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Abstract 

Purpose: The objective of the study is to determine the impact of service 

quality gaps in the telecommunications industry in Oman, through critically 

analysing the differences between the expectations and perceptions in relates 

to tangibility, empathy, reliability, responsiveness, and assurance. 

Design/methodology/approach: The study used the SERVQUAL model to 

calculate the existing quality of service of the telecommunication company 

operating in the Sultanate of Oman and to know the differences between 

expectations and perceptions of the quality of services provided to the 

customers by Omantel Company. The sampling used in this study was 

convenient sampling adopted through a questionnaire where the size of the 

sample was 150 which was randomly selected from the students of different 

faculties at Sohar University. The data were analysed using the SPSS 

program. 

Findings: The findings of the research study revealed that there exists a 

negative relationship between the customer perceptions and expectations and 

the difference in the scores between the two sets of variables is in favour of 

the expectations of the respondents in relates to Omantel services. The 

reliability factor had the largest difference between the two sets of variables 

and the tangibles factor had the smallest difference. 

Research Implications: The results of this study help Omantel Company to 

strategically develop service quality in the areas of assurance, empathy, and 

responsiveness and to understand how consumers view the quality of the 

service, and to help the organization track and sustain quality service. 

Originality / Value: The research was performed in the rapidly increasing 

telecom service industry, which is experiencing dramatic changes over time 

and is making concentrated efforts to keep up with unparalleled, ground-

breaking advances in technology. This research can be extended to other 

sectors of the market.  
Keywords:  Service Quality, Omantel, Telecommunications industry in 

Oman, SERVQUAL Model, Customers’ Satisfaction, Perception and 

Expectations . 

 

Introduction 

Globalization has changed the business environment by introducing advanced 

technology, strategies, a process, and procedures that increase the 

performance, efficiency, and thus helping the development of the organization 

(Urban, 2009). Different standards are also introduced to improve the 

performance and quality of products within the organization.  

 

In this era of globalization, organizations compete and supply products 

according to customer's requirements. Quality is the principal attractive factor 

for the customers and they preferred only quality-based products. Therefore, 

it is necessary to retain a large number of customers by offering quality 

products. The role of management is important in an organization that 

manages all activities, operations, and processes responsibly. Service quality 

of the product is managed through senior management and human resource 

management partnership.   

 

Quality is especially important in the service industry as well as in the 

telecommunications sector. In the last few years, since the introduction of 

mobile services, the telecommunication sector has expanded massively. The 

telecommunication industry is performing as connecting people around the  
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world through different ways like mobile phones, the internet, and wireless communication among people 

from country to country. Moreover, due to a large number of customers in the telecommunications industry, 

this would lead to a rise in the number of companies in the telecommunications sector which will contribute 

to more competition in this sector.  

 

Technical quality refers to how well the customer is pleased with the quality of the services, while functional 

quality depends on the quality of the contact with the customer during the provision of services. Functional 

quality is taken in a broader sense as it covers the aspects of personnel behaviour while dealing with and the 

ethics of an organization. 

 

In Oman, the telecommunication sector has two main companies which are Omantel and Ooredoo.  Also, 

Vodafone is a new company that will be providing services soon in the years to come. Globalization has 

changed the trends in the industrial sector and some industries have become more important to contribute to 

the economy of a country. There is a direct relationship between business growth and the improvement 

telecommunication industry (Shafei & Tabaa, 2016). The quality provided by telecom companies is the main 

factor that attracts customers and satisfies them. Many studies were carried out using different ways to 

analyse the service quality issues prevailing within the telecom industry of Oman (Al Jabri et al., 2017). The 

service quality has different measures depending upon the industry in which it is being gauged. However, 

customer satisfaction is the main factor in the quality of service. From the point of view of customers, the 

quality of service depends on their understanding of the service quality of the company and what they get as 

part of the services (Anjum et al., 2016). 

 

Quality is the major leading factor that enhances the performance, productivity, and reputation of a company. 

The main purpose of the study was to see their dissatisfaction of service quality provided to customers by the 

Omantel Company. Omantel Company was established in Oman in the year 1999. This company provides 

wireless communication through broadband and offering 3G and 4G mobile services (Castelnovo et al., 

2019). The main objective of this research was to identify and analyse the gaps in service quality in the 

telecommunication industry in Oman using the SERVQUAL model. SERVQUAL, an important method for 

determining the quality of service was used by Parasuraman, Valarie A. Zeithaml, and Len Berry (Foster, 

2000). The SERVQUAL model is used to measure the quality of service which includes five dimensions viz. 

tangibles, reliability, responsiveness, assurance, and empathy. This model also includes two sets of variables 

that are beliefs and perceptions.  

The quality services of the telecommunication industry impact the productivity, performance, and financial 

position of the industry as well. The study deals with the main factors that give rise to the satisfaction of the 

customers from the services of Omantel Company.  The significance of this study is to analyse all factors 

that contribute to the reduction of quality of services in the telecommunication industry in Oman similar to 

that of study carried out by Yarimoglu & Kursunluoglu (2015).  Therefore, the study primarily focused on 

the gap that is prevailing in the quality services of Oman telecom (Dayani et al., 2015). 

 

SERVQUAL 

Measuring the standard of quality of service has always been a difficulty. However, when the introduction 

of the SERVQUAL scale, it became easier to assess the quality of service in terms of expectations and 

perceptions. Although this quality model had been adopted by many industries, some researchers questioned 

its validity and reliability. This made this model weak. Therefore, an alternative model to SERVQUAL was 

suggested which is known as the SERVPERF model (Hosseini et al., 2013). This model, unlike the 

SEVQUAL five dimensions, is based on the single dimension i.e. performance. The researchers found that 

using performance alone in measuring the service quality rather than using expectation minus perception, 

yielded better results in terms of reliability and validity. However, talking about the telecommunication sector 

the service quality is conceptualized in different ways.  

 

It depends upon the domain in which the services are provided, and all dimensions might be or might be not 

contributing to customers’ satisfaction in that particular domain. For example, while using the ATM, empathy 

as a dimension is not relevant as a dimension of service quality. Likewise, while providing customer care 

service, tangibility is not important of service quality dimension. Assurance as a service quality dimension 

might be important in the industries of higher risks like medical and legal services. Hence, for specific 

services, the service quality dimensions related to those services are only important. 
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Problem Statement 

The dimensions - tangibility, responsiveness, consistency, empathy, and reliability of service quality have a 

direct impact on customer satisfaction, especially in the telecommunication industry. However, it has been 

seen that the mobile industry is seeing a great high trend across the world. This is raising the importance of 

the well-established telecommunication industry. When a customer contacting the customer service of a 

telecom company, the customer care representative has to make sure that his communication leaves a positive 

impact on the customer so that he perceives good quality services from the company. 

Although the telecommunication industry of Oman is performing well poor service management hurt the 

confidence and the satisfaction of customers, giving rise to an impact of bad reputation to the company. The 

Omantel Company in particular is not considering the expectations of customers as services are not up to the 

mark as expected from the company. Therefore, there exists a gap in quality services of the Telecom industry 

in Oman due to poor implementation. So, this has trigger the reason for the study.  

 

Research Questions 

The research study aims to find the answer to the following research question: 

▪ Are there significant differences between expectations and perceptions related to tangibility, empathy, 

reliability, responsiveness, and assurance? 

Research Objectives  

The prime objective of the study is to determine the impact of service quality gaps in the telecommunications 

industry in Oman. This is done through following objective of the current research, i.e. 

▪ To identify the effect of service quality dimension on overall service quality through critically analysing 

the differences between the expectations and perceptions in relates to tangibility, empathy, reliability, 

responsiveness and assurance.  

Theoretical Framework 

The theoretical framework developed for the present research was based on the SERVQUAL model's five 

dimensions: reliability, responsiveness, tangibility, assurance, and empathy (Singh & Kumar, 2015). 

Tangibility refers to the physical aspect of the services, which includes the equipment, communication tools, 

and the personnel handling the services. However, in the context of the telecommunication sector tangibility 

is not among the important dimensions. Reliability refers to the level of services promised by the organization 

and what is delivered accurately to the customers. It is mostly related to prices, service provision, and problem 

resolution. Customers prefer companies that keep up their commitments. It is therefore among the essential 

dimensions of the service quality. Responsiveness is correlated with the fast and timely response to the 

customers' requests for help. This dimension demands attentiveness and it is also among the important 

dimensions. Assurance is inspiring trust and confidence in the customers. It depends upon the behaviour of 

the employees during the service provision. Empathy is about giving undivided individual attention to the 

customer. Customers are becoming a focal point in modern business and catering to their demands is an 

utmost important aspect. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1. Five dimensions of the SERVQUAL model (Singh & Kumar, 2015) 
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Literature Review 

Several studies have shown that the level of quality of service affects customer retention and customer 

satisfaction. Described the problem that consistently exists in enterprises where the quality of products is lost 

due to improper management (Urban, 2009). It is hard to measure service quality because of intangible 

dimensions and the intangible things like services could only be perceived and it could vary from person to 

person (Yang, 2015). There are two distinct dimensions of quality in the telecom industry i.e. functional 

quality and the other is technical quality (Singh & Kumar, 2015).  

 

Measuring the standard of quality of service has always been a difficulty. However, when the introduction 

of the SERVQUAL scale, it became easier to assess the quality of service in terms of expectations and 

perceptions. Although this quality model had been adopted by many industries, some researchers questioned 

its validity and reliability. This made this model weak. Therefore, an alternative model to SERVQUAL was 

suggested which is known as the SERVPERF model (Hosseini et al., 2013). Many of the researchers thought 

that the evaluation of service quality by the consumers depends on the experience they have with the service 

providers (Olatokun & Ojo, 2016).  Such researchers eliminated the concept of multi-dimensions in 

measuring service quality. However, it was also developed that SERVPERF and SERVQUAL are 

standardized instruments for measuring the quality of service. In China, a changed modified version of the 

SERVQUAL instrument was used to assess the quality of service in the Chinese telecommunication sector. 

For the model, they added the dimension of network quality, and the research was carried among the focus 

group of experts in the sector (Wang et al., 2015).  Their findings were based on the structural equation 

model, which established that the most important and authentic dimensions in measuring service quality are 

assurance, reliability, and network quality. However, they found no aspect of empathy and responsiveness as 

influential dimensions that impact the customers’ satisfaction. Similar study in the telecom sector in Ethiopia 

in which the respondents were questioned about the additional aspect of service quality using open-ended 

questions (Palladan & Ahmad, 2019).  

 

A study by Rahhal (2015) based on three dimensions viz. compliant handling, service convenience, and 

network quality conducted that network quality scored the highest among the customer service dimensions.  

Some researchers also extended the traditional concept of service quality dimensions with added attributes 

such as reputation, reliability, transmission quality, competitiveness, customer support, and relational quality 

(Rahhal, 2015).  However, it was concluded that all aspects of service quality do not automatically contribute 

to the satisfaction of customers (Mpwanya & Letsoalo, 2019). In the 21st century, taking in the context of 

the telecommunication sector, the service quality dimensions have broadened and now six dimensions are 

included in the service quality: Value-added services, pricing structure, mobile devices, customer service, 

and the billing system (Newton & Ragel, 2017). 

 

Competitiveness and reliability were found to have the greatest influence on customer satisfaction. Also 

found that reliability and relational quality were the most important dimensions in this aspect. Following the 

controversial researchers' debates about service quality and customer satisfaction, it is now established that 

both are different phenomenon. The researchers are now of the opinion that service quality is a broader term 

in connection with customer satisfaction (Khan et al., 2017). 

 

Among these service quality dimensions, the billing system, customer service, and pricing structure were 

found to have a significant impact on customer satisfaction, which had a positive impact on customer loyalty 

in Greece (Santouridis & Trivellas, 2010). They also developed a multi-dimensional model and the 

hierarchical model for the dimensions of service quality. Based on that model the primary dimensions of 

service quality were found to be quality of the environment, quality of interaction, and quality of the result.  

 

Hypothesis 

Based on the above review of literature, the following hypothesis was derived: 

• There is a significant difference between expectations and perceptions in relates to tangibility, 

empathy, reliability, responsiveness and assurance. 

 

Research Methodology 

The study used the SERVQUAL model to calculate the existing quality of service of the telecommunication 

company operating in the Sultanate of Oman and to know the differences between expectations and 

perceptions of the quality of services provided to the customers by Omantel Company.  
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Initially the research adopted a pilot survey for 20 students at Sohar University. Questionnaire was used to 

collect the information from the customers of Omantel about their expectations and perceptions about service 

quality provides by Omantel Company. The survey questionnaire was consisting of three sections: The first 

one included the general information about the respondent like gender, age, level of study, and faculty, etc. 

The second and the third sections of the questions were consisting of 22 questions each to seek the 

respondents’ opinions about the expectations and perceptions of service quality provided by Omantel. 

Respondents were required to rate the statements based on their experience as to how much they believe such 

statements in relates to Omantel service. The 22 questions covered all the five dimensions of service quality 

(Foster, 2000). Statements 1 to 4 aim were designed to estimate the tangibility element of the Omantel 

Company. The dimensions of reliability were measured through statements 5 to 9 while the dimension of 

responsiveness were measured through the statements 10 to 13. The dimensions of assurance were measured 

through statements 14 to 17 and empathy was tested through 18 to 22. The answered to the questionnaires 

were using a Likert scale.  

 

The sampling used in this study was convenient sampling adopted through a questionnaire where the size of 

the sample was 150 which was randomly selected from the students of different faculties at Sohar University. 

The data was analysed using SPSS program and Microsoft Excel. 

 

Table 1 Five dimensions of Service Quality 

Dimensions Items 

Tangibles 1-4 

Reliability 5-9 

Responsiveness 10-13 

Assurance 14-17 

Empathy 18-22 

 

Findings 

Table 2 Gender of the respondents 

Gender Frequency Percent 

Female 

Male 

106 

44 

70.7 

29.3 

 

Table 2 shows that the total number of respondents and their gender. The total number of participants were 

150. Male participants were 29.3% of the total participants, whereas female participants were 70.7% of the 

total participants.  

 

Table 3 Age of the respondents 

Age Frequency % 

18-20 

21-23 

24-26 

27-29 

30 and above 

21 

66 

39 

10 

14 

14.0 

44.0 

26.0 

6.7 

9.3 

Table 3 demonstrates that there were 5 categories.  The highest age group range was between 21 and 23 with 

a percentage of 44% and the least age group range of participants was between 27 and 29 with a percentage 

of 6.7%.  

Table 4 Level of study of the respondents 

Level of study Frequency % 

Diploma (level 1) 

Diploma (level 2) 

Advanced Diploma (level 3)   

Bachelor (level 4) 

Master 

16 

20 

28 

77 

9 

10.7 

13.3 

18.7 

51.3 

6.0 

 

Table 4 illustrates the different levels of study of the participants. There were five different levels of study. 

The majority of the number of participants was in the level 4 of Bachelor graduates with 51.3% unlike the 

least frequency number of participants in the level of master graduates with a 6%.  
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Table 5 Faculty Name of the respondents 

Level of study Frequency % 

Faculty of Business 

Faculty of Computing and IT 

Faculty of Education and Arts 

Faculty of Engineering 

Faculty of Language Studies 

Faculty of Law 

62 

12 

23 

22 

21 

10 

41.3 

8.0 

15.3 

14.7 

14.0 

6.7 

 

Table 5 demonstrates the different faculties that the participants belonged to. There are six different faculties. 

The highest frequency numbers of participants were in the faculty of business respondents with a 41.3% 

whereas the least frequency number of participants is in the Faculty of Law with 6.7%.  

 

Table 6. Average of Perceptions and Expectations of Service Quality 

Factor Item 
Perception 

Average 

Expectation 

Average 
Differences 

Tangibles 

1 5.34 6.013 -0.673 

2 5.447 6.193 -0.746 

3 5.68 5.687 -0.007 

4 5.673 5.833 -0.16 

Average 5.535 5.9315 -0.3965 

Reliability 

5 5 6.22 -1.22 

6 5.22 6.253 -1.033 

7 5 6.173 -1.173 

8 5.087 6.26 -1.173 

9 5.32 6.053 -0.733 

Average 5.1254 6.1918 -1.0664 

Responsiveness 

10 5.293 6.013 -0.72 

11 5.313 6.02 -0.707 

12 5.493 6.193 -0.7 

13 5.127 5.98 -0.853 

Average 5.3065 6.0515 -0.745 

Assurance 

14 5.173 5.967 -0.794 

15 5.367 6.12 -0.753 

16 5.513 6.081 -0.568 

17 5.413 6.247 -0.834 

Average 5.3665 6.10375 -0.73725 

Empathy 

18 4.933 5.939 -1.006 

19 5.48 5.94 -0.46 

20 5.387 5.787 -0.4 

21 4.967 6.02 -1.053 

22 5.073 6.153 -1.08 

Average 5.168 5.9678 -0.7998 

Total Average  1.2 1.37 -0.17 

 

Table 6 shows the comparison between the average score of the respondents between the two sets of variables 

viz. the perception and the expectation. There were five factors under each one of factors namely tangibles, 

reliability, responsiveness, assurance, and empathy. The total number of items were 22. To analyse the 

differences, the mean for each item was calculated for both the sets of variables, then the difference between 

them was found between the two means of the corresponding factor responses.  Total average score 

differences between the two questionnaires were in favour of the respondents’ expectations about Omantel 

services.     

 

https://doi.org/10.47259/ijrebs.221


                                                                             International Journal of Research in Entrepreneurship & Business Studies 
                                                                                                                        eISSN-2708-8006, Vol. 2, issue. 2, 2021, pp. 1-8  

https://doi.org/10.47259/ijrebs.221 

 

              © Al-Shibli, Al-Mamari & Al-Dhahri  7 

  

The highest difference between the two questionnaires was in the reliability factor as the difference between 

total averages was 1.07 in favour of the expectation and this denoted that respondents’ expectations about 

Omantel reliability services were more significant than their perceptions. On the other hand, the least 

difference between the two sets of variable was in the tangibles factor as the difference between total averages 

was 0.40 in favour of the expectation questionnaire and this denoted that the respondents’ expectations about 

Omantel’s tangibles was slightly significant than their perceptions.  

 

The other differences between the two sets of variables were similar to each other as they were all factors in 

favour of the expectation. In the responsiveness dimension, the overall average response of both were in 

favour of expectation, with an average difference between the overall averages 0.74 whereas assurance 

factors have an average score difference between the total averages was 0.737 and the total average of both 

the responses was in favour of expectation. Also, the questionnaires’ responses were in favour of expectations 

in the Empathy factor, and the total averages was 0.74. The respondent's expectation of Responsiveness, 

Assurance, and Empathy factors have been negative with their expectations.  

In conclusion, the total average of both the sets of responses was in favour of expectation as the average score 

of difference between the total averages was 0.17. This inferred that the respondents’ expectations about the 

quality of services of Omantel was negative with that of their expectations. 

 

Discussion 

To satisfy the customers, it is necessary to offer the best services. The total average score differences between 

the two sets of variables were favourable to the expectations of the respondents regarding Omantel services. 

In both the sets of variables, the outcomes showed that the reliability factor influenced customer satisfaction. 

So, the factor of expectations suggested that the aspirations of Omantel reliability services respondents were 

more important than their perceptions. While the least averages factor - Tangibility factor have not much 

influenced the customer satisfaction in the selected company of telecom sector of the sultanate of Oman i.e. 

Omantel. The other three dimensions’ assurance, empathy, and responsiveness were similar to each other 

because they were all factors in support of the factors of expectations. This indicated that the expectation of 

the respondents about the Omantel services was negative with their expectations. Hence, the findings of this 

research will be beneficial for the telecom sector management to enhance the quality of their service because 

happy customers not only add loyalty but also enhance the company's reputation. 

 

Conclusion 

From the above, it can be seen that not all SERVQUAL dimensions affect customers while reliability is the 

most different one in both perceptions and expectations in comparison to others especially the tangibles 

which is the factor with least difference.   The result of the study will help Omantel Company to develop 

strategy for the service quality in the areas of assurance, empathy, and responsiveness. Understanding how 

consumers view the quality of the service and being able to quantify the expected service will help business 

professionals quantitatively and qualitatively. 

 

Measuring the standard of service will provide detailed data that can be used in quality management.  

Omantel Company should focus on providing high-quality service to the satisfaction of the customers which 

can be identified using SERVQUAL methodology as a technique in determining the difference between 

consumer preferences and perceptions about the quality of services by measuring the effect of five 

dimensions - tangibles, reliability, responsiveness, assurance, and empathy on customer satisfaction.  

Assessing the quality of service and a deeper understanding of how different measurements influence the 

overall quality of service will enable organizations, Omantel Company in particular, to plan the service 

delivery process efficiently. 

 

Recommendations 

The telecommunication companies are characterized as highly competitive and regulated but they need to 

analyse more to improve trust and loyalty of the customers and provide high-quality services to the customers. 

Therefore, telecom companies should focus in improving organizational performances. 

1. Telecommunications companies must strategically plan to earn the trust of customers through proper 

prediction of customer needs and their requirements.  

2. The employees of the company must treat their clients honestly and sincerely, listening to customer needs. 

Responding to the feedback is the best way to earn the customers’ trust. Constant communication with clients, 

serving the customers in an efficient way and solving their problems in a short period only will improve 

service quality.  

3. Omantel Company should focus on improving customer relationships by developing a competitive policy 

in the telecom market compared to other telecommunication companies. 
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4. The development of cadres for the talented employees working in the company, so, telecom service the 

management of the company should care for the development of employee skills and expertise in providing 

quick and efficient services. 

5. Focus on providing digital channels for commercial subscribers in addition to developing services and 

offers. 

6. Provision of protection for customer transactions, the extension of working hours at the weekend through 

the availability of customer support centres. 
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