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ABSTRACT

Thisstudy empirically investigatestherole of quality service delivery in achieving
competitive advantage in telecommunication industry in Nigeria. It specifically
finds out if the attainment of competitive advantage is a function of service
quality and examinesthe rel ationship between servicereliability and competitive
advantage. The study was conducted on a total of 115 customers of two leading
telecommunication firms in Nigeria (MTN and AIRTEL). Two hypotheses were
formulated for the study and were tested using multiple regression analysis. The
results revealed that service quality delivery has a direct positive influence on
competitive advantage and that through service reliability, firms can gain
competitive advantage. The study recommends that strategic Managers in the
telecommunication industry should improve on their services; especially in the
areas of rate of successfully completed calls, SMSYMMSdelivery rate and rate of
pre-maturely terminated call.
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INTRODUCTION

Inanincreasingly competitiveindustry such asthe Nigeriatelecommunication industry,
quality servicedelivery iskey driver of customers loyalty. Several studiessuggest that
providing superior servicequdity and higher level of satisfaction lead to greater customer
loyalty, enhancefuture revenues, reducethe cost of publicity through positivereferra,
decrease price elasticity and ultimately affect company’ sbottom line (Anderson, et d,
1997). Serviceindustry in recent years hasrecorded an unprecedented growth duetoit
demandinvirtudly every facet of life. Thisincreasein demand for serviceshasprompted
alot of firmsto ventureinto the serviceindustry. Furthermore, asthe new competitive
environment changesto moreglobal, technologically oriented and customer driven, as
new productsget introduced rapidly, ascustomerscontinualy demand higher servicequdlity,
faster response, and greater reliability of service, theemerging world market demandsa
moreinnovativeandimproved services. Consegquent upon theforegoing, thisstudy focuses
ontheroleof servicequdity in achieving competitive advantagein thete ecommunication
industry in Nigeria. Thetwo hypotheses stated for the study are:

H,L  Achieving competitiveadvantageinthetel ecommunicationindustry isnot afunction

of servicequdlity.
H2:  ServiceReliability inthetelecommunicationindustry isnot positively related to
competitiveadvantage.
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Service Quality (SQ) and Competitiveness

Crosby and Philip (2001) define Quality as consistency with fixed specifications. This

agreeswith Karim and Alan (2006) who define quality asanything that accordswith the

characteristicsof the product to meet the external clients needs. In addition, the product
quality differsfromthat of aserviceastheearlier istangible, whereasthelater isintangible.

TheAmerican Society for Marketing, for example, definesserviceasactivitiesor benefits

that are offered for sale or that are offered for being rel ated to aparticular product. Kotler

(2013) defines service as * any behaviour or act based on acontact between two parties:

the provider and thereceiver, and the essence of thisreciprocal processisintangible.

Parasurama, Zeltham and Berry (2008) say that there exist ten criteriaand dimensions

through which service quaity can be assessed:

[ Rdiability: Theability of an organizationto accurately achieveitsservicesinthe
proper timeand according to the promisesit hastoitsclients.

i Responsiveness. Thetendency and willingnessof serviceprovidersto help clients
and sati sy their needs, immediately reply totheir inquiriesand solvetheir problems
asquickly aspossible.

i Competence: Having adequate skillsand knowledge that enable the employees
to performtheir jobs properly.

Y Accessibility: Providing easy accessto aserviceintermsof location and through
services provided via the telephone, the internet, or any other means of
communication.

% Courtesy: Treating clientsrespectfully inapolitefriendly manner, understanding
their fedings, and answering their phonecallsgently.

v Communication: Thisoccursthrough gentlemanly listening totheclient conveying
informationto them clearly and facilitating externa communicationwithworkers.

vii Credibility: Thiscan beachieved throughfull trust and confidenceintheservice
provider aswell ashishonesty and straight forwardness.

Vil Security: Thisdependsonwhether the serviceisfreefrom risksand hazards,
defectsor doubts so that it provides bodily safety, financial security aswell as
privacy.

X Understanding/knowing the customer: This can be made achievablethrough
theability to pinpoint thecustomers needsaswell asunderstanding their individual
problems.

X Tangibility: Thisincludes physical aspects connected with service such as
instruments and equipment, persons, physical facilitieslike building and nice
decoration and other observable servicefacilities.

Theabovestated ten dimensionshave beenfused into five. Researchersagreed onthefact

that these dimensionsare appropriate oneswhich help revea the customers expectations

and perception. Thisnew model iscalled* SERVQUAL' . Thiscompound word consist of
thetwowords* Service and*Quality’, thesefive dimensionsinclude:

1 Tangibility: Thisincludesphysicd facilities, equipment, and the physica gppearance
of onemployee.
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2. Rdiability: Thisreferstotheability to providetheexact required serviceaccording
to given specificationsand conditions.

3. Responsiveness. Theindlination andwillingnessof theempl oyeesto servecustomer
quickly and properly.
4. Assurance: Fedling of trust and confidencein dealing with theorganization. This

reflectstheworkers' knowledge and experience and their ability to build self-
confidenceaswel|l as confidencein the customersthemselves.

5. Empathy: Understanding the customers' personal needs, taking care of them
individualy and showing themadl sortsof sympathy and affection, looking at them
asclosefriendsand distinguished clients.

Asfar as* Empathy’ isconcerned, it includeselementslike providing servicein termsof

place, time, communication, and to what extent the service provider understandsthe

beneficiary. Gronroos (2000), however, believesthat tangibility, assurance and empathy
can be classified asbeing functiona dimensionsof servicequality, whileresponsiveness
and rdliability can beclassfied asbeing technical dimensions.

CompetitiveAdvantage

Comptitiveadvantageisdefined asthe* cgpabiility of an organizationto cresteadefensible
position over itscompetitors’ (Li et al., 2006). Tracey, Vonderembleand Lim (1999)
argue that competitive advantage comprises of distinctive competenciesthat setsan
organization apart from competitors, thusgiving them an edgein the marketplace. They
further add that it is an outcome of critical management decisions. Today, however,
competitionisconsidered a“war of movement” that depends on anticipating and quickly
responding to changing market needs (Stalk, Evansand Shulman, 1992). Competitive
advantage emergesfrom the creation of superior competenciesthat areleveragedto create
customer value and achieve cost and/or differentiation advantages, resulting in market
shareand profitability performance (Barney, 1991; Coyne, 1986; Day and Wend ey, 1988;
Prahalad and Hamel, 1990). Sustai ning competitive advantage requiresthat firmsset up
barriersthat makeimitation difficult through continual investment toimprovetheadvantage,
making thisalong-run cyclical process (Day and Wend ey, 1988). M ost managersagree
that cost and quality will continueto remain the competitive advantage dimensionsof afirm
(D’ Souzaand Williams, 2000). Thefive dimens onsof competitive advantage construct
used inthisstudy are: Tangibility, reliability, respons veness, assurance and empathy.

METHOD

Theresearchinvestigation wascarried out in Ekiti State, Nigeriaand was conducted ona
total of 115 customersof two leading telecommunicationfirmsin Nigeria, they areMTN
andAirtel. Thestudy samplewas sel ected through multi- stage cluster sampling technique.
Ekiti Satewasfirst divided infive- Ekiti North, Ekiti Central, Ekiti West South and Ekiti
East. Furthermore, smplerandom sampling was used to select 23 respondentsfrom each
of the zones. Two hypotheseswereformul ated and were tested using multipleregression
andyss.
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RESULTSAND DISCUSSION

Asshownontablel, R Squarevaueis0.277. Thismeansthat the research modd explains
28.5 percent of the variancein service quality responsiveness and the model reaches
datistical significance. Hypothesis1 wastested by regressing SQD on CA. resultssuggest
that the higher thelevel of servicequality, the higher the competitive advantage, therefore
hypothesis 1 wasaccepted. In other words, SQD of afirm hasadirect positiveinfluence
on competitive advantage. Thisfinding isin consonancewith thestudy by Yusuf, Adeleye
and Sivayonganathan (2003) which showshigh correlation between servicequdity ddlivery
and firm’scompetitive advantage. Firms competitive advantage (CA) wasregressed on
servicerdiability (SR) toempirically test hypothesis2. Themode intable 3 aboveshows
that 20 percent of the variance in competitive advantage with astatistical significance.
Table4 showsthat themain effectsof CA and SR wereinsignificant. However, themain
effect of SRisggnificant, thus, hypothesis2 was supported. Thisresult agreeswiththe
findingsof Li et al (2005), that by servicerdiability, firmscan gain grester competitive
advantage.

Table 1: Model summary of regression on service quality versus competitive advantage
Modd R R? Adjusted R? Sd.Error of Estimate Fvalue Sig.
1 5342 285 277 2321 15703 .000°

Table2: Coefficient of Regression of servicequdity delivery

Model Unstandardized coefficients Standardized coefficients  t 99
B Std error Beta

1 constant .281 1.260 .223 .824
.866 .270 .328 3.281 .001
551 251 234 2.244 .027
.041 .239 .017 172 .864

Table 3: Model summary regression of competitive advantage (CA) versus Service Reliability
Model R R? Adjusted R? Std. Error of Estimate Fvaue Sg.
1 A48 201 198 1020 9482 .0007

Table4: Coefficient of Regression of competitive advantage

Model Unstandardized coefficients Standardized coefficients  t Sg
B Std error Beta
1 constant .993 .553 1797 .075
.214 119 .203 1.803 .074
119 114 116 1.048 .297
.245 .105 222 2.337 .021

CONCLUSIONAND RECOMMENDATIONS
Thisstudy hasempiricaly investigated therole of service quality delivery in achieving
competitiveadvantagein thetelecommunicationindustry in Nigeria Thefindingsfromthe
study reveal ed that service quality delivery isan essentid ingredient for any organization
who desireto achieve competitiveedgein ahighly competitiveindustry. Snceorganization
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have multiple objectives|ike enhanced competitiveness, better customer serviceand

increased profitability, they seek these objectives by employing various business

performanceimprovement approaches. Based onthefindings, it isrecommended that:

I. Strategic managersin the telecommunication industry should improveon their
services, especialy intheareas of rate of successfully completed calls, answer
Seizurerate, rate of pre—maturely terminated calls, honesty intermsof billing,
accessto customer care centre, accessto customer complaint centreand waiting
timeat complaint centre.

i. Government on itsown part should establish aminimum service quality standard
for dl thefirmsin thetelecommunicationindustry and enforce compliance. This
will enhancerdiability and dependability onthepart of clientswho patronizethese
services.
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