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ABSTRACT

Service industry is makeup a large part of Sri Lankan economy. Cellular telephone

operators in telecommunication industry fast growing industry to contribute service

industry. In Sri Lankan context, a far lack of empirical studies have been conducted the

impact of service brand attachment on customer citizenship behavior and clarify the

role of perceived value within selected cellular telephone operators in

telecommunication industry.

/
This study attempts to fill this knowledge gap. The objective of this study is to identify

the level of service brand attachment, customet citizenship behavior, and perceived

value, relationship among those variables apd impact of service brand attachment on

customer citizenship behavior and mediating effect of perceived value within selected

cellular telephone operators igtelecommunication industry. To achieve these objectives

data was collected from 405 cellular mobile telephone subscribers using structured

questionnaire. The five Likett point scale was used which'ranging from "Strongly

agree" to "strongly disagfee." Conveniencs sample method-,it{.d to make sampling

framework of thgstudy and also qualitative research approach used this study. The data
'4at

were analyzed by using descriptive;conelation analyses, 'simple regression, and

multiple regression anaiysisrusing IBM SPSS Statistics 22.. 
" b

The results show that service brand attachment, customer citizenship behavior, and

perceived value are in high level and identified that,,there is stiong positive relationship

among variables. Service brand attachment significantly impact on customet

citizenship behavior and perceived value partially mediate between service brand

attachment and customer citizenship behavior within selected cellular telephone

operators in telecommunication industry. This result shows the significance of

perceived value and suggest that service executives should strenglhen customers,

perceived value of service brand to Jnhan." crrsto-pi"itizenship behavior.
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