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Abstract

This study aims at identifying the actual practices of marketing mix tools
(Product (service), pricing, promotion, and placing (distribution), at the
Palestine Telecommunication Company (Paltel), and its effect on of
customer loyalty. The study also aimed at understanding if there are
significant differences among the respondents regarding the impact of
marketing mix tools on customer loyalty

The society of the study included residential land line subscribers from
different Gaza Strip governorates and areas. The researcher used the
random sample where 500 questionnaires were distributed in the Gaza
Strip governorates. The researcher also utilized the Statistical Package
for Social Science (SPSS) program for data entry and analysis of the
questionnaire.

The study concluded that the marketing mix offered by Paltel is positive
and was satisfactory to the local market needs and clients. The level of
customer satisfaction was variant among the marketing mix elements.
Paltel was found to offer a range of services that is in line with the latest
Information and Telecommunication Sector international services. Those
services were also found to suit the various segments of the local
community including those with limited income and others who have
limited budget plans for telecom expense. The marketing mix was also
found to have achieved its goals in terms of marketing communication
with clients through different communication and promotion specially E-
Service utilization through the company's website www.paltel.ps.

Paltel was found to use the direct and indirect distribution channels to
enhance the availability and accessibility of its products in the local
market. The study also concluded that the pricing strategies of Paltel's
services and products were satisfactory to the clients but do not meet their
expectations of more discounts.

The study indicators showed a statistical relationship between the applied
Paltel marketing mix and the level of customer loyalty. The statistical
differences between the surveyed clients individual sample results are
attributed to the level of education, place of residence where no statistical
differences of relation to age, sex or income level of the surveyed clients.

The study was concluded with various recommendations which included:



. Enhancing Paltel's attention to the overall marketing mix
elements in order to affect better customer loyalty.

. Providing special attention to alternative communication
technologies including Voice over IP (VOIP) and Micro
Communication (WiMax).

. Acceleration of launching the Paltel Customer Loyalty Program
and awarding the loyal clients.

. Strengthening the current offered services provision through
maintaining and developing the current distribution channels
(One Stop Shops, Call Centers, Local Distributors, and Internet)
. Providing greater attention to reviewing the effect of the pricing
element on customers' loyalty.

. Continuing the packaging of services with discounted
reasonable prices to encourage higher customer participation in
largest possible number of services.
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Services Tariff
Fixed Telephone Tariff

/ / / Call Type
Prices/Off Peak Prices/Peak
Prices/Off Off 800 PM — 0200 AM 800 AM — 800
Peak 06:00 AM — 08:00 PM
02:00 AM — AM
06:00 AM
8 3 150 min. free ( ) 150
0.01 0.16 0.21 (bi-monthly)
Per min. 1st 8 min. Ist 3 min. .
8
. 0'0.1 6 ) 0'96 Local Call:Calls within the same
Additional min. Until 8 min. . .
switch or between two differen
switches.
0.03
Additional min.
( - ) *
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/ / Call Type
Prices/Off Peak Prices/Peak
6:00 PM — 8:00 8:00 AM — 6:00 PM
AM
Fridays & Holidays
0.62 Calls to
0.46 Per min. JAWWAL
Per min.
Notes: Minimum Charging Period: 12 Seconds 12 :
/ / Call Type
Prices/Off Peak Prices/Peak
10:00 PM —-8:00 | 8:00 AM - 10:00 PM
AM
0.34 ( )
0.17 Per min. | Calls to Israel ( All Weekdays ): fixed telephone lines
Per min. only

Notes: Minimum Charging Period: 1 Minute

/ / Call Type
Prices/Off Peak Prices/Peak
6:00 PM — 8:00 8:00 AM - 6:00 PM
AM
Fridays & Holidays
0.99 :
0.95 Per min. Calls to Cellcom, Pelephone &Orange
Per min.

Notes: Minimum Charging Period: 1 Minute
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International Call Tariff

Prices/Off Peak / /
Country 10:00 PM - 8:00 AM Prices/Peak
Fridays & 8:00 Ai\)/IM— 10:00
Holidays
Jordan 1.54 2.20
Egypt 1.40 2.00
Saudi Arabia, _
Oman, Sudan 1.50 2.40
Other Arab 2.40 3.20
countries
USA, Canada,
Austria,
Belgium,
Britain, Cyprus,
Denmark,
Greece, France,
Finland,
Germany, Italy,
Ireland, Iceland, 1.50 1.50
Luxembourg,
Malta, Monaco,
Holland,
Gibraltar,
Norway,
Portugal, Spain,
Switzerland,
Sweden.
Other countries 3.40 3.40
Notes: Minimum Charging Period: 10 Seconds 10 :
Prices/Off Peak / /
10:00 PM - 8:00 AM Prices/Peak
8:00 AM — 10:00
PM
Thuraya 5.00 5.00
Inmarsat 21.80 21.80
Global 269 Free Free 269

*Notes: Minimum Charging Period: 1 Minute
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Services
/ I )
Prices /| Each Time | Subscrp. Fees/NIS Code
I NIS ( bi-monthly )
Free 100 Police
Free 101 Ambulance
Free 102 Fire
Free 166 Faults Reports
Free 167
Reporting Faults for Internet & Data Lines
Free 199 Customer Service Centers
Free 126 Prepaid Cards Information
Free 168
Free Fax for Customer Inquiries
0.21 Free 144 Directory Information
5.00 151 Voice Malil
0.21 Free 175 Wake up Call
Free *41 Auto Dial / Busy No.
Free *42 Contacting Last Incoming Calls
Free - Call Waiting
13.66 - Caller ID
13.66 - Conference Call
7.18 - Hotline
13.72 - Short Dial — 8 8
40.80 - Short Dial — 30 30
Service
Charges
0 Blocking calls to Mobile
0 Bill Reissuing
0 Transfer of rights to 1% degree
55.6 Transfer of rights between Brothers
249 Installation-Residential Line
750 Installation-Commercial Line
498 Gov. & Org.-Installation Line
55.6 Line Transfer
42.6 Number Change
245 Line Reconnection
10.10 Temporary Disconnection upon request
Temporary Disconnection upon request
3.83 Detailed Billing — 1% 10 sheets
3.83 — Every additional sheet
40 Subscription fees ( bi-monthly )
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