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Abstract

The competition within the telecommunication sector is increasing day by
day in Palestine and therefore requires the telecom operators to be more
adept in their strategic approach to meet the growing demands of
customers. Effective innovation is believed to be a key in the approach of
wining and maintaining customers. This research examines the impact of
marketing innovation on brand loyalty in mobile operators in Palestine,
customer satisfaction as a mediating variable. The study hypotheses were
tested by using multiple regression based on a structured questionnaire
distributed to 450 customers of Ooredoo Palestine and Jawwal, 432
questionnaires were returned, and 412 entered the analysis level. The data
were collected through face-to-face interviews filling a paper-based
questionnaire. Descriptive statistics and multiple regression were employed
to examine the relationship between independent and dependent variables,
smart PLS software program was used to analyze the indirect relationship
between marketing innovation and brand loyalty, where customer
satisfaction plays a mediating role. The results show that there is a positive
and significant direct relationship between marketing innovation and brand
loyalty, and it indicates a highly significant indirect effect between

relationship marketing innovation and brand loyalty, considering customer
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satisfaction as a mediating on this relation. The research also discloses that
marketing innovation dimensions: product innovation, price innovation,
promotion innovation have a significant positive relationship with both
customer satisfaction and brand loyalty. The research recommends that
mobile operators who desire to improve upon the level of customer

satisfaction and brand loyalty should invest much in marketing innovation.

Academically, this research contributes to the understanding of how
marketing innovation dimensions’ influence customers and the importance
of addressing each dimension. This study investigates under researched
constructs and relationships in literature, mainly, in the West Bank. The
findings of this research encourage researchers to dive into the complexity

of how marketing innovation factors influence customer’s behavior.

Managerially, this study alerts managers and decision-makers to the need
for a deep attention to marketing innovation practices adopted in their

companies.



1

Chapter One
Introduction

1.1 Overview

This chapter represents the background of the research, then it shows the
background of Palestinian mobile operators. After that, it discusses the
problem of the research. It also declares the objectives, questions of the

research. Finally, the thesis structure is outlined.
1.2 General Background

Competition within telecommunication industry is getting tougher day after
day due to globalization, liberalization, emerging technologies, and e-
business. The power of providing a high degree of customer satisfaction
(CS) services is critical to companies in differentiating themselves from
their rivals. Particularly, in highly competitive industries, building strong
relationships with customers is seen as the main factor in developing a
sustainable competitive advantage, which leads to winning a market share.
Loyal customers are important to business survival since attracting new
customers is costlier than retaining old ones (Luarn & Lin, 2003; Nasir,
2005). Innovation helps companies in providing customized solutions to
customers. The latest trends of firms show the importance of innovation in
providing customized solutions to customers and to adapt the global market

(Simon & Yaya, 2012).

Innovation has received a considerable attention from Scholars in

marketing field. It has been studied from many points of view and
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examined in many ways indicating its impact on firm performance.
However, most of the studies focused on manufacturing industry and most
of these in overseas countries (Al-Sa’d et al. , 2017; Atalay et al. , 2013;
Daragahi, 2017;Gunday et al. ,2011;ul Hassan et al., 2013; Prajogo, 2016;
Yang et al., 2019). This leaves a knowledge gap which needs to be filled.
Following this literature gap, there is a need to find out the impact of
marketing innovation (MI) practices on brand loyalty (BL) and CS in the
service industry, especially in telecommunication industry in Palestine.
Findings can help top management to better understand what dimensions of

MI lead to BL and what should be adopted to increase CS and BL.
1.3 Background of Palestinian Mobile Operators

The Palestinian telecommunication sector plays a vital role in the
Palestinian economy, contributing approximately 4% to Gross Domestic
Product (GDP) (PCBS, 2018). Mobile phone services started in 1999, when
Israel granted the Palestinian national authority frequencies to launch the
first Palestinian mobile telephone service company “Jawwal” in Gaza and
the West Bank (WB) (Abudaka, 2019). Nowadays, there are two main
Palestinian mobile operators: Jawwal and Ooredoo Palestine. Both
operators provide 2G, and 3G services in the WB, and 2G services in Gaza
strip. Both operators offer two subscription methods for customers:
postpaid and prepaid. Both options provide multi services such as SMS,
MMS, GPRS, international roaming, and handset bundle packages. These

two operators employ over 3400 employees and serve 4.2 million
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subscribers by the end of 2019 (Office of the Quartet, 2017; PCBS, news,
2020).

However, the Palestinian telecommunications sector face restrictions due to
Israeli control on the import of equipment for telecom and ICT companies,
the inability to operate in more than 60% of the WB’s Area C (which is
under Israeli control), and the requirement by Israel that Palestinian
operators go through an Israeli-registered company to access international
links. Moreover, Palestinian telecom market face a competitive
disadvantage because Israeli operators have 3G and 4G capabilities and are
able to attract higher- value customers and illegal Israeli operators’

captures more than 20% of the WB market in volume (Toameh, 2016).

1.4 Problem Statement

Many researchers have concluded that innovation has a significant impact
on profit and CS. This study will go deeply with one type of innovation
which is Ml to find out its relationship with BL and CS. Customers are now
demanding, exacting and segmented. They expect high quality, low price,
and new technologies (Stark, 2011). To endure in the existing market
conditions, organization must innovate to satisfy their customers to keep a

sustainable competitive advantage (Panayides, 2006).

The Palestinian services industries have considerably grown lately,
contributing highly to the Palestinian economy. The percentage value
added to GDP by services for the year 2018 amounted to 61.9%. Compared

to industrial sector which contributes 11.8% to the GDP, agricultural sector
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which contributes 3% to the GDP, and construction sector which
contributes 6.7% to the GDP, services sector is the most important sector in

the Palestinian economy (PCBS, 2018).

The services industry employed about 62% of the total Palestinian labor
force. It covers a wide range of services such as: banking,
telecommunications, insurance, transportation and distribution services,

hotels and restaurants (Fanack, 2017).

Palestine has experienced a rapid change in the telecom sector after the
launch of 3G services. Telecommunication operators have invested huge
amount of capital into acquiring licenses for 3G, to get one big and main

goal: CS which leads to more revenue.

The concept of MI in telecom industry is new and unorganized, there are
growing attempts to construct a suitable process for the mobile operators’
case. However, these attempts depend on developing experience for
themselves, and fast responses towards the market and competitors. Thus,

the output is still unstable, with continuous need for radical improvements.

This study will follow the literature in finding out the relationship between
MI and BL in telecom industry, CS as a mediating factor, but it will
investigate the case of Ml in Palestine in terms of Product, Price, Place, and

Promotion (4Ps).
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The addition of this research is examining the indirect relation between
marketing innovation and brand loyalty, where customer satisfaction plays

a mediating role in this relation.

1.5 Significance of Research

Several studies have been conducted to attempt to understand CS of mobile
services customers (Denga, et al. 2010; Kim et al., 2004; Sogunro &
Abiola, 2014). Most of these studies highlight that CS is the main
important factor for mobile service providers on their way to obtaining

economic success.

As Palestinian have been started using 3G services in 2018, and mobile
number portability project is finally launched, it is the most suitable time to
keep an eye on the current situation of M1 in telecom industry, and how BL
and CS is impacted. This study helps the management of the mobile
operators to improve the marketing of its services in view of the rapid
changing technology in the telecom sector. Accordingly, adopt a more
aggressive customer-oriented posture in line with the available resources

and customer needs.

As there are no previous studies about Ml in telecom industry in Palestine,
this study comes to be a reference study for future work. For instance, this

study is important because:

1)1t aims to identify the strengths and weaknesses of MI practices in

telecommunication sector.
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2) It helps the related parties to recognize the needs of mobile users at
different levels of the offered service to fulfill users’ needs regarding their

backgrounds.
1.6 Research Objectives & Research Questions
The research will attempt to provide answers to the following questions:

1. What is the current level of MI practices in Palestinian mobile

operators?
2. What is the current level of CS in Palestinian mobile operators?
3. What is the current level of BL in Palestinian mobile operators?
4. How does MI affect BL in Palestinian mobile operators?
5. How does CS affect BL in Palestinian mobile operators?
6. How does MI affect CS in Palestinian mobile operators?

7. Does the CS mediate the relationship between MI and BL in Palestinian

mobile operators?
Based on research questions, below hypotheses are formulated:

Hypothesis 1: There is no statistically significant effect at the level of
significance (p <0.05) for MI (Product, Promotion, Price, and Place) on

customer satisfaction in mobile networks in Palestine.
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Hypothesis 2: There is no statistically significant effect at the level of
significance (p <0.05) for marketing innovation (Product, Promotion, Price,

and Place) on brand loyalty in mobile networks in Palestine.

Hypothesis 3: There is no statistically significant effect at the level of
significance (p <0.05 ) for customer’s satisfaction on brand loyalty in

mobile networks in Palestine.

Hypothesis 4: There is no statistically significant effect at the level of
significance (p <0.05) for marketing innovation on brand loyalty, where
customer satisfaction plays a mediating role in mobile networks in

Palestine.
1.7 Thesis Structure

This thesis consists of six chapters (Introduction, Literature Review,
Methodology, @ Data  Analysis,  Discussion,  Conclusion  and

Recommendations).

Chapter one: is the introduction chapter that covers the background of
Palestinian mobile operators, problem statement, significance of research,

research objectives, and research questions.

Chapter two: reviews the literature related to innovation, Ml, BL, and CS.

And it focuses on concepts, models and theoretical framework of the study.

Chapter three: represents the methodology of this research in terms of
data collection, data analysis, population, sampling plan, data reliability

and validity.
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Chapter four: represents the data analysis and concluding results, while.

Chapter five: includes a discussion of the results that obtained from

chapter four.

Chapter Six: consists the summary of the thesis’s findings, and

recommendations for further work.
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Chapter Two
Literature Review

2.1 Overview

This chapter presents a review of the literature related to key concepts and
theories of this research. The literature review provides a starting point for
the research, and it is an essential part of the research process, since it helps
to generate ideas for research and summarizes existing research by
identifying patterns, themes and issues. The areas were chosen due to the

relevance of the topic investigated.
The main topics covered are the following:

Innovation

Marketing innovation

Brand Loyalty

Customer satisfaction
2.2 Innovation

In Today’s competitive world, where customers ask for a value in their
purchases, innovation has become fundamental in both science and
business (Mahmoud et al., 2018). Innovation studies have started when
Joseph Schumpeter defined it as carrying out new combination in any of
five ways: launch new products, new methods of production or sales, new

markets, new sources of supply, and new industries (Sledzik, 2013).
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After Schumpeter, many researchers have studied innovation and come up
with advanced and detailed definitions, one of these definitions is the
creation of something new, not yet existent, which aims to attract a
customer’s attention (Pitra, 1997). Another definition is the implementation
of a new product (good or service), a new process, a new marketing
method, or a new organizational method in business practices, workplace

organization or external relations (OECD, 2005).

The most basic definition of innovation is doing something different, it is
taken from “Innovare”, a Latin word which means “into new”. Innovation
can be described as a new idea, product, and device (Kuczmarski, 2003).
The word innovation is commonly used in industries to describe something
risky, costly and time consuming (Prohaska & Costello, 2013). Another
definition of innovation is a method of new markets, new product methods

and recognition of new customers (Fri et al., 2013).

According to OECD, innovation has four main types: product innovation,
process innovation, M1, and organizational innovation (OECD, 2005). This

research deals with M.
2.3 Marketing Innovation

M1 is defined as "the implementation of a new marketing method involving
significant changes in product design or packaging, product placement,
product promotion, or pricing" (OECD, 2007). Another definition is “the
degree of novelty in the implementation of three core business processes:

product development management, supply chain management, and
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customer relationship management (Cascio, 2011). The main factors for Ml
success are the three C’s of business strategy: Customers, Competitors, or
the Company itself (Ohmae, 1982). Organizations that understand the
factors of marketing success establish a strong links with customers (Scott,

2013).

Another definition of Ml is the creation and implementation of modern and
latest ideas in order to create, communicate, and offer value to customers
and handling the relationship with the customer (Tinoco, 2005). Other
researchers have defined MI in terms of three strategies which are: price
strategy, promotion strategy, and product strategy. These strategies lead
changes in packaging, design, distribution methods, and advertising

techniques (Rust et al., 2004).

MI aims at improving the current process of any organization to increase
the CS. This can be achieved by implementing new marketing tools and
activities (Kotler & Keller, 2012). These tools are the marketing mix
elements which are: product, price, place, and promotion (4P’s).
Organizations can achieve their marketing objectives by the 4P’s (Kotler,

2000).

MI is based on employing new marketing methods, concepts or strategies
that haven’t been used before in the organization. They are based on the
combination of four items, which are: new product design (changes in

shape or packaging), new pricing strategies, new retail concept (distribution
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channels), and new promotion concept (advertising on social networks)

(Stosi¢, 2007).

It was found that companies which aim at achieving marketing initiatives
are most likely able to increase their CS as compared to competitors (Baker
& Sinkula, 1999). By taking marketing initiatives into consideration,
companies are successfully able to lead the market changes, create new
ideas and access new information and resources which lead to developing

new products or services (Rust et al., 2004).

Based on the literature represented above, it was found that MI was
discussed in terms of either 4Ps or new technologies or applications. One of
the studies that discussed the MI in telecom industry, was conducted in
Ghana, it found that M1 has a significant impact on CS. But it discussed Ml
as new applications or projects like mobile number portability, bulk
messaging, and mobile money transfer (Diaw & Asare, 2018). Another
study was conducted in India, it concluded that radical Ml has a significant
impact on company performance, it measured the Ml in terms of the 4Ps
(Ramaraju, 2014). The most related study for this research was conducted
in Bangladesh, it concluded that mobile service providers must innovate in
promotion to attract the customers. It also concluded that perceived value
(PV), perceived quality (PQ), and customer expectation (CE) are the main

success factors for CS (Islam et al., 2015).
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Atalay et al. (2013) affirm that MI aims at addressing customer needs
better, opening up new markets, launch new products or services with the
purpose of increasing company’s revenues. Mls are closely tied to pricing
strategies, product package design properties, product placement and
promotion activities along the lines of 4P’s of marketing (Kotler &

Armstrong, 1991).

Based on above, MI will be investigated by four dimensions: product
innovation, pricing innovation, placement innovation, and promotional

innovation.
2.3.1 Product Innovation

A product is anything that can be provided to get the market attention, user
purchasing and using, in order to meet a need or satisfy a desire (Kotler &
Keller, 2006). A product is a mix of quality, design, brand name,
packaging, physical appearance, features, and labeling information (Sarker

etal., 2012)(Borden, 1984).

Previous studies highlighted that changes in product design and packaging
are considered as marketing innovation. They further confirm that design
and packaging, product protection may affect the customer behavior and

the purchase decision (Mothe & Uyen, 2010).
2.3.2 Pricing Innovation

Price is the summation of all values that the customer exchange for the

advantages of having a product or a service (Kotler & Armstrong, 2005). It
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iIs the one and only component in the marketing mix that make the
company earn revenue. In another words, it is the variable that the end user
should pay to purchase a product or a service, and it is the only tool of the
marketing mix that is used to achieve the marketing objectives of a
company (Belch & Belch, 2004). It is the cost of producing, delivering and
promoting the offered value (product, service) by the organization (Kotler,
2007). Accordingly, pricing decisions must be coordinated with product
design, distribution, and promotion decisions to form a consistent and

effective marketing program (Belch & Belch, 2004).

Price plays a critical role in brand switching (Kotler & Armstrong, 2010), if
the service provider offers a good service with a reasonable price then the
customer is more satisfied and the probability of switching to another
provider is low (Navarro et al., 2007). In other words, if the service
provider charges high price, then the customer will switch to another

provider (Herrmann et al., 2007).

Innovative pricing can be seen as discounts either with lower prices or with
bigger amount of services with same price. Online pricing is also a kind of
innovative pricing, in which the customer can choose the services or
products using the company website, and then receive the price of each

component he/she picks (Ili¢ et al., 2014).



15

2.3.3 Placement Innovation

Place is a channel or action that introduces or moves the product or service
to customers (Kotler, 1997). In other words, it’s the way the customer can

get a product or a service (Johnson et al., 2008).

Innovative placing can be seen as licensing products, franchise, exclusive

sales, direct sales, sales via the internet (Ili¢ et al., 2014).

2.3.4 Promotional Innovation

Promotion is the straight way to reach the customers. It is an integrated
element includes advertising, direct marketing, interactive/ internet
marketing, publicity/ public relations, personal selling and sales promotion
(Daniels & Radebaugh, 2001). In other words, promotion is any activity
carried out by organizations to communicate with customers, and to

promote their products or services to the market (Kotler & Keller, 2012).

Previous studies showed that promotional innovation has an impact on
brand choice purchase quality (Mela et al., 1998). Another study concluded
that when companies pay attention to their interaction with customers, they
can understand their customer needs better, this helps the companies to
innovate (He & Wong, 2009). The most related study was conducted in
Jordan, it found that e-communication innovation has a significant impact

on CS (AL Samydai et al., 2015).
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Innovative promotion can be seen in many ways such as: introducing a new
kind of media, a TV show, deals with clebrities to improve the

promotion(Ili¢ et al., 2014).
2.4 Brand Loyalty

BL is defined as customer’s consistent repurchase one brand out of a set of
alternative brands (Aaker, 1991). It creates entry obstacles to competitors,
it avoids competitive threats from rivals, it increases sales and maximizes
revenue ( Delgado-Ballester & Munuera-Aleman, 2011) and it decreases

customer price sensitivity (Rowley, 2005).

In other words, customers are considered to be loyal when they frequently
buy a product or a service by a aprticular company despite the availablty of

the same item by other companies(Nemati et al., 2010).

Researchers concluded that many variables affect loyalty from marketing
point of view, the customer should be confident that the product he/she buy
has the most suitable combination of price and quality (Nemati et al., 2010)

(McConnell, 1968).

Many other variables affect BL such as customer attitude, presusue from
family and friend who use the same brand, customer satisfaction is key
factor that affect the brand loyalty (Nemati et al., 2010) (Newman &
Werbel, 1973).

Scholars founded there is a relationship between innovativeness and

customer commitment toward a specific brand, this relationship could be a



17
direct relationship or indirect relationship mediated by other variables such
as sustomer involvement (Pappu & Quester, 2016). When customers
become loyal, it’s easy to come up with any change in an existing product

or service (Nemati et al., 2010).

2.5 Customer Satisfaction

CS plays a critical role in any business and it’s a key element to maintain a
lasting relationship between an organization and its customers (Anderson &
Srinivasan, 2003)(Lim et al., 2006). Satisfaction is defined as customer’s
fulfilment reaction after using the service or the product (Chakrsborty &

Sengupta , 2014).

There are many benefits from increasing the satisfaction level, customers
become more loyal, less price sensitivity, reduction in the costs of
attracting new customers, lower operating costs due to customer number
increases, improves the effectiveness of advertising, and enhances the

company rank (Kim et al., 2004).

Increased CS can provide company benefits like customer loyalty,
extending the life cycle of a customer expanding the life of merchandise
the customer purchases and increases customers positive word of mouth
communication. When the customer is satisfied with the product or service
of the company, it can make the customer to purchase frequently and to
recommend products or services to potential customers. It is impossible for
a business organization to grow up in case the company ignores or

disregards the needs of customers (Tao, 2014).



18

Chakraborty & Sengupta (2014) suggested that it is more difficult and
expensive to create new customer than keep existing customers. The cost to
attract a new customer can be as much as six times the cost to keep current
customer. Customer acquisition is costly compared to the lower cost of
serving repeat customers (Rosenberg & Czepiel, 1984). This one important
reason for companies being advised to increase levels of customer retention

(Denga et al., 2010).

Marketing

Innovation - - Brand
Loyalty

\\\\
,
.,
.
\\\\ - -
Customer

Satisfaction

Figure 1: Research Model.

2.6 Theoretical Framework

Based on the earlier introduced literature review, a comprehensive
theoretical framework was developed. Figure 1 reflects the research model
developed for the purposes of this research, it consists of three variables:
independent, dependent, and mediating variable. The independent variable
Is the MI which is measured by: product, price, place, and promotion. The

dependent variable BL, and the mediating variable CS.
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Chapter Three
Methodology

3.1 Overview

This chapter includes a detailed description that the researcher followed in
carrying out the study. Defining the nature of study, describing the study
community, identifying the study sample, preparing the study tool (the
questionnaire), verifying its reliability and validity, and explaining the
study procedures and the statistical methods used in handling the results,

below is a description of these procedures.
3.2 Nature of study

This research aims at investigating and analyzing the impact of Ml on BL,
CS as a mediating factor in Palestinian mobile operators using a
quantitative research design which will be used to gather numerical data
through a well-developed structured questionnaire. Then a descriptive
research design will be used to provide a summary of the data. By using a
descriptive research design, a summary of a collected data could be
presented using numbers to describe the characteristics of the variables of
interest (Sekaran & Bougie, 2013). After that, a correlational research
design will be used to measure the strength of the investigated relationship
between variables (Keller, 2011). In this research, the correlation design
will help in analyzing the impact of Ml on both CS and BL in Palestinian

mobile operators.
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3.3 Study Population

The population in this study -the group of interest— is all the mobile
telecom service recipients in Palestine; this means all the clients of mobile
service providers, which are licensed as telecommunication companies at

Palestinian ministry of communication and information technology.

According to the joint press release on the eve of the World
Telecommunication and Information Society Day (17/05/2019) published
by Palestinian Central Bureau of Statistics and the Ministry of Telecom and
Information Technology, the number of Palestinian mobile cellular
subscriptions reaches 4.3 million (West Bank and Gaza Strip) by the end of
2018 (PCBS, 2019). Also, by the end of 2019, the Palestinian population
was estimated to be around 4.98 million, 2.99 million in the West Bank,

and 1.99 million in Gaza Strip (PCBS, 2019).

Due to lack of formal statistics or studies about the number of mobile
subscribers in the West Bank, the population of each governorate will be
considered to calculate the sample size in each governorate. Below table

shows the percentage of each governorate to be covered.
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Table 1: Population and percentage distribution of population in West

Bank by Governorate.

Region/ Governorate Population Percentage
Hebron 743,121 24.8
Ramallah and Albireh 340,475 11.4
Jenin 325,271 10.8
Bethlehem 225,020 7.5
Tulkarm 191,873 6.4
Qalgiliya 116,454 3.9
Salfit 78,380 2.6
Tubas & Northern Valleys 63,114 2.1
Jericho & Al — Aghwar 51,410 1.7
Nablus 400,012 13.4
Jerusalem 451,584 15.1
West Bank (Total) 2,986,714 100%

3.4 Study sample calculations

In this research, a stratified sampling method is adopted, where the

population is divided per each region/ governorate. Then, within each

group (governorate), a stratified method is also adopted, where the

population is divided per gender/ age. Stratified sampling technique is used

to make sure each subgroup is well described in the sample.

Taro Yamane’s formula (1) (Yamane, 1967) is used in determining the

sample size as follow:

.....................

H= 2986714
T 2986714+.052+1

=400 samples
Where:

n = sample size
N = Population size

oc? = Significant level(x5%)

1)
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Below table shows the distribution of n (400 samples) per each governorate

Table 2: sample distribution per governorate.

Region/ Governorate Sample size Percentage
Hebron 100 24.8
Ramallah and Albireh 46 11.4
Jenin 43 10.8
Bethlehem 30 7.5
Tulkarm 26 6.4
Qalqiliya 16 3.9
Salfit 10 2.6
Tubas & Northern Valleys 8 2.1
Jericho & Al — Aghwar 7 1.7
Nablus 54 134
Jerusalem 60 15.1
West Bank (Total) 400 100%

To obtain more accuracy, 450 questionnaires were distributed, 432 were

returned, and 412 entered the analysis level.

3.5 Data collection method

The main collection tool in this research is a structured questionnaire, a
questionnaire is an instrument contains a number of questions in order to
collect the needed data from respondents. This tool has many advantages
such as collecting large amount of data from a large population in a short
time, the results can be rapidly quantified through software programs

(Kabir, 2016).

The employed questionnaire used closed questions with Likert scale,
nominal and ordinal types where the respondent has to pick an answer from
a given set of options (Kabir, 2016). A Likert-style five-point rating scale
ranging from 5 (strongly agree) to 1 (strongly disagree) was used to convey

how much they agree with a specific statement (Joshi et al., 2015).
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The questionnaire is divided up to four sections, the first one deals with

demographic characteristics such as gender, age, educational level, and

other study factors. The second section deals with the MI practices

provided by the Palestinian mobile operators, the third section deals with

the CS regarding the service provided by the Palestinian mobile operators.

And the last section deals with BL. Below table illustrates the reference of

each item in the questionnaire.

Table 3: the questionnaire items.

Variable | Variables measure Adopted from
Product innovation (Al-Dmour, Al-Zu'bi,
& Kakeesh, 2013)
P1 My mobile service provider provides me with
distinctive after sale services
P2 My mobile service provider cares about my opinion in
the development of new services.
P3 I deal with a mobile service provider that has a
distinctive brand in the market.
P4 My mobile service provider provides me with updates
about developed service products.
P5 My mobile service provider provides me with a
variety of services.
Price innovation (Yoo, Donthu, & Lee,
2000)
PR1 My mobile service provider provides me with more
than one paying facility/ option
PR2 My mobile service provider’s prices are appropriate to
me.
PR3 The prices are appropriate compared to the quality of
services provided.
PR4 The prices are competitive compared to the other
mobile service providers.
PR5 My mobile service provider gives me special offers
from time to time (i.e.: free hours, sms, mms,.. etc.).
Place innovation (Yoo, Donthu, & Lee,
2000)
PL1 My mobile service provider has many branches within
my region of residence.
PL2 The number of outlets that deal with my mobile
services provider are more than those of its competing
brands.
PL3 My mobile service provider’s location is appropriate
for me.
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PL4 The website essential base for dealing with my mobile
service provider (paying the bills, detailed bill on your
e-mail.... etc.) is satisfactory.
PL5 My mobile service provider website is well-organized
Promotion innovation (Yoo, Donthu, & Lee,
2000)
PM1 The advertising campaigns seem very creative,
compared to campaigns for competing brands.
PM2 The advertisements are frequently seen through media
such as TV, radio and billboards.
PM3 In general, | can feel that there is a credibility in the
advertisements.
PM4 When | decide to purchase a specific service, | take
into consideration the spoken word of mouth from
friends and relatives.
PM5 My mobile service provider cares about cultural
activities and program sponsorship (i.e.: independent
day festival, social events, sport games, ...etc.).
Customer Satisfaction (Mullatahiri & Ukaj,
2019)
CS1 I am satisfied with services of my operator
CS2 I am satisfied with interaction that | have with my
operator
CSs3 I am satisfied with information that | get via SMS or
calls from my operator
Cs4 My operator meets my demands as per my
expectations
CS5 Overall, | am more satisfied with my selected
operator, than with other operators
Brand Loyalty (Mullatahiri & Ukaj,
2019)
BL1 I will go on using the same operator
BL2 I recommend this operator to my friends every time |
have a chance
BL3 Even if the prices of other operators are cheaper, | will
continue using this operator.
BL4 Even if my friends suggest me to use other operators, |
will not change my operator
BL5 If, new services will be offered in the market, 1 will
purchase again from the same operator.
P: Product innovation; PR: Price innovation; PL: Place innovation; PM: Promotion
innovation; CS: Customer Satisfaction; BL: Brand Loyalty

3.6 Reliability, Validity, and Pre-testing

Reliability and validity were among the research goals while data

collection process.
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3.6.1 Reliability

Reliability is the consistency of results over time, this means if the research
results can be replicated using same methodology, them the research
method/ tool is reliable (Joppe, 2006). Cronbach’s Alpha reliability is one
of the most-used measures in social studies. It describes the reliability of a
sum or average of x measurements where the X measurements may
represent x occasions, alternative forms, or questionnaire/test items (Bonett

& Wright, 2015).

The researcher verified the stability of the tool, by calculating the stability
of the total score of the stability factor, for the fields of study according to
the stability equation of Cronbach Alpha, and the overall score for the level
of MI provided by Palestinian mobile service providers (0.939), and
(0.889) for the level of CS, and (0.928) for the level of BL, and this result
indicates that this tool has the stability that meets the purposes of studying.
The following table shows the coefficient of stability for the domains and

the overall score.

Table 4: Stability coefficient results for fields.

Fields # of questions Cronbach Alpha

Product Innovation 5 0.823
Promotion Innovation 7 0.840
Price Innovation 5 0.822
Place Innovation 6 0.894
Marketing Innovation 23 0.939
Customer Satisfaction 5 0.889
Brand Loyalty 5 0.928
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3.6.2 Validity

Validity is the truthfulness and accuracy of the research, it judges if the
research measures what it was intended to measure or not (Joppe, 2006).
The researcher designed the questionnaire in its initial form, and then the
validity of the study tool was verified by presenting it to the supervisor and
a group of arbitrators with expertise and experience. They were asked to
express their opinion on the questionnaire paragraphs in terms of: the
clarity of the language of the paragraphs and their linguistic integrity, the
extent to which the paragraphs cover the studied aspect, and adding any
information, modifications, or paragraphs they deem appropriate, and
according to these notes the questionnaire was finalized. On the other hand,
the validity of the tool was also verified by calculating the Pearson
correlation coefficient of the questionnaire paragraphs with the overall
degree of the tool, and there was a statistical significance in all the
paragraphs of the questionnaire and indicates that there is an internal
consistency between the paragraphs. The following tables shows this.

Table 5: Pearson Correlation results for the level of marketing
innovation provided by Palestinian mobile service providers.

# Value (R) Sig # Value (R) Sig # Value (R) Sig
1 0.696 0.000 9 0.778" 0.000 | 17 0.681" 0.000
2 0.256" 0.000 10 0.737" 0.000 | 18 0.595" 0.000
3 0.645" 0.000 11 0.589" 0.000 | 19 0.745" 0.000
4 0.601" 0.000 12 0.482" 0.000 | 20 0.767" 0.000
5 0.757" 0.000 13 0.6137 0.000 | 21 0.790" 0.000
6 0.594" 0.000 14 0.688" 0.000 | 22 0.677" 0.000
7 0.694" 0.000 15 0.562" 0.000 | 23 0.751" 0.000
8 0.676 0.000 16 0.753" 0.000

**_Correlation is significant at the 0.01 level (2-tailed).

*, Correlation is significant at the 0.05 level (2-tailed).
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Table 6: Pearson Correlation results for the level of customer
satisfaction with Palestinian mobile phone services.
# | Value Sig # Value Sig # Value Sig
(R) (R) (R)
1| 0835 0.000 | 3 | 0.793 0.000 5 0.808 0.000
2| 0.8747 | 0.000 | 4 | 0.8527 | 0.000

**_Correlation is significant at the 0.01 level (2-tailed).
*. Correlation is significant at the 0.05 level (2-tailed).

Table 7: Pearson Correlation results for the level of brand loyalty to
Palestinian mobile phone services.

# Value (R) Sig N Value (R) Sig N Value (R) Sig
1 0.848™ 0.000 3 0.902" 0.000 5 0.863" 0.000
2 0.899™ 0.000 4 0.895 0.000

**_Correlation is significant at the 0.01 level (2-tailed).

*, Correlation is significant at the 0.05 level (2-tailed).

3.6.3 Pre-testing

Pre-testing is one of the important stages in survey research to assess the
reliability and validity of the questionnaire instruments before the final
distribution (Hu, n.d.). Through this research, pre-testing is done among 50
respondents. The questionnaire was tested in terms of question content,
wording, sequence, instructions, questions difficulty, form and layout. The
pre-test sample was chosen with characteristics resembling that of the
target population with a similar level of familiar topics investigated. When
investigating reliability of pre-test data, Cronbach’s alpha was used as
measure of reliability (Malhotra & Birks, 2007). This tool, developed by
(Lee, 1951), is expressed with a numerical value between (0) and (1); if the
score of alpha is more than the suggested cutoff (0.7), the scale is internally
consistent having a certain level of reliability. As the following table

shows, all of the Cronbach’s alpha results of scales used in the pretest were
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reliable varying from (.812) to (.926). All suggested areas of improvement
- upon respondents' feedback, the pre-test, and various analyses conducted
on the items- were considered when preparing the final questionnaire to be

used in the study.

Table 8: Stability coefficient results for pre-testing results.

Fields # of questions Cronbach Alpha
Product Innovation 5 0.812
Promotion Innovation 7 0.855
Price Innovation 5 0.825
Place Innovation 6 0.877
Marketing Innovation 23 0.826
Customer Satisfaction 5 0.906
Brand Loyalty 5 0.926

3.6.4 Normality testing

Statistical errors are common in research, and statistical procedures such as
correlation, regression, t-test and analysis of variance assume the data are
normally distributed (the population from which the samples are taken are
normally distributed). Normality can be checked through visual methods
such as Histogram and Q_Q plots, or through Kolmogorov-Smirnov®
Shapiro-Wilk tests (Ghasemi & Zahediasl, 2012). Below figures and table

shows the normality testing of the research population.

Table 9: Skewness and Kurtosis of normality test.

Descriptives
Statistic Std. Error
MI | Mean 3.4598 .03427

95% Confidence | Lower Bound 3.3924
Interval for Mean Upper Bound 3.5272
5% Trimmed Mean 3.4863
Median 3.6744
Variance 482

Std. Deviation .69396
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Minimum 1.68
Maximum 4.81
Range 3.13
Interquartile Range .81
Skewness -.671 21
Kurtosis .036 240

Table 10: Tests of Normality.

Tests of Normality

Kolmogorov-Smirnov? Shapiro-Wilk
Statistic Df Sig. Statistic df Sig.
Mi 147 410 .000 945 410 .000

a. Lilliefors Significance Correction

Normal Q-Q Plot of MI

Expected Normal

Observed Value

Figure 2: Q-Q plot.

A Shapiro Wilk’s test (p>.05) and a visual inspection of their histograms,
normal Q-Q plots showed that the marketing innovation were
approximately normally distributed, with a skewness of -0.761( SE= 0.121)
and a kurtosis of 0.036 (SE= 0.240) (Doane & Seward, 2011).

3.7 Statistical treatment

After collecting the questionnaires and verifying their validity for the
analysis, they were encoded (giving them specific numbers), in preparation
for entering their data into the computer for performing the appropriate

statistical treatments. Statistical processing of the data was done by
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extracting the arithmetic averages and the standard deviations for each of
the paragraphs. T-test, one-way ANOVA, regression analysis, Pearson
correlation coefficient, and Cronbach Alpha, using SPSS software, and
smart PLS software was used to clarify the mediating effect of CS on the

indirect relation between M1 and BL.
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Chapter Four
Data Analysis and Discussion

4.1 Overview

This chapter includes a presentation of the results of the study, which was
reached by the researcher on the subject of the study, which is " The Impact
of Marketing Innovation on Brand Loyalty in Palestinian Mobile
Operators: Customer Satisfaction as a Mediating Factor " and the effect of
each of the variables through the response of the sample members to the

study tool, and the analysis of the statistical data obtained.

In order to determine the degree of average response of the study sample,

the following degrees were adopted (Al-Mobaideen, 2014):

Table 11: Degree of average response.

Degrees Mean range
Low 2.33 and below

Medium Form 2.34-3.67
High From 3.68 and above

4.2 Demographic characteristics

Table 10 shows the distribution of respondents according to gender
variable, that 54.1% for males and 45.9% for females. The age variable
shows that 23.5% from 18-28 years, 35.7% from 29-39 years, 27.4% from
40-49 years, and 13.3% 50 years and more. The variable of the education
shows that 34.7% for Undergraduate, 55.6% for Bachelor's, and 9.7% for
postgraduate studies. The variable of the company that | deal with shows

that the rate of 25.5% for Ooredoo, 54.4% for Jawwal, and 20.1% for Both,
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and 32.5% of them prefer Ooredoo, and 67.5% prefer Jawwal. The number
of years | deal with operator variable shows that the rate of 8.7% less than
3 years, 22.6% from 3-5 years, and 68.7% to more than 5 years. The type
of subscription variable shows that the rate of 56.3% for Prepaid, 43.7% for
Postpaid.

Table 12: Distribution of study sample according to the study
variables.

Variables Levels N %
Gender Male 223 54.1
Female 189 45.9
Age from 18-28 years 97 23.5
from 29-39 years 147 35.7
from 40-49 years 113 274
50 years and more 55 13.3
Education Undergraduate 143 34.7
Bachelor’s degree 229 55.6
Postgraduate studies 40 9.7
Ooredoo 105 25.5
The company | deal with Jawwal 224 54.4
Both 83 20.1
If your answer was both, then | Ooredoo 27 325
you prefer Jawwal 56 67.5
Number of years | deal with | Less than 3 years 36 8.7
my operator From 3-5 years 93 22.6
More than 5 years 283 68.7
Type of my subscription Prepaid 232 56.3
Postpaid 180 43.7

4.3 Level of marketing innovation

The first objective of this research is to determine the level of marketing

innovation provided by Palestinian mobile operators.

To answer this question, the researcher calculated the arithmetic averages
and the standard deviations of the responses of the study sample individuals
on the questionnaire fields that express the level of marketing innovation

provided by Palestinian mobile service providers.
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Table 13: Means and standard deviations for the level of marketing

innovation provided by Palestinian mobile service providers.

N Fields Mean SD Degree

4 Place 3.6226 0.82170 Medium
2 Promotion 3.5437 0.77322 Medium
1 Product 3.5393 0.76626 Medium
3 Price 3.1354 0.87095 Medium
Average 3.4746 0.69408 Medium

It is noted from the previous table that expresses the arithmetic averages
and the standard deviations of the responses of the study sample individuals
on the level of marketing innovation provided by Palestinian mobile
service providers that the arithmetic mean for the total score (3.47) and a
standard deviation (0.694) and this indicates that the level of marketing
innovation provided by Palestinian mobile service providers came Medium

degree.

The field of Place obtained the highest mean of (3.622), and then the
Promotion field with mean of (3.543), and then the Product field with mean

of (3.539), followed by the field of the Price with mean (3.135).
4.1.1 Analysis of product innovation

The researcher calculated the arithmetic averages and the standard
deviations of the responses of the study sample individuals on the

questionnaire paragraphs that express the field of Product.
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Table 14: Means and standard deviations for the Product filed.

N Sentence Mean | SD Degree

1 My mobile service provider provides me | 3.75 | 0.883 | High
with a variety of services

5 My mobile service provider provides me | 3.70 | 0.902 | High
with updates about developed service
products.

4 I deal with a mobile service provider that has | 3.57 | 1.015 | Medium
a distinctive brand in the market.

3 My mobile service provider cares about my | 3.44 | 1.163 | Medium
opinion in the development of new services

2 My mobile service provider provides me | 3.24 | 1.021 | Medium
with distinctive after sale services

Average 3.54 |0.766 @ Medium

It is noted from the previous table that expresses the arithmetic averages
and the standard deviations of the responses of the study sample individuals
on the field of Product that the arithmetic mean for the total score (3.54)
and standard deviation (0.766) and this indicates that the field of Product

came with a medium degree.

The results also indicate in Table 12 that two sentences came with a high
degree and (3) sentences came with a medium degree. The paragraph " My
mobile service provider provides me with a variety of services " at the
highest arithmetic average (3.75), followed by the paragraph " My mobile
service provider provides me with updates about developed service
products " with an average of (3.70). The paragraph “My mobile service
provider provides me with distinctive after sale services” at the lowest
mathematical average (3.24), followed by the paragraph “My mobile
service provider cares about my opinion in the development of new

services” with an average of (3.44).



35

4.1.2 Analysis of promotion innovation

The researcher calculated the arithmetic averages and the standard
deviations for the responses of the study sample individuals to the

questionnaire paragraphs that express the field of Promotion.

Table 15: Means and standard deviations for Promotion filed.

N Sentence Mean | SD Degree

3 The advertisements are frequently seen | 3.92 0.998 High
through media such as social media and
websites

1 The advertisements are frequently seen | 3.86 0.910 High
through media such as billboards and
magazines.

2 The advertisements are frequently seen | 3.81 1.002 High
through media such as TV, radio.

7 When | decide to purchase a specific service, | | 3.57 1.059 Medium

take into consideration the spoken word of
mouth from friends and relatives.

6 My mobile service provider cares about | 3.41 1.055 Medium
cultural activities and program sponsorship
(i.e.: independent day festival, social events,
sport games, ...etc.).

4 The advertising campaigns seem very | 3.33 1.205 Medium
creative, compared to campaigns for
competing brands

5 In general, | can feel that there is a credibility | 2.91 1.296 Medium
in the advertisements.
Average 3.54 0.773 Medium

It is noted from the previous table that expresses the arithmetic averages
and the standard deviations of the responses of the study sample individuals
on the field of Promotion that the arithmetic mean for the total score (3.54)
and a standard deviation (0.773) and this indicates that the reality of the

field of Promotion came with a medium degree.

The results also indicate in Table 13 that (3) sentences came with a high

degree and (4) sentences came with a medium degree. And the paragraph
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“The advertisements are frequently seen through media such as social
media and websites” scores the highest average score (3.92), followed by a
paragraph “The advertisements are frequently seen through media such as
billboards and magazines "with an average score of (3.86). The paragraph
“In general, I can feel that there is a credibility in the advertisements” has
the lowest arithmetic average (2.91), followed by the paragraph “The
advertising campaigns seem very creative, compared to campaigns for

competing brands” with an average score of (3.33).
4.1.3 Analysis of Price innovation

The researcher calculated the mean and standard deviations for the
responses of the study sample individuals to the questionnaire paragraphs

that express the field of the Price.

Table 16: Means and standard deviations for the Price filed.

N Sentence Mean | SD Degree

3 My mobile service provider provides me with more | 3.69 | 0.961 | High
than one paying facility/ option.

1 My mobile service provider’s prices are appropriate | 3.10 | 1.167 | Medium
to me.

4 The prices are competitive compared to the other | 3.04 | 1.145 | Medium
mobile service providers.

5 My mobile service provider gives me special offers | 2.98 | 1.274 | Medium
from time to time (i.e.: free hours, sms, mms,.. etc.).

2 The prices are appropriate compared to the quality of | 2.87 | 1.126 | Medium
services provided.

Average 3.14 |0.871 | Medium

It is noted from the previous table that expresses the arithmetic averages
and the standard deviations of the responses of the study sample individuals

on the field of the Price that the arithmetic mean for the total score (3.14)
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and a standard deviation (0.871) and this indicates that the reality of the

field of the Price came with a medium degree.

The results also indicate in Table 14 that one sentence came with a high
degree and (4) sentences came with a medium degree. The paragraph " My
mobile service provider provides me with more than one paying facility/
option " at the highest arithmetic average (3.69), followed by a paragraph "

'

My mobile service provider’s prices are appropriate to "with an average
score of (3.10). And the paragraph " The prices are appropriate compared
to the quality of services provided " got the lowest arithmetic average
(2.87), followed by the paragraph " My mobile service provider gives me
special offers from time to time (i.e.: free hours, sms, mms,.. etc.)." with an

arithmetic average (2.98).
4.1.4 Analysis of place innovation

The researcher calculated the arithmetic averages and the standard
deviations of the responses of the study sample individuals on the

questionnaire paragraphs that express the field of the Place.

Table 17: Means and standard deviations for the Place filed.

N | Sentence Mea | SD
n
3 The website essential base for dealing with my mobile 3.80 | 0.927 | High
service provider (paying the bills, detailed bill on your
e-mail.... etc.) is satisfactory

My mobile service provider website is well-organized 3.77 [ 0.971 | High
The website helps me get the needed information easily | 3.60 | 0.897 | Medium
6 My mobile service provider has a mobile application | 3.60 | 1.132 | Medium
that facilitates inquiries about my subscription
1 My mobile service provider has many branches within | 3.59 | 1.148 | Medium
my region of residence.
5 The number of outlets that deal with my mobile services | 3.38 | 0.995 | Medium
provider are more than those of its competing brands.
Average 3.62 | 0.821 | Medium

Degree

N

I
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It is noted from the previous table that expresses the arithmetic averages
and the standard deviations of the responses of the study sample individuals
on the field of the Place that the arithmetic mean for the total score (3.62)
and a standard deviation (0.821) and this indicates that the reality of the

field of the Place It came with a medium degree.

The results also indicate in Table 15 that two sentences came with a high
degree and (4) sentences came with a medium degree. And the paragraph
The website essential base for dealing with my mobile service provider
(paying the bills, detailed bill on your e-mail.... etc.) is satisfactory " at the
highest arithmetic average (3.80), followed by a paragraph " My mobile
service provider website is well-organized " with average score (3.77), And
the paragraph " The number of outlets that deal with my mobile services
provider are more than those of its competing brands " got the lowest
arithmetic average (3.38), followed by a paragraph " My mobile service
provider has many branches within my region of residence " with average

score (3.59).

4.4 Level of customer satisfaction

The second objective of this research is to determine the level of CS with

Palestinian mobile phone services.

To answer this question, the researcher calculated the arithmetic averages
and the standard deviations of the responses of the study sample individuals
on the questionnaire fields that express the level of CS with Palestinian

mobile phone services.
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Table 18: Means and standard deviations for the level of customer

satisfaction with Palestinian mobile phone services.

N Sentence Mean | SD Degree

2 I am satisfied with interaction that | have with | 3.52 1.170 | Medium
my operator.

3 | am satisfied with information that | get via | 3.48 1.047 | Medium
SMS or calls from my operator.

1 | am satisfied with services of my operator. 3.38 1.198 | Medium

4 My operator always meets my demands 3.38 1.093 | Medium

5 My operator always meets my expectations 3.28 1.184 | Medium

Average 3.40 0.948  Medium

It is noted from the previous table that expresses the arithmetic averages
and the standard deviations of the responses of the study sample individuals
on the level of customer satisfaction with Palestinian mobile phone services
that the arithmetic mean for the total score (3.40) and a standard deviation
(0.948) and this indicates that the level of customer satisfaction with

Palestinian mobile phone services It came with a medium degree.

The results also indicate in Table 16 that all the sentences came with a
medium degree. And the paragraph " | am satisfied with interaction that |
have with my operator " at the highest arithmetic average (3.52), followed
by a paragraph " | am satisfied with information that | get via SMS or calls
from my operator " with average score (3.48), And the paragraph " My
operator always meets my expectations "' got the lowest arithmetic average
(3.28), followed by a paragraph " My operator always meets my demands "
and " | am satisfied with services of my operator " with average score

(3.38).
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4.5 Level of brand loyalty

The third objective of this research is to determine the current level of BL

to Palestinian mobile phone services.

To achieve this, the researcher calculated the arithmetic averages and the
standard deviations of the responses of the study sample individuals on the
questionnaire fields that express the level of customer brand loyalty to
Palestinian mobile phone services.

Table 19: Means and standard deviations for the level of customer
brand loyalty to Palestinian mobile phone services.

N | Sentence Mean | SD Degree

1 | I'will go on using the same operator 3.47 1.254 | Medium
5 | If, new services will be offered in the market, I will | 3.32 1.161 | Medium
purchase again from the same operator
2 | I recommend this operator to my friends every time | | 3.26 1.246 | Medium
have a chance
4 | Even if my friends suggest me to use other operators, | 3.02 1.225 | Medium
I will not change my operator.
3 | Even if the prices of other operators are cheaper, | | 2.92 1.204 | Medium
will continue using this operator.
Average 3.19 1.073 | Medium

It is noted from the previous table that expresses the arithmetic averages
and the standard deviations of the responses of the study sample individuals
on the level of brand loyalty to Palestinian mobile phone services that the
arithmetic mean for the total score (3.19) and a standard deviation (1.073)
and this indicates that the level of brand loyalty to Palestinian mobile

phone services It came with a medium degree.
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The results also indicate in Table 17 that all the sentences came with a
medium degree. And the paragraph " | will go on using the same operator *
at the highest arithmetic average (3.47), followed by a paragraph " If, new
services will be offered in the market, | will purchase again from the same
operator "' with average score (3.32), And the paragraph " Even if the prices
of other operators are cheaper, | will continue using this operator " got the
lowest arithmetic average (2.92), followed by a paragraph " Even if my
friends suggest me to use other operators, | will not change my operator "

with average score (3.02).

4.6 Hypotheses’ testing

Hypothesis 1: There is no statistically significant effect at the level of
significance (p <0.05) for MI (Product, Promotion, Price, and Place) on

customer satisfaction in mobile networks in Palestine.

e Hypothesis 2: There is no statistically significant effect at the level of
significance (p <0.05) for marketing innovation (Product, Promotion,

Price, and Place) on brand loyalty in mobile networks in Palestine.

e Hypothesis 3: There is no statistically significant effect at the level of
significance (p < 0.05) for customers’ satisfaction on brand loyalty in

mobile networks in Palestine

e Hypothesis 4: There is no statistically significant effect at the level of

significance (p <0.05) for marketing innovation on brand loyalty, where
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customer satisfaction plays a mediating role in mobile networks in

Palestine
4.6.1 Marketing innovation and customer satisfaction
One of the main hypotheses of this research is:

There is no statistically significant effect at the level of significance
(p<0.05) for MI (Product, Promotion, Price, Place) on CS in Palestinian

mobile operators.

A regression analysis was performed to check the impact of MI (Product,
Promotion, Price, Place) on CS in Palestinian mobile operators, as follows:

Table 20: regression analysis of impact of MI (Product, Promotion,
Price, Place) on CS in Palestinian mobile operators.

Sum of | Value of "F" | Sig
Mean Square | Df Squares
Regression | 259.708 4 64.927 240.521 0.000
Residual 109.867 407 0.270
Total 369.575 411
Variable Value of "B" | Value of | ..
g Sig
(Constant) | -0.374 -2.708 0.007
Service 0.474 10.940 0.000
Promotion | 0.219 3.759 0.000
Price 0.465 10.250 0.000
Place -0.036 -0.693 0.489
R Square | 0.703

It is noted from Table 18 the value of (R2) (0.703), and this indicates that
the percentage of interpretation of the independent variables of the
dependent variable (customers’ satisfaction in mobile networks in
Palestine) reached 70.3%, meaning that there are some variables that have

effect not covered by independent variables model. and the value of F for
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the total score (240.521) and the level of significance (0.000), that mean the
independent variables (Product, Promotion, Price, Place) in combination
has an effect on the dependent variable (customers’ satisfaction in mobile
networks in Palestine). After examining the t values, it was found that there
IS a positive impact to independent variables (Product, Promotion, Price), in
other words, the higher the level of marketing innovation (Product,
Promotion, Price), the greater the level of customer satisfaction of mobile

phone networks in Palestine, the following equation was obtained:

Y (customer satisfaction) =- +0.370.474(x1) Product +0.219(x2) Promotion
+ 0.465(x3) Price

4.6.2 Marketing innovation and Brand Loyalty

Hypothesis: There is no statistically significant effect at the level of
significance (p<0.05) for marketing innovation (Product, Promotion, Price,

Place) on brand loyalty in mobile networks in Palestine.

A regression analysis was performed to check the impact of marketing
innovation (Product, Promotion, Price, Place) on brand loyalty in mobile

networks in Palestine, as follows:
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Table 21: regression analysis of impact of marketing innovation
(Product, Promotion, Price, Place) on brand loyalty in mobile
networks in Palestine.

Sum of | Value of "F" | Sig
Mean Square Df Squares
Regression 379.696 4 94.924 411.776 0.000
Residual 93.823 407 0.231
Total 473.518 411
Variable Value of "B" Value of | ..
g Sig
(Constant) -1.246 -9.767 0.000
Service 0.428 10.697 0.000
Promotion 0.338 6.285 0.000
Price 0.650 15,511 0.000
Place -0.085 -1.796 0.073
R Square 0.802

It is noted from Table 19 the value of (R2) (0.802), and this indicates that
the percentage of interpretation of the independent variables of the
dependent variable (brand loyalty in mobile networks in Palestine) reached
80.2%, meaning that there are some variables that have effect not covered
by independent variables model. and the value of F for the total score
(411.776) and the level of significance (0.000), that mean the independent
variables (Product, Promotion, Price, Place) in combination has an effect
on the dependent variable (brand loyalty in mobile networks in Palestine).
After examining the t values, it was found that there is a positive impact to
independent variables (Product, Promotion, Price), in other words, the
higher the level of marketing innovation (Product, Promotion, Price), the
greater the level of brand loyalty of mobile phone networks in Palestine,

the following equation was obtained:

Y (brand loyalty) = - +1.2460.428(x1) Service +0.338(x2) Promotion +
0.650(x3) Price.
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4.6.3 Marketing innovation and BL, CS as a mediating factor

Hypothesis: There is no statistically significant effect at the level of
significance (p <0.05) for marketing innovation on brand loyalty, where
customer satisfaction plays a mediating role in mobile networks in

Palestine.

To test the mediating effect of customer satisfaction, smart PLS program
was used to show the indirect relation between marketing innovation and
brand loyalty through the mediating variable: customer satisfaction. Below

figure shows the results.
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Figure 3: Final Model using Smart PLS.
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e The assessment of the model

This includes testing the model’s predictive capabilities and the
relationships between the constructs in the model (J. Hair et al., 2016).
Meanwhile, to evaluate the structural model, three tests are conducted in
this study, including the coefficient of determination (R 2), the path

coefficient (B values), and the path significant (p-value).
o Coefficient of Determination (R 2 Value)

The coefficient of determination or the multiple correlation coefficient
(Nagelkerke, 1991), is a widely used measure to assess the structural
model. The coefficient of determination is defined as a measure of the
proportion of the variance in the endogenous construct (actual) that is
explained by the predictor constructs. However, R 2 is used to predict the
accuracy of the model. The accepted value of the coefficient of
determination ranges from zero to one, where the higher levels of
Coefficient R 2 indicate higher levels of predictive accuracy (J. Hair et al.,
2016). Meanwhile, some researchers classify the accepted value of
coefficient R 2 as substantial (0.67), moderate (0.33), and weak (0.19) (Jorg
Henseler et al., 2009), where latest research used similar classification with
different coefficient R 2 values for each, high (0.75), moderate (0.50), and
weak (0.25) (J. Hair, Black, et al., 2019; J. F. Hair et al., 2011).

Table 7 implies medium coefficient of determination R 2 equal to 0.783,
which means that 78.3% of the variance in the brand loyalty can be

explained by other constructs in the model (marketing innovation, customer
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satisfaction), that determined as a significant degree of explained variance

of brand loyalty by marketing innovation.

Table 22: Results of reliability and validity analysis.

R 2 Cronbach’s Composite Average Variance
Alpha Reliability Extracted (AVE)
Brand Loyalty | 0.783 0.930 0.947 0.781
Customer 0.669 0908 0.931 0.730
Satisfaction
Marketing 0.877 0.916 0.732
Innovation

e Path Coefficients - Hypotheses Test (B values) and Statistical

Significance (t-values)

The final step of evaluating the structural model was to test the hypotheses
relationship between constructs using the path coefficients test (f value).
Notably, the path coefficients values should exceed -1 and less than +1.
However, the value near +1 indicates a strong positive relationship where
the value near -1 indicates a strong negative relationship, and the value zero

or near zero indicates a not significant relationship (J. Hair et al., 2016).

After run bootstrapping in smart-PLS, the outcome of hypotheses testing
(Direct effect) appeared, the result presented in Table 8. The table shows
the beta value, the sample Mean, the standard error, t value, and P-value.
From the results shown in table 8, there is a highly significant relationship
between customer satisfaction and brand loyalty (B = 0.370, t = 4.387, and
P-value = 0.000), and significant relationship between marketing
innovation and brand loyalty (f = 0.556, t = 6.308, and P-value = 0.000),

respectively. Also, there is a highly significant relationship between
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marketing innovation and customer satisfaction (p = 0.818, t = 30.762, and

P-value = 0.000).

Table 23: Results of the model fit.

§ Sample Standard T statistic P vale Conclusion
Mean Error
(M)
CS->BL |0.370 | 0.373 0.084 4.387 0.000 Supported
MI->BL | 0556 | 0.522 0.088 6.308 0.000 Supported
MI->CS |0.818 | 0.822 0.027 30.762 0.000 Supported

As for the indirect effect, the result shown by Table 9, indicates that there
iIs a highly significant indirect effect between relationship marketing
innovation and brand loyalty, considering customer satisfaction as a
mediating on this relation (B = -0.303, t = 4.182, and P-value = 0.000),
hence. The results also show that there is a significant impact between
customer satisfaction and brand loyalty (f = 0.370, t =4.387, and P value =
0.000), where the cross-levels relationship between marketing innovation
and brand loyalty also has a significant impact (B = 0.859, t = 28.823, and
P-value = 0.000), hence supporting the hypothesis which says there is a
significant relationship between marketing innovation and brand loyalty

where customer satisfaction a mediating.

Table 24: Total indirect effect.

B Sample | Standard | T statistic | P vale Conclusion
Mean Error
(M)

MI->CS->BL | 0.303 | 0.307 0.072 4.182 0.000 Supported
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Table 25: results of effects.

B Sample Mean | Standard | T statistic | P vale | Conclusion
(M) Error
CS->BL |0.370 | 0.373 0.084 4.387 0.000 | Supported
MI->BL | 0.859 | 0.859 0.030 28.823 0.000 | Supported
MI->CS | 0.818 | 0.822 0.027 30.762 0.000 | Supported

4.6.4 Customer Satisfaction and Brand Loyalty

Hypothesis: There is no statistically significant effect at the level of
significance (P<0.05 ) for customer satisfaction on brand loyalty in mobile

networks in Palestine.

A regression analysis was performed to check the impact of Customer
satisfaction on the brand loyalty in mobile networks in Palestine, as
follows:

Table 26: regression analysis of impact of Customer satisfaction on
brand loyalty in mobile networks in Palestine.

Sum of | Value of "F" | Sig
Mean Square Df Squares
Regression 313.245 1 313.245 801.319 0.000
Residual 160.274 410 0.391
Total 473.518 411
Variable Value of "B" Value of | .
npo Sig
(Constant) 0.061 0.528 0.598
Customers 0.921 28.308 0.000
satisfaction
R Square 0.662

It is noted from Table 20 the value of (R2) (0.662), and this indicates that
the percentage of interpretation of the independent variable on the
dependent variable (brand loyalty in mobile networks in Palestine) reached
66.2%, meaning that there are some variables that have effect not covered

by independent variables model. and the value of F for the total score
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(801.319) and the level of significance (0.000), that mean the independent
variable (Customer satisfaction) has an effect on the dependent variable
(brand loyalty in mobile networks in Palestine). After examining the t
value, it was found that there is a positive impact to independent variable
(Customer satisfaction), in other words, the higher the level of customer
satisfaction, the greater the level of brand loyalty of mobile phone networks

in Palestine, the following equation was obtained:

Y (customer brand loyalty)= 0.921(x1) Customers satisfaction
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Chapter Five
Discussion of Results

5.1 Overview

The main method of this study is quantitative method in natural. This study

was conducted to answer below main questions:

o What is the level of marketing innovation, brand loyalty, and customer

satisfaction in Palestinian mobile operators?

e What is the impact of marketing innovation of Palestinian mobile

operators on customer satisfaction?

e What is the impact of marketing innovation of Palestinian mobile

operators on brand loyalty?

e What is the impact of customer satisfaction of Palestinian mobile

operators on brand loyalty?

e What is the impact of marketing innovation operators on brand loyalty,

CS as a mediating factor?
5.2 Summary

This study also aims to test four main hypotheses on the relationships
between MI, CS, and BL. Table 11 summarizes the study’s findings by
listing the hypothesized results and whether they are supported or rejected,

followed by discussion of the question.
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Table 27: the summary of hypotheses results.

Hypotheses Results
H1:. There is no statistically significant effect at the level of Rejected
significance (p <0.05) for MI (Product, Promotion, Price, and
Place) on customer satisfaction in mobile networks in Palestine.
H2: There is no statistically significant effect at the level of Rejected
significance (p <0.05) for marketing innovation (Product,
Promaotion, Price, and Place) on brand loyalty in mobile networks
in Palestine.

H3: There is no statistically significant effect at the level of Rejected
significance (p <0.05 ) for customers satisfaction on brand loyalty
in mobile networks in Palestine

H4: There is no statistically significant effect at the level of Rejected
significance (p <0.05) for marketing innovation on brand loyalty,
where customer satisfaction plays a mediating role in mobile
networks in Palestine

Out of the four hypothesized relationships, all were rejected, which means:

1. There is a strong relationship between MI and CS in mobile network in
Palestine, but only three factors (Product, Promotion, Price) of this
hypothesis are statistically significant at a 5% confidence level, unlike
Place that is not statistically significant, although it supports the positive

relationship as hypothesized.

To answer the question: ‘what is the impact of MI of Palestinian mobile
operators on CS? °. The first hypothesis was tested, and the results show a
positive relationship between three factors of MI (product, promotion, and
price) and CS. The result of this hypotheses showed the mobile operators in
Palestine have a strong and positive significant relationship with customer
satisfaction. Thus, this result shows that, the hypotheses met the
requirement and is rejected. This result confirmed the previous studies that
found a positive relationship between the marketing innovation and

customer satisfaction, which is similar to the finding from Oh and kim’s
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(2017), Rucker and Galinsky (2008) and conforming with Poetz and
Schreier (2012) who said managers of firms should not rest at bringing out
innovative products or services but should combine it with effective
customer service delivery for optimal customer satisfaction. This is
evidence that customer service strengthens the relationship between

innovation and customer satisfaction.

2. There is a strong relationships between MI and BL in mobile network in
Palestine, The independent variable (Product, Promotion, Price, and
Place) in combination has an effect on the dependent variable BL, but
only three factors (Product, Promotion, Price) of this hypothesis are
statistically significant at a 5% confidence level, unlike Place that is not
statistically significant, although it supports the positive relationship as

hypothesized.

To answer the question: ‘What is the impact of marketing innovation of
Palestinian mobile operators on brand loyalty?’. the hypothesis was tested,
and the results show a positive significant relationship between three factor
of marketing innovation (product, promotion, and price) and BL. The result
of this hypotheses showed the MI dimension (product innovation,
promotion innovation, price innovation,) in Palestinian mobile operators
have a strong and positive significant relationship with BL. Thus, this result
shows that, the hypotheses met the requirement and is rejected. This result
confirmed the previous studies that found a positive relationship between

the Ml and BL Yoo et al., (2000) and Al-Dmour et al., (2013) who said that
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the M1 elements except the distribution have a positive significant effect on

Brand Loyalty.

3. There is a strong relationship between CS and BL in mobile network in
Palestine, the independent variable (customer satisfaction) has an effect
on the dependent variable BL, this hypothesis is statistically significant
at a 5% confidence level, and it supports the positive relationship as

hypothesized.

To answer the question: ‘What is the impact of customer satisfaction of
Palestinian mobile operators on brand loyalty?’. the third hypothesis was
tested, and the results show a positive significant relationship between
customer satisfaction and BL. The result of this hypotheses showed the
mobile operators in Palestine have a strong and positive significant
relationship with BL. Thus, this result shows that, the hypotheses met the
requirement and is rejected. the relationship between customer satisfaction
and customer loyalty was also supported by many studies, thereby
demonstrating a positive relationship by considering customer satisfaction
as one of the most popular determinants of customer loyalty (Flint et al.,
2011; Tsai et al., 2010). In fact, many studies have affirmed that customer
satisfaction is one of the important variables for customer loyalty

(Gillani & Awan, 2014; Hall, 2011;fida et al., 2020).

4. There is a strong relationships between Ml and BL ( CS: as a mediating
variable) in mobile network in Palestine, The independent variable (Ml)

and the mediating variable (CS) has an effect on the dependent variable
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BL, this hypothesis are statistically significant at a 5% confidence level,

and its supports the positive relationship as hypothesized.

To answer the question: ‘What is the impact of marketing innovation
operators on brand loyalty, CS as a mediating factor?’ By the fourth
hypothesis was tested and the results show a positive significant
relationship between MI, CS and BL. The result of this hypotheses showed
the mobile operators in Palestine have a strong and positive significant
relationship between MI and Bl where CS as a mediating variable. Thus,

this result shows that, the hypotheses met the requirement and is rejected.
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Chapter Six
Conclusion and Recommendations

6.1 Overview

This chapter represents the main conclusions, recommendations, the

limitations of this research, and suggestions for future work.
6.2 Conclusions

e This research aims to study and assess the current practices of Ml that

are used in Palestinian mobile operators and its impact on CS, and BL.

e This research was formulated via reviewing related literature, then a
quantitative method was adopted, data collected via a structured
questionnaire, then analyzed using SPSS and smart PLS software

programs to finally generate a predicted equations and model.

e The questionnaire consists four parts which are: demographic factors,

MI practices, CS, and BL.

e This research tested four main hypotheses: the first one measure the
impact of Ml on CS, the second one measures the impact of Ml on BL,
the third one measures the impact of CS on BL, and the last one
measures the impact of MI on BL, considering the CS as a mediating

variable.

e The results prove that there is a correlation between MI practices and

CS, and BL.
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o A framework is developed based on the results of the research.
6.3 Contribution

This research contributes to the literature with a framework that hasn’t been
formed before by taking CS as a mediating factor between Ml and BL. The
results showed that the Ml is highly impacted by price, promotion, product
and place. Therefore, this research provides decision-makers with more
realistic model. This model will support the company’s management with a

knowledge to achieve the desired CS and BL.
6.4 Limitations

This study has actual limitations. First, getting information from
specialized peers' full-text researches is very limited at many, if not all,
Palestinian universities. Furthermore, library resources are not up to date.
Most online database subscriptions are basic and restricted. The literature
review, done for this study, aimed at being exhaustive and up to date.
Nevertheless, there could have been ideas not mentioned in the literature
review because of this restriction. Second, the research conducted in light
of the Covid-19 crisis that slowed down the pace of work on this study,

more time and effort were needed to collect the data.
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6.5 Future Research

This thesis provides opportunities for future studies to be considered by

other researchers such as:

1. Future research might focus on marketing innovation dimensions in
other industries or cultures.

2. more studies should be done about the top management level
performance so that it is not limited to the level of individuals and
teams.

3. Future studies should focus on the marketing innovation and its
relationship with brand loyalty and customer satisfaction and consider a
mediating/ controlling role of different variables such as demographic
factors.

4. Future research should focus on marketing innovation from firm’s

perspective not customer perspective.
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Questionnaire in English
Dear Mr./Mrs
Greetings,

| am a graduate student from An-Najah National University, the
research aims to examine the relationships between marketing
innovation, brand loyalty, and customer satisfaction as a mediating

variable in Palestinian mobile operators.

The researcher undertakes not to reveal any individual information that
appears in this questionnaire so that all information will be treated as

confidential.
Regards,
Supervisors: Dr. Nidal Dwaikat, Dr. Rani Shahwan
Researcher: Israa Aburajab
This questionnaire is divided into four sections
First Section: aims to collect general information about the respondents.
1. Gender
e Male

e Female
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2. Age

e From18-28

e from 29-39

e from 40-49

e more than 50

3. Education

e Undergraduate

e Bachelor’s degree

e Postgraduate

4. The company | deal with

e QOoredoo

e Jawwal

e Both

5. If your answer was yes, which company do you prefer

e QOoredoo

e Jawwal
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number of years | deal with my operator

Less than 3 yrs.

From3to5

More than 5 yrs.

Type of my subscription

Prepaid

Postpaid

Second section: aims to evaluate the marketing innovation in Palestinian

mobile operators

Number

Question Strongly

agree

Agree

Neutral

Disagree

Strongly
disagree

1

Service

1.1

My  mobile  service
provider provides me with
a variety of services

1.2

My  mobile  service
provider provides me with
distinctive  after  sale
services

1.3

My mobile service
provider cares about my
opinion in the
development  of  new
services

1.4

I deal with a mobile
service provider that has a
distinctive brand in the
market.

1.5

My  mobile  service
provider provides me with
updates about developed
service products.

Promotion

2.1

The advertisements are
frequently seen through
media such as billboards
and magazines.




85

2.2

The advertisements are
frequently seen through
media such as TV, radio.

23

The advertisements are
frequently seen through
media such as social
media and websites

24

The advertising
campaigns seem  very
creative, compared to
campaigns for competing
brands

2.5

In general, | can feel that
there is a credibility in the
advertisements.

2.6

My mobile service
provider  cares about
cultural  activities and
program sponsorship (i.e.:
independent day festival,
social events, sport games,
...etc.).

2.7

When | decide to purchase
a specific service, | take
into consideration the
spoken word of mouth
from friends and relatives.

Price

3.1

My mobile service
provider’s  prices are
appropriate to me.

3.2

The prices are appropriate
compared to the quality of
services provided.

33

My mobile service
provider provides me with
more than one paying
facility/ option.

34

The prices are competitive
compared to the other
mobile service providers.

3.5

My mobile service
provider gives me special
offers from time to time
(i.e.: free hours, sms,
mms,.. etc.).

Place

4.1 My mobile service
provider has many
branches within my region
of residence.

4.2 My mobile service

provider website is well-
organized
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43

The website essential base
for dealing with my
mobile service provider
(paying the bills, detailed
bill on your e-mail....
etc.) is satisfactory

4.4

The website helps me get
the needed information
easily

4.5

The number of outlets that
deal with my mobile
services provider are more
than  those  of its
competing brands.

4.6

My mobile service
provider has a mobile
application that facilitates
inquiries about my
subscription

Third section: aims to evaluate

mobile operators

the customer satisfaction in Palestinian

Number Question Strongly | Agree Neutral Disagree Strongly
agree disagree
3.1 | am satisfied with services
of my operator.
3.2 I am satisfied  with
interaction that | have with
my operator.
3.3 I am satisfied  with
information that | get via
SMS or calls from my
operator.
3.4 My operator always meets
my demands
3.5 My operator always meets

my expectations
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Fourth section: aims to evaluate brand loyalty in Palestinian mobile

operators.

Number | Question Strongly | Agree | Neutral | Disagree | Strongly
agree disagree

4.1 I will go on using the

same operator

4.2

I recommend this
operator to my friends
every time | have a
chance

4.3

Even if the prices of
other operators are
cheaper, I will
continue using this
operator.

4.4

Even if my friends
suggest me to use
other operators, | will
not change my
operator.

4.5

If, new services will
be offered in the
market, 1 will
purchase again from
the same operator

Comments you would like to add:

Thank you
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