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Service Quality and Customers Preference of Cellular Mobile Service Providers

Rajkumar Paulrajan and Harish Rajkumar’

Abstract

A research study was conducted with an objective to understand the Indian consumers’ perception choice in selec-
ting cellular mobile telecommunication service providers. Consumers’ perception is widely varied in accordance with
the Communication quality, call service, facilities, price, customer care and service provider’s attributes. A structured
questionnaire was developed to collect the required primary data from the consumers. Collected data were analysed,
reliability and factor analysis were carried out. The outcome of this research shows a comprehensively integrated fra-
mework to understand the relationships among several dimensions. The study shows communication and price were
most influential and most preferential factors in selecting telecommunication service provider. However, product quality
and availability has a significant impact on consumer perception choice in selecting cellular mobile service provider.
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Indian Cellular Mobile Service

In the last ten years, the mobile revolution has truly chan-
ged the socio-economic landscape of India and played a
pivotal role in the growth and development of the eco-
nomy. According to Cellular Operator Association of
India (COAI), India ranks between the top ten telecom
network in the world and the second largest in Asia. In-
dia is also one of the fastest growing markets in mobile
communications. Telecom Regulatory Authority of India’s
report on Telecom Services Performance (TRAI, 2010)
indicates cellular mobile subscriber base touching 635.71
million in June 2010. Growth in India’s mobile telephone
sector has been nothing short of spectacular in the past
few years, aided by higher subscriber volumes, lower ta-
riffs and falling handset prices. India is home to a number
of global mobile operators working with local companies
and mobile market has consistently experienced very high
annual growth rates with the continuous decline in tariff.

The mobile sector subscribers India have grown from
around 10 million subscribers in the year 2002 to 250.93
million by the end of February 2008. According to Te-
lecom Regulatory Authority of India (TRAI), a total of
8.49 million telephone connections were added during
February 2008. The annual growth of mobile cellular ser-
vices recorded in India during the last few years has been
nearly 100 percent, but still, after over a decade of start
of mobile services in the country, only 30 percent of the
600 million addressable markets of mobile users in the
country of over one billion people have been reached. To-
day, around eight million new telephone subscribers are
being added in India every month. This is mostly in the
mobile telephone segment.

The telecommunication sector, especially the mobile pho-
ne sector, in India is one of the fastest growing business
segments of the country which provide a lot of value addi-
tion to the society with it’s service and creation of emplo-
yment opportunities. At present there are fifteen mobile
phone operators in the country — Bharti Airtel Limited
(Bharti), Reliance Communications Limited (Reliance),
Vodafone Essar Limited (Vodafone), Bharat Sanchar Ni-
gam Limited (BSNL)- Government of India owned public
sector company, Tata Teleservices Limited (Tata), ldea
Cellular Limited (IDEA), Aircel Limited (Aircel), Unitech
Wireless Limited (Unitech), Mahanagar Telephone Ni-
gam Limited (MTNL), Sistema Shyam TeleServices Limi-
ted (Sistema), Loop Mobile (India) Limited - Formerly BPL
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Mobile (Loop Mobile), Videocon Telecommunications Li-
mited (Videocon), S Tel Private Limited (S Tel), Himachal
Futuristic Communications Limited (HFCL) and Etisalat
DB Telecom Private Limited (Etisalat). All of them com-
pete with each other to grab customers by providing wide
range of services. They not only offer basic services of cell
phone but also produce other value added services. Along
with the normal services all of the operators are now
offer internet facilities which enable the subscribers to
reach the whole world through internet easily and their
services includes prepaid, postpaid, internet, value added
services, roaming and devices. Detail of Cellular Mobile
subscriber in India is shown in table | and figure | depicts
market share of cellular mobile service providers in India.

Number of
Service Provider Subscribers (in

millions)
Bharti 136.82
Reliance 110.81
Vodafone 109.06
BSNL 72.70
Tata 72.53
IDEA 68.89
Aircel 41.68
Unitech 6.02
MTNL 5.21
Sistema 5.10
Loop Mobile 2.93
Videocon 1.94
S Tel 1.33
HFCL 0.67
Etisalat 0.02
Total 635.71

Table | Cellular Mobile Subscriber as on June 2010 in
India/ Source: TRAI (2010)

Journal of Technology Management & Innovation © Universidad Alberto Hurtado, Facultad de Economia y Negocios 39



J. Technol. Manag Innov. 201 |,Volume 6, Issue |

Aircel 7%

Tata 11%

BSNL 11%

Cellular Mobile Market share in India

Others 4%

IDEA 11% i i‘
'Reliance 17%

Vodafone 17%

Bharti 22%

O Bharti B Reliance O Vodafone O BSNL B Tata @ IDEA m Aircel O Others

Figure | Cellular Mobile Market share in India as on June 2010

The hasty growth and development in information tech-
nology and mobile devices has made the Indian mobile
phone service markets more and more competitive. It is
assumed by all mobile service providers that value added
services increases the customer loyalty. But does value
added services fulfill all the customer needs and is it the
only factor that play a significant role in maintaining and
building up the loyalty of the customers. On the other
hand according to Lee et al (2001) the mobile providers
should build up customer commitment by providing good
quality service to their customers.

Service Quality of Cellular Mobile

The success of telecommunication industry depends on
prudent efforts and feasible investments. In a competitive
market, service providers are expected to compete on
both price and quality of services and also it is necessary
for the service providers to meet the consumers’
requirements and expectations in price and service quality
(Melody, 2001). The positive relationship of service quality
with customer satisfaction (Danaher and Mattsson, 1994;
Kim et al., 2004), customer preference (Ranaweera and
Neely, 2003), profitability (Fornell, 1992; Danaher and
Rust, 1996), competitiveness (Rapert and Wren, 1998), is
well proven in the academic literature.
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Governmentofindia- Department of Telecommunication’s
data shows that, both BSNL and MTNL are losing market
shareto private operatorsinthe mobile telephony segment.
BSNL and MTNL together are down from a 17% market
share at the beginning of March 2008 to 13.6% in August
2009. In contrast, the private sector’s share jumped from
83% to 86.4% during the same period. So the challenge
for the mobile service providers in India is to find out the
critical factors that influence the customer’s preference.
Investigators have also found customer satisfaction from
a multi dimensional nature and view overall satisfaction as
a function of satisfaction with multiple experiences with
the service provider. In general satisfaction is developed
on the information from all prior experiences with the
service supplier and is consider as a function of all prior
transaction and information (Parasuraman et al., 2000).
Nowadays cellular mobile is a very necessary products for
our daily communication. Customers are mainly purchase
this product for instant communication and various
services provided by the companies. Services mainly
depend on some factors and customers are always try
to buy that product which has many factors or attributes
fulfilling their desire. Recently the concept of customer
satisfaction has received much attention. In cellular

mobile market, customers bring higher expectations for
communication from its service providers and if companies
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are not able to meet these expectations, the customers
will take their business elsewhere. The consumers want
and expectations are altering all the time, this directs
to a condition where customers create ever higher
benchmarks. Applying customer satisfaction approach
means recognizing customers, and then finding their wants
and expectations, and to end with their perceptions. A
company’s most important success factor is the ability

J. Technol. Manag Innov. 201 |,Volume 6, Issue |

to deliver better customer value than competitors do,
and the objective of a strategy is to deliver value to the
customers in order to provide required returns to the
shareholders and employees (Riggs, 1983). There are
many variables and Factors Determinants the Choice of
Mobile Service Providers. Haque et al (2010) and Haque
and Rahman (2010) benchmark mobile services with the
attributes and dimensions illustrated in figure 2:

[ Call Quality

[ Call Drop rate Communication k

ALY/

[ Geographical coverage

[CaII forwarding and, Waiting
Call Service

[ Service Quality

l Short Message Service

[ Mobile Entertainment Facility

[ New technology use

[ Calling rate
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l Product range

[ Complaint redressal system
Customer Care

l Complaint resolution

Customers relations

Innovativenees

Service Provider Y
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[
[
[ Restoration Capabilities
|
[ Responsiveness

>
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Satisfaction Preference

h 4

Abstraction Behavior

Figure 2 Factors Determinants the Choice of Mobile Service Providers
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In order to achieve higher levels of quality service in service
companies should deliver higher levels of service quality
and in the present context customers’ perceptions are
highest. From the perspective of the service organization,
there is a desire to survive and compete in a global
environment. From the perspective of the customer, there
is a desire for better quality services. In fact the private
sector’s singular focus is on economic efficiency, as it is
generally viewed that profit and/or cost reduction are key
ingredients to survival and growth. Service is a form of
attitude which is related to satisfaction and also leads to
consumer preference and future purchase. In particular
consumers prefer service quality when the price and other
cost elements are held constant. It has become a distinct
and important aspect of the product and service offering.
According to Lehtinen and Lehtinen (1991) service quality
helps to create the necessary competitive advantage by
being an effective differentiating factor Price plays a vital
role in telecommunication market especially for the mobile
telecommunication service providers. It includes not only
the buying price but also the call charges. Generally, a
price-dominated mass market leads to customers having
more choices and opportunities to compare the pricing
structures of diverse service providers. A company that
offers lower charges would be able to attract more
customers committing themselves to the telephone
networks, and, significant number of “call minutes” might
be achieved. Consumer’s perception of product quality is
always an important aspect of a purchasing decision and
market behavior. Consumers regularly face the task of
estimating product quality under conditions of imperfect
knowledge about the underlying attributes of the various
product offers with the aid of personal, self-perceived
quality criteria.

Ascompetitionhasbeenescalatingamongthecorporations,
it is ardently necessary for them to learn about the
consumers’ perception about the communication quality,
callservices,facility, price, customercare,service provider’s
capabilities and other important factors that may have
been playing a vital role in selecting the telecommunication
service providers. Therefore, the major objective of
this study is to cautiously examine the factors that have
been affecting the consumers’ perception to select
mobile telecommunication service, particularly in India.
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Research Methodology

As the major purpose of the study is to understand the
consumers’ perceptions in the selection of cellular mobile
telecommunication service provider in India, a structured
questionnaire was developed to collect the required pri-
mary data from the consumers. The survey questionnaire
consists of six distinct sections, each of which contains
relevant questions pertaining different parts of the study.
Questionnaires were systematically distributed utilizing a
non-probability convenience sampling from walk in custo-
mers at market places and educational institutions. The
questionnaire was framed in the format of Likert scale to
be distributed into the selected sample, and no specific
characteristics were defined for the respondents except
being a cellular mobile user. The sample, it was logically
assumed that the sample represented the whole popula-
tion of mobile telecommunication services users in India.

A total of 125 questionnaires were distributed and 112
out of them have been completed, implying a respon-
se rate of 90 percent. Questionnaire includes five main
construct i.e. image, price, quality, customer satisfaction
and loyalty. Each construct had three to five questions
with an itemized -licker ranking scale of 1-5 (I=very poor,
2=poor, 3=average, 4=good, 5=excellent). All constructs
are measured using multiple indicators. Customer satis-
faction was assessed on six items viz. call service, com-
munication, price, facility, customer care, and service
provider. Call service was evaluated by two items — call
forwarding and waiting and service quality. Communica-
tion dimension was assessed by call quality, call drop rate
and geographical coverage area. Facility factor was co-
vered by items short message service, technology use,
and mobile entertainment. Price factor was represented
by items call rate, promotional offers and product range.
Customer care comprising of complaint redressal system
and complain resolution. Service provider factor consti-
tute with the items — customer relationship, innovative-
ness, restoration capability, reliability and responsiveness.
The data collected from questionnaires were analyzed by
reliability Analysis and factor analysis.
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Results and Discussion
Reliability Coefficient

Reliability coefficient tested by using Cronbach’s alpha (o)
analysis. In order to measure the reliability for a set of
two or more constructs, Cronbach alpha is a commonly
used method where alpha coefficient values range bet-
ween 0 and | with higher values indicating higher reliabili-
ty among the indicators (Hair, et al., 1992). In accordance
with the Cronbach alpha test, the total scale of reliabi-
lity for this study varies from 0.679 to 0.9778 indicating
an overall higher reliability factors. The reliability of this
study is substantial in every perspective, as the highest
reliability value that can be achieved is 1.0.

Mean Std.
Deviation
Communication (Alpha = .9778)
Call quality 413 029
Call drop rate 4.03 1.04
Geographical coverage 3.36 1.23
Call service (Alpha =.723)
Call forwarding and waiting 2.36 0.94
Service quality 397 0.89
Facility (Alpha = .897)
Short message service 401 1.10
Mobile entertainment 3.11 1.16
Technology use 2.03 1.45
Price factor (Alpha = .967)
Call rate 4.36 0.89
Promotional offers 400 1.10
Product range 376  0.88
Customer care (Alpha = .679)
Complaint redressal system 333 0.56
Complain resolution 345 0.90
Service provider (Alpha = .766)
Customer relationship 3.23 1.34
Innovativeness 3.46 1.44
Restoration capability 3.67 0.78
Reliability 353 0.65
Responsiveness 373 045

Table 2 Reliability Analysis
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Factor Analysis

The results obtained from 212 respondents have been
thoroughly analyzed. Using the statistical software packa-
ge SPSS, factor analysis was carried out. The extraction
method the principal component analysis (PCA) and veri-
max rotation were carried out to explore the underlying
factors associated with 18 items. The constructs validi-
ty was tested applying Bartlett’s Test of Sphericity and
The Kaiser—Mayer—Olkin Measure of Sampling adequa-
cy analyzing the strength of association among variables.
The Kaiser—Mayer—Olkin measure of sampling adequacy
(KMO) was first computed to determine the suitability
of using factor analysis. It helps to predict whether data
are suitable to perform factor analysis. KMO is used to
assess which variables to drop from the model due to
multicollinearity problem. The value of KMO varies from
0 to I, and KMO overall should be 0.60 or higher to per-
form factor analysis. If this does not have achieved, then it
is necessary to drop the variables with lowest anti image
value until KMO overall rises above .60. Result for the
Bartlett’s Test of Sphericity and the KMO reveal that
both were highly significant and concluded that this varia-
ble was suitable for the factor analysis (Table 3).

Kaiser - Meyer - Olkin Measure of Sampling Adequacy
9N

Approx. Chi-Square ~ 10043.963
Bartlett's Test of Sphericity df 349
Sig. .000

Table 3 KMO and Bartlett’s Test

To determine the minimum loading necessary to inclu-
de an item in its respective constructs, Hair et al. (1992)
suggested that variables with loading greater than 0.30 is
considered significant, loading greater than 0.40 more im-
portant, and loading 0.50 or greater are very significant.
The result showed in table 4.
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F4 F5 F6

F1 F2 F3

Communication

Call quality

Call drop rate
Geographical coverage

Call service
Call forwarding and waiting
Service quality

Facility

Short message service
Mobile entertainment
Technology use

Price factor

Call rate
Promotional offers
Product range

Customer care
Complaint redressal system
Complain resolution

Service provider
Customer relationship
Innovativeness
Restoration capability
Reliability
Responsiveness

0.913
0.899
0.891

0.941
0.901
0.853

0.344
0.769

0.926
0.671
0.323

0.872
0.891

0.675
0.676
0.877
0.914
0.924

Table 4 Factor Matrices

From the factor analysis we can find that communication
and price are the key and influencing factors that
motivate the customers to prefer their service provider.
Another factor that was found to influence preference
of mobile service providers is the relationship it has with
the customer which is determined by the promptness
of response to the complaints and its how quicker it is
resolved. The customers were evaluating customer care
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and service provider’s corporate responsibility factors to
select service providers. Respondents considered short
messaging service as an impartment attributes, weightage
for mobile entertainments was moderate and technology
use was lower importance under facility factors. Only
service quality has been considered and call forwarding
and call waiting attributes of Call Service factors are not
considered importance.
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Conclusion

This study was undertaken to examine and understand
the consumers’ perception choice in selecting cellular
mobile telecommunication service providers. Consumers’
perception is widely varied in accordance with the Com-
munication quality, call service, facilities, price, customer
care and service provider’s quality. Hence, from the result
of our study, we can deliberately conclude that price has
significant positive impact on consumer perception choi-
ce in selecting telecommunication service provider. Hen-
ce, product quality from the marketer’s perspective is
associated with communication, price, feature, function,
or performance of a product. Price plays a significant roll
in the purchase decision of the telecommunications sec-
tor. However, our study shows that product quality and
availability has a significant impact on consumer percep-
tion choice in selecting mobile telecommunication service
provider and supported.

The outcome of this research shows a comprehensively
integrated framework for us to understand the vibrant
relationships among several dimensions of service quality,
price, product quality and availability, and promotion to
have handful ideas on the consumers’ perception. Howe-
ver, we still predict that further research efforts are being
needed to examine these factors with additional samples
before generalization can be made.
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