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Abstract 
 
Purpose – The study investigates the extent to which the satisfaction/delight experienced 
by customers of cell phone network service providers is influenced by their perceptions 
of the networks’ employee service delivery skills and the value that the customers derive 
from the networks’ offerings. In turn, the influence of the extent of their satisfaction/delight 
on future behavioural intention is determined.  
 
Design/methodology/approach – An descripto-explanatory research design was 
followed and data was collected from satisfied/delighted cell phone network service 
provider customers using self-administered questionnaires. A total of 593 responses were 
suitable for analysis. An exploratory factor analysis was used to uncover the 
interrelationships between the items measuring the study’s constructs. Furthermore, the 
measurement and structural models were assessed.   
 
Findings – Perceived employee service delivery skills and value significantly and 
positively influence customer satisfaction/delight experiences, while customer 
satisfaction/delight experiences significantly and positively influence their behavioural 
intentions. 
 
Research implications – The model tested confirms the hypothesised relationships 
between perceived employee service delivery skills, perceived value, customer 
satisfaction/delight experiences and behavioural intentions of cell phone network 
customers. Customer satisfaction/delight experiences are linked to their two antecedents 
(perceived employee service delivery skills and value) and their outcome, behavioural 
intention. 
 
Managerial implications – The findings assist cell phone network service providers in 
understanding how perceived employee service delivery skills and value can foster 
customer delight, ultimately leading to positive behavioural intentions from customers. 
 
Originality/value – The study focused only on satisfied customers and determined the 
interrelationships of the extent to which they encounter customer satisfaction/delight 
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experiences and related constructs. Few research studies, however, have examined how 
customer satisfaction/delight experiences relate to the antecedents and outcome. 
 
Keywords Perceived employee service delivery skills, Perceived value, Customer 
satisfaction, Customer delight, Customer satisfaction/delight experiences, Behavioural 
intention, Cell phone network service provider 

 
Paper type Research paper 
 
This work is based on research supported in part by the National Research Foundation 
of South Africa (Grant Number: 104662).  
 
Disclaimer: 
Any opinion, finding and conclusion or recommendation expressed in this material is that 
of the authors and the National Research Foundation of South Africa does not accept any 
liability in this regard. 
 

Introduction 
 

Satisfying the needs of customers is not enough to retain customers over the long 
term (Trasorras et al., 2009); therefore service providers often build in switching costs to 
retain their customers (Lam, Shankar, Erramilli and Murthy, 2004). Relying solely on this 
approach often proves counterproductive, as customers simply remain with the service 
provider only to avoid the costs of severing the relationship and not always out of their 
own free will, resulting in negative consequences for service providers, especially if 
customers are dissatisfied, such as with their spreading negative word-of-mouth (Lee and 
Neale, 2012). Matzler, Strobl, Thurner and Füller (2015) further profess that switching 
costs impact negatively on customer satisfaction and customers’ behavioural intention. 
Instead of relying primarily on switching costs, creating customer delight or “going beyond 
satisfaction” (Torres and Kline, 2013), is often cited as a way service providers can retain 
customers and positively impact on customers’ future behavioural intentions (Liu and Keh, 
2015). 
 

Numerous research studies have investigated the interrelationships between 
customers’ level of satisfaction, its antecedents such as service experience perceptions 
and perceived value as well as a possible outcome, namely behavioural intention in 
different contexts and service settings. Few research studies have, however, examined 
how customer delight relates to its antecedents and outcome. Customer delight is also a 
relatively novel construct and has generally received little attention as a relational 
determinant (Bowden-Everson, Dagger and Elliott, 2013). 
 

In this study customer delight was considered as an elevated level of customer 
satisfaction (Torres and Kline, 2013; Füller and Matzler, 2008). Based upon the work of 
Berman (2005) who focussed on differentiating between the attributes of customer 
satisfaction and delight, a scale was developed to measure the extent of customer delight 
and satisfied customer experience on a continuum where customer satisfaction is 
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represented on the one end, and customer delight on the other (customer 
satisfaction/delight). The customers’ service experience perceptions, value perceptions 
and behavioural intentions towards a cell phone network service provider in an emerging 
market context were also studied, and how these constructs relate to one another. The 
study aimed at determining the extent to which the delight experienced by customers of 
cell phone network service providers is influenced by their perceptions of the networks’ 
employee service delivery skills and the value they derive from the networks’ offerings. In 
turn, the influence of the extent of their delight on future behavioural intention was 
determined. 
 

The study contributes to theory since it indicates that the previously identified 
relationships between customer satisfaction and its antecedents and outcome are also 
evident between the customer satisfaction/delight experiences construct and these 
antecedents and outcome in an emerging market context. A model was proposed and 
verified that illustrates the B2C relationships between customer satisfaction/delight 
experiences, its antecedents and behavioural intention within a South African cell phone 
network service provider context. From a managerial perspective, the study contributes 
in potentially assisting cell phone network service providers in understanding how 
perceived employee service delivery skills and value can foster customer delight, 
ultimately leading to positive behavioural intentions from customers. 
 

This paper provides an overview of the context within which the study is set. This is 
followed by an exposition of the theories grounding the study and an explanation of the 
key constructs of the study. The hypotheses for the study are presented and a theoretical 
model is proposed. The research methodology is followed by the results, the findings and 
the managerial implications of the study. 
 
Theoretical framework 
 
Cell phone network service providers in South Africa  
 

The South African cell phone market can be characterised as having one of the 
fastest growth rates in the world since cell phone services were introduced to South Africa 
in 1994 (Bendi, 2016). The use of cell phones by South Africans increased from 17% 
having cell phones in 2000 to 82% owning cell phones in 2015. In 2016, a total of 35 
million South Africans were using cell phones, with the dominant cell phone network 
service providers in the market being MTN (approximately 29.1 million subscribers), 
Vodacom (approximately 30.1 million subscribers), Cell C (approximately 22 million 
subscribers) and 8ta, a subsidiary of Telkom (approximately 2.3 million subscribers) 
(Businesstech, 2016; South Africa Info, 2016). 
 

In 2015, South Africa had a total of 87.7 million mobile connections and a SIM 
penetration of 133%. This implies that South Africans own more than one cellular phone 
(Fripp, 2017; Businesstech, 2016). The forecast for the South African market in 2020 is 
that it will be worth USD 3116.7 million, with an increase of 20.4% in sales between 2015 
and 2020. The largest market share growth is predicted for Cell C with a potential annual 
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growth in sales of 5%, based on the possibility of a merger between Cell C and Telkom’s 
8ta. This merger is proposed to provide strong competition to the current market leaders 
in the South African market, namely Vodacom and MTN (South Africa Info, 2016). In 
2020, it is expected that the South African mobile phone market will represent a volume 
of approximately 28 652 million units, indicating a growth of 32.6% from 2015 
(MarketLine, 2016). 
 

It is evident that the South African cell phone market is characterised by fierce 
competition, and merely satisfying customers is not enough for a cell phone network 
service provider to survive and prosper. The study therefore explores whether perceived 
employee service delivery skills and value can lead to satisfied customers being 
delighted, and whether this state will ultimately influence the behavioural intention of 
customers of cell phone network service providers. 
 
 
 
 
Theories grounding the study 
 

The study draws on the principles of the Theory of Reasoned Action (TRA) and 
the Relationship Marketing theory with respect to the constructs investigated and the 
proposed relationships between the constructs. Hoogstraten et al. (1985) state that the 
TRA, which was proposed by Ajzen and Fishbein in 1980, suggests that changes in 
consumer behaviour are primarily caused by two factors. The first factor is changes in 
“beliefs about the consequences of performing or non-performing the target behaviour”, 
and the second factor relates to “the beliefs a person has about whether other people will 
approve or disapprove of his or her performing the target behaviour” (Hoogstraten et al., 
1985). Newton et al. (2014) concur by stating that the fundamental principle of the TRA 
relates to the fact that a person will endorse actions that will secure desired results and 
which are supported by others. Thrasher et al. (2011) conclude that one factor is of a 
personal nature and the other reflects social influence. The TRA ultimately proposes a 
model that predicts consumer intention which is grounded in the attitudinal and normative 
beliefs of a person (Southey, 2011). Paul, Modi and Patel (2016) validate the relevance 
of the TRA in social sciences by stating that the key foundation of TRA is the intention of 
an individual to engage in given behaviour. They further continue to validate the relevance 
of TRA by stating that this theory has outstanding predictableness and has been very 
much relevant to forecast the behavioural intentions and behaviours of individuals in the 
fields of marketing management and consumer behaviour.  

 
In terms of the Relationship Marketing theory, Knox and Gruar (2007) state that 

since the new millennium began, relationship marketing has played a growing role in the 
management of customers to build long-term relationships. They argue that relationship 
marketing offers a “reformist agenda” for the management of customers as it highlights 
customer collaboration in the establishment and management of the relationship-building 
process “beyond the immediacy of market transactions”. Relationship Marketing theory 
departs from a customer orientation perspective with the primary advantage being the 
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retention of the customer, increased loyalty, a reduction in marketing costs, and increased 
profits (Stavros and Westberg, 2009; Christopher et al., 2002; Berry and Parasuraman, 
1991). Therefore, the theory of Relationship Marketing encompasses an all-inclusive 
approach towards marketing, aimed at managing existing customer relationships to 
secure customer loyalty as a behavioural outcome (Chang et al., 2015). 
 

As highlighted earlier, the authors draw on the principles of these theories to 
hypothesise the relationships between the constructs of the study, in respect of South 
African cell phone network service providers, to determine the extent to which customer 
delight with the network is influenced by their perceptions of employee service delivery 
skills and of the value of the network’s offerings. In turn, the influence of the extent of their 
delight on future behavioural intention is determined. No previous study in the context of 
South African cell phone network service providers has applied the Theory of Reasoned 
Action to understand the factors that influence customer satisfaction and customer 
delight, thereby guiding future behavioural intention. 
 
 
Perceived employee service delivery skills 
 

Studies in services marketing by Cronin and Taylor (1994) and Babakus et al. 
(2004), amongst others, have all indicated that employee satisfaction is critical for the 
delivery of superior levels of service quality to customers. Gratified employees are much 
more willing to deliver these levels of service quality over the long run (Ramseook-
Munhurrun et al., 2009). Roberts-Lombard (2013) opines furthermore that employees of 
a service business should become more customer-centric through the delivery of high 
quality, market-driven service to customers, and such a customer-centric focus would 
then become the foundation for securing the establishment of a long-term relationship 
with customers. Fatima and Razzaque (2014) also argue that customers are more likely 
to have a positive service experience if they experience positive service delivery from the 
employees of a service business. Therefore, if customers believe the quality of service 
delivery provided by employees is below their expectations, they will easily move their 
spending power to a competitor (Dinh and Pickler, 2012). In this research study, the 
measurement of customer perceptions of employee service delivery skills in the context 
of cell phone network service provision focused on employees’ ability to communicate 
with customers, to provide customers with personalised attention, to care for customers, 
and to understand their needs. 
 
Perceived value 
 

The concept of value can be described as the exchange between what a consumer 
receives from a product or service, and what the consumer pays for it (Manoj and 
Sahadev, 2011). In addition, value is created with the customer and not for the customer 
(Baena-Arroyo et al., 2016). Holbrook (1999) argues that the concept of value is relative 
and based on choices made on the basis of comparison or personal and situational 
circumstances. These choices are also typical of the experience that a person has 
through interaction with a product or service. Stronger arguments have been made for 
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the conceptualisation of perceived value as a multidimensional construct (Andrews, 
Drennan and Russell-Bennett, 2012). Perceived value is often considered unidimensional 
or multidimensional (Chang and Dibb, 2012; Raza et al., 2012; Boksberger and Melsen, 
2011; Doyle, 2011; Cheng et al., 2009; Lee et al., 2007; Chen and Hu, 2010; Sheth et al., 
1991), but Coutelle-Brillet et al. (2014) state that perceived value is two-dimensional. The 
first dimension is either extrinsic (the product or service forms the basis on which value 
is defined), or intrinsic (the actual experience of consumption defines the value 
perception). In terms of the second dimension, the determination of the value received is 
individually defined through either the individual’s own perceptions or the influence of 
others such as family, friends, colleagues or society in general. In this research study, 
both extrinsic and intrinsic dimensions of perceived value were considered (Nyadzayo, 
2010). 
 
Customer satisfaction and customer delight 
 

Customer satisfaction has been well researched in the marketing literature (Abdul-
Muhmin, 2005; Burnham et al., 2003; Razzaque and Boon, 2003) as the foundation for 
long-term relationship building. In a B2C relationship, businesses such as service 
providers should ensure high levels of customer satisfaction during each business 
transaction (Theron, Terblanche and Boshoff, 2012). Wu (2014) defines customer 
satisfaction as “a person’s subjective evaluation of his or her situation resulting in a 
positive emotional response”. Customer satisfaction relates to the way a product or 
service can meet or surpass the expectations of customers. Calvo-Porral and Lévy-
Mangin (2015) state that satisfaction has developed as a key element in customer 
decision making to continue the relationship with the business. Therefore, if an 
organisation can provide value to its customer base that is defined by their needs, it will 
be more successful in meeting or surpassing customer expectations (Yeh, 2016; Raza et 
al., 2012). Exceeding customer expectations through improved service delivery, as a 
value adding tool, can ultimately lead to customer delight (Correia et al., 2014; Bowden-
Everson et. al. 2013; Denning, 2012; Matzler et al., 1996). Therefore, customer 
satisfaction as a key element in the relationship management process positively 
influences behavioural intentions when customer expectations are met or exceeded 
(Biggemann, 2010). Calvo-Porral and Lévy-Mangin (2016) concur by stating that in 
competitive market environments, securing increased levels of customer satisfaction can 
provide the organisation with a differential advantage from competitors and strengthen 
customer commitment. There is consensus amongst most researchers that customer 
satisfaction and customer delight are different from each other (Torres and Kline, 2013). 
Customer satisfaction is considered as a pre-condition for customer delight to occur 
(Bowden-Everson et al., 2013)  
 

Torres and Kline (2013) define customer delight as “going beyond satisfaction to 
delivering what can be best described as a pleasurable experience for the client”. Liu and 
Keh (2015) assert that customer delight is grounded in emotions, needs and the 
disconfirmation theories. According to Berman (2005), customer delight is often coupled 
with emotions such as surprise and joy. Customers are mostly satisfied when their needs 
are met or exceeded, but are delighted when they experience a combination of joy and 
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surprise (Berman, 2005). Schneider and Bowen (1999) propose that customer delight 
stems from the basic needs of consumers and relates to their states of emotion. The 
disconfirmation theory holds further that when customer expectations are exceeded, it 
gives rise to customer delight (Loureiro et al., 2014; Oliver, 1989). Finally, Torres et al. 
(2014) argue that delighting customers can result in long-term profitability for the 
business. In this research study, customer satisfaction and delight were viewed from a 
disconfirmation paradigm perspective, and the construct was accordingly measured, 
determining the extent to which customer expectations were met or exceeded. 
 
Behavioural intention 
 
 Behavioural intention refers to the likelihood that an individual will take part in a 
particular behaviour. It also represents the level of effort that an individual is willing to 
make to secure a specific behaviour (Maduku, 2015; Fishbein and Middlestadt, 2012; 
Ajzen, 1991). High levels of customer satisfaction and a positive customer experience 
lead directly to positive behavioural intention towards the service supplier (Yu et al., 
2014). Lam, Lau and Cheung (2016), Wu (2014) and Meng et al. (2011) argue that 
empirical evidence has proven that customer satisfaction has a significant influence on 
behavioural intentions in a service environment. Mohsan et al. (2011) concur and state 
that customer satisfaction and behavioural intention are strongly related, and that 
discontent strengthens a customer’s negative behavioural intention such as to churn or 
spread negative word of mouth. Dölarslan (2014) argues that from a services marketing 
perspective in the emerging markets, research on the relationships among employee 
skills, perceived value (both drivers of customer satisfaction), customer satisfaction and 
behavioural intention requires greater attention.  
 
Theoretical model development 
 
The interrelationship between perceived employee service delivery skills and customer 
satisfaction/delight experiences 
 

Studies by Cronin and Taylor (1994) and Babakus et al. (2004) have indicated that 
there is a direct relationship between the level of service quality delivered by employees 
and customer satisfaction. It has also been found that employees who are committed to 
high levels of service delivery to customers can enhance the overall customer satisfaction 
of these customers (Ramseook-Munhurrun et al., 2009). Fatima and Razzaque (2014) 
concur with this finding by stating that customers will rate a service experience more 
highly if the employees of the organisation have higher levels of engagement with the 
customer. In addition, several studies conducted by Bitner et al. (1990), Tsai (2001) and 
Tsai and Huang (2002), amongst others, have established that the delivery of a friendly, 
understanding service to customers has a positive link with customer satisfaction (Lin and 
Lin, 2011).  
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Based upon these findings, the following hypothesis can be formulated for the study: 
 
H1: Perceived employee service delivery skills influence customer satisfaction/delight 

experiences of cell phone network service provider customers. 
 
The interrelationship between perceived value and customer satisfaction/delight 

experiences 

The research of Dedeoğlu et al. (2016), Lee et al. (2016), Lam et al. (2016) and Vera 
(2015) propounds that there is a direct relationship between the value that customers 
perceive they derive from a service offering, and their levels of customer satisfaction. It is 
furthermore claimed that, from a marketing perspective, the importance of perceived 
value is that it creates customer satisfaction (Makanyezaa et al., 2016). Loureiro et al. 
(2014) concur by stating that perceived value is directly linked to customer satisfaction.  
 
Based upon these findings, the following hypothesis can be formulated for the study: 
 
H2: Perceived value influences customer satisfaction/delight experiences of cell phone 

network service provider customers. 
 
The interrelationship between customer satisfaction/delight experiences and behavioural 
intention 
 
 Alexander (2012) argues that when a customer purchases from a business, the 
customer has expectations that his/her needs will be met, and this will in turn influence 
the behavioural intention of the customer. Finn (2012) states that for decades customer 
satisfaction has been the central focus of numerous literature studies involving customer 
expectations, and more specifically, the disconfirmation paradigm. These research 
studies provide a strong argument that customer satisfaction influences behavioural 
intentions related to repeat purchases. Jenefa and Kaliyamoorthy (2014), Amin and 
Nasharuddin (2013), Gounaris and Boukis (2013) and Ibrahim and Najjar (2007) indicate 
that customer satisfaction leads to positive behavioural intentions. 
 
Based upon these findings, the following hypothesis can be formulated for the study: 
 
H3: Customer satisfaction/delight experiences influence the behavioural intention of 

cell phone network service provider customers. 
 

Figure 1 depicts the proposed theoretical model for this study, illustrating the four 
constructs of the study as well as the hypothesised relationships between these 
constructs. 
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Figure 1. Proposed theoretical model 
 

 
 
Source: Researchers’ own construct 

 
Methodology 
 
Research context and sample 
 

A descripto-explanatory research design was followed and data was collected from 
cell phone network service provider customers who resided in the South African province 
of Gauteng and who owned a cell phone, had a choice of cell phone network service 
provider to use, and considered themselves satisfied customers of these networks at the 
time the survey was conducted. These customers represented the sampling units and 
elements of the study.  

 
The study focused specifically on customers who considered themselves at least 

satisfied with the cell phone network service provider as satisfaction is seen as a pre-
condition for customer delight (Bowden-Everson et al., 2013). The reason for doing so, 
was to uncover the extent to which these customers are delighted with the cell phone 
network service provider. Screening questions and quotas were used to ensure the 
sample meet the set requirements to take part in the study. As a result, respondents from 
all over the province, across all cell phone network service providers, who had a choice 
in the network they are using and whom considered themselves satisfied customers of 
these networks took part in the study.  

 
A total of thirty fieldworkers residing all over the province were employed to collect 

data from respondents. Fieldworkers were required to identify individuals in their own 
network of friends, family and colleagues that meet the above-mentioned criteria. The 
fieldworkers furthermore had to fill age and gender quotas purposefully to ensure the 
target population was adequately presented. The sample was thus selected using non-
probability sampling filling pre-determined quotas purposefully. Respondents were 
required to complete self-administered paper-based questionnaires and return the 
completed questionnaires to the fieldworkers. Data was collected over a two-week period. 
A total of 593 useable questionnaires were collected for analysis. 
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Self-administered questionnaires were used to collect the data. The questionnaire 
commenced with a preamble and three screening questions to ensure that prospective 
respondents were indeed part of the target population of the study. The questionnaire 
included sections inquiring about the demographic profile and cell phone network 
patronage habits of respondents. To measure the constructs of the study, seven-point 
unlabelled Likert-type scales were used to measure the level of agreement with respect 
to items measuring perceived employee service delivery skills (PESDS), perceived value 
(PV) and behavioural intention (BI). The construct customer satisfaction/delight 
experiences (CSD) was measured using a semantic differential scale with seven 
response categories. The scale measuring PESDS was adapted from Van Vuuren (2011), 
the scale measuring PV was adapted from Nyadzayo (2010), the scale measuring CSD 
was developed from Berman (2005), and the scale measuring BI was adapted from 
Dagger and Sweeney (2007). Table 1 provides insight into the items used to measure 
each of the constructs.  
 
Table 1. Constructs and items 
 

Perceived employee service delivery skills (PESDS) 

X1 Cell phone network service provider employees listen when I communicate to them 

X2 Cell phone network service provider employees provide me with personalised attention 

X3 Cell phone network service provider employees genuinely care about me as a customer 

X4 Cell phone network service provider employees understand my needs 

Perceived value (PV) 

X5 My cell phone network service provider offers me value for money   

X6 I consider the rates of my cell phone network service provider as reasonable 

X7 Doing business with my cell phone network service provider is a right decision when price and other 
costs are considered 

X8 Doing business with my cell phone network service provider is a right decision when the overall 
quality of service delivery is considered  

X9 Compared to the quality of cellular service reception that I get, I pay a reasonable price 

Customer satisfaction/delight experiences (CSD) 

X10 The service of the cell phone network service provider meets or slightly/drastically exceeds my 
expectations 

X11 I believe I received reasonable/extremely high value from the services offered by the cell phone 
network service provider 

X12 The employees of the cell phone network service provider are competent/highly competent 

X13 The services offered by the cell phone network service provider are memorable/especially 
memorable 

X14 The services offered by the cell phone network service provider are relatively/particularly unique 

X15 The cell phone network service provider provides basic/the highest level of post-purchase customer 
support 

X16 The cell phone network service provider offers basic/extensive service recovery 

Behavioural intention (BI) 

X17 If I had to choose a cell phone network service provider all over again, I would choose my current 
cell phone network service provider 

X18 I would highly recommend my cell phone network service provider to other people 

X19 I intend to continue using my cell phone network service provider in the future 

Source: Adapted from Berman (2005), Dagger and Sweeney (2007) and Van Vuuren (2011) 

 
After the data was edited and cleaned it was entered into SPSS 23.0. Using SPSS 

23.0, frequencies and descriptive statistics were calculated to gain insight into the 
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demographic profile of respondents, their cell phone network service provider patronage 
habits, and the 19 items measuring the four constructs of the study. An exploratory factor 
analysis using the Maximum likelihood method for extraction and Promax for rotation was 
used to uncover the interrelationships between the items measuring the study’s 
constructs. The measurement model and structural model were assessed using AMOS 
23.0. Prior to assessing the structural model, assumptions (underlying covariance-based 
structural equation modelling using AMOS 23.0) related to linearity and multicollinearity 
were addressed.  
 
Empirical findings 
 
Profile of respondents 
 

The average respondent is 37 years of age and, since gender quotas were filled, 
the sample is almost equally split between male and female respondents. Most 
respondents (37.9%) have a university degree followed by those who have completed 
high school (28.5%). Half of the respondents are employed full-time by an organisation 
(49.4%), followed by those who are self-employed (15.5%) and those who are students 
(14.3%). Most respondents are Vodacom customers (43.2%) followed by MTN (33.4%) 
and Cell C (15.3%) customers respectively. On average, respondents have been with 
their cell phone network service providers for nearly eight years. A total of 56.8% of 
respondents are contract customers and the remaining 43.2% of respondents are prepaid 
customers. Respondents spend on average R521 per month on their cell phone contract, 
accounts, prepaid vouchers, sms bundles and other expenses. 
 
Exploratory factor analysis 
 

The Kaiser-Meyer-Olkin Measure of Sampling Adequacy of 0.934 exceeds the cut-
off point of 0.7, with a significance level of p<0.0005 for the Bartlett’s Test of Sphericity 
signifying the factorability of the correlation matrix (Pallant, 2013). The communalities for 
all items are above the cut-off point of 0.3, ranging between 0.445 and 0.899. Four factors 
with an Eigenvalue ≥ 1 have been extracted, explaining 71.33% of the variance. This is 
above the recommended minimum of 60%. The reproduced correlation matrix indicates 
only 2% non-redundant residuals. This is below the permissible maximum of 5% non-
redundant residuals. The pattern matrix indicates that all items load above 0.5 on a single 
factor, with loadings ranging between 0.583 and 0.998, while the average loadings per 
factor all exceed 0.7. Convergent validity of the scale measuring the constructs of the 
study can therefore be confirmed. Discriminant validity of these scales can also be 
confirmed since none of the items cross load at above 0.2, and the factor correlation 
matrix shows that pairs of factors share less than 49% of the variance.   
 
Measurement model assessment 
 

With the aid of AMOS 23.0, a confirmatory factor analysis was performed on the 19-
item four-construct model to assess the psychometric properties of the model. The model 
was specified and adjusted based upon modification indices calculated to improve the 
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model fit in this instance, the normed chi square (X2/df) (Jöreskog and Sörbom, 1993). 
The adjustments made to the model can be supported by the literature since covariances 
were only included between errors terms of items measuring the same construct (Wang, 
Jackson, Gaskin and Wang, 2014). Table 2 presents the results for the measurement 
model. It is evident that all goodness-of-fit measures fall within the limits as prescribed by 
Hair et al. (2014). The normed chi square (X2/df), NFI, RFI, IFI, TLI and CFI are all above 
the cut-off of 0.9, and the RMSEA is below a value of 0.08. The goodness-of-fit measures 
in combination give evidence of good model fit (Hair et al., 2014). 
 
Table 2. Measures for goodness-of-fit (measurement model) 
 

CMIN DF P CMIN/DF NFI RFI IFI TLI CFI RMSEA 

379.26 139 0.00 2.73 0.96 0.95 0.98 0.97 0.96 0.054 

 
Table 3 provides insight into the factor loading, variance explained, and the means 

and standard deviations of the 19 items used to measure the four constructs of the study. 
The factor loading for each item is above 0.5, and the factor loadings for all 19 items vary 
between 0.661 and 0.930. Therefore none of the items were removed. The explained 
variance of each item is above 0.3, ranging from 0.437 to 0.864. When considering the 
descriptive statistics for the items, it is evident that the means vary between 3.54 and 
4.97, with standard deviations of between 1.439 and 1.777. This is indicative of regularity 
between the items measuring the constructs of the study. 
 
Table 3. Factor loadings, variance explained, means (M) and standard deviations (SD) 
 

Construct Item 
Factor 
loading 

Variance 
explained 

M SD 

PESDS 

X1 0.779 0.606 4.65 1.498 

X2 0.871 0.759 4.34 1.608 

X3 0.909 0.827 4.25 1.592 

X4 0.867 0.752 4.38 1.510 

PV 

X5 0.876 0.768 4.46 1.632 

X6 0.786 0.618 4.31 1.668 

X7 0.796 0.633 4.57 1.550 

X8 0.894 0.799 4.64 1.439 

X9 0.803 0.644 4.66 1.531 

CSD 

X10 0.765 0.586 3.85 1.533 

X11 0.811 0.657 4.00 1.518 

X12 0.661 0.437 4.09 1.944 

X13 0.844 0.712 3.54 1.634 

X14 0.861 0.741 3.69 1.674 

X15 0.793 0.629 3.94 1.556 

X16 0.806 0.649 3.97 1.609 

BI 

X17 0.930 0.864 4.77 1.751 

X18 0.908 0.824 4.56 1.777 

X19 0.884 0.781 4.97 1.719 
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Convergent validity, discriminant validity and composite trait reliability 
 

Convergent validity was assessed by determining whether the average variance 
extracted (AVE) for each construct is above 0.5 (Hair et al., 2014). It is evident from Table 
4 that the AVEs for all four constructs exceed 0.5 and range between 0.630 and 0.824, 
thus confirming convergent validity. Discriminant validity was assessed by determining 
whether the AVEs of the constructs exceed the corresponding inter-construct 
correlations. It is also evident from Table 4 that this is indeed the case as they vary 
between 0.282 and 0.529, well below the lowest variance extracted (63.0%). Discriminant 
validity can therefore be confirmed. Finally, composite trait reliability was assessed by 
determining whether the cut-off value of 0.7 was exceeded. It is evident from Table 4 that 
the composite trait reliabilities exceed the cut-off value of 0.7, ranging between 0.811 and 
0.933. Composite trait reliability could therefore be confirmed. 
 
Table 4. Average variance extracted, squared interconstruct correlations and composite 
trait reliability  
 

Variable PESDS PV CSD BI 

PESDS 0.683*    

PV 0.529 0.693*   

CSD 0.358 0.311 0.630*  

BI 0.354 0.411 0.282 0.824* 

Composite trait reliability 0.811 0.918 0.922 0.933 

* AVE reflected diagonally and squared correlations below AVE 

 
Linearity and multicollinearity 
 

The relationships between pairs of constructs linked to one another in the structural 
model (PESDS and CSD, PV and CSD, as well as CSD and BI) were found to be linear 
as the F-values for the respective linear models all exceed the F-values of other models 
considered. Multicollinearity between constructs on the same level (PESDS and PV) 
influencing another variable (CSD) was not an issue as the variance inflation factor was 
less than 3 (Pallant, 2013). 
 
Structural model assessment 
 

Once the psychometric properties of the model had been assessed and underlying 
assumptions checked, it was necessary to assess the structural properties of the model. 
As with the measurement model, the following goodness-of-fit measures were assessed, 
namely the chi-square, the normed chi-square (Χ2/df), the NFI, RFI, IFI, TLI, CFI and the 
RMSEA. Table 5 indicates that all goodness-of-fit measures fall within the limits as 
prescribed by Hair et al. (2014), except for the normed chi-square (Χ2/df), which slightly 
exceeds the value of 3. The NFI, RFI, IFI, TLI and CFI are all above the cut-off of 0.9 and 
the RMSEA is below a value of 0.08. It is evident from Hair et al. (2014) that although a 
goodness-of-fit measure might exceed the cut-off, as is the case with normed chi-square 
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(Χ2/df) in the structural model, considering the goodness-of-fit measures in combination, 
adequate model fit is evident.  
 
Table 5. Measures for goodness-of-fit (structural model) 
 

CMIN DF P CMIN/DF NFI RFI IFI TLI CFI RMSEA 

457.211 135 0.00 3.387 0.95 0.94 0.97 0.96 0.97 0.06 

 
Table 6 provides insight into the findings with respect to the hypotheses formulated 

for the study. All three hypotheses can be supported. Based upon these findings, 
nomological validity is also evident.  
 
Table 6. Hypothesis testing 
 

 
Discussion 
 
 The study makes both a theoretical and a practical contribution. From a theoretical 
perspective, the results confirm that the measurement scales used to measure the 
customer satisfaction/delight experiences construct, its antecedents and outcome are 
reliable and valid. The model as proposed has been verified, confirming the B2C 
relationships between customer satisfaction/delight experiences, its antecedents and 
behavioural intention within an emerging market context. 
 

From a managerial perspective, the study contributes in potentially assisting cell 
phone network service providers to understand how perceived employee service delivery 
skills and value can foster customer delight, ultimately leading to positive behavioural 
intentions from customers. This outcome will, however, depend on whether the customer 
perceives both the employee service delivery skills and the value received as positive. 
However, as noted by Berman (2005), it remains important to understand that 
“consumers’ expectation sets continuously change due to competition, the economy, and 
their experiences and that different market segments may have different expectation 
sets”. It therefore becomes imperative for cell phone network service providers to remain 
innovative in terms of their business processes to secure the delivery of superior value to 
customers. Innovation can be secured through an analysis of the value chain. The value 
chain will emphasise the cellular network service provider’s capabilities (such as the level 
of employee service delivery skills), proficiencies (ability to secure customer 
satisfaction/delight experiences) and resource competencies. 

  
 From a theoretical perspective, the study makes two contributions. Firstly, it 
establishes that the customer satisfaction/delight experiences of customers in relation to 
their cell phone network service providers in an emerging market do lead to the positive 
behavioural intentions of these customers. It can therefore be argued that the different 

Hypothesis Variable Variable β Sig. Finding 

H1 PESDS CSD 0.39 0.00 Supported 

H2 PV CSD 0.32 0.00 Supported 

H3 CSD BI 0.57 0.00 Supported 
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constructs claimed in theory to drive behavioural intention do have an influence on the 
behavioural intention of customers in an emerging market context, as hypothesised in this 
study. It should be noted that customer delight is a new research focus area, and limited 
studies have focused on the influence of customer satisfaction/delight experiences on 
behavioural intention. This finding is important as it illustrates what constitutes customer 
satisfaction/delight experiences, and how this influences behavioural intention. The two 
dimensions of customer satisfaction/delight could be used by future researchers to study 
the influences of customer satisfaction/delight on various domains, such as customer 
retention or customer loyalty. Therefore, the study contributes to customer delight 
literature by proposing useful measurement dimensions. 
 
 Secondly, the study provides an improved understanding of the influence of 
customer satisfaction/delight constructs on behavioural intention from the perspective of 
an emerging economy and a competitive industry such as the cellular phone industry. 
The research study proposes a model that clarifies how perceived employee service 
delivery skills and perceived value have a direct influence on customer 
satisfaction/delight, with the latter influencing behavioural intention. Therefore, the 
positive influence of customer delight on the behaviour of consumers can provide an 
organisation with a competitive advantage (Arnold et al., 2005). 
 
Managerial implications 
 

Considering the implications of the study, it can be said that cell phone network 
service providers in an emerging market should focus on the creation of experiences that 
lead to customer delight, as this would result in customers having positive behavioural 
intentions towards the provider. Cell phone network service providers should foster a 
service culture built and based on exceeding customer expectations. There should be a 
continuous focus on providing customers with a high value of service delivery through 
competent, friendly and engaging employees. This should secure a memorable customer 
experience which is inclusive of professional post-purchase customer support service 
delivery. Customers want to experience an offering that satisfies their needs and that also 
provide customer satisfaction and value (Crotts and Magnini, 2011). Considering this, it 
becomes imperative for cell phone network service providers to provide their customers 
with service delivery that not only meets their expectations, but exceeds them.  
 

Secondly, the facilitation of service delivery requires an individual approach, 
contextualised by the specific service requirement of the customer, and supported 
through the development of a one-on-one engagement approach to secure positive 
customer behaviour in the form of delight. This will require cell phone network service 
providers to create a customer experience through delightful service interaction whereby 
the customer engages positively with the cell phone network service provider before, 
during and after each service interaction. This can be secured if service employees 
provide a personalised service delivery experience to customers, secure positive and 
focused communication before, during and after the formal service engagement, and 
provide a caring attitude for the service needs of customers. 
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Thirdly, customer delight can be brought about through a greater focus on improving 
employee service delivery skills through the training and development of employees. 
Such training and development can encompass aspects such as focusing on improved 
communication and interaction with customers, acknowledging customers when they 
contact the cell phone network service provider, offering language training courses, 
improving product knowledge, and mastering conflict resolution skills. Secondly, there 
should also be a greater focus on what customers of cell phone network service providers 
perceive as value in a B2C relationship. Perceived value will depend on factors such as 
rates, prices and costs associated with doing business with the cell phone network service 
provider, as well as the service quality on offer, to name but a few. 
 

Finally, cellular network providers should make a concerted effort to have a 
comprehensive knowledge and understanding of the different needs of their segmented 
customer base. An empathetic approach towards customers is a critical element in 
creating a positive customer experience. Customer satisfaction and delight are enhanced 
when the service provider is committed to its customers, is truly passionate about its 
customers, and provides a service level of high quality, irrespective of the time of day or 
the day of the week. A speedy response to customer enquiries, queries and proposals 
should be provided, which can add functional value to a customer’s perception of 
satisfaction or delight. Finally, it is critical to establish and nurture a true friendship with 
customers. Therefore, to develop strong customer relationships which could be 
channelled into positive customer satisfaction or delight experiences, a cellular network 
provider should be open to suggestions, criticisms and comments. Honesty and openness 
are key ingredients in cultivating and managing positive relationships with customers. 

 
 

Conclusions  
 

The purpose of this study was to investigate the extent to which the delight 
experienced by customers of cell phone network service providers is influenced by their 
perceptions of the network’s employee service delivery skills and the value that the 
customers experience in the network’s offerings. In turn, the influence of their degree of 
delight on future behavioural intention was established. The study concluded that the 
satisfaction/delight experiences of cell phone network service provider customers do lead 
to positive behavioural intention. However, this depends on whether customers perceive 
the employee service delivery skills provided and the value received as positive. In 
conclusion, the results of this study contribute to an understanding of customer 
satisfaction/delight experiences with cell phone network service providers in an emerging 
market context. The study further provides direction to cell phone network service 
providers on the building of relationships with their customers over the long term through 
a greater emphasis on creating customer delight. From an emerging economy 
perspective, it is recommended that these customers are provided with service 
experiences that could lead to a feeling of customer delight, resulting in positive 
behavioural intentions towards the cell phone network service provider. The commitment 
of customers in emerging economies are driven by positive experiences, and can be 
supported by a service culture built and based on exceeding customer expectations. 
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Therefore, cell phone network service provider operating in emerging economies should 
understand the desire of customers to continuously be provided with value through high 
quality service delivery, supported by skilled, engaging and spontaneous employees. 
Through such an approach, a positive behavioural intention amongst customers will be 
secured and customer commitment strengthened.  
 

The study is limited by the fact that only two antecedents, namely the service 
experience and perceived value perceptions of customers, are considered in a single 
service setting. However, the study does provide concise insights into these two 
antecedents of customer satisfaction/delight experiences within the South African cell 
phone network service provider context, and into the degree to which customer 
satisfaction/delight experiences are influenced by their antecedents (perceived employee 
service delivery skills and perceived value) and determine their outcome (behavioural 
intention). An understanding of this should assist cell phone network service providers in 
South Africa to prioritise the fostering of customer satisfaction/delight experiences, which 
should benefit both themselves and their customers.   
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