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Abstract  
 The present study is undertaken to understand 
the customer satisfaction and loyalty in mobile 
service providers. The study was done to find out 
the customer satisfaction level in mobile service 
provider players in the market and to know the 
customer perception towards other mobile 
service providers, this survey was done in 
Vellore city. Consumers satisfaction and loyalty is 
widely varied in accordance with the communication 
quality, call service, customer care, service 
providers attributes. However, product quality and 

availability has a significant impact on consumer 
satisfaction and loyalty in selecting mobile phone 
service providers. The theoretical background 
chapter reviews studies on customer satisfaction 
and customer loyalty and the relationship between 
these two terms. Various methods that have been 
widely used to measure customer satisfaction and 
the outcome results of having loyal customers are 
presented. The thesis presents best practices and 
the relevant recommendation on how to improve 
Vellore customer satisfaction level.  

 

Introduction  

 Asia’s telecommunication industry has seen rapid development in the last decade and looks 

poised for further expansion. For the Malaysian telecommunications industry, growth rate is 

mainly driven by the mobile services segment. 

 

Customer Satisfaction Vs. Customer Loyalty   

 Customer Satisfaction is a measurement of customer attitudes regarding products, services 

and brands. Customer Loyalty on the other hand has two definitions. Customer Loyalty consists of 

loyalty behavior (also referred to as customer retention) which is the act of customer making 

repeat purchased of current brands, rather than choosing competitor brands. Secondly, Customer 

Loyalty encompassed loyalty attitudes which are opinions and feeling about products, services, 

brands or businesses that are associated with repeat purchases. At times, Customers display 

loyalty behavior without having loyalty attitudes. Vice versa, occasionally customers show loyalty 

attitudes without exhibiting any loyalty behavior. 

 

The Global Mobile Industry  

 The global mobile phone industry is based on many different manufactures and operators. The 

Industry is based on advanced technology and many of the manufactures are operating in 

different industries, where they use their technological skills, distribution network, Market 

knowledge and brand name. Three large manufacturers of mobile phones are today dominating 

the global mobile phone industry; Nokia, Ericsson and Motorola. In addition to these companies 

there are many manufactures that operate globally and locally. This report focuses on the 

competition among these organizations 
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Mobile Phone Service Providers  

 A mobile service provider (MSP) is a company that 

offers transmission services to users of wireless device 

(Smartphone’s and tablet PC’s) through radio frequency 

(RF) signals rather than through end to end wire 

communication. 

  The major mobile Service providers in the united 

states include Verizon Wireless, Sprint, AT&T and  

T-Mobile. Their Services differ in terms of the wireless service plans, data speeds (3G vs. 4G), 

reliability and the devices they support. A mobile Service provider is sometimes called a wireless 

service provider (WSP), wireless carrier or mobile carrier. 

 
Scope of the Study 

 The Scope of the Study is limited of four major players of Telecom industry that are Airtel, 

Vodafone, BSNL, Idea. Study objective is to examine various factors that led to prompt and 

quality, price, customer service and corporate image of various telecom products and services. My 

Study will consider in Vellore city area. Now my study purpose is to know customer satisfaction 

and loyalty for these telecom brands. Consumers have various choices available to them with 

different features and services. Now how consumers select a particular brand is a question of our 

study. Which factors influence their satisfaction and how they perceive various factor like Price, 

network service, brand image and VAS while their purchasing decision. 

 
Objective of Study 

 This Project aims at studying the present market scenario. The major players in the market 

today are Airtel, Vodafone, BSNL, Tata Docomo, Reliance, and Idea. All these companies want to 

capture the market study concerns with evaluating fast developing area and so all the service 

providers were taken to measure the satisfaction of Customer. 

1. To study and analyse customer satisfaction and loyalty towards service quality of mobile 

phone service providers. 

2. To study and analyse customer satisfaction and loyalty towards price of mobile phone service 

providers. 

3. To study and analyse customer satisfaction and loyalty towards customer service of mobile 

phone service providers. 

4. To study and analyse customer satisfaction and loyalty towards corporate image of mobile 

phone service providers. 

 

Methodology 

 The method used for analyzing the customer satisfaction and loyalty towards mobile phone 

service providers are presented below. The method include selection of sample, nature of study, 

source of data collection and tools of analysis. 

1. Selection of Sample: A Sample of 200 respondents residing in Vellore city, who use mobiles of 

different networks, was covered. A method of sampling is used to collect the required 

information for the study. 
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2. Nature of the Study: This is an empirical study which evaluates the satisfaction and loyalty of 

users of mobiles of different networks. Perceptions of the mobile users from the primary 

source of information. 

3. Source of Data: The Primary data required for this study has been collected though 

questionnaire. The Secondary data has been collected from magazines, Journals, Newspapers 

and internet. 

4. Method of Data Collection: The Questionnaire method was adopted to collect data and 

questionnaire was personally collect from respondents. Mainly collected from Students I met 

them at their college and a few working people were met at their office and questionnaire 

were distributed to them. The questionnaire were Collected after three days to enable them 

to devote more time and care in giving accurate and meaningful data. The format of 

questionnaire was made like Scale method. The Questionnaire contains mostly structured 

questions with different alternative responses. These 200 questionnaires were selected to 

fulfillment of full particulars. 

5. Tools of Analysis: The Primary data collected from the consumers have been analyzed by 

using the following statistical tools: a) Chi-Square tests, b)Percentage Analysis, c)Correlation 

Analysis. 

 
Limitations of the Study  

 Every Attempt will be taken to obtain the error free and meaningful result but as nothing in 

this world 100% perfect 

 1. Respondents unavailability,  

 2. Less Knowledge of Respondents, 

 3. Respondents not able to differentiate among their Product.  

 

Review of Literature 

Thomas 2008 

 Empirical findings of the study showed that the respondents attended the event mainly for 

business and networking opportunities. Overall, they were satisfied with Hong Kong as the 

location for the ITU Telecom world 2006.Additionaly; there were no significant difference in 

perception between overseas and local attendees in all but two attributes. This Study showed 

that location, infrastructure and safety did not seem to influence attendee’s decision for 

attending the event. Moreover, Attendees considered travelling to or visiting the destination 

would have low influence in their decision to attend the event. 

 

Muzammilhanif, Adnan Riaz, 2010 

 This research has explored the factors that affect the customer satisfaction. In this research 

paper telecom sectors subscribers in Pakistan are taken as population and customers services and 

price fairness are taken as independent variables while customer satisfaction is taken as 

dependent variable. Price fairness has a greater influence on the customer satisfaction and if 

price is affordable for customer they do use that network for a long period of time. 

 

Siew-Phaikloke et.al 2011 

 This study analyzed the impact of the service quality on the customer satisfaction in 

Malaysia’s telecom industry. By taking the service quality dimensions (responsiveness, reliability, 

empathy, tangible aspects and assurance) their impact was examined on customer satisfaction by 
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using SERVQUAL model. A GSM provider 200 users participated in the Study. Regression analyses 

was conducted to ascertain the relationship between the service quality and the level of customer 

satisfaction as well as gap analysis was conducted to describe the importance and the satisfaction 

on each of the service quality’s dimension. Results showed that empathy, assurance, reliability 

and responsiveness positively and significantly affected the attitude of customers on satisfaction 

and loyalty terms. Service quality is positively related to the satisfaction in all dimensions except 

the tangible aspect’s area.  

 

Dr.Rajasekhara et.al 2012 

 Marketing is a dominant field of management. Now service marketing has attained equal 

importance as marketing of tangible products. Customer dissatisfaction and interaction 

frustrations with ETC employees were identified in this research. Problems relating to customer 

satisfaction in ETC were highlighted and for this purpose quantitative survey and personal 

interview method using structured questionnaire were used.ETC should revise existing practices 

and policies for customer retention. Total customer satisfaction by expecting attitudinal change 

among customers is also important. 

 
Correlation Analysis 

Age and Number of Years 

 Null Hypothesis (Ho): There is no significant relationship between Age and number of Years.  

r = 0.011. So, therefore this value is Positive Correlation. 

Inference: Since the value is positive there is relationship between age and number of years 

on network.  

 

Chi square analysis 

Service rendered and number of years on network 

 Null Hypothesis (H0): There is no significant relationship between Service Rendered and 

Number of Years. Degree of freedom = (C-1) x (R-1) (4-1) x (5-1) = 12. Level of significant 5% = 

0.05. Table Value = 21. Table Value is greater than calculated Value. Hence we accept the Null 

Hypothesis (H0) and reject the Alternative Hypothesis. 

 Inference: There is a no significant relationship between Service rendered and number of 

years on Network.  

 

First Choice of Network and Number of Years 

 Null Hypothesis (H0): There is n significant relationship between First Choice of Network and 

Number of Years. Degree of freedom = (C-1) x (R-1) (4-1) x (5-1) = 12. Level of significant 5% = 

0.05. Table Value = 21. Table Value is greater than calculated Value. Hence we accept the Null 

Hypothesis (H0) and reject the Alternative Hypothesis. 

 Inference: There is a no significant relationship between First Choice of Network and number 

of years on Network. 

 

Conclusion 

 This case study shown to the researcher that the mobile service provider are providing good 

services and providing best offers to their customers. Mobile Service Providers has been in the 

good position to provide the service to their customer and it has to improve some service like 

network, price and turnover of the company and the company should keep some effective 
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strategy for improve their competitiveness. The overall service and performance by the Mobile 

service Provider is good.  
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