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1. INTRODUCTION

The mobile network operator industry is one of the fastest growing sectors
in the World’s economy and additionally, certainly one of the most lucra-
tive. Indeed, Portio Research (2012) indicates that just over 800 mobile
network operators around the globe generate approximately $900 billion
of revenue annually — which amounts to 1.5% of global GDP. It is esti-
mated that at the end of 2012 there were 6.8 billion mobile subscriptions
(International Telecommunication Union 2013), which accounts for 96%
of the global population of 7.1 billion. The adoption of mobile phones
continues to occur at an astounding pace — previously in 2010 there were
5.4 billion, while in 2011 there were around 6.0 billion subscribers.

This growth is followed by a constant increase in demand of new ser-
vices by customers. Whereas twenty years ago mobile phones were used
merely for basic SMS and voice calls, nowadays mobile users see mobile
phones as a ubiquitous device that enables them to view and share var-
ious types of multimedia content via the Internet or pay on POS termi-
nals. In fact, it is expected that mobile phones will soon become the most
frequently used device to connect to the Internet. Aware of this, mobile
network operators invest a substantial amount of effort in improving cov-
erage and creating more reliable data-transfer 5G mobile networks.

In spite of the fact that this sector is experiencing tremendous growth,
it should also be noted that this is one of the most heavily regulated in-
dustries in the world - often allowing only three to five mobile operators
per country. Despite this oligopolistic environment, competition is often
quite fierce. This indicates that the value perceived by customers, custom-
er satisfaction, as well as corporate social responsibility and reputation
may have an enormous impact on success in mobile telecommunications
industry. With this in mind, the focus of this study was two-fold. First,
the intention was to empirically investigate whether perceived value -
consisting of emotional, social, functional and monetary value elements
- has an impact on satisfaction of mobile phone users. The second ob-
jective of the study was to examine the impact of customer satisfaction,
corporate social responsibility and corporate reputation on behavioral
intentions.

marketing.
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2. PERCEIVED VALUE

There are various interpretations of perceived val-
ue which have resulted in a considerable number of
distinct definitions (Hu et al. 2009). Nevertheless,
these can be allocated into two general categories.
The first view proposes that perceived value is a re-
sult of the relationship between benefits realized and
sacrifices made (Zeithaml 1988, Cronin et al. 2000).
The second approach considers perceived value to be
a multi-dimensional construct (Sanchez et al. 2006;
Sweeney/Soutar 2001). Although there are various
interpretations, numerous studies have documented
that perceived value has a positive effect on custom-
er satisfaction (Bontis et al. 2007; Hsu 2011; McDou-
gall/Levesque 2000). Certainly, customers’ future in-
tentions to continue with patronage of a given firm
are dependent on whether the product or service
meets their expectations, which are in turn developed
through a customer’s perceptions about those prod-
ucts or services (Kenyon/Sen 2012). Many of those
perceptions are based on how customers perceive
different aspects of value. Furthermore, marketing re-
search has shown that value has an important impact
on customer satisfaction in addition to behavioural
intentions (Ryu et al. 2010).

For the purposes of this research, the multi-dimen-
sional approach to perceived value used by Sheth et
al. (1991), as well as Sweeney and Soutar (2001) was
employed - including the following four value dimen-
sions: emotional, social, functional and monetary.
As Chang (2008) suggests, emotional value is linked
with a product’s or service’s ability to result in stim-
ulating the occurrence of feelings or affective states,
which is in line with the proposal that every product
or service that has a propensity to result in a change in
consumer emotions possesses emotional value (Sheth
et al. 1991). Social value is linked with customer as-
pirations to be associated with desired social groups.
In fact, consumers experience products and services
as more than just a means of fulfilling their needs or
solving their everyday problems. Indeed, they are seen
as instruments that have the necessary capability to
further advance their social image or improve their
self-confidence (Chang 2008). In the context of this
study, social value is generated though the fact that
mobile operators enable customers to easily get in
touch with others (Deng et al. 2010), giving them a
sense of constant connectedness even when they are
physically separated from others.

Some researchers divide functional value into four
elements, including: the functional value of the estab-
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lishment (installations), the functional value of the
contact personnel (professionalism), the functional
value of the service purchased (quality) and the func-
tional value price (Roig et al. 2009). In the study, all
four components of perceived value have a positive
statistically significant impact on customer satisfac-
tion. However, for the purpose of this research, func-
tional value is mainly related to the quality of services
rendered, i.e. a mobile operator’s potential to deliver
services promptly and accurately. The final compo-
nent of perceived value examined in the study was
monetary value. Monetary value refers to whether the
mobile operators have provided an adequate service
in relation to monetary costs (price) and non-mone-
tary costs (invested time, effort or energy) for obtain-
ing the service. In a research conducted by Deng et
al. (2010), statistically significant impact of emotion-
al and functional value on customer satisfaction was
confirmed. In line with results of previous studies, we
conceptualized the following four research hypothe-
ses:

H1: Functional value has a positive effect on customer
satisfaction

H2: Emotional value has a positive effect on customer
satisfaction

H3: Social value has a positive effect on customer sat-
isfaction

H4: Monetary value has a positive effect on customer
satisfaction

3. SATISFACTION

Satisfaction is a latent variable that includes a custom-
er’s subjective perception regarding the quality of a
product or a service. It is often viewed as the feeling
that occurs in a customer upon completing a pur-
chase, in the phase following the acquisition of a ser-
vice (Seni¢/Marinkovi¢ 2012). Measuring satisfaction
is not based solely on customer experience, but also on
their expectations in terms of product/service quality.
Therefore, it represents a function of expectations and
perceived product or service attributes. Satisfaction is
actually an emotional reaction that is manifested in
situations when perceived performance of a product
or service exceeds expectations (Oliver 1981). Cronin
et al. (2000) found that satisfaction — when consid-
ered simultaneously with service quality and service
value — has a direct impact on behavioural intentions.
A study by Clemes et al. (2010) showed that higher
levels of satisfaction have positive impact on future
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behavioural intentions. In a similar study performed
in the heritage tourism setting it is suggested that the
higher levels of satisfaction that heritage tourists ex-
perience, the more positive behavioural intentions
they will have (Chen/Chen 2010). Finally, Ryu et al.
(2009) prove the same relationship in the restaurant
setting. Yet, the relationship between satisfaction and
behavioural intention in the telecommunications set-
ting has rarely been explored previously. Thus, the fol-
lowing hypothesis is proposed:

H5: Customer satisfaction has a positive effect on be-
havioural intentions.

4. CORPORATE SOCIAL RESPONSIBILITY

With constantly increasing numbers of customers and
various stakeholders groups who begin to acknowl-
edge the significance of corporate ethics, many com-
panies are turning towards promoting environmental-
ly sustainable and socially reputable business conduct
in their everyday business. This approach to business
has gathered pace due to the recent rapid globaliza-
tion of business (Guo et al. 2009) and an awareness of
its possible adverse effects on society in general. Now-
adays, companies embark upon many activities that
include philanthropy, increased community involve-
ment, greater care for the environment, corporate
accountability or corporate citizenship. As suggested
by Silberhorn and Warren (2007), many of these ac-
tivities, although slightly different, are strongly related
and represent different manifestations of corporate
social responsibility (CSR).

Researchers have not yet come up with the unique
definition of CSR (Pirsch et al. 2006). Definitions
usually evolve around the notion of a firm’s readiness
to cater to the needs of local communities, through
minimizing harm and maximizing well-being. Proba-
bly one of the most frequently used interpretations of
CSR is that of Carroll (1999) who views this construct
as a synergy of four corporate responsibilities classi-
fied into economic, legal, ethical and discretionary
(philanthropic) areas (Matten/Crane 2005).

In this study the intention was to examine the
significance of CSR on customer’s behavioural in-
tentions. This relationship has been the subject of a
number of studies in the past. Several studies found
that CSR affects — directly or indirectly — responses
to products by consumers (Brown/Dacin 1997; Be-
rens et al. 2005; Berens et al. 2007). Sen and Bhat-
tacharya (2001) have expanded the research on CSR
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by implying that CSR in certain domains can have a
direct impact on consumer product reaction in terms
of a company’s product attractiveness. However, they
also implied that under certain conditions, CSR could
decrease consumers’ intentions to buy a company’s
products. A particularly interesting piece of research
was conducted by Ali et al. (2010), who reported that
clients of mobile operators do not consider operator’s
CRS actions as significant in terms of their future pur-
chase intentions. Thus, we propose the following hy-
pothesis:

Heé: Corporate social responsibility has a positive ef-
fect on behavioural intentions.

5. CORPORATE REPUTATION

Corporate reputation represents one of the elements
of a company’s marketing communication (Balmer/
Greyser 2006) that is becoming increasingly difficult
to control and manage (Brunk 2010). Although, the
concept itself has been around since the 1950s, com-
panies have started to exploit it extensively in the
last two decades. This has attracted growing interest
from researchers, who suggested numerous defini-
tions (Barnett 2012). In fact, in their study, Lange et
al. (2010) review over forty articles that discuss and
define corporate reputation, grouping the meaning
of the concept into three broad categories: a) being
overall known, b) being known for something specif-
ic and c) generalized favorability - including largely
positive perceptions of corporation. For the purposes
of this study a definition by Walsh and Beatty (2007)
will be adopted. They see customer reputation as ‘the
customer’s overall evaluation of a firm based on his or
her reactions to the firm’s goods, services, communi-
cation activities, interactions with the firm and/or its
representatives (e.g. employees, management) and/or
known corporate activities.

In conjunction with CSR, the impact that corporate
reputation has on behavioural intentions will be ex-
amined, which has rarely been undertaken previously.
However, the relationship between corporate reputa-
tion and loyalty has seen considerable research. Walsh
et al. (2009) found that it has a significant positive
impact on customer loyalty. Additionally, Andreassen
and Lindestad (1998) reported that corporate reputa-
tion indirectly influences customer retention. A study
by Nguyen and Leblanc (2001) reported that the level
of customer loyalty is likely to be higher when both
corporate image and corporate reputation are per-



ceived favorably by customers. There have also been
empirical studies that have confirmed that corporate
reputation has a direct impact on loyalty of consumers
who are making purchases in the online environment
(Caruana/Ewing 2010). In accordance with a review
of the existing literature the following hypothesis has
been conceptualized:

H7: Corporate reputation has a positive effect on be-
havioural intentions.

6. BEHAVIOURAL INTENTIONS

Although a very complex construct, loyalty is often
seen by many researchers and practitioners as one of
the key ingredients of an organization’s success in the
market (Set6-Pamies 2012). Even though most of the
initial studies on loyalty largely dealt with the behav-
ioural element (Cunningham 1956), nowadays this
concept is often seen as one that comprises of the at-
titudinal and behavioural element (Day 1969; Jacoby
1971; Dick/Basu 1994; Rauyruen/Miller 2007). Usual-
ly, the behavioural constituent of loyalty is manifested
through a customer’s repeated patronage (Sonmez/
Graef 1998) of services/products from the same com-
pany. Oliver (1996) defines the concept as an asserted
possibility to engage in a particular behavior. This is in
line with the view of Ajzen and Fishbein (1980) who,
on a sociological level, view behavioural intention as
an individual’s decision to behave in a particular man-
ner in the future. In the business context, Zeithaml et
al. (1996) identify customer’s behavioural intentions
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with a company’s capacity to have customers do a
number of things for a company, including a repeat
purchase from the company, suggesting to others that
they buy from the company or share positive expe-
riences about the company with others. For the pur-
poses of this research, behavioural intention is viewed
as a customer’s conscious intent to repeatedly use the
services of a mobile network provider for a longer pe-
riod of time.

In accordance with assumed relationships among
components of perceived value, customer satisfac-
tion, corporate social responsibility, corporate reputa-
tion and behavioural intentions, a research model was
conceptualized and is shown in Figure 1.

7. METHODOLOGY

The study had several objectives. The effects of four
components of perceived value (functional value,
emotional value, social value and monetary value) on
customer satisfaction were examined. In addition, the
statistical significance of the impact of customer sat-
isfaction and corporate reputation on behavioural in-
tentions was tested. As a separate goal, measuring the
impact of corporate social responsibility on behav-
ioural intentions can be stressed. The desire would be
to determine the extent to which customers perceive
socially responsible corporate behavior as an impor-
tant component in nurturing long-term relationships.
It is quite interesting to understand the significance of
this variable on behavioural intentions in comparison
to the impact of customer satisfaction, which is cre-

Corporate
reputation

Behavioral
intentions

Customer
satisfaction

Corporate
social
responsibility
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ated under the influence of the combined impact of
the four components of perceived value. In this man-
ner it would be possible to clearly determine to which
extent the awareness of socially responsible behavior
developed among customers in a particular service
business sector.

Research was done in the context of the mobile
network operator market. The sample consisted of 246
respondents who were subscribers to three European
mobile network operators doing business in the Ser-
bian market. The survey used to gather primary data
consisted of 28 statements that were evaluated by the
respondents via a seven-point Likert scale (1 - I com-
pletely disagree; 7 — I completely agree). Prior to dis-
tributing the survey to the respondents, several uni-
versity professors and employees of mobile operators
were involved in the focus group, with a goal to iden-
tify and eliminate potential issues or ambiguities that
respondents might have when filling in the survey.

The selection of statements used to measure the
variables of the research model was compiled based
on the review of the relevant literature. The basis for
conceptualizing statements used to measure func-
tional, emotional and social values was found in the
studies of Roig et al. (2009) and Deng at al. (2010).
Functional and emotional values were measured by
four statements, while three statements were used for
measuring social value. Monetary value was measured
through four statements that were taken and adapted
from Deng et al. (2010) and Johnson et al. (2001). Sat-
isfaction was measured by three items that are found
in the American Customer Satisfaction Index (Fornell
et al. 1996). The three statements used to measure cor-
porate social responsibility were adapted from Mand-
hachitara and Poolthong (2011). To measure corpo-
rate reputation, four items adapted from Jeng (2011)
were used. Finally, Ha and Jang (2010) were the source
for three statements used for measuring behavioural
intentions.

Data analysis was performed in the Statistical
Package for Social Sciences (SPSS 13) and AMOS 18.
In the first step, confirmative factor analysis was em-
ployed in order to determine the fitness of the pro-
posed model. Thereat, the value for x2 / df, as well as
the value of the following fit indices were obtained:
comparative fit index (CFI); Tucker - Lewis index
(TLI), incremental fit index (IFI), root mean square
error of approximation (RMSEA). In addition, con-
vergent validity, discriminant validity and composite
reliability were also examined. Based on Cronbach’s
alpha coeflicient values, the internal consistency of
statements used to measure the latent variables was
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confirmed. By utilizing structural equation modeling,
assumed relationships among the variables of the con-
ceptualized model were tested.

8. RESULTS AND DISCUSSIONS

Descriptive statistics for the sample showed that
46.7% of respondents were male and 53.3% were fe-
male. If were observe age structure, the largest portion
of respondents falls into the 32-38 age group (28.9%
of respondents), followed by 25-31 years old (20.3%).
The remaining respondent groups in the sample were
less represented, as show in Table 1. Respondents with
bachelor diplomas comprised 46.3% of the sample,
followed by holders of high school diplomas (34.5%),
while the remaining 19.1% had obtained an associate
degree. The sample involved respondents with differ-
ent occupational profiles.

Prior to examining the assumed relationships
among variables, through use of confirmative factor
analysis, the fitness of the measurement model was

TABLE 1. Descriptive statistics of respondents’
characteristics (n = 246)

Demographics Frequency %
Gender
Male 115 46.7
Female 131 53.3
Age
18-24 33 13.4
25-31 50 20.3
32-38 71 28.9
39-45 30 12.2
46-52 23 9.3
53-59 19 7.7
Over 60 20 8.1
Education
High school diploma 85 34.5
Associate’s degree 47 19.1
Bachelor’s degree or higher 114 46.3
Occupation
Student 47 19.1
Manager/entrepreneur 29 11.8
Professor, engineer, physician 44 17.9
Clerk 38 15.4
Worker 28 11.4
Vendor 22 8.9
Retired 23 9.3
Other 15 6.1




TABLE 2. Results of confirmative factor analysis

Statements

Functional value
My mobile operator is a reliable company
My mobile operator completely satisfies my needs

Overall, my mobile operator adequately renders its services

Information given by staff is very useful to the clients
Emotional value

| have a good feeling while using service of my mobile operator
Using service of my mobile operator is giving me satisfaction
Service offered by my mobile operator are very interesting

| feel relaxed while using service of my mobile operator
Social value

As a client of my mobile operator | feel as a socially acceptable person
| have a feeling of belongingness to other clients who are also using service of my

mobile operator
Monetary value
Price of services of my mobile operator are adequate

Mobile operator has a well balanced relationship between value and price of

services
Price of services are in line with my expectations

Price of services of my mobile operator are adequate in comparison to the prices

of other mobile operators
Customer satisfaction

Services of my mobile operator exceeded my expectations
Services of my mobile operator are close to services offered by an ideal mobile

operator
Corporate social responsibility

My mobile operator is focused on sponsoring various manifestations to an

adequate extent
My mobile operator provides student scholarships
Corporate reputation

My mobile operator is very respected company in its branch of business

My mobile operator is a professional company
My mobile operator is a stable company
Behavioral intentions

In future, | will continue using service of my mobile operator
| am willing to recommend my mobile operator to others
I am willing to share nice impressions regarding my mobile operator with others

Factor

loadings AVE B

0.69 0.89
0.771
0.809
0.883
0.869
0.69 0.90
0.894
0.866
0.771
0.798
0.70 0.82

0.876
0.794

0.77 0.93

0.888
0.946
0.876
0.788

0.86 0.92

0.925
0.931

0.64 0.77

0.679

0.903

0.69 0.87
0.842
0.897
0.748

0.79 0.92
0.788
0.928

0.949

tested. In the first step of the analysis, four statements
which have low item-to-total correlation were exclud-
ed. The model that finally surfaced has an adequate
fit. The proportion between the chi-square value and
degrees of freedom is within an acceptable range (x*=
534.624; df = 224, p < 0.01; x2 / df = 2.38). This val-
ue is lower than 3, which is in accordance with the
recommendation suggested by Carmines and Mclv-
er (1981). Other fit models also have acceptable val-
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ues (CFI = 0.941; TLI = 0.927; IFI = 0.942; RMSEA
= 0.075). Given that the value of the CFI, TLI and IFI
indices were greater than the 0.9 threshold (Byrne
1998), and the value of RMSEA is lower than 0.008
(Hair et al. 2006), it can be inferred that an adequate
model was conceptualized.

All factor loadings are greater than 0.6 and their
values are significant at the 0.01 level. The average var-
iance extracted (AVE) of all constructs is higher than
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TABLE 3. Tests of hypothesized relationships

Hypothesis

H1: Functional value — customer satisfaction

H2: Emotional value — customer satisfaction

H3: Social value — customer satisfaction

H4: Monetary value — customer satisfaction

H5: Customer satisfaction — behavioral intentions

H6: Corporate social responsibility — behavioral intentions

H7: Corporate reputation — behavioral intentions

Estimates Conclusion
0.611"" Supported
0.023"s Not supported
0.215™ Supported
0.405™ Supported
0.452™ Supported
0.136M™ Not supported
0.252" Supported

™ Significant at 0.01 level.
"s not significant

a threshold of 0.5 which satisfies the condition of con-
vergent validity (Fornell/Larcker 1981). In the case of
the model used, the AVE values of latent variables are
within the range 0.64 - 0.86 (Table 2). Given that the
AVE value of each individual variable is greater than
the squared correlations between given and other var-
iables, discriminatory validity was also assured. In ad-
dition, all the coefficient composite reliability values
were greater than 0.60 (Bagozzi/Yi 1988). Based on
Cronbach’s alpha coefficient value analysis, internal
statement consistency, within each variable of concep-
tualized model, was analyzed. In the case of all vari-
ables, Cronbach’s alpha coeflicient value was greater
than the 0.7 threshold suggested by Nunnally (1978).

The structural equation model was used to test
all hypotheses. The fit of the structural model was
sufficient (x2 = 590.411; df = 230; p < 0.01; x2/df =
2.57; CFI = 0.932; TLI = 0.918; IFI = 0.932; RMSEA =
0.080). The model included eight latent variables that
were grouped at three levels. At the first level, four
types of perceived value are placed and their impact
on customer satisfaction (hypotheses 1-4) was tested.
The second level, apart from customer satisfaction,
comprises of corporate social responsibility and cor-
porate reputation. In the study, the impact of the three
variables on behavioural intentions was measured and
was placed in the third level of the research model
(hypotheses 5-7).

Five out of the seven relationships that were tested
emerged as statistically significant. The results show
that functional, monetary and social values are statis-
tically significant triggers of satisfaction. Functional
value turned out to have the strongest impact (es-
timate = 0.611, p < 0.01), followed by the impact of
monetary value (estimate = 0.405, p < 0.01) and social
value (estimate = 0.215, p < 0.01) - thus, confirming
hypotheses H1, H3 and H4 (Table 3). The given re-
sults imply that the reliability of the delivered service,
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professionalism and the quality of given information,
price, as well as the feeling of belongingness to a refer-
ral group are the major factors in creating customer
satisfaction. On the other hand, whether emotional
value has a statistically significant impact on satisfac-
tion was not confirmed, thereby rejecting hypothesis
H2. Clearly, a customer’s emotions related to the use
of a mobile operator’s service do not have an impor-
tant role in creating customer satisfaction in compari-
son to functional, monetary or social value.
Customer satisfaction surfaced as a statistically
significant antecedent of behavioural intentions (esti-
mate = 0.452, p < 0.01), thus confirming hypothesis
H5. The impact of corporate reputation on behaviour-
al intentions is weaker compared to the impact of cus-
tomer satisfaction, but it is also statistically significant
(estimate = 0.252, p < 0.01), which in turn confirms
hypothesis H7. Unlike satisfaction and corporate
reputation, the conducted study did not establish a
statistically significant impact of corporate social re-
sponsibility on behavioural intentions, thus rejecting
hypothesis H6. Evidently, socially responsible activi-
ties of the mobile network operator, unlike customer
satisfaction, are not positioned in the mind of custom-
ers as a factor that will have an impact on them when
considering continued patronage with a given mobile
operator or whether they would be willing to recom-
mend their operators to friends and acquaintances.

9. CONCLUSIONS

The study investigated the impact of four types of per-
ceived value on customer satisfaction, as well as the
impact of customer satisfaction, corporate reputation
and corporate social responsibility on behavioural in-
tentions and as such, it offers useful theoretical and
managerial implications. In a theoretical context, the



research contributes to the existing literature, given
the fact that the concept of perceived value was ana-
lyzed through four components - functional, emo-
tional, social and monetary. In that manner, the study
rather holistically accents the role of perceived value
in creating customer satisfaction. In fact, in a limit-
ed number of studies, perceived value is expressed
through the four components. The results indicated
that functional and monetary values have the most
significant impact on customer satisfaction. The role
of social value is somewhat weaker, but it is also statis-
tically significant. The sense of social connectedness
with other clients, on one hand and the impact of ref-
erent groups on the other, do drive customer satisfac-
tion to a great extent. It is important to stress that the
study did not, however, confirm a significant impact
of emotional value on customer satisfaction.

The originality of the research is reflected in the fact
that the impact of corporate reputation and corporate
social responsibility on behavioural intentions was
tested. It is particularly important to stress that corpo-
rate social responsibility gave a specific characteristic
to the conceptualized model. By using this variable,
the extent to which the socially responsible activities
of mobile network operators actually influence client
attitude towards future use of operator’s services and
willingness to recommend operator to others, could
be determined. Nevertheless, the findings revealed
that customer satisfaction is the single most important
driver of behavioural intentions. Client perceptions of
corporate reputation also have an impact on behav-
ioural intentions. However, the results of the research
did not confirm a significant impact of corporate so-
cial responsibility on behavioural intentions. Evident-
ly, in the client’s eyes, sense of satisfaction and a com-
pany’s reputation are the most important factors when
deciding on continuing a business relationship with a
mobile operator, while, on the other hand, it appears
that clients still do not attribute much significance to
mobile operator’s socially responsible activities, such
as the sponsorship of events or the provision of stu-
dent scholarships. However, this could be attributed to
the social fabric of the respondents, given that Serbia
is a former socialist country whose inhabitants have
a rather different perception of corporate citizenship
in comparison with their Western counterparts. In a
socialist system it was expected that a state-run and
state-owned company supports local sports teams,
cultural or social events, whenever such support was
needed or demanded. After all, the comprehension of
corporate social responsibility is different even among
the traditionally capitalist countries - as Fifka (2013)
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points out in his study on perceptions of corporate cit-
izenship in the United States and Germany.

With regards to managerial implications, it is nec-
essary to emphasize that management needs to direct
its attention towards improving functional and mon-
etary aspects of value. Reliability, professionalism of
staff, the provision of valuable information and ser-
vice pricing, represent the most important drivers of
customer satisfaction. Interestingly, results reveal that
the emotional connectedness of clients with mobile
operators does not lead to satisfaction. Obviously,
some other elements of the service offering — such as,
functionality and price — are seen as more significance
by the clients. Therefore, it is important that manage-
ment improves the level of affective loyalty regarding
company activities. It is highly advisable that manage-
ment activities are directed towards better linked ser-
vices relating to self-concept and client lifestyle.

Given that satisfaction has surfaced as a significant
antecedent of behavioural intentions, management
should be aware of the fact that in given market con-
ditions, focus on functional and monetary values can
facilitate improving customer satisfaction, which in
turn increases a client’s willingness to recommend the
operator and a readiness to use an operator’s services
in the future. Strong corporate reputation is one more
factor could be considered as a cornerstone of nurtur-
ing long-term relationships with the clients. Although
corporate social responsibility did not appear as a sig-
nificant antecedent of behavioural intentions, man-
agement should not downscale its socially responsible
activities. Namely, successful marketing campaigns
can strengthen customer loyalty - particularly to-
wards those companies whose actions, such as pro-
viding student scholarships, assist in improving the
quality of a society and the overall national economy.

LIMITATIONS AND FUTURE RESEARCH

The study has several limitations. The conceptual-
ized research model is tested in the domain of mobile
network operators, but it would be desirable for this
model to be applied to other service industries as well.
Such an approach would allow for the comparative
analysis of results across different service industries.
It could then be determined if the four components of
perceived value have a different degree of impact on
customer satisfaction in different service settings. In
addition, it would be interesting to examine if corpo-
rate social responsibility appears as a significant trigger
in other service businesses. It would also be desirable
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to conduct studies in successive time intervals, which
would allow for more profound tracking of customer
perceptions concerning the variables of the suggested
model. It would be useful for future studies to create

new models that would include new variables. For in-
stance, the concept of loyalty could be analyzed by uti-
lizing two components - attitudinal and behavioural
loyalty. In addition, it would be useful for the model
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Apstrakt:

Faktori uticaja na nameravano
ponasanje: Istrazivanje korisnika
usluga mobilnih operatera u Srbiji

Vladimir Senié, Veljko Marinkovié¢

U oblasti usluznog marketinga koncept percipirane
vrednosti sve vi§e zaokuplja paznju autora i istrazivaca.
Percipirana vrednost predstavlja multidimenzionalni
kocept koji obuhvata ve¢i broj razli¢itih komponenti. U
prezentovanoj studiji, analiziraju se ¢etiri klju¢ne kompo-
nente: emocionalna, drutvena, funkcionalna i nov¢ana
vrednost. Cilj studije je bio da se odredi uticaj pomenute
Cetiri komponente vrednosti na satisfakciju potrosaca,
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kao i da se testira uticaj satisfakcije, drustveno odgovor-
nog ponasanja i korporativne reputacije na nameravano
ponasanje potrosaca na trzistu mobilne telefonije u
Srbiji. Istrazivanje pociva na pretpostavci da kada je cilj
uspostavljanje dugoro¢nih odnosa s potro$a¢ima, osim
njihove satisfakcije, percipirana drustvena odgovornost i
reputacija kompanija takode imaju veliki znacaj.
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