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Abstract- With the increase  of mobile  service users the competition between different mobile service providers is increasing  
and  leading  the customers often switch from one provider to another provider to get the best service. So, it is necessary for 
them to know about the customers‟ perception on price, service quality and trends that play a vital role in choosing mobile 
service providers. Thus, this study aims to find out various expectations and perceptual factors  that play an important role to 
select the telecommunication service provider.  The analysis confirms that the significant positive relationship  between these 
factors and the brand loyalty towards BSNL and Tata Indicom cellular services in India. With the increase in the cost of 
acquisition of new customers, cellular companies should continually seek new ways to acquire, retain and increase their 
subscriber base. Thus the ability to retain existing customer is  becoming  increasingly crucial in this industry. 
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I. INTRODUCTION 
 
1.1 PROFILE OF INDIAN TELECOM INDUSTRY  
The India's digital cellular service network is one of 
the third largest in the world after China and USA. The 
overall subscribers stand at 1.3 billion, while the 
overall  teledensity increased to 83.28% as of May, 
2014.   Today, it is the fastest growing market in the 
world and represents unique opportunities for U.S. 
companies in the stagnant global scenario. With a 
growth rate of 45%, Telecommunication sector in 
India can  be divided into two segments: fixed service 
(land line), and cellular services. The wireless 
technologies currently in use are GSM and CDMA. 
The GSM sector is ruled by Airtel, Vodafone, and Idea 
Cellular while the CDMA sector is dominated by 
Reliance and Tata Indicom. There are primarily 9 
GSM and 5 CDMA operators providing mobile 
services in 23 telecom circles and 4 metro cities 
categorized as A, B, and C) covering 3500 towns 
across the country.   
  
1.2  PROFILE OF TATA TELESERVICE  
The Tata Group's Tata Indicom  telecom initiatives are  
currently spread over four enterprises: Tata 
Teleservices and  its subsidiaries: Tata Teleservices 
(Maharashtra), VSNL and  Tata Power Broadband, a 
division of Tata Power. Tata Teleservices (TTSL), a 
part of the Rs. 96,723 crores  Tata  Group, was 
incorporated in 1996. Starting with the major 
acquisition of Hughes Tele.com (India) Limited, now  
renamed Tata Teleservices (Maharashtra) Limited in 
December 2002. The company launched mobile 
operations in January 2005 and today it enjoys its 
presence in all of India‟s 22 telecom circles. Tata 
Teleservices was the  first to launch CDMA mobile 
services in India with the  Andhra Pradesh circle as 

launching pad. Tata Teleservices has partnered 
Motorola, Erickson, Lucent and ECI Telecom for the 
deployment of a reliable, technologically advanced 
network.   
  
1.3  PROFILE OF BSNL   
Bharat Sanchar Nigam Limited (BSNL) is an Indian 
state-owned telecommunications company 
headquartered in New Delhi. It was incorporated on 
15th  September 2000. It is India‟s oldest,  largest and 
leading public sector communication service provider 
in India and the sixth largest in the world.  It  provides  
various services namely basic wire line, CDMA 
mobile, GSM mobile, Internet, Broadband, long 
distance services,  carrier service, WLL, MPLS-VPN, 
VSAT, VoIP and IN Services, FTTH, etc.  It has 
footprints throughout India except for the metropolitan 
cities of Mumbai and New Delhi which are managed 
by Mahanagar Telephone Nigam Limited (MTNL).   
  
II. REVIEW OF LITERATURE  
  
Serkan A. and Gorhan O.  (2004) 1 identified four 
dimensions of brand loyalty, such as corporate image, 
perceived service quality, trust and switching cost.  
Lee, Richard and Murphy, Jamie (2005) 
2  stated that    price, technical service quality, 
functional service quality, switching costs do cause  
customers to switch from loyalty to switching 
intentions, such as etc whereas Anthony Dadzie 
(2011) 
3 has identified it as  network and tariff related issues.   
Ain Nawaz and Ahmad Usman (2011) 
4 in their study concluded that network market, service 
quality is considered as most important factor of brand 
loyalty,while  Satendra  Thakur and A.P. Singh (2011) 
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5 indicated that customer satisfaction is significantly 
and positively related with customer loyalty.   
 
Salmiah Mohamad Amin et al., Ungku Norulkamar 
Ungku Ahmada & Lim Shu Huib (2012)6  in  their 
study  in Malaysia  concluded i. that corporate image, 
perceived service quality, trust and switching cost are 
positively related to customer loyalty towards 
telecommunication service provider in Malaysia.    
Ramulu Bhukya and Dr. Sapna Singh (2013)7  in their 
study observed that  network coverage, tariff plans and 
customer services are the prime attributes considered 
by students while choosing particular service provider 
and friends and advertisement are the major factors 
which influence respondents to choose particular 
service providers.  
  
III. RESEARCH METHODOLOGY  
  
The following is the research methodology adopted by 
authors for this study: Objectives of the study:  1.  To 
study the expectations  and perceptions  of  customers 
of Tata Indicom and BSNL cellular services towards 
these brands, and  2. To determine the gap  between 
the expectations and perceptions and to analyze the 
effect of  the same on brand loyalty.  
 
Locale of the study:  The study aims at analyzing the 
expectations and perceptions of customers of Tata 
Indicom  and BSNL  cellular services  in Vijayawada, 
Krishna district of Andhra Pradesh in India on their 
brand loyalty. Hypothesis of the study:  Eleven null 
hypotheses are formulated for the study and are tested.  
Sample selection:  The sample was selected through 
multi-stage sampling technique. At the first stage, the 
cellular companies are divided into two categories, 
namely public and private sectors, selecting BSNL 
cellular services from public and Tata Indicom cellular 
services from private sector by following stratified 
sampling technique. In the second stage, using 
disproportionate sampling, an equal number of 
respondents i.e., 250 each from BSNL and Tata 
Indicom.   In the third stage, convenience sampling 
was adopted in selecting unequal number of 
respondents from each sub-group of respondents ‟ 
categories. The frequency distribution of the 
respondents is done 3 0.5 factor loadings need 
attention for quality improvement in the present 
context.  The  26 factors identified explain  72.297% of 
total variance.  Through correlation analysis, it is 
found that existed a significant  relationship between  
the 26  encapsulated  brand loyalty dimensions and 
level of  brand loyalty  on the Tata Indicom cellular 
services at 0.01 level (2-tailed).  Through  regression 
analysis, the  R square (0.968) tells how regression 
approximates the real data. The value of R square 
suggests that various factors considered for 26 brand 
loyalty dimensions explained 96 % of  brand loyalty. P 
value of 0.0000 of regression co-efficient indicates 
that there is greater scope that the result occurred as a 

result of chance.  The value of Pearson‟s correlation 
co-efficient shows negative corelation between 
individual brand loyalty dimensions and brand loyalty.  
Hence the null hypothesis Ho7 is accepted at 0.01 
level of significance; this proves that there is no 
significant relationship between individual  brand 
loyalty dimensions and brand loyalty  on the services 
of Tata Indicom cellular services.   
  
4.3 Findings of factor analysis on perceptions towads 
BSNL  
Measure of sample adequacy, such as Bartlett‟s test of 
Sphericity (approx Chi-Square is 524.268  for  425  
dof at 0.395% level of significance) and the  KMO 
measure of sampling adequacy reflects score of 
(0.489), which is almost the recommended 0.50 level  
(Malhotra, 2004) and the Bartlett‟s test of sphericity is 
significant at (p< 0.001) levels.  The null hypothesis 
Ho5 is accepted that all the assumed factors are not 
equally significant in influencing the perceptions on  
brand loyalty dimensions  among  the customers of 
BSNL cellular services.  The Correlation analysis says 
that there existed a significant positive relationship 
between the 26 encapsulated brand loyalty dimensions 
and level of brand loyalty on the BSNL cellular 
services  at 0.01significance level (2-tailed). The 
regression R square (0.930) tells how regression 
approximates the real data. The value of R square 
suggests that various factors considered for  brand 
loyalty dimensions  explain 93 % of brand loyalty. P 
value of 0.0000 of regression co-efficient indicates 
that there is greater scope that the result occurred as a 
result of chance.  The value of Pearson‟s correlation 
co-efficient shows negative relation between 
individual brand loyalty dimensions and brand loyalty.  
Hence the null hypothesis Ho8  is accepted at 0.01 
level of significance; this proves that there is no 
significant relationship between individual brand 
loyalty dimensions  and brand loyalty on the services 
of BSNL cellular services.  
  
4.4 Measurement of Customer Satisfaction  
Satisfaction is customer ‟ s fulfillment response. 
Failure to meet the needs and expectations are 
assumed to result in dissatisfaction with the product or 
service, and vice versa (Zeithaml and Bitner 2010).  
The mean scores for expectations as well as 
perceptions, and the gap between these two for all the 
given variables are calculated to find the level of 
customers satisfaction with  brand loyalty  concerned 
with the Tata Indicom  and BSNL  cellular services 
(Table  2).  On the basis of mean scores calculated, it 
was found that Tata Indicom customers have ranked 
top the attribute „The prestigious brand name and 
image attract me to purchase ‟  with 97.80% 
satisfaction  and  the attribute  „Knowing whether a 
person uses my regular brand of mobile or not tells a 
lot about that person‟ with 97.22% satisfaction,  while  
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55, 28, 21, 7, and 23  of BSNL accounted for the least 
satisfaction levels such as  69.68%,  
68.36%,  68.26%, 68.01%, 66.22%,  62.72%,  
61.56%, 61.55% and 60.40% respectively. On  
the rest of variables the consumers of Tata  
Indicom derived satisfaction ranging between  
96% and 70%. While the consumers of BSNL  
derived satisfaction ranging between 92% and  
75%.Hence the null hypothesis Ho3and Ho6 are  
rejected.  
  
4.5  Demographic  Characteristics  Vs.  
Customer Satisfaction  
  
Three-way  ANOVA test was conducted for analyzing 
the influence of demographic characters on  brand 
loyalty  dimensions. The results of the tests are shown 
in Table 3 (age, occupation and income levels vs. level 
of brand loyalty). Based on the results of  three-way 
ANOVA p-values which are greater than 0.05 hence it 
is concluded that there is no influence of age, 
occupation and educational levels of the customers  on  
levels of  brand loyalty. Hence the null hypothesis Ho9,  
Ho10  and Ho11  are accepted.   
  
V. SUGGESTIONS   
  
5.1 SUGGESTIONS FOR TATA INDICOM  
It is observed from the factor analysis that there is the 
high negative gap between the mean values for 
perceptions and expectations of Tata Indicom for the 
attributes „My service provider offers me different 
value added services and it‟s convenient to use them‟, 
„Premature termination of calls is low ‟ , „I am 
committed to my regular brand of mobile‟ , „The 
brand has sufficient choice of colors I need‟, „Easy of  
loading complaints/queries‟, „Brand always treats me 
fairly and with respect‟, „There is easy of subscribing 
/ recharging (recharges available easily at different 
locations)‟ and „I will buy my regular brand of mobile, 
the next time I purchase‟ with  68.00%, 67.44%, 
66.28%, 65.80%, 64.92%, 64.80%, 64.78%, and 
64.67% respectively. It indicates that this attributes are 
either totally neglected or not the BSNL customers 
have ranked „Mobile of this brand has good functional 
quality‟ with 97.66% and the attributes „The size of 
the mobile is comfortable‟ with 96.72% of satisfaction.   
This is followed by the attributes of Tata Indicom 43, 
41, 5, 3 and 22 with 96.98, 96.96, 94.68, 94.52 and 
93.39 respectively.  On factors 54, 58, 31, 7, 52, 44, 51 
and 29 of Tata Indicom accounted for the lease 
satisfaction levels such as  68.00%, 67.44%,  66.28%,  
65.80%, 64.92%, 64.80%, 64.78%, and 64.67% 
respectively.  While on factors  26, 18, 56, 52, 
perceived well by customers.    It is suggested that:  a. 
Tata Indicom should take necessary steps to maintain  
up-to-date technology, provide quality mobiles, 
network, and competitive.  Still more number of 
towers have to be established quickly in collaboration 

with Quippo Telcom Infrastructure Ltd, Singapore in 
order to improve the network functioning; b. It is 
better if Tata Indicom manufactures the mobiles by 
improving product features that can be useful for both 
CDMA (existing) and GSM Technology; c. Though 
42% of the TTSL‟s market is youth, there must be an 
offer of different products with relevant features;  d.  It  
has to improve the after -sales service; e. Media 
convergence has to be planned for content creation and 
delivery of music, television, books, games and 
magazines publishing, and newspaper publishing and 
to facilitate the customer of these services  to avail at 
reduced cost and enhanced access for; f. WAP 
(Wireless Application Protocol) has to be made 
available to facilitate m-commerce especially among 
business executives;  g. As the service and billing 
stand as big problems to employed and self-employed, 
they should be given special care.   
 
5.2 SUGGESTIONS FOR BSNL  
It is observed  table  4  that there is the high negative 
gap between the mean values for perceptions and 
expectations of BSNL for the attributes 
„Advertisements of the brand are attractive‟,  „The 
brand provides wide variety of styles for me to choose
‟ , „Company provides sufficient geographical 
coverage‟ , „Ease of loading complaints/queries‟ , 
„VAS provided at reasonable rates ‟ , „Window 
displays of the stores are  attractive‟, „Styles of the 
brand are trendy and fashionable‟, „The brand has 
sufficient choice of colors I need‟ and „The brand has 
sufficient outlets‟ with  69.68%, 68.36%, 68.26%, 
68.01%, 66.22%, 62.72%, 61.56%, 61.55% and 
60.40%  respectively indicating that the customers 
have perceived service delivery less than their 
expectations.  Hence it is suggest that the BSNL CS is 
required to design the web pages in such way that it 
must provide up-to-date information about the 
company‟ s history, profile and new products and 
offers, schemes launched, etc. It would be better to 
have personal selling to create awareness, explain and 
demonstrate about the benefits of the cellular 
connections to the unknown people. Trade shows and 
conventions should be conducted. Advertising by 
celebrities is very much essential.    Higher the 
corporate brand image, higher shall be an endowed 
conspicuous psychological satisfaction in order to be 
loyal to the BSNL CS brand.  Co-branding with motor 
bike, car, ISPs (Internet Service Providers) and 
computer manufacturers has be planned to bring in  
synergic effect in improving its sales and market share.  
Since the locations of BSNL show rooms are few in 
number and little away from the main streams, the 
company is advised to hire or own the locations 
convenient to the customer base.  As well, it must 
make available literature brochures and pamphlets so 
that they get up-to-date and detailed information about  
new schemes and offers. The neon sign boards and 
glow sign boards have to be established in front of the 
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show rooms through outsourcing on contract basis. It 
should provide a wide variety of mobiles, Value added 
services to their customers at reasonable prices.   
  
CONCLUSION  
  
Higher the insight into consumer expectations and 
perception larger would be the edge over the service 
competitors, and it is not irrelevant for cellular 
services in its present juncture of zooming pace with 
rapid strides in terms of customers, competitors, 
mergers and takeovers and regulations by TRAI 
(Telecom Regulatory Authority of India).  It has to  7.  
  
SCOPE FOR FURTHER RESEARCHER   
  
Specific research studies can be conducted across 
India in relation to the 7 Ps of services marketing 
separately as each and every P is of utmost important 
for extending its growth stage of its product life cycle 
what it has been enjoying  right now.  Though this 
study reflects micro level market, this could help the 
marketers of Tata Indicom and BSNL to take steps in 
the direction suggested by the authors of the present 
research.    
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