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ABSTRACT 

The competitive Malaysian telecommunication product service market 

dotted with compressing product and technology lifecycles necessitates 

special attention on customer retention and acquisition. The study looks 

at the ramifications of rapid product and technology changes; higher 

market unpredictability, and the criticality of appropriate systems and 

methodologies in deliver post-paid subscriber (PPS) sustainability. The 

focus is on fundamental nature of PPS management and processes; its 

centrality in adaptive responsive customer retention amidst market 

uncertainty which persists to be more vulnerable. With increasing 

dynamics, it is imperative to fully grasp the structural 

comprehensiveness, responsiveness and agility to avoid structural 

incoherency and non-consistency. Specifically, the study takes PPS 

architecture as a whole with its key functional components – 

communication effectiveness (CE), customer perception (CP), service 

functionality (SF), and product technicality (PT) in materializing 

sustainable PPS. It is to answer:  is PPS practice mainly a result of a 

combination strategy.  

 

Keywords: post-paid subscribers, communication effectiveness, customer 

perception, service functionality, product technicality. 

 

INTRODUCTION 
 

The Malaysian telecommunication service and products industry is 

growing sluggishly yet volatile. The industry recognizes that both 

prepaid and post-paid subscribers do not have loyalty or strong 

commitment to any particular service provider. The consumers 

always have the options of switching to other service providers for 
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better offerings while maintaining their existing mobile number. 

Hence, local incumbent telecommunication service providers face 

high vulnerability in creating a loyal customer base to prevent 

loyalty erosion in the face of aggressive competition.  Service 

providers must examine the emergence of various factors i.e. 

communication effectiveness, customer perception, service 

functionality  and constantly provide the updated product and 

service technicality that influences the commitment of post-paid 

subscriber sustainability.  

 
Fig  1: Research Objectives and  Questions

RO1:

The aim of this study is to assess 

Post-paid Subscribers (PPS) 

sustainability, which have been 

identified as Communication 

Effectiveness (CE), Customer 

Perception (CP), Service 

Functionality (SF) and Product 

Technicality (PT), the last two 

factors contributing to 

service quality.

Specific Objectives (

RO2:

To identity the role of 

Customer Effectiveness 

(CE),Customer Perception 

(CP), Service

Functionality ( SF)  and 

Product Technicality (PT) 

as core factor in sustaining 

PPS.

RO3:To evaluate 

relationship between  

PPS and its core factors.

RO4:

To investigate PPS prediction strengths.

RO5:

To investigate isolated standalone PPS predictor.

Research Objectives 
Research Objectives 

RQ1 : Is PPS commitment the 
results of CE. CP, SF + PT

 
 

The problem statement for this study is that the constant and rapid 

evolving of technological innovations and the volatite market have 

given the telcommunication service provider very serious 

challenges in sustaining continous business growth profitably. 

Most if not all competing fims centred their efforts on the 

fundamental means that are essential to faciliate continous business 

growth focus on post-paid subscribers (PPS) commitment. This 

study is about a telecommunication service provider offering 

constant innovation of  bundled services that include both 

smartphone products and telco packages which exhibit a set of 

attributes to ensure continuous commitment  and support from the 
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post-paid subscribers (PPS).The objective of the study is to validate  

the business architecture components that influence the 

commitment of post-paid subscribers (PPS) which derive from 

various factors i.e. Communication Effectiveness (CE) to create a 

centre of interest revitalizing Customer Perception (CP), reinforcing 

the Service Functionality (SF) and finally the Product Technicality 

(PT) to boost customer loyalty base. Fig 1 illustrates the research 

objectives and research questions.  

 

Malaysians, especially the young and smart millenials, have long 

embraced mobile devices that use data as fashion statements and 

easy access to communication, information gathering, being 

connected and even perform online purchasing. Service providers 

realise the multiple uses of smart telephone devices as information 

and communication platforms facilitated by the rapid internet 

penetration in Malaysia. The marketers are conscious of multiple 

streams of revenue these devices represent. This spurs the intense 

competition amongst service providers to increase market share 

while attracting and retaining a loyal subscriber base from all 

market segments.  It is envisaged that service innovation 

differentiation can be attained and create further competitive 

advantage for a particular company’s strength. This is by 

strategically developing and providing continuous service support 

and building strong customer satisfactions to ensure lasting long-

term relationship between the service provider and the valuable 

customers.  This project study aims to evaluate post-paid 

subscribers (PPS) management is a result of combination of strategy 

that comprises communication effectiveness, customer perception, 

service functionality and product technicality. It seeks to elaborate 

the improved focus on managing post-paid subscribers 

commitment in today’s competitive market.                                                                                            

   

LITERATURE REVIEW 

 

PPS research calls for good quality literature search to provide 

support for the research questions; applicable propositions and 

hypotheses. It assesses the existing body of knowledge and assists 



Qualitative and Quantitative Research Review, Vol.3, Issue 2, 2018. 
ISSN No: 2462-1978 

eISSN No:: 2462-2117 

4 
 

in identifying the relevant theoretical framework to discover the 

deficiencies or gaps that exist. Thus, to pursue a study on the 

relationship commitment of post-paid subscribers (PPS) of a 

Telecommunication service provider one must analyse the concepts 

and theories associated with the nature of customers’ relationship 

commitment to a business. Figure 2 illustrates a structured 

approach in search of relevant literature on the identified theories 

and working principles.  It categorizes the search into four main 

PPS architecture components which form the theoretical 

frameworks for the model that will guide study methodology. Two 

critical elements per architecture components are identified to 

furnish comprehensive review.  This study is novel and data 

collection needs to be from the primary sources. The literature 

review follows the research structure. The literature search 

provides directional information to the confirmation and expansion 

of the enhanced PPS knowledge. The researcher sets to search for 

relevant evidences to substantiate the study structured as per 

Figure 2.  With the awareness gained from the literature review, 

new working principles and knowledge are used for tests to ensure 

the hypotheses are evaluated.  
 

 
 

Figure 2: PPS Literature Search Structure 
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The literature review centres on multi-faceted causes of PPS 

commitment sustainability not develop new theories even though 

this study will discover some new knowledge as consequence. It 

supports ‚rule-governed and replicable production of new and 

valid knowledge‛ which is also knowledge-extending means of 

inferring that stresses both the logical and innovative character of 

PPS research. The literature will be reviewed in relation to PPS as a 

whole as well as each component with its critical elements. There 

will also be discussion on the general literature covering 

telecommunication industries in collaboration with PPS 

architecture component literature review. It further justifies the 

problem statement which is derived from a initial understanding of 

these industries. This review will be separated into sub-sections 

that follow the PPS architecture. The literature on each component 

of the PPS architecture will be reviewed separately.  

Literature Review on Post-Paid Subscribers (PPS) Commitment  
 

 

Allen & Meyer (cited in Pohjanen, 2011) observe that customer 

commitment to a business is conceptually made up of affective, 

continuance and normative components. Affective commitment is 

desire-based as compared to continuance commitment which is 

cost-based, and normative commitment which is obligation-based. 

The American Marketing Association defines Customer 

Relationship Marketing (CRM) as ‚an organizational function and 

a set of processes for creating, communicating and delivering value 

to customers and for managing customer relationships in ways that 

benefit the organization and its stakeholders‛. Gustafsson, 

Johnsson  & Roos (2005) examine the effects of customer 

satisfaction, subscriber commitment and customer retention 

triggers in mobile telecommunication service providers attests that 

customer satisfaction has a positive link with customer retention. 

Managing relationships with customers has emerged as a key 

marketing function which Palmatier (2008, p4) defines as ‚the 

process of identifying, developing, maintaining and terminating 

relational exchanges with the purpose of enhancing performance‛.  
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A major contribution to the concept of subscriber behaviour in 

particular, relationship marketing and relationship commitment is 

by Morgan & Hunt (1994) who stated that commitment and trust 

are core influencing factors affected by the costs / benefits of the 

relationship, shared values and communication, and opportunistic 

behaviour.  The researcher suggests that there may be cost / benefit 

issues that are more concerns than just plain simple customer 

relationship. This may entails the four architecture components 

impacting the PPS subscribers’ economic decision making.  

 

This study attempts to validate the viewpoints using primary data. 

The data analysis expects to clarify these points.  A more recent 

source (Hunt, Arnett & Madhavaram, 2007) states that the six most 

cited factors associated with successful relational exchanges or 

relationship commitment are trust, commitment, cooperation, 

keeping promises, shared values and communication. In this 

project study, a set of data collection through questionnaires 

looking for primary data to statistically prove the different level of 

importance of application of post-paid subscribers’ commitment in 

telecommunication industries is significant practice to reflect the 

literature review  
 

Literature Review on Communication Effectiveness (CE) 

 

Sharma & Patterson (1999) refer Communication Effectiveness 

(CE) to formal and informal sharing of meaningful and timely 

information between customer and seller or service provider in an 

empathetic manner. It educates and keeps customers informed 

about products and /or services in simple language. It affects the 

technical and functional qualities of the service provided. To 

improve the perception of quality of service being received, 

communication is an important ingredient (Headley & Choi, 1992). 

Sharma and Patterson (1999) identified that the strong 

communication skills of a service provider can corroborate 

customer understanding of services being received and thus the 

customer becomes more assured in their ability to assess the quality 

and outcomes of the service. Through service provider’s timely 



Qualitative and Quantitative Research Review, Vol.3, Issue 2, 2018. 
ISSN No: 2462-1978 

eISSN No:: 2462-2117 

7 
 

communication, customer can assess whether he/she is receiving 

expected service, how much value he/she getting against the 

money spent, and possible future opportunities and risks of the 

service. The study argues that offering good quality service is not 

enough unless it is effectively communicated. Researcher supports 

telecom providers must constantly redefine their relationships with 

their customers (PwC, 2017). A set of survey questionnaires 

facilitates data analyses to attest the findings of the research works 

done by the identified researchers mentioned.  
 

Literature Review on Customer Perception (CP) 

 

Customer Perception (CP) on trust is critical in building and 

maintaining long-term relationships (Rousseau, Sitkin, Burt, & 

Camerer, 1998; Singh & Sirdeshmukh, 2000). It is cultivated largely 

over time based upon the service quality which comprises of 

functional and technical quality. Satisfactory and repeated 

experiences build up confidence in the service provider. Moreover, 

trust is subject to certain gestation periods where cascading service 

product lifecycle can be a spoiler.  Drucker (1986) estimates it takes 

at least three years in building up trust with rewarding results. 

Gambetta (1998) states that it is subjective and should be measured 

with a certain level of probability that someone will perform a 

certain action. Specifically, trust is positive expectation towards the 

behaviour of others (Barber 1983).  

 

This study addresses the research question empirically by 

conducting a questionnaire survey in which respondents were 

asked a series of questions about Customer Perception building on 

Trust. The aim is to statistically prove the significance of customer 

perception in post-paid subscriber’s commitment practice in telcos 

industries to reflect the literature review. This study concurs with 

the findings of earlier researchers but as service product lifecycles 

are cascading and may not have the gestation period for reliability 

and safety tests, customer perception can be a very abstract 

measurement that need a greater in-depth analysis. Time will be 

the main bottle neck.   
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Literature Review on Service Functionality (SF) 

 

Service Functionality (SF) comprises of what is delivered and 

recognized.  Lovelock (1996) refers service functionality to the 

actual outcomes or the core service as perceived by customers.  It 

also refers to the competency of any service provider in achieving 

the best return on investment for their customers at acceptable 

levels of risk, thus assisting them to realize their expected services 

or values. Specifically SF involves what a customer actually 

received from a service or a service encounter, and the ‚what‛ (or 

functional quality) might be difficult for the customer to evaluate at 

times. It can be safely deduced from Hauser and Clausing (1988), 

the service functionality refers to the intended set of functional 

attributes, characteristics, and activities which completely define a 

product or service from a functional point of view. SF benefits are 

product-related refer to the problems that product/service solves 

for the consumer. The experiential benefits refer to how it feels like 

to use the product/service; these benefits are also product-related 

(Mikkelsen; Louisa Thuy, 2014).  The study addresses the research 

question empirically by conducting questionnaire survey in which 

respondents are asked a series of questions about Service 

Functionality. The aim is to statistically prove the significance of 

service functionality in post-paid subscriber’s commitment practice 

in telcos industries to reflect the literature review. 
 

Literature Review on Product Technicality (PT) 

 

Product Technicality (PT) means how the service provider delivers 

the services (Gronroons, 1983; Parasuraman et al.). Gronroos (1978) 

illustrated that product technicality is concerned with the 

interaction between the service provider and a customer and is 

evaluated in a subjective manner. Sharma & Patterson (1999) 

suggest core service (Product Technicality dimensions) sooner or 

later becomes a commodity as competition increases and it 

becomes imperative to the industry to create sustainable 

competitive advantage. Richard and Allaway (1993) lament 

utilizing only product technicality dimensions to explain and 
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predict consumers’ behaviour is a poor articulation of service 

quality that has low predictive validity. The customers’ growing 

interest in using new technologies push telecommunications 

providers to constantly add new schemes, offers and technology 

advancements in their services which also encourage customers to 

switch between different providers (Sathish et al., 2011; Lianjv & 

Xin, 2014  
 

The PPS Research Gap 
Table 1 The  PPS  Research Gaps

 

The PPS is studied as a whole architecture continuum and notices 

there are significant gaps. They are some missing elements in the 

existing research literature with many of them depicting works 

mostly on single discipline and / or core competency without 

connection with other critical business architecture components 

explicitly CE, CP, SF, and PT. Many core competencies are 

evaluated as isolated factor that can only address partial solution. 

Table 1 articulated the research gaps that this study intends to fill. 

These gaps provide the opportunities for this new PPS research to 

fill with different research approaches that address practical issues. 

Researcher has strong desire to find out the current state of PPS in 

an ‚inside looking out‛ perspective on the pertinent practice. 

Empirical evidences attested post-paid commitment has been 

practiced by many telcos. However with the withdrawal of many 

from fast changing mobile service products segments for example 

mobile phone bundled plan, ease of switching to another telcos, 
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awesome rewards offerings and network coverage, prompt 

response to customer queries through online and off-line channel 

have given some serious concerns. Intensive search for quality 

literature on PPS management and practices did not strengthen 

significant confidence. Most literature covers entrepreneurship, 

marketing, production, technology and innovation and / or some 

particular discipline and competencies that involve human 

interactions which do not produce sufficient theoretical and 

practical working principle that advance their core strategic 

competitive advantages. 

Conceptual Framework for PPS Study 

 

This conceptual model attempts to link relationship commitment of 

Post-paid subscribers (PPS) to four antecedent variables: 

Communication Effectiveness (CE), Customer Perception (CP), 

Service Functionality (SF) and Product Technicality (PT). 

 

 
 

Figure 3 PPS Theoretical Framework and Conceptual Model 

 

The framework proposed incorporates critical elements which are 

pertinent in the development of the entire Malaysian Mobile 
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telecommunication products service industry which can be scaled 

to be used to study the regional and global industries. Robinson 

(2011) elaborates that the study of PPS may face two critical 

bottlenecks:  

1. Lack of assembled and collated statistics and data: much of 

the necessary data had not previously been collected, 

compiled and interpreted in applicable manner as the study 

is novel and developed by the researcher. 

2. Lack of critical resources especially time: mobile 

telecommunication industry and the product industry sub 

sectors require swift solution within short window with very 

limited time and resource to allocate to the work given the 

frequency of parallel activities in which the business were 

engaged. 

The parameters can be categorized into two groups: 

1. Those that can be considered as impacting on the incentives 

faced by marketers modifying the degree to which changes 

in relative services and  prices are intensely competitive  

2. Those that determine the way in which the industry supply 

and demand responses will feed through to impact upon the 

retention and acquisition strategies of customers. 

The conceptual model shows the relationship between the four 

independent variables (communication effectiveness (CE), 

customer perception (CP), service functionality (SF) and product 

technicality (PT) influences the relationship commitment of the 

post-paid subscribers to the mobile telecommunication service 

provider. Developing a better appreciation of the importance of 

these architecture components and parameters will enable a more 

informed understanding of the relationship between customer and 

service providers’ expectation.  

 

Robinson, 2011 articulated that in the conceptual model designed 

and outlined above, there is the concept of a simulation model from 
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the part of the real world where it is representing ‘the real system’. 

The real system needs significant enhancement and not currently 

exists. Concept implies the needs for simplification of the real 

system and for assumptions about what is not identified about the 

real PPS system. 

RESEARCH METHODOLOGY 

 

This study attempts to pick appropriate research methodologies 

that are based on holistic and systematic thinking, and uses cross-

functional approaches to investigate and identify the phenomenon 

that may shed better light for stakeholders to design workable and 

applicable strategies. 

Research Approach 

                                                                                                                                                           

Figure 4 illustrates the Abductive research process. PPS study is 

neither wholly inductive nor deductive. Inductive research is a 

process to develop theory (Kovács & Spens, 2005). Quantitative 

deductive research is supposedly used to validate the theory, 

commencing with an established theory or generalization to see if 

the theory applies (Hyde, 2000).  Abductive approach is anticipated 

to help the researcher to be able to make new discoveries in a 

logically and methodologically ordered way. The reason for 

selecting the abductive research approach is that it is a rule-

governed and replicable production of new and valid knowledge. It 

does not assure the PPS research conclusion but the researcher can 

understand it as "inference to the best explanation‛. It is a 

knowledge-extending means of inferring that stresses both the 

logical and novel character of the research. It is particularly in this 

quality of being a ‘means-of-inferring’ that the abductive method is 

preferred. It is a logical inference and in that way reasonable and 

scientific. But it extends into the domain of reflective insight and 

thus generates new discovery and knowledge. 
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Fig 4 Abductive Research Process
(Source: : Kovács & Spens, 2005)  

 

RESEARCH METHODS 

The PPS research requires a more complete construction that makes 

available the first insight into the purposely developed research 

questionnaires that are intended to meet this unique background of 

the mobile telecommunication service industry. The logic of the 

research is illustrated in Fig. 5 on PPS Process Flow Assumption. 

Figure 5 PPS Process Flow Assumptions

(Source : Researcher’s own analysis)  

The post-paid subscribers’ commitment development needs to go 

through a series of processes in the specific PPS architecture 

continuum as illustrated in Fig. 5. The components of the PPS 

architecture which form the steps in the analysis are 

Communication Effectiveness (CE), Customer Perception (CP), 

Service Functionality (SF) and Product Technicality (PT). This study 
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constructs a research framework in which PPS is the sum of the 

components in the PPS architecture continuum.  

This PPS research project uses a quantitative method and helps 

infer that PPS commitment should be pre-planned and not ad hoc 

reactionary marketing actions. The base assumption of quantitative 

research approach is that it provides an inclusive and 

comprehensive understanding of PPS research problems. This 

approach employs collecting primary quantitative data and using 

specific designs that involve philosophical assumptions and 

theoretical frameworks. The quantitative research approach 

predominantly applies as it is suitable for gaining in-depth 

understanding of the underlying reasons and motivations for the 

PPS study allowing analysis data using interpretative lenses 

provides insights into the setting of PPS problems. At the same 

time, it frequently generates ideas and hypotheses for research and 

seeks depth of perspective through ongoing analysis in ‚waves of 

data‛.  Quantitative research utilizes measurable data to formulate 

facts and uncover patterns in PPS research, generating reliable 

population-based and generalized data that is suited to establishing 

cause-and-effect relationships.  

One way of describing the quantitative methods is to examine the 

purpose. Let’s look at the articulation of various research 

methodologies deployed in PPS study:  

 

Exploratory Research 

 

Exploratory Research is the main focus intends merely to explore 

the research questions and does not intend to offer elaborate final 

and conclusive solutions. Conducted in order to determine the 

nature of PPS problem, it helps better understanding of the 

combination strategies i.e. Communication Effectiveness (CE), 

Customer perception (CP), Service functionality (SF) and Product 

Technicality (PT) contributing to sustainable PPS. Thus exploratory 

research views at such circumstance where little is known about 

PPS sustainability through quantitative data collection and analysis 

which is best suited as the commencement of the total project plan. 
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Descriptive research 

 

To support the exploratory research some form of descriptive 

research is used to describe characteristics of a population and 

phenomenon being studied. It does not answer questions about 

how, when and why the characteristics occurred. It is to discover 

what happens in specific PPS situation by primarily quantitative 

methods. It involves collections of quantitative information that can 

be tabulated. Descriptive statistics utilizes data collection and 

analysis techniques that yield reports concerning the measures of 

central tendency, variation, and correlation. The combination of its 

characteristic summary and correlation statistics along with its 

focus on specific types of research questions, methods, and 

outcomes is what distinguishes descriptive research from other 

research types. 

 

Explanatory research 

 

This research starts with exploring something new with 

exploratory research on PPS. Then, conduct descriptive research to 

increase the findings and knowledge. At this juncture, the study 

needs to explain it. Explanatory research is an attempt to connect 

ideas to understand cause and effect, meaning researcher want to 

explain what is going on. It is to find out is it the relationship 

between all four architecture components: CE, CP, SF and PT’s 

cause and effect utilizing quantitative information to infer to the 

best of knowledge. It is to identify the extent and nature of cause-

and-effect relationships. 

 

Prediction research 

 

Prediction research is applied as the study aims to predict the 

hypotheses which are outcomes based on patterns within a set of 

variables as illustrated in Fig. 5 tested statistically without 

preconceived theoretical constructs to predict future outcome.  
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The research process commences with survey questionnaires in 

data collection. The abductive process which follows from ‘rule to 

case to result’ is suitable to meet the purpose of this study. The 

quantitative methods will be used to analyse and statistically test 

the role of each component - CE, CP, SF and PT– in the PPS 

architecture continuum. 

 

Research Instrument  

 

The abductive research requires deliberated research instruments 

for the primary data collection and analysis.  PPS data in general is 

descriptive and sources from real-world situations, relying on the 

views of survey questionnaires respondents typically is exploratory 

and/or investigative in nature which is the best fit to the research 

approach. The findings are often not conclusive and cannot 

automatically be used to make generalizations until further 

analyses.  

 

a. Survey Questionnaire 

  

The novel research framework requires comprehensive and more 

specific sets of research survey questionnaire to obtain valuable 

collections of primary data for the analysis and synthesis. Surveys 

are the method of choice as cross-population generalizability is a 

key requirement as they allow a range of PPS contexts and 

subgroups to be sampled. The consistency of relationships can then 

be examined across the various subgroups (Weiss et al., 2001).  The 

primary PPS data collection method engages ‚Online‛ Survey 

Questionnaires rely on ‚online‛ delivery and responses to pre-

formulated questions need a structured and rigid quantitative 

technique.  It relies on ‚online‛ delivery and response demand a 

structured and rigid administration to improve the reliability of 

scores obtained.  Detail attention is required to assess and improve 

the reliability of scores obtained from research instruments. 

Numerical data is collected through surveys. Again, the numbers 

can be analyzed using statistics. The analysis may reveal the 

relationship between certain variables. Statistics can also be used to 
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extrapolate the data collected, in order to predict how telcos will 

behave in the PPS management practices and applications.  

 

b. Application of Likert 4-point Scale 

 

The difficulty and complexity of measuring attitudes, behavioural 

character, and personality traits lies in the procedure for 

interpreting and transferring these qualitative qualities into a 

quantitative measure for data analysis purposes (Boone & Boone, 

2012). The Likert 4-point scale is adopted and an even-point scale is 

used, where the middle option of "Neither agree nor disagree" is 

not available. Likert scale is the choice because it is delightfully 

simple way of gauging specific opinions on PPS, but it also lends 

itself very easily to the construction of multiple‐item measures, 

which can measure broader attitudes and values (Johns, 2010). The 

Likert scale also allows the PPS study to cover the various facets of 

what are often complex and multidimensional attitudes or values.  

The simplicity and versatility of Likert format explain why this 

approach is ubiquitous in survey research. 

 

Data Collection and Analysis 

 

Purposes of PPS research are to ascertain responses to questions 

through the purposeful and persistent application of scientific 

procedures. The main aim of research is to learn the truth which is 

hidden and which has not been revealed as yet in relation to PPS 

commitment.  

Data Collection 

 

This PPS research generates rich, detailed and valid process data 

that contribute to in-depth understanding of a specific context. It is 

useful for describing and answering PPS research questionnaires 

about particular, localized occurrences or contexts and the 

perspectives of a respondent group toward events, beliefs, or 

practices which is a helpful process for exploring a complex PPS 

research area about which little is known.  Survey questionnaire 
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plays the most significant role in data collection. But it could also 

be controversial in the form of comprehensive survey 

questionnaires that subject to many queries due to added efforts 

and time needed to furnish the details! ‚Online‛ survey 

questionnaires on PPS practices which are the main data collection, 

based on 200 respondents were usable. The questionnaires are 

specific and divided into 4 large components to critically examine 

Post-paid Subscribers commitment (PPS) practices and 

applications. 

 

Quantitative Data Analysis 

 

A quantitative data analysis approach will be applied to these data 

to provide conclusions that are applicable to the survey responses 

and to allow generalization of results from the data analysis to be 

meaningful. Quantitative data analysis approach is appropriate as 

qualitative information from the online survey questionnaires 

collected are in structured way (Abeyasekera & Lawson, 2000). 

Quantitative method of data analysis is of great value to the 

researcher who is attempting to draw meaningful results from a 

body of qualitative data in PPS study. The complex nature of inter-

relationships between PPS architecture components and critical 

elements as illustrated in Figure 3 requires some degree of 

quantification of the data and a subsequent analysis by quantitative 

method. Once these quantifiable components of the data are 

separated, attention is focused on characteristics that are of a more 

individualistic qualitative nature. 

 

The online research questionnaires that answered on the basis of 

qualitative information are ranked and scored with the Likert 

psychometric 4-point scale. This entails the data collected are to be 

put in the form of ranks and score driven by the need to fulfil 

research objectives. Quantitative analytical approach also allows 

the reporting of summary results in numerical terms to be given 

with a specified degree of confidence. In this study, the level is set 

at 85% confidence level as the study is novel and complex.  

https://en.wikipedia.org/wiki/Psychometrics
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Research Hypothesis 

 

In exploration into the logic of the Mobile Telecommunication 

service industry suggests the following research hypothesis: 

 

‚Post-paid subscribers (PPS) commitment is the result of a 

combination of strategy that is Communication Effectiveness (CE), 

Customer Perception (CP), Service Functionality (SF) and Product 

Technicality (PT).‛ 

 

The general forms of the moderated regression models for this 

study are: 

Y =0+1X1+2X2+3X3+4X4+. 

Where 

Y= PPS (Post-paid Subscribers Commitment) 

X1 = CE (Communication Effectiveness) 

X2 = CP (Customer Perception) 

X3 = SF (Service Functionality) 

X4 = PT (Product Technicality) 

 = Regression coefficient  

 = Random error term / Residual 

 

The regression analysis equation illustrated above is the 

mathematical formula applied to the four explanatory independent 

variables (Xs) to best predict the dependent variable (Y) which is 

the PPS. Each independent variable, which is the component of PPS 

architecture is associated with a regression coefficient () 

describing the strength and the size of X variable’s relationship to 

the Y dependent variable. The regression equation above illustrates 

PPS is the dependent variable where CE, CP, SF and PT the X 

independent variables are the regression coefficient  describing 

the size of effect the independent variables are having on the 

dependent variable Y. Representing the unexplainable portion of 

the dependent variable PPS is the random error term / residual . 

The regression analysis is to produce an equation that will predict a 

dependent variable. 
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In terms of equation for this PPS study adopts  

PPS=0+1CE+2CP+3SF+4PT+. 

This study will test the research hypothesis and serve to provide 

some insights into how Telecommunications Service Providers are 

able to execute PPS measures to respond to continuous intense 

competition.  

Assumptions and Conditions of Multiple Regression Analyses in                             

PPS Prediction 

The instrument of choice is multiple regression analysis where 

several independent variables explicitly CE, CP, SF and PT interact 

to predict the significance of PPS as dependent variable. The test 

measures the degree to which each independent architecture 

components contributes to the statistical significant PPS 

sustainability. The research design and data collection methods 

were organized given the considerate that linear regression 

equations have to meet basic multiple linear regression analyses 

assumptions. The condition is that independent variables should 

not correlate with each other. Here the independent variables 

should not be taken in the statistical sense of zero correlation. 

Simple correlation coefficient r supported by coefficient of 

determination r² is used to determine the strengths of relationship 

between independent variables and dependent variable.  Osborne 

& Gunter (2001) observe several assumptions of multiple linear 

regressions are ‚robust‛ to violation particularly in the proper 

design of a study for example the independence of observations.  

Pedhazur (1997) notes "knowledge and understanding of the 

situations when violations of assumptions in regression analyses 

lead to serious biases, and when they are of little consequence, are 

essential to meaningful data analysis".  Specifically the 

independence of observations reviewed is explained on the 

assumptions of linearity and reliability of measurement. Some 

degree of correlation always exists among independent variables 

and is common understanding that if these correlations approach to 

unity 1, it turns out to be a problem of multicollinearity and has to 

be dealt in a different manner. As long as pattern of 
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multicollinearity continues for those observations where forecasts 

are desired then multicollinearity is considered not a particularly 

problem and will be explained. The predictions will still be 

accurately verified by the coefficient of multiple determinations R2 

or adjusted R2 quantifies how well the model predicts the PPS 

values.  

Sample and sampling method 

Sample Population  

 

Generally the targeted consumers or research population are the 

post-paid subscribers attached to the service provider. For better 

connectivity and reliability, the dealers are picked as the targeted 

sample population.  In 2017, the total numbers of post-paid 

subscriber dealers are precisely 300 (U Mobile report, 2017) in 

Kuala Lumpur, Malaysia.  
 

Table 2 Population and Sample Size 

 
(Source: U Mobile report 2017) 

 

Probability Sample Size of PPS Study 

                                                                                                                                 

This study uses probability sampling and concentrates on post-paid 

subscriber dealers of a local telecommunication service provider in 

Kuala Lumpur. The sample size may be the fundamental issue to 

effective analyze and test the data.  The survey questionnaires were 

posted online to 250 dealers in Kuala Lumpur, from which 200 

responses were used, as illustrated in Table 2. Selection of more 

locations was limited due to lack of time and resources. All the 
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selected respondents were extremely truthful and cooperative in 

this study. The common issue faced by the researcher using 

regression models is determining a suitable sample size. Beaujean 

(2014) articulates that even though there are formulae to 

approximate sample sizes, their suppositions are often not met in 

the collected data. Krejcie & Morgan 1970 advocates a sample 

population of 300 the sample size is 169 at 5% confidence level.  

Kevin Lyones 2015 asserts a sample of 200 the margin of error is +/- 

7% at 95% confidence level. Using WolframAlpha at 85%, 90%, 95% 

and 99% confidence level with sample size of 200, the margin of 

error were tested and achieved between 2.951 to 3.135 where 

Krejcie & Morgan, (1970) affirmed these are the outcome for 1500 

sample size. In the final analysis, a sample size of 200 dealers in the 

studied Telecommunication service provider has concluded that 

the survey data are valid and that decisions are guided and proven 

by concrete information. 

 

The adoption of Parametric Tests 

                                                                                                                                           

Parametric test is significance test which presupposes certain data 

distribution which in general the normal distribution, assume an 

interval level of measurements and expect homogeneity of 

variances when two or more samples are being compared. Garson 

(2012) articulates however it has been established that a moderate 

violation of parametric assumptions has little or no effect on 

substantiate conclusions in most instances. 

  

Table 3 Kurtosis and Skewness Analysis of PPS Study 
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Ho & Yu, 2014 asserts that in statistical methods and tests for data 

distribution normality, a rule of thumb that says a variable is 

reasonably close to normal if its skewness and kurtosis have values 

between –1.0 and +1.0. Table 3 illustrates that PPS study with -0.38, 

a negative skewer suggest that the data was the normal distribution 

and continuous. This is further supported by kurtosis 0.68 for PPS 

study pointed towards a relatively peaked distribution. Both 

skewness and kurtosis reflected the formulae and calculations used 

in PPS analyses simply revealed they were normally distributed 

(Ho & Yu, 2014) and not assumption of normality. Even though the 

sample sizes are smaller than the threshold limit values, the 

skewness and kurtosis tests confirmed that the data was normally 

distributed, thus the applicability in using the parametric test 

approach (Scibilia, 2013). The main assumption for parametric tests 

is that the data is normally distributed.  

 

 

PPS Research Reliability and Validity 

 

Table 4. Cronbach’s Alpha Test Mobile Telecommunication 

Service Industry 

     
              (CE: Communication Effectiveness, CP: Customer 

Perception, SF: Service Functionality,                               

                 PT: Product Technicality, PPS: Post-paid subscribers) 
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For the PPS research and data to be of value and of use, they must 

be both reliable and valid. In statistics or measurement theory, a 

measurement or test is considered reliable if it produces consistent 

results over repeated testing (Rindskopf, 2001). Table 4 attested the 

Cronbach’s alpha of 0.816 which articulated the project study and 

data presented are reliable in Mobile Phone Service industry 

analysis. If the study refers to Cronbach’s alpha, it still confirms the 

good reliability in the data collected and study done. In summary, 

reliability analyses shown the Cronbach’s alpha value 0.816 was 

good. Hence, the reliability of the data is assured.  

Table 5 Validity Test: Pearson Correlation Analysis 

 

 
 

Table 5 illustrates the validity test using Pearson Correlation 

Analysis which confirmed all items were valid as correlation 

significant (2- tailed) at less than 0.05.  

RESULTS AND DISCUSSION 
 

The exploration of the architecture components that interact and 

bolster the acquisition of new customers and retaining existing 

clients in the investigation of Post-Paid Subscribers with the 
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research hypothesis: ‚Post-Paid Subscribers (PPS) is the 

combination of strategy i.e. Communication Effectiveness (CE), 

Customer Perception (CP), Service Functionality (SF) and Product 

Technicality (PT)‛  and multiple linear regression equation 

 

                     PPS = 0+1CE+2CP+3SF + 4PT+.  

have brought coherent discussions and drew many new insights.  It 

is to test the research hypothesis and further verifies by survey 

summaries rated by Likert psychometrics 4-point scale. Abductive 

research approach was intended to make new discoveries in a 

logically and methodologically ordered way.   

 

Research Hypothesis Outcomes 

 

Multiple research approaches and methods were engaged in 

investigations and data collections. Multiple regression analysis is 

the instrument of choice for the data analysis. The basic nature and 

character of each PPS architecture component in connection with 

post-paid subscribers was elaborated and statistically tested. 

 
Figure 6 Relevance Tree on Post-paid Subscribers Commitment  in Telecommunication Service Industry

  
 

Figure 6 - Relevant Tree is a mind map that illustrates the path of 

the study to support the reading.  
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The study has explored how various PPS architecture components 

interacted and correlated with each other to achieve enviable PPS 

performances albeit some deficiencies. Each PPS architecture 

component was intensely studied using two critical elements each 

to validate its strengths in realizing effective PPS results. 

 

Research Objectives Investigation Outcomes 

 

Table 6 Research Objectives  Outcomes Analysis
Items Descriptions Research Results

RO1 The aim of this study is to focus on the

variables that affect the Post-paid Subscribers

(PPS) commitment which have been identified

as Communication Effectiveness (CE),

Customer Perception (CP), Service

Functionality (SF) and Product Technicality

(PT), the last two factors which contribute to

service quality.

Overall

CE (β=0.1088, t=1.5225, p=0.1295)

CP (β=0.0199, t=0.2905, p=0.7685) SF (β=0.4186, t=4.0004, p<0.01) PT

(β=0.3249. t=3.149, p=0.0019)

CP is not the predictor for PPS in multiple regression

In simple regression CP as an individual core factor with P<0.01 is

significant in determining PPS

RO2 Evaluate the relationship between PPS and

CE, CP, SF, and PT to assess and guide the

industries in its PPS efforts.

In addition to the positive multiple regression results expressed in

RO1, the Pearson Correlation in table 3.7 indicate correlation between

PPS and its core factors significant at 0.05 level (2-tailed), The study

derives a hypothesis stating a positive correlation between PPS and

CE, CP, SF, and PT sustainability

RO3 To identify the strengths of PPS core factors

in PPS prediction.

2 core factors, i.e. SF (p<0.01), and PT (p=0.0019) are strong and

highly significant predictors, CE (p=0.13) is moderately strong in PPS

prediction. CP (p>0.01) appeared insignificant predictor.

Multiple R=0.611 estimated a strong positive correlation between the

core factors.

RO4 To investigate the role of CE, CP, SF, and PT

as Core Factor in sustaining PPSP.

All core factors, except CP are critical predictors of PPS. As

demonstrated in acid test result table 4.3 CP failed to be a critical

factor in determining PPS.

The statistics in Table 4.2 have supported that CP was well adopted

and practiced by 80.2% (met the cut-off point of 80%) of the firm

played a very relevant role as core factor in guiding and directing all

other components of PPS architecture in realized PPS.

In addition, in isolation all 4 core factors passed their simple regression

test and appeared to be significant in determining PPS.

RO5 To evaluate the PPS core factors i.e. CE, CP,

SF, and PT as a stand-alone and isolated PPS

predictor.

PPS = CE (β=0.404, t=6.206, p<0.01)

PPS = CP (β=0.342, t=5.122, p<0.01)

PPS = SF (β=0.563, t=9.578, p<0.01)

PPS = PT (β=0.544, t=9.119, p<0.01)
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In respond to Fig 1 Research Objectives and Questions, the 

investigated conclusions have singled out that customer perception 

(CP) with multiple regression outcomes of β=0.0199, t=0.2905, 

p=0.7685>0.15 is not the predictor for PPS. There are two critical 

elements contributing to weaker correlations:  

 i. Network coverage with main service provider 

ii. Network coverage compared to the other telcos in the 

market. 

In short, this service provider failed to take advantage of the 

application technology to wow the customers who are looking for 

higher touch points and service experiences. 

 

Another marginal architecture component performance is 

Communication Effective (CE) with CE= (β=0.1088, t=1.5225, 

p=0.1295 <0.15) was a weak predictor. Further analyses on the 

critical elements  

i.     Comprehensive information about its services 

ii. Comprehensive information about its service in the TV, 

Radio advertisements 

suggests that there were insufficient cross- architectural strategic 

interactions  and lacks of internal collaboration. The failure of 

Customer Perception to attract new prospects can be attributed by 

the less than optimum Communication Effectiveness. 

 

Both Service Functionality (SF) and Product Technicality (PT) were 

playing the right role in sustaining PPS. 

 

Table 7 illustrated as stand-alone and unilateral architecture 

component, each one was a very strong predictor of PPS which 

signified the firm has a very strong product management capacity 

but negate by weaker integration and teamwork synergy.  

 

On objectives 2-5, the investigations have attested that they were 

met though still have rooms for improvement. 
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PPS= β0 + β1CE + β2CP + β3SF + β4PT + ε

Variables β t P

Communication 

Effectiveness (CE)

PPS = β0 +β1CE + ε 0.404 6.206 0.000 <  0.01

Customer 

Perception (CP)

PPS =β0  + β2CP + ε 0.342 5.122 0.000 < 0.01

Service 

Functionality (SF)

PPS = β0 + β3SF + ε 0.563 9.578 0.000 < 0.01

Product 

Technicality (PT)

PPS = β0 + β4PT + ε 0.544 9.119 0.000 < 0.01

Table 7 Factors Influencing The Commitment Of Post-paid Subscribers 

as stand alone Architecture components

 
 

Research Questions investigation Outcomes 

 

On research questions, table 8 illustrated the regression statistical 

outcomes as per following summary: 

RQ1: Only Customer Perception CP (β=0.0199, t=0.2905, p=0.7685) 

is not PPS predictor. 
 

RQ2-RQ5: All architecture components were PPS predictors 

Items Research Questions Research Outcomes

RQ1 Is Post-paid Subscribers commitment (PPS)

the results of combination of strategy that is

Communication Effectiveness (CE), Customer

Perception (CE), Service functionality (SF),

and Product Technicality (PT).

Attested PPS Predictor=

PPS=

CE (β=0.1088, t=1.5225, p=0.1295)

CP (β=0.0199, t=0.2905, p=0.7685) SF

(β=0.4186, t=4.0004, p<0.01) PT

(β=0.3249. t=3.149, p=0.0019)PPS = 0+1CE+2CP+3SF + 4PT+.

RQ2 Is Communication Effectiveness (CE) a

statistical significance PPS predictor?

Multiple Regression

CE= = 0.109, t=1.521, p=0.13

Simple Regression

CE = β=0.404, t=6.206, p<0.01

RQ3 Is Customer Perception (CP) a statistical

significance PPS predictor?

Multiple Regression

CP= β= 0.020, t=0.302, p>0.01

Simple Regression

CP = β=0.342, t=5.122, p<0.01

RQ4 Is Service Functionality (SF) a statistical

significance PPS predictor?

Multiple Regression

SF= = 0.419, t=4.009, p<0.01

Simple Regression

SF = β=0.563, t=9.578, p<0.01

RQ5 Is Product Technicality (PT) a statistic a

statistical significance PPS predictor?

Multiple Regression

PT= = 0.324, t=3.145, p=0.0019

Simple Regression

PT = β=0.544, t=9.119, p<0.01

Table 8 Research Questions Outcomes Analysis
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Statistical Hypothesis Outcomes 

PPS statistical hypothesis is to evaluate must firm actively engage 

into continuous customers’ commitment to be of any statistical  

significance in delivering sustainable PPS using Likert 4-point scale 

to score the activity level. The hypothesis is also applied to each 

PPS architecture component namely CE, CP, SP, PT assesses the 

required level of active practice to support the attainment of PPS.  

Table 9 PPS Statistical Hypothesis Tests Results illustrated that high 

level of PPS management practices and applications need to be held 

up with enhanced system and versatility in maintaining sustainable 

PPS. Communication effectiveness (CE), Customer perception (CP), 

Service Functionality (SF) and Product Technicality (PT) were all 

attested  rejecting the null  hypothesis H0: ≤2.00 and accepting 

H1:>2.00 .  

This statistical hypothesis is devised on the basis of the research 

hypothesis which requires consideration of:             

                                                                 

         a. the predictable data if the research hypothesis is true                                                         

         b. the predictable data if the research hypothesis is false                                                   

A statement concerning one or more distributions or concerning 

one or more parameters of a distribution such as mean, median, 

variance or range, there are always two statistical hypotheses. 

These two statistical hypotheses should be mutually exclusive and 

mutually exhaustive meaning that:  

i. there is no overlap between the two statements which must 

be mutually exclusive so that only one of the statements can 

be true, and;       

ii. the two statements should cover all conceivable possibilities 

i.e. mutually exhaustive.  
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Table 9 PPS Statistical Hypothesis Tests Results

Architecture 
Component

Hyphothesis
Equation

Hyphothesis Statement

CE H0: ≤2.00 T stat (6.206) is greater than the t
Critical one-tail (1.6487), the result
rejects the null hypothesis and accept
H1:>2.00

H1:>2.00

CP H0: ≤2.00 T stat (5.122) is greater than the t
Critical one-tail (1.6486) the result
rejects the null hypothesis and accept
H1:>2.00

H1:>2.00

SF H0: ≤2.00 T stat (9.578) is greater than the t
Critical one-tail (1.6489), reject the null
hypothesis and accept H1:>2.00

H1:>2.00

PT H0: ≤2.00 T stat (9.119) is greater than the t
Critical one-tail (1.6488), reject the null
hypothesis and accept H1:>2.00

H1:>2.00

 
 

Statistical hypothesis testing allows this research to perform 

inferences about smartphone products services industries 

parameters using data collected from survey questionnaires. A null 

hypothesis and an alternative hypothesis on population parameters 

are created from the statistics analyzed to determine accept or reject 

the null hypothesis using statistical tests. The decision rules are set 

prior to the statistical test. The hypothesis testing is always about 

population parameters making a decision, on the basis of sample 

data, on whether to reject or accept the conception that statistical 

significance PPS can be sustained by simple participation 

regardless of the PPS system and process competencies. Null 

hypothesis is a statement on population parameters will always use 

the operator ‚equality‛. Will also define an alternative hypothesis, 

denoted by H1, which will be this study’s conclusion if the 

experimental test indicates that H0 is false. 

 

RESEARCH SYNTHESIS 
 

This study investigated the significant level of practices of PPS 

management and marketing system and process. Under 

unpredictable and volatile business environments, most if not all 

competing firms centred their efforts on the fundamental means 

essential to facilitate continuous commitment of Post-paid 

Subscribers (PPS) today and in the future: 
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1. Service and technology supply chain planning and 

management in search of service supply chain surplus.  

2. Agile and cost efficient service practices. 

3. Strategic partner collaborations centring on transferring or 

sharing burdens to remain cost-competitive yet with 

differentiated service offering.  

4. Sourcing and Procurement management with transactional 

and aggressive relationships. 

 

The widespread and multifaceted business tactics and programmes 

are pervasive and mostly focus on continuous drawing and 

maintaining commitment of PPS. At the same time, it creates new 

and sustainable market segment in a volatile setting.  

Many firms still view post-paid mode as marketing programme but 

industries anxiously needed PPS continuous sustainability as vital 

business process. Few firms are adept in organizing the full PPS 

architecture continuum in business management and sustainability. 

This was the motivation for this PPS research. The swift, 

unpredictable and continuous transforming market and 

technologies have made PPS an unending challenge. Under current 

unpredictable business environment, firms must perform 

extraordinary PPS processes to capture strategic competitive 

advantages and profit sustainability. 

Theoretical Contributions and Implications on PPS Practices 
 

Why the research was conducted has important implication for the 

link between Post-paid subscribers and its independent variables. 

To show evidence of theoretical contribution, there are 

requirements to seriously examine and assess this project study, 

based on how research is conducted and evaluated on the 

telecommunication service product industry. From Communication 

Effectiveness (CE), Customer Perception (CP), Service Functionality 

(SF), and Product Technicality (PT), they provide holistic 

assessment of the entire business continuum characterized by the 

facts that PPS practices and applications are intimately 

interconnected. 
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The statistic regression model and equation: 

PPS=0+1CE+2CP+3SF+4PT+ is novel and refreshing. The new 

knowledge gained was supported by the research structure that the 

industry applied business platform application of Post-paid 

subscribers is the result of combining Communication Effectiveness 

(CE), Customer Perception (CP), Service Functionality (SF) and 

Product Technicality (PT). 

 

RECOMMENDATIONS FOR FUTURE ACTION 
 

PPS research revealed that Customer Perception is not supportive 

of the research objective. The researcher needs to redefine the 

parametric requirements to refine to more focused approach. A 

new and improved PPS approach to be developed to support the 

disruptive PPS sustainability. This entails structural changes not 

covered in this project research study. It also implies that PPS 

practices and applications need further study if a different set of 

variables should be assessed. 

 

CONCLUSION 

 

Research outcome indicate that the telecommunication service 

product industry is far from tranquil, and is only for well-prepared 

firms. Beware the steady moving targets in managing PPS, which is 

about nurturing the dynamic capability and sustainable 

competitive advantages.  Building capacities to manage PPS was 

vital and unless the aptitude was adeptly and intelligently utilized 

and managed to guide firm in right direction, organizations risked 

equipped with PPS system and procedures that have no usefulness. 

This relegated the PPS management as a programme or ad hoc 

response in times of adverse business pressures. The holistic views 

above were the driving points in the PPS study, resulting in new 

PPS management processes and structures. For this reason, all 

stakeholders contributed as part of the network in supporting the 

goals. As changes are implemented, continuous strategies and 

processes monitoring also begins. 
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The multiple linear regression statistics and ANOVA outcomes 

with Post-paid Subscriber (PPS) = CE (β=0.1088, t=1.5225, p=0.1295) 

+ CP (β=0.0199, t=0.2905, p=0.7685) + SF (β=0.4186, t=4.0004, p<0.01) 

+ PT (β=0.3249, t=3.149, p=0.0019) illustrated that CE as strategic 

thinking directed and guided CP, SF and PT to sustain statistical 

significant PPS prediction was itself a weak statistical significant 

predictor. 
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