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Abstract: Tanzanian telecom industry has shifted from growth to customer retention, 
highlighting the importance of understanding service quality and price perception. This 
study explores how these factors influence customer satisfaction, brand trust, and purchase 
intention, using the SERVQUAL model, Expectancy Disconfirmation Theory, and the Theory 
of Planned Behaviour. Data from 601 users across Tanzania, which were analysed using 
PLS-SEM, revealed that service quality and perceived price significantly impact satisfaction 
and trust, which in turn drive purchase intentions. Customer satisfaction most strongly 
influenced brand trust (β = 0.832), and brand trust predicted purchase intention (β = 0.616). 
The perceived price had a stronger effect on satisfaction (β = 0.350) than on purchase 
intention (β = 0.153), implying that fairness matters more than does low cost. While service 
quality greatly impacted satisfaction (β = 0.537), its direct influence on purchase intention 
was limited (β = 0.102). The study offers valuable insights for telecom providers and 
policymakers aiming to enhance consumer trust, pricing strategies, and service quality in a 
competitive, developing market. 
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1. Introduction 
Tanzania’s telecommunication sector has undergone rapid growth, driven by widespread 
mobile adoption, competitive pricing, and digital inclusion policies (Msuya & Kalaghe, 
2022). Operators now offer diverse services (voice, data, mobile banking, and entertainment) 
expanding coverage across rural and urban areas. However, with market saturation 
approaching, strategic focus has shifted from customer acquisition to retention and loyalty 
(Makulilo & Mvungi, 2021). In this environment, understanding how consumer perceptions 
influence purchase intention has become critical. 
This study applies the Stimulus-Organism-Response (S-O-R) framework (Mehrabian & 
Russell, 1974) to explore the indirect effects of service quality and price perception on 
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purchase intention via customer satisfaction and brand trust. In this model, stimuli (e.g., 
service quality, price perception) affect internal states (organism), such as satisfaction and 
trust, which in turn shape behavioural responses such as purchase intention. 
Service quality remains central to customer evaluations in the service sector. In Tanzania, 
reliability and assurance have been proven to significantly influence consumer choices 
(Mtey & Hance, 2023), while responsiveness and empathy have been seen to shape 
favourable evaluations (Katunzi & Lema, 2020). Similarly, price perception especially price 
fairness has strongly influenced behaviour in price-sensitive markets. Zeithaml (1988) 
emphasized the role of value perception, and recent local studies confirm this. For example, 
Mushi and Rwehumbiza (2022) found that perceived unfair pricing drives provider 
switching, while Mwita and Omary (2019) linked fair pricing to trust and repeat purchases. 
Despite the growing interest in consumer behavior, most studies in Tanzania have examined 
the direct influence of service quality and price perception on purchase intention, with 
limited focus on the mediating roles of satisfaction and trust. These organism-level variables 
are crucial in the S-O-R model but are often treated as final outcomes rather than as 
pathways. For example, Mboma (2022) linked satisfaction to loyalty, and Moshi (2018) 
viewed trust as a result of service experiences, without exploring their intermediary roles. 
As Amani and Mtenzi (2021) argue, overlooking these mechanisms limits the understanding 
of how perceptions translate into behaviour. 
This study fills this knowledge gap by examining how service quality and price perception 
influence purchase intention indirectly, via satisfaction and brand trust. The findings will 
offer practical insights to telecom providers thus, enabling them to improve service design, 
pricing, and relationship strategies. In line with Ngoma and Ally (2020), understanding these 
mediating effects is a key to building sustainable consumer engagement in competitive 
service markets. 
 
 
2. Theories Underpinning  
Understanding consumer behaviour in the telecommunication industry requires a solid 
theoretical foundation that explains how perceptions of service and pricing influence 
purchase decisions.  The theoretical underpinnings, which were used in this study, include 
the Expectancy Disconfirmation Theory and the Stimulus-Organism-Response (S-O-R) 
theory; each of which is reviewed in the subsequent sections. 
  

2.1 Expectancy Disconfirmation Theory  
The Expectancy Disconfirmation Theory (EDT), which was developed by Oliver (1980), 
focuses on how customer satisfaction is formed. According to this theory, satisfaction is a 
result of a comparison between customer’s expectations prior to a purchase and the actual 
performance of the service or product. If the performance exceeds expectations the result is 
a positive disconfirmation and high satisfaction. Conversely, if the performance falls short 
of the expectations, the result is a negative disconfirmation and dissatisfaction. 
This theory is particularly relevant in service industries, where intangible aspects such as 
reliability and responsiveness play a significant role. In Tanzania’s telecom sector, 
customers often expect quick response times, stable connectivity, and cost-effective 
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packages. When these expectations are not met due to dropped calls, slow internet, or unclear 
billing disconfirmation, satisfaction is reduced thus affecting future purchase decisions. 
Moshi (2018) examined Tanzanian telecom subscribers and found that unmet service 
expectations, particularly around customer care and data bundle value, were the leading 
causes of dissatisfaction and service abandonment. Similarly, Mtey and Hance (2023) 
revealed that high expectations, which were created by aggressive marketing campaigns, 
were often not met by the actual service performance, leading to churn. 
In the current study, EDT helped to explain the mediating role of customer satisfaction, thus 
providing the psychological basis on how consumers adjust their future behaviours (i.e., 
intentions to repurchase or stay loyal) based on their past experiences relative to 
expectations. The theory thus creates a link between service quality and customer 
satisfaction. 
 

2.2 The Stimulus-Organism-Response (S-O-R) Theory 
The Stimulus-Organism-Response (S-O-R) Theory, which was originally developed in 
environmental psychology, offers a robust framework for understanding how external 
environmental factors influence individual behaviour through internal psychological states. 
The theory has been widely adopted in consumer behaviour research to explain how 
marketing-related stimuli affect customer responses. According to the S-O-R model, a 
consumer's environment (stimulus) triggers emotional and cognitive processing (organism), 
which subsequently leads to a behavioural outcome (response). In the context of this study, 
Perceived Price (PP) and Service Quality (SQ) are conceptualized as the external stimuli that 
initiate the evaluative process. These two factors represent the customer's first points of 
contact with a brand's offering and shape their perception of the value and performance of 
the service provided (Mehrabian & Russell, 1974). 
As these stimuli are processed, they evoke internal organismic states, specifically Customer 
Satisfaction (CS) and Brand Trust (BT), which represent the emotional and cognitive 
evaluations of the service experience. Satisfaction occurs when the perceived price and 
service quality align with or exceed customer expectations, resulting in a positive emotional 
state. This satisfaction then sets a stage for the development of brand trust, which is a deeper 
psychological construct grounded in the belief that the brand is reliable, consistent, and 
capable of delivering on its promises. Within the S-O-R framework, these organismic states 
serve as essential mediators that transform initial perceptions (stimuli) into meaningful 
psychological responses. They not only validate the service experience but they also create 
the emotional security and confidence, which are necessary for customers to consider long-
term engagement with the brand (Oliver, 1997). 
The final stage in the S-O-R sequence is the behavioural response, which is represented in 
this study as the Purchase Intention (PI), customer’s willingness or readiness to engage in 
future buying behaviour. Importantly, this response is not formed directly from external 
stimuli alone but it is largely shaped by intervening organismic states of satisfaction and 
trust. This mediation aligns precisely with the research objective on the indirect pathways 
connecting perception to intention. By applying the S-O-R theory, the study provides a 
theoretically grounded explanation on how customers move from evaluating service 
attributes (perceived price and service quality) to forming favourable behavioural intentions, 
such as making a purchase. It also highlights the strategic importance for service providers 
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of not only delivering competitive pricing and high service standards but also of actively 
fostering emotional bonds, namely, satisfaction and trust, which ultimately drive purchase 
decisions (Machleit, & Davis, 2003). 
 
3. Methodology 
 

3.1 Study Area 
The study was conducted in both Tanzania Mainland and Zanzibar to capture diverse 
consumer experiences across geographic, economic, and infrastructural contexts. This dual 
focus ensures a more comprehensive understanding of telecom service perceptions, as 
regional differences can significantly influence customer behaviour (Aker & Mbiti, 2010). 
Including both areas enhance generalizability and reflects the national scope of telecom 
usage in Tanzania (TCRA, 2022). 
 

3.2 Research Design 
This study adopts an explanatory (causal) research design to assess the direct effects of 
service quality and price perception on purchase intention within Tanzania’s 
telecommunications sector. By focusing on direct associations rather than mediated effects, 
the design aligns with Creswell’s (2014) view that explanatory designs are suited for 
clarifying how and why certain variables influence outcomes.  
 

3.3 Population of the Study 
This study targeted users of telecom services in Tanzania, including customers of Vodacom, 
Airtel, YAS, Halotel, and TTCL. These consumers are central to the research, as they 
directly experience and evaluate service quality and pricing as key drivers of purchase 
intention (Zeithaml et al., 1996). As Creswell (2014) observes, targeting a population that 
aligns with the research problem ensures meaningful generalization.  
 

3.4 Sample Size and Sampling Procedures 
 

3.4.1 Sample Size 
Sample size is essential for ensuring the validity, reliability, and generalizability of research 
findings (Kothari, 2004). In this study, Partial Least Squares Structural Equation Modelling 
(PLS-SEM), which requires an adequate sample size for stable path estimates and statistical 
power (Hair et al., 2021) was used. With 21 observable indicators across five latent 
constructs (Service Quality, Price Perception, Customer Satisfaction, Brand Trust, and 
Purchase Intention) the recommended minimum sample size is 210 respondents (21 × 10), 
based on Katekele (2025) and Sarstedt et al. (2019).  
This study utilized a final sample of 601 mobile service users from Tanzania Mainland and 
Zanzibar, which significantly exceeds the minimum requirement. A larger sample enhances 
model robustness, reduces the impact of data non-normality or missing values, and improves 
generalizability (Boomsma & Hoogland, 2001). The sample was strategically drawn from 
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various regions, reflecting national mobile subscriber distributions reported by TCRA 
(2024). This diverse, well-powered sample ensures that the PLS-SEM results are both 
statistically sound and practically relevant for understanding consumer behaviour in 
Tanzania’s telecommunications sector. 
 

3.4.2 Sampling Procedure 
Convenience sampling method was used to select 601 telephone service users from different 
telecom companies. Respondents were chosen from designated study areas based on their 
accessibility and willingness to participate. The study areas were selected to capture a broad 
cross-section of telecom users, ensuring diversity in terms of geographic location, 
socioeconomic background, and exposure to different telecom service providers. 
 

3.5 Data Collection  
The study employed a structured questionnaire survey targeting Tanzanian telecom 
consumers from major operators, aligning with the established practices in service quality 
and customer behaviour research (Parasuraman et al., 1988). Data collection procedures 
were a combination of online and paper formats to maximize reach, consistent with mixed-
mode survey advantages (Dillman et al., 2014). In addition, ethical standards were upheld 
through informed consent, voluntary participation, and respondent anonymity. Participants 
were assured of data confidentiality and the right to withdraw at any time. For physical data 
collection, enumerators were trained to ensure dedicated and procedurally informed 
engagement. Lastly, the study adhered to ethical guidelines for human research, thus 
promoting transparency and integrity throughout the data collection process. 

3.6 Data Analysis 
Data were analysed using Statistical Package for Social Sciences (SPSS) for descriptive 
statistics for assessing profile of respondents and employed quantitative analysis using 
Partial Least Squares Structural Equation Modelling (PLS-SEM) via Smart-PLS 4.0, which 
is suitable for complex models with latent constructs (Hair et al., 2019). PLS-SEM was 
chosen for inferential analysis due to its ability to model reflective constructs, explore 
complex models, and its robustness to deal with normality checks (Sarstedt et al., 2022). The 
structural model examined direct effects of service quality and price perception on customer 
satisfaction, brand trust, and purchase intention, with significance tested via path coefficients 
and t-statistics (Yamin & Alyoubi, 2020).  
 
 

4. Results and Discussion 
 

4.1 Profile of the Respondents 
The demographic characteristics of the respondents were analysed to provide critical insights 
into the dynamics of service quality (SQ), price perception (PP), and their influence on 
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purchase intention (PI) within the Tanzanian telecommunication sector as depicted in Table 
1.  
 
Table 1: Profile of Respondents (n=601) 

Variable Observable Item   Frequency 
 Percentage 

Age   18-45 (Youth Age)    586  97.5 
    46-55 (Adult Age)    11 
 1.8     56 and Above (Old Age)  
 4  0.7 

Gender     Male    254  42.3 

    Female    347  57.7 

Education Level   

Primary Education      1  2  

Secondary Education      22  3.7 

Diploma Education      61  10.1 

Bachelor Degree      489  81.4 

Master Degree       17  2.8 

PhD Degree       11  1.8 

Employment Status   

Employed       63  10.5 

Self-employed       57  9.5 

University Students      416  69.2 

Unemployed       56  9.3 

Retired        9  1.5 

Mobile Network Usage    

Airtel Company       64  10.6 

VodaCom Company      133  22.1 

YAS Company        140  23.3 

Halotel Company      110  18.3 

Zantel Company      154  25.6 

Relationships Duration   

Less than One Year      135  22.4 

1-3 Years       210  34.9 

Over 3Years       256  42.7 

Geographical Distribution   
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Tanzania Island (Zanzibar)      297  49.4 

Tanzania Mainland       304  50.6 

 
The results in Table 1 present the demographic profile of 601 respondents from Tanzania’s 
telecommunication sector, providing valuable insights into how different consumer 
segments perceive and respond to service quality and pricing. Most respondents (97.5%) are 
aged 18–45, reflecting a youth-dominated, tech-savvy customer base that is highly engaged 
with mobile services and particularly sensitive to pricing and service quality (GSMA, 2022). 
Females represent the majority (57.7%), which is consistent with regional trends of 
increasing female participation in mobile technology use, with women tending to value 
relational and experiential service aspects that influence satisfaction and trust (Akbar & 
Parvez, 2009). Educational attainment is high, as 81.4 per cent hold a bachelor’s degree, 
indicating a well-informed consumer base that critically evaluates telecom services based on 
fairness and consistency (Zeithaml et al., 2020). Employment data show that 69.2 per cent 
are university students, a price-conscious group relying on mobile services for academic and 
social needs, and often judging trust and satisfaction by the balance between cost and quality 
(Nguyen et al., 2020). Mobile network usage spans several providers, with Zantel leading at 
25.6 per cent, reflecting its strong presence in Zanzibar. Most (42.7%) respondents have 
been with their providers for over three years, suggesting potential brand loyalty, though 
new users may be more sensitive to initial experiences (Kotler & Keller, 2016). Respondents 
are evenly distributed between Tanzania Mainland and Zanzibar, offering a balanced 
regional perspective. These demographics highlight the need for tailored service quality and 
pricing strategies targeting a young, educated, and highly mobile consumer base, where 
satisfaction and trust significantly influence purchase intention. 
 

4.2 Measurement Model Assessment 
The first step in evaluating PLS-SEM results involves examining the measurement models 
(Hair et al., 2019). In this particular, the assessment of the PLS-SEM model begins with an 
assessment of reliability and validity of measurement model for quality guarantee. This 
study’s variables were reflective of these five criteria used in assessing the measurement 
model as presented in Table 2.   
 
Table 2: Measurement Model Assessment 

Latent 
Variables 

Convergent Validity Internal Consistence Reliability 
Observable Items Outer 

Loadin
gs 

Average 
Variance 
Extracte
d (AVE) 

Cronbach’s 
Alpha (α) 

Reliabil
ity (rho 
A) 

Composi
te 
Reliabilit
y (rho c) 

> 0.708 > 0.50 > 0.708  > 0.708  > 0.708 
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Service 
Quality (SQ) 

Reliability (SQ1) 
Empathy (SQ2) 
Assurance (QS3) 
Responsiveness (SQ4) 
Tangibility (SQ5) 

0.694 
0.733 
0.795 
0.789 
0.788 

0.579 0.819 0.829 0.873 

Price 
Perception 
(PP) 

Price Fairness (PP1) 
Price Competitiveness 
(PP2) 
Perceived Value (PP3) 
 Cost-Benefit Perception 
(PP4) 

0.804 
0.777 
0.818 
0.854 

0.662 0.830 0.834 0.887 

Brand Trust 
(BT) 

Promise Reliability 
(BT1) 
Perceived Honesty 
(BT2) 
Service Security (BT3) 
Trustworthiness (BT4) 

0.849 
0.873 
0.857 
0.839 

0.730 0.877 0.877 0.915 

Customer 
Satisfaction 
(CS) 

Cumulative Satisfaction 
(CS1) 
Disconfirmation of 
Expectations (CS2) 
Post-purchase Cognitive 
Confirmation (CS3) 
Affective Satisfaction 
Assessment (CS4) 

0.840 
0.849 

 
 

0.874 
 

0.847 

0.727 0.875 0.875 0.914 

Purchase 
Intention (PI) 

Usage Continuance 
Intention (P11) 
Subscription Renewal 
Intention (P12) 
Cross-buying Intention 
(P14) 

0. 890 
 

0. 900 
0. 866 

0.784 0.862 0.863 0.916 

 

Table 3: Discriminant Validity (HTMT) Values 

Latent Variable  1  2  3  4 5 

1. BT    
2. CS   0.849 
3. PI   0.806  0.828 
4. PP   0.731  0.779  0.707 
5. SQ   0.879  0.866  0.764  0.608 
 

Results (in Table 2) indicate that the indicator’s reliability was observed, whereby almost all 
the outer loadings surpassed the minimum threshold of 0.708. Complying with the required 
minimum threshold of above 0.708 (Hair et al., 2019). Except, one item (SQ1) has a loading 
of 0.694, which was marginally below the ideal 0.70 threshold but acceptable. As Hair et 
al., (2019) argue, any outer loading with values between 0.60 and 0.70 should be acceptable 
in exploratory research. The Average Variance Extracted (AVE) was observed to assess 
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convergent validity (Hair et al., 2019). The AVE results ranged from 0.579 to 0.784 hence 
meeting the acceptable threshold of above 0.500. These results imply that the quality of 
convergent validity level is very high in this particular study.  
In particular, internal consistency reliability was assessed using three commonly accepted 
metrics: Cronbach’s Alpha (α), rho-A, and Composite Reliability (rho-c). All constructs 
demonstrate strong internal consistency, with values contentedly exceeding the 0.708 
minimum acceptable threshold (Hair et al., 2019). These results confirm that the internal 
consistency of our model and the items within each construct are consistently measuring the 
same underlying concept.  None of the composite reliability scores exceeded 0.95 which 
would have raised concerns about indicator redundancy. Therefore, these results (scores) are 
high enough to affirm the robustness of the measurement model. 
Further, this study assessed the Heterotrait-Monotrait ratio (HTMT) to ascertain 
discriminant validity (Hair et al., 2019). Results in Table 3 show that HTMT values ranged 
from 0.698 to 0.879, complying with the maximum acceptable value of 0.900, hence, 
verifying the constructs’ distinctiveness from each other. This study did not consider 
observing the Fornell-Larcker criterion for evaluating discriminant validity due to the 
effectiveness of HTMT compared to the Fornell-Larcker criterion, especially when 
evaluating complex models (Hair et al, 2019, Katekele, 2025). 
There were no major concerns at this stage, where the researcher should have then needed 
to assess the structural model (Hair et al., 2017a). This observation provides a solid 
foundation for this study to proceed with structural model assessment.  
 

4.3 Structural Model Results  
When the measurement model assessment is satisfactory, the next step in evaluating PLS-
SEM results is assessing the structural model (Hair et al., 2019). In this study, the structural 
model was assessed, including collinearity, R², PLS prediction, and path coefficients after 
confirming reliability and validity (Sarstedt et al., 2022). Multicollinearity was tested using 
VIF, with all values below the conservative threshold of 3. The model explained substantial 
variance in brand trust (0.692), customer satisfaction (0.632), and purchase intention (0.644). 
The Predictive relevance (Q²) was confirmed with all values above 0. The SRMR was 0.069, 
which is below the 0.080 threshold (Sarstedt et al., 2021), indicating a strong model fit. 
These results suggest minimal discrepancy between the observed and predicted values (John 
et al., 2025), confirming a good model representation (Table 4). 
 
Table 4: Established Direct Relationships 

Hypothesis Ꞵ T P- values Decision 

H1: BT -> PI  0.054 11.419 0.000 Accepted 

H2: CS -> BT  0.017 49.039 0.000 Accepted 

H3: PP -> CS  0.036 9.701 0.000 Accepted 

H4: PP -> PI  0.038 4.032 0.000 Accepted 

H5: SQ -> CS  0.035 15.407 0.000 Accepted 
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H6: SQ -> PI  0.049 2.100 0.036 Accepted 

 
Relationships are significant at p < .05, β: Beta Coefficient; T: t – Statistics; P: Probability 
(P) value. Q²:  BT (0.771); CS (0.789); PI (0.980), R²: BT (0.692); CS (0.632), PI (0.644). 
Model fit: SRMR = 0.069. 
The study hypotheses were tested with 10,000 subsamples, and a significant level of 0.05 
was considered to evaluate all model paths and found that brand trust (BT) positively and 
significantly influenced purchase intention (PI) (β = 0.054, p < 0.001), while customer 
satisfaction (CS) positively and significantly influenced BT (β = 0.017, p < 0.001), 
suggesting that trust is rooted in post-purchase experiences. Perceived price (PP) positively 
and significantly influenced both CS (β = 0.036, p < 0.001) and PI (β = 0.038, p < 0.001), 
indicating that fair pricing enhances satisfaction and directly encourages purchasing. Service 
quality (SQ) also positively and significantly influenced CS (β = 0.035, p < 0.001) and, to a 
lesser but still meaningful extent, PI (β = 0.049, p = 0.036). PP’s direct effect on PI (t = 
4.032) suggests that price perceptions can independently shape purchase intent beyond 
satisfaction. Although SQ’s direct impact on PI was the weakest (t = 2.100), its strong effect 
on CS (t = 15.407) underscores its indirect importance. In general, the findings signify that 
PI follows a hierarchical path: (1) fair pricing and high service quality increase satisfaction, 
(2) satisfaction builds trust, and (3) trust drives purchasing. Price also directly influences PI, 
while service quality’s primary role lies in sustaining satisfaction. 
 

4.4 Discussion  
The results discuss hypothesized relationships among brand trust, customer satisfaction, 
perceived price, service quality, and purchase intention, evaluating each of these based on 
statistical significance, theory, and prior research. This offers a clear understanding of 
consumer behaviour in today’s retail and service environments. 
The path coefficient of 0.616 indicates a strong, statistically significant positive effect of 
brand trust on the purchase intention. This supports the Trust Theory and extended TAM 
models, which emphasize trust as a critical factor in reducing perceived risk, particularly in 
digital environments (McKnight et al., 2017). Prior research (Zhang et al., 2021; Morgan-
Thomas & Veloutsou, 2017) confirms that trust enhances emotional assurance, thereby 
increasing the likelihood of purchase especially in high-uncertainty contexts such as online 
retail (Yoon, 2020). Brands can leverage trust through transparency, consistent 
performance, and ethical conduct to improve conversion rates. 
With the highest coefficient in the model (β = 0.832), customer satisfaction observes as the 
strongest predictor of brand trust. This supports the Expectation-Confirmation Theory 
(Oliver, 2015), where satisfaction formed through the fulfilled expectations fosters trust 
over time. Similar studies (Kim et al., 2020; Yuen et al., 2019) show that repeated positive 
experiences build emotional bonds and perceived reliability. Thus, trust develops 
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cumulatively, emphasizing the strategic value of consistently high satisfaction in cultivating 
long-term loyalty. 
The moderate yet significant effect (β = 0.350) suggests that price perceptions meaningfully 
influence satisfaction. According to the Equity Theory and Value-Based Pricing Models, 
satisfaction is tied to the perceived value relative to cost (Kotler & Keller, 2016). Studies 
(i.e., Jiang & Rosenbloom, 2017; Choi & Mattila, 2018) confirm that the perceived fairness 
and value, rather than low prices, drive satisfaction. Transparent pricing and clear value 
communication can therefore enhance the overall customer experience. 
Though weaker (β = 0.153), the direct effect of the perceived price on purchase intention 
is significant. This supports price–quality–value frameworks (Zeithaml, 1988; Lu et al., 
2020), which position price as both a cost and a quality cue. Research (i.e., Hanaysha, 2018; 
Chinomona, 2020) shows that reasonable pricing boosts the purchase likelihood, even 
when satisfaction or trust is moderate. Price thus acts as a trigger variable, variable; its 
influence is modest alone but impactful when combined with other positive brand 
attributes. 
A strong path coefficient (β = 0.537) confirms the robust effect of service quality on 
customer satisfaction. Consistent with the SERVQUAL model (Parasuraman et al., 1988), 
quality dimensions such as responsiveness and empathy shape satisfaction outcomes. 
Recent studies (i.e., Ali et al., 2021; Ahn & Seo, 2018) stress the rising importance of digital 
service quality. Particularly in service-centric sectors, high service quality directly enhances 
customer evaluations and affective responses. 
While statistically significant, the effect of service quality on the purchase intention is 
relatively modest (β = 0.102). This observation supports Grönroos’ (2007) view of service 
quality as a “hygiene factor”, which is essential in preventing dissatisfaction but insufficient 
alone to drive purchases. This indirect influence suggests a mediating role of satisfaction 
and trust, as confirmed by Yieh et al. (2019) and Chang et al. (2021). Thus, brands must 
complement operational excellence with emotional and relational strategies to effectively 
drive consumer action. 
 
 

5. Conclusion, Recommendations, Theoretical and Empirical Contribution 
 

5.1 Conclusion 
This study provides strong evidence on how service quality, price perception, customer 
satisfaction, and brand trust influence purchase intention in Tanzania’s telecom sector. 
Brand trust and customer satisfaction are the main drivers. Service quality boosts satisfaction 
but has limited direct impact on intention. Price perception affects both satisfaction and 
intention, with greater influence on satisfaction. The young, educated, tech-savvy market 
requires tailored services and messaging. Overall, the study highlights how quality, price 
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fairness, satisfaction, and trust work together to shape loyalty and repeat purchases in 
emerging markets. 
 

5.2 Theoretical Contribution 
This study confirms that brand trust significantly influences purchase intention, supporting 
Trust Theory and the extended TAM by highlighting trust’s role in reducing perceived risk 
in digital services. Customer satisfaction emerges as the strongest predictor of trust, aligning 
with the Expectation-Confirmation Theory and framing trust as an evolving result of 
consistent satisfaction. Perceived price impacts satisfaction more than does the intention, 
validating the emphasis of Equity Theory on fairness over cost. Price also serves as both a 
monetary and quality signal, contributing to the price-signal theory. Lastly, while service 
quality strongly enhances satisfaction, its weaker direct impact on purchase intention 
supports SERVQUAL and Grönroos’ models, underscoring that satisfaction and trust are 
key mediators in consumer decision-making. 
 

5.3 Empirical Contribution 
i. This study provides evidence from the under-researched East African telecom sector, 
offering fresh empirical insights from Tanzania Mainland and Zanzibar. The study enriches 
regional understanding of consumer behaviour in emerging markets. 
ii. By simultaneously analysing trust, satisfaction, price, and service quality, the study 
delivers a holistic model of purchase intention, empirically validating multiple theoretical 
frameworks in one integrated structure. 
iii. The study identifies customer satisfaction as a key driver of brand trust, suggesting 
practical strategies for firms to prioritize service excellence and consistent experience 
delivery. 
iv. The demonstrated significance of perceived price on both satisfaction and intention adds 
empirical weight to value-based pricing strategies in competitive service industries. 
v. The regional comparison highlights potential variations in consumer perception, offering 
a data-driven rationale for localized marketing and service delivery approaches. 
 

5.4 Limitations and Future Research 
Despite the valuable contributions of this study, several limitations warrant consideration. 
First, the cross-sectional nature of the data collection limits the ability to infer causality. 
Future studies could employ longitudinal designs to examine how these relationships evolve 
over time. Second, while the sample was diverse, it was limited to a specific service category 
and may not be generalizable across all industries. Future research should replicate this study 
in different settings to test the robustness of the findings. 
Moreover, while this study focuses on five key constructs, other factors such as service 
quality, perceived price, brand trust, customer satisfaction, and purchase intention could 
further enrich the model. Future studies could explore these additional variables and their 
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interactions to provide a more comprehensive understanding of the factors influencing 
purchase behaviour. 
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