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Abstract 
Telecom sector of Pakistan has very important role in economy of the country. Innovation is 
crucially important for telecom industry, which can bring lot of changes in the service sector and 
improve the service in the telecom industry. Some of the special issues which are arise in the 
telecom industry that was differentiation between product and process or between network and 
services innovation. The current study is collected the 40 responses from 6 telecom companies 
of Pakistan. The current found that positive relationship between customer orientation, and 
service innovation in telecom industry of Pakistan. On the other side, the study found the 
insignificant relationship between professional skills and service innovation. The current study 
suggested that the telecommunication organizations should focus and improved the professional 
skills, which can improve their growth.   
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Introduction 
Pakistan telecom market is one of the world’s fastest developing industries. Today the telecom 
trends are changes rapidly which has positive effect overall economic growth of the country 
(Hussain & Aslam, 2019). Telecommunications industry is an most competitive and important 
industry of Pakistan. The Telecommunication sector in Pakistan has been improving very fast and 
comparing its telecom services with global advancements. Six major national and multinational 
operators are providing GSM/Cellular services in all over the Pakistan. These operators are 
named as Pakistan Mobile Company Limited (36.7 million subscribers at May, 13), China Mobile 
Pakistan (20.2 million Subscribers at May, 2013), Telenor Pakistan Limited (23.7 million 
Subscribers at May, 2013), Warid Telecom Limited (12.5 million Subscribers at May, 2013), Ufone 
(23.9 million Subscribers at May, 2013) and PTCL. Basic telephony, IP services, wireless and 
mobile markets and technologies, broadband markets and technologies are the services provided 
by Pakistan Telecommunication Company limited. Furthermore, the telecom industry 
contributed around USD 37 Million (Ibrahim, Shahid, & Ahmed, 2014).  
Furthermore, the government of Pakistan issues the license of 3G and 4G network that can 
enhance the telecommunication trends in the Pakistan. 3G technology is the new innovation 
which allow a broadband wireless access to the internet and which may provide individuals with 
location, time and context-based services and enable mobile business functions (May, 2001).  
Today due to technological advancement organization move upward because customer want 
change in the telecom sector, so all telecom companies are adapting a new service. The new 
service cannot achieve without customer orientation and skilled professionals. These skills are 
very important to achieve the customer satisfaction.  
Therefore, the main objective of the study is to investigate the role of customer orientation and 
professional skills in service innovation of telecom industry in Pakistan.  
 
Literature Review 
Telecom trends in Pakistan 
Pakistan telecom industry is one of the world’s fastest growing market. The telecom trends are 
changes rapidly day by day, which also has positive effect overall economic growth of the country 
(Manyika & Roxburgh, 2011). Telecom trends are changes rapidly in last two decades. Public 
telecommunication companies are completely or incompletely privatized in most of the 
countries, such as the Pakistan Telecommunication Company Limited (PTCL) converters in 
privatization. The PTCL plans to increase number of internet connections, which shift from 400 
to 800 users. The company makes decision to advance different subsidiary telecommunication 
accommodate to increase the quality of service for consumers (Ansari & Khan, 2009). IN past, 
telecommunication sector of Pakistan was lagging behind than Thailand due to political 
intervenes ad these days telecommunication industry of Pakistan improved significantly and left 
the behind to Thailand. 
In the Pakistan telecom sector have extraordinary growth in the last sex year. In the early days 
only two operators are worked name as Instaphone and Warid telecom and in these days six 
operators are working in Pakistan (Bhatti, 2008). Pakistan cell phone telecom companies have 
played an important role in encouraging the development in the telecommunication sector. 
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Telenor and Zong is fastest network in Pakistan. These phone operators improved their 
performance in very short period of time. The main reason of Pakistan telecom market is 
introduce the new market innovative strategies such as prepaid international roaming, 
international mms and reduce international call rates and mobile tv etc (Gao & Rafiq, 2009). 
 
Innovation 
Innovation play an important role in the performance of service sector, such as telecom sector 
(YuSheng & Ibrahim, 2019). The innovation capability is achieving the firms competitive 
advantages (Salunke, Weerawardena, & McColl-Kennedy, 2019). According to Kim and 
Mauborgne (1999) that innovation is a necessary component for any company higher 
performance. According to Schumpeter and McCraw (2007) that innovation was started form the 
first half of the 20th century and differentiation has been made in economic theory between 
invention, innovation and diffusion. There are many types of Innovations, such as product 
innovation, process innovation and marketing innovation. However, more discussed in literature 
are product and process innovation. The process innovation can be visible to all user of the 
organization in the shape of new product.  
Innovation in Telecom Sector is very important, As of now, telecommunication sector is 
significantly contributing in countries’ economies (Patil, Singh, Chavan, Gadkari, & Chaturvedi, 
2014). There are different types of network under the mobile and fixed network in the telecom 
industry. Policy makers check it out that which policy and innovation give return/benefits which 
type of network technology can be deployed at a cheaper costing the telecom industry. In the 
telecom industry innovation and network (Williams, 2011). 3G technology is the new innovation 
which allow a broadband wireless access to the internet and which may provide individuals with 
location, time and context based services and enable mobile business functions (May, 2001). 3G 
technology is the advance technology which provides a customer a lot of service to connect with 
each other and also enables the mobile that all things which comes through innovation through 
new ideas which is come in the telecom industry. The infrastructure that favors adoption can 
over time become an inertia that constrains innovation so the infrastructure in any 
telecommunication company adopts an innovation through which they made the infrastructure 
good (Ibrahim et al., 2014).  
There are many factors influencing the service innovation of telecommunication sector, however, 
some of customer orientation and professional skills are most considerable factors. The main 
purpose of this study is also to investigate the relationship between, customer orientation, 
professional skills and service innovation in telecommunication sector of Pakistan.  
 
Customer Orientation 
The customer orientation means that developing a quality of product value and respectfully 
handle the customer complaints regarding service delivery. Basically, the customer loyalty in the 
telecom sector is divided into three broader categories such that behavior approach, attitude 
approach, integrated approach (Bresnahan & Trajtenberg, 1995). The integrated approach is the 
combination of behavior and attitude approach which takes into account in this research 
customer orientation how effected through loyalty. Earlier studies stated that the factors 
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affecting customer loyalty usually set the focus on customer satisfaction and orientation (Lee & 
Cunningham, 2001). Customers experiencing a high level of satisfaction are likely to remain with 
their existing providers and maintain their contribution. However, according to past researches, 
customer satisfaction positively influencing customer loyalty (Jones, Mothersbaugh, & Beatty, 
2002). 
However, according to Jaworski and Kohli (1996) said that the consequences of market 
orientation are classified into four main categories such as organizational performance, customer 
consequences, innovation consequences, and employee consequences. The main attention is 
about innovation, or service innovation. A successful business must be innovative and different 
to others in its nature for the following reasons: (1) to learn more and convince customers needs 
and wants, (2) to held successfully the process of developing new products or services that 
address those needs and wants and (3) to help in administer internal activities and procedure 
that increase product development process and customers’ needs understanding (Narver, Slater, 
& MacLachlan, 2004).  
According to past literature that the customer satisfaction is the important in telecom industry 
and they refers that customer satisfaction is the evaluation their business (Edvardsson, Johnson, 
Gustafsson, & Strandvik, 2000). Another researcher said that satisfaction the evaluation of 
product which the use or purchase and service which the customer want (Olsen & Johnson, 
2003). 
 
Professional Skill 
Professional skills are important for the success of telecom sector. The quantity and excellence 
expertise has been central matter particularly in high development stage which the telecom 
sector in many states gone through. In addition information and communication technology in 
these days widely incorporated the purpose of whole economy and societies the potential skills 
and knowledge are to be getting extremely (Pohjola, 2002). 
In the laborious economy, the human resource is more important factor behind the achievement 
of the organizations. Now days the overall importance of the ICT has increase as it is these days 
extensively integrated all function of whole economy as like business and society in the current 
researches the new skills and knowledge are required for the ICT firm in which the some are 
educational degrees and other are often abilities of particular nature. Some of the important 
factor is like as attitude, individual communication skills are focus compulsory when firm are 
recruiting a new staff (Leppimaki, Tammi, & Meristo, 2004).  
 
Framework 
The below table shows the relationship between variables, in which one is dependent variable 
like service innovation and two are independent variables like customer orientation and 
professional skills.  
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               Dependent Variable            
                  
 
 
 
 
 
 
 
 
 
 
             Independent Variable          Independent Variable 
 
Hypothesis 
H1:  Customer orientation has strong impact on the service innovation. 
H2:  Professional skill has strong impact on service innovation.  
 
Methodology 
This study employed the quantitative techniques to investigate the role of customer’s orientation 
and professional skill of a service provider on the service innovation in the telecom sector in 
Pakistan. In current research used the probability sampling techniques. 
 
Populations and the Sample 
We are conducted the research in the telecom sector of Pakistan and the total 6 telecom 
organization which are working in Pakistan were selected for sample collection. The 
organizations are Telenor, Mobilink, Ufone, Warid, Zong, PTCL.  
 
Sampling Design 
Total sample size is 40 and the researcher collected the data from two different cities such as 
Rawalpindi and Islamabad. Study selected the ten franchises from Islamabad region and ten are 
Rawalpindi region. 
 
Data Analysis 
A regression is statically tool that used to determine the relation between the dependent and 
independent variable. In this research the independent variable is customer orientation and 
professional skills and the dependent variable is service innovation.  In the regression model 
result shows that the value of customer orientation is .001 and professional skills value is .117 at 
a significant level α = 0.05, if the value found more than 0.05, it will consider the rejection of 
hypothesis. However, the current study found the value of hypothesis 1 less than 0.05 with 3.765 
t-statistics, hence the hypothesis 1 is accepted. The values of second hypothesis recorder more 

Service Innovation 

Customer 

orientation 
Professional 

Skills 
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than 0.05 with t-statistics 1.603 value, hence the hypothesis 2 is rejected. The result can be seen 
in table 1.  
 
Table.1 Regression 

Model Summary 

Mod
el R 

R 
Square 

Adjuste
d R 
Square 

Std. Error 
of the 
Estimate Change Statistics 

  

R 
Square 
Change 

F 
Change df1 df2 

Sig. F 
Change 

R 
Square 
Change 

F 
Change df1 df2 

1 .594(a) .353 .318 .32251 .353 10.107 2 37 .000 

a  Predictors: (Constant), professional skills, customer orientation 
 
                                                                          Coefficients(a) 

Mod
el   

Unstandardized 
Coefficients 

Standardize
d 
Coefficients t Sig. 

    B 
Std. 
Error Beta B 

Std. 
Error 

(Constant) -.490 1.165   -.420 .677 
customer 
orientation 

.834 .221 .509 3.765 .001 

  professional skills .288 .179 .217 1.603 .117 

a  Dependent Variable: service innovation 
 
Results and Discussion 
This study examined the relationship between customer orientation, professional skill and 
service innovation. Using a sample size is 40 and our respondents are professionals, this study 
surveyed in the telecom sector in Pakistan. To my knowledge, this is the first study to examine 
the Role of customer’s orientation and professional skill of a service provider on the service 
innovation in the telecom sector in Pakistan. The current study found the positive and significant 
relationship between customer orientation and service innovation. Secondly this study found the 
insignificant result between professional skills and service innovation.  
 
Conclusion 
After the completion of all work, this study concluded that if the telecom companies give service 
innovation to customer then customer are more loyal towards the telecom sector but 
professional skills also necessary to increase the customer satisfaction. This research has 
conducted in Pakistani context, where the usage rate of mobile is high than other countries and 
researcher check the impact of customer orientation and professional skill of a service provider 
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on the service innovation in the telecom sector in Pakistan. According to result shows that 
customer orientation has strong impact on service innovation in the telecom sector in Pakistan. 
Pakistan telecom sector growth has increase day by day in the early days only two telecom 
companies are working and now six telecom companies are working in Pakistan. Furthermore, 
professional skills need to be improved as well.  
 
Recommendation and Suggestion 
Telecom service operators should design and provide individual services to different groups 
based on gender and profession and according to their needs and wants.  
Different characteristics of factors like customer orientation, Professional skills and Service 
Innovation are directly proportional to the use and service providers must increase their value to 
the best possible level like as make their services easily available with best quality and acceptable 
to their consumers.  
As positive significant correlation has been seen among all research factors so Telecom service 
providers must consider the above discussed attributes, when they want to develop and offer a 
telecom service to their consumers.  
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