items are measured on a five-point Likert scale ranging from “very strongly disagree” to 
“very strongly agree”. 

 

Table 1 
Measurement of Variables 

S. No Variables Number of items Cronbach alpha 
1 Service quality 6 0.774 
2 Perceived value 3 0.634 
3 Trust 6 0.900 
4 Calculative commitment 7 0.871 
5 Customer loyalty 10 0.879 

Data Collection and Sample Characteristics 
Data were obtained from the house wives using mobile phones of cellular mobile services in Coimbatore, 

Tamil Nadu State, with the help of questionnaires. Purposive sampling method was used to collect the data 
from the customers. Pre- and post-paid subscribers of GSM (global system for mobile) services were included 
in the present study. A total of 125 questionnaires were completed in all aspects. 
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Table 2 
Demographic Profile of the Respondents 
I Age group Number of respondents Percentage (%) 
 18-22 9 7.2 
 23-27 20 16.0 
 28-32 32 25.6 
 33-37 51 40.8 
 38 and above 13 10.4 
II Education   
 Up to 12th 55 44 
 Under graduate 50 40 
 Post graduate 20 16 
III Household income (in Rs)   
 Below 10,000 12 9.6 
 10,001-30,000 66 52.8 
 30,001-50,000 32 25.6 
 Above 50,000 15 12.0 

Data Analysis and Findings 
Data collected have been analyzed using different statistical tools. SPSS (Statistical Product and Service 

Solutions) 11.5 was used for assessment of the reliability of dimensions and testing the hypothesis. For the 
purpose of analysis, path analysis is used to find the significance or relationship between variables.  

(1) Reliability analysis 
The reliability of items was assessed by computing the coefficient of Cronbach alpha. Cronbach alpha 

measures the internal consistency of the items. For the purpose of this research, alpha coefficient has      
been computed separately to assess the reliability of the scales adopted in the study. Results of reliability 
analysis are shown in Table 1. If coefficient alpha is above 0.60, it is considered to be reliable. All alpha 
coefficients range from 0.634 to 0.900, thereby, indicating good consistency among the items within each 
dimension and scale. 

(2) Result (default model) 
Minimum was achieved. 
Chi-square = 2.596 
Degrees of freedom = 2 
Probability level = 0.273 
(3) Model fit summary 

 

Table 3 
CMIN 
Model NPAR CMIN DF P CMIN/DF 
Default model 13 2.596 2 0.273 1.298 
Saturated model 15 0.000 0 
Independence model 5 287.272 10 0.000 28.727 
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Table 4 
RMR, GFI 
Model RMR GFI AGFI PGFI 
Default model 0.009 0.992 0.938 0.132 
Saturated model 0.000 1.000 
Independence model 0.210 0.447 0.171 0.298 

 

Table 5 
Baseline Comparisons 

Model NFI 
Delta 1 

RFI 
rho 1 

IFI 
Delta 2 

TLI 
rho 2 CFI 

Default model 0.991 0.955 0.998 0.989 0.998 
Saturated model 1.000 1.000 1.000 
Independence model 0.000 0.000 0.000 0.000 0.000 

 

Table 6 
Parsimony-Adjusted Measures 
Model PRATIO PNFI PCFI 
Default model 0.200 0.198 0.200 
Saturated model 0.000 0.000 0.000 
Independence model 1.000 0.000 0.000 

 

Table 7 
NCP 
Model NCP LO 90 HI 90 
Default model 0.596 0.000 9.144 
Saturated model 0.000 0.000 0.000 
Independence model 277.272 225.663 336.305 

 

 
Figure 1. Research model. 
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Table 8 
FMIN 
Model FMIN F0 LO 90 HI 90 
Default model 0.021 0.005 0.000 0.074 
Saturated model 0.000 0.000 0.000 0.000 
Independence model 2.317 2.236 1.820 2.712 

 

Table 9 
RMSEA 
Model RMSEA LO 90 HI 90 PCLOSE 
Default model 0.049 0.000 0.192 0.377 
Independence model 0.473 0.427 0.521 0.000 

 

Table 10 
AIC 
Model AIC BCC BIC CAIC 
Default model 28.596 29.918 65.364 78.364 
Saturated model 30.000 31.525 72.425 87.425 
Independence model 297.272 297.780 311.413 316.413 

 

Table 11 
ECVI 
Model ECVI LO 90 HI 90 MECVI 
Default model 0.231 0.226 0.300 0.241 
Saturated model 0.242 0.242 0.242 0.254 
Independence model 2.397 1.981 2.873 2.401 

 

Table 12 
HOELTER 

Model HOELTER 
0.05 

HOELTER 
0.01 

Default model 287 440 
Independence model 8 11 
Notes. Estimates (Group number 1—Default model); Scalar Estimates (Group number 1—Default model); Maximum Likelihood 
Estimates. 

 

Table 13 
Regression Weights: (Group Number 1—Default Model) 

Estimate S.E. C.R. P Label 
T <--- SQ 0.311 0.129 2.414 0.016 
T <--- PV 0.341 0.084 4.044 *** 
CC <--- T 0.194 0.070 2.764 0.006 
CC <--- PV 0.363 0.064 5.668 *** 
LI <--- CC 0.428 0.062 6.858 *** 
LI <--- PV 0.272 0.055 4.949 *** 
LI <--- SQ 0.214 0.074 2.914 0.004 

Note. ***significant at 1%. 
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Table 14 
Squared Multiple Correlations (Group Number 1—Default Model) 

Estimate 
T 0.283 
CC 0.373 
LI 0.665 

Discussions and Findings 
From the above tables, it is observed that the fit indices fitted perfectly the model with approximately all 

the fit indices being above 0.90. Construct validity has been achieved through GFI, CFI being greater than 0.90, 
and the RMSEA is less than 0.08. The results (see Table 7) regression weights confirm that all the hypotheses 
(H1, H2, H3, H4, H5, H6, H7) have positive relationship. 

The regression value of the paths between service quality and trust (0.311) supports H1, service quality 
and loyalty intention (0.214) supporting H2, trust and calculative commitment (0.194) supporting H3, 
perceived value and trust (0.341***) supporting H4, perceived value and calculative commitment (0.363***) 
supporting H5, perceived value and loyalty intention (0.272***) supporting H6, calculative commitment and 
loyalty intention (0.428***) supporting H7. 

Most of the paths have positive relationship and also a significant impact on calculative commitment and 
loyalty intention like perceived value and trust (0.341***), perceived value and calculative commitment 
(0.363***), perceived value and loyalty intention (0.272***), calculative commitment and loyalty intention 
(0.428***). 

Limitations and Future Research Directions 
The present study relies on cross-sectional data to study customer loyalty. Longitudinal research is 

required to examine customer’s long-term loyalty towards a company. This research does not examine the 
interaction effects between customer satisfaction and affective commitment. The study does not consider other 
factors influencing loyalty, such as network quality, consumer characteristics, length of relationship, type of 
connection used by customer (pre-paid vs. post-paid), and usage patterns. 

Further research may incorporate the effect of variables like customer satisfaction, corporate image 
customer loyalty and examine more influences, interaction effects, and study its impact on development of 
behavioral and attitudinal loyalty. This study develops and validates the measures of customer loyalty and its 
antecedents for cell phone users. Future studies could consider to what extent the measures proposed in this 
study are valid in different service industries and what modifications need to be made in the scale items across 
different samples and contexts. 
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