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Telecom is an integral part of majority of Indians daily life. Previously mobile telecommunications popular only 

for voice call what users can use on the move and all telecom operators are focusing on the same, however in 

changing scenario and technological development like 3G, 4G, LTE, Data Service is the first priority for a 

major segment of mobile subscriber. Mobile handset is the highest viewed screen in today’s life. Users very 

often check their mobile screen also while they are watching TV and TV became second watched screen in 

human life. Users glare at their mobile screen not for the Voice calls but for instant messaging, group 

messaging, email and mobile applications update. So there is a high demand of data service in terms of quality 

and coverage. Today’s mobile users are completely dependent on their data service for all business, leisure, 

tour, gaming etc. Users are expecting High-speed data coverage in all locations including national & 

international roaming destinations. Todays data connection is used for cab booking on the go, hotel booking, 

guide on road by map, online products buying, comparing, get information of product, listening music, watching 

movie, accessing social media, chat, group chat, payment towards merchant, we can say in every step of life 

users need mobile data service. Now a days users are connected their Laptop, Desktop, Tabs also through 

Mobile Data connection like data card & “Hotspot”, as popularly known. These mobile users behaviors are 

also influenced by quality, cultural aspects, social responsibility, references group relation, family, income 

level, age, gender apart from data service performance. The present research is based on the extensive 

literature analysis on Mobile Data Service & its effect on Customer Satisfaction, Loyalty & Retention. The 

paper attempts to understand the existence of relationship between MDS and Customer Satisfaction, Loyalty & 

Retention and the factors contributing to the relationship.  
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1. Introduction 
There are millions of people connected to Internet through handheld device at any time and they all are 

connected by the mobile operator data service. These mobile users behaviors are also influenced by quality, 

cultural aspects, social responsibility, references group relation, family, income level, age, gender apart from 

data service performance. Customer satisfaction, loyalty & retentions are important goals for telecommunication 

network operators on their way to superior economic success in the liberalized Indian market. Mobile data 

service quality, coverage & cost also force user to go for number portability between various cellular operators. 

Since the 1990s, the telecommunications sector has become a dynamic key area for the economic development 

of industrialized nations. This is the result of enormous technical progress as well as the increased number of 

network operators and the intense competition that has developed. The increasing economic importance of 

telecommunications companies inspired many management scholars to devote more teaching and research 

attention to this sector (see Szyperski &Loebbecke, 1999, pp. 485,486). Specially in the field of marketing 

strategies for telecommunications services it is frequently pointed out that once customers have been acquired 

and connected to the telecommunications network of a particular operator, their long-term links with the focal 

operator are of greater importance to the success of the company in competitive markets than they are in other 

industry sectors (Wilfert, 1999, pp. 198,199;Gerpott, 1998, pp. 213,221; Knauer, 1998, pp. 510,511; Harter, 

Ripsam, &Ruhl, 1997, p. 15; Booz. Allen& Hamilton, 1995, pp. 55,60). As per data from ComScore; As of 

October 2015, India had 197 million mobile Internet users living in urban communities to be increasing upto 

300 million by 2016-17, as per estimates. This report also presents a projection of the number of mobile email 

users in India from 2011 to 2018. In 2013, 67.7 million Indian users accessed their email via mobile device. In 

2018, this number is set to surpass 200 million users. The number of smartphone users worldwide is projected to 

amount to nearly 2.7 billion by 2019. 

  

Problem Statement 

Nowadays computer, Hand held device and the Internet have been indispensable tools for our daily life in 

conjunction with the rapid development of knowledge and technology. With the rise of this new technology 

―Internet‖ individuals have started searching everything they want from this medium. Moreover it is a common 

https://www.statista.com/statistics/330695/number-of-smartphone-users-worldwide/
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place of information gathering. Those technologies loom large in our social life and business life as well, which 

is mostly accessible through mobile service provider data service. The academic researchers started focus on the 

`customer retention, `customer loyalty, and `customer satisfaction and in respect to Mobile operator data service 

performance & influence. This type of analysis is not only of interest to cellular network operators/service 

providers but also understand customer mobile data usage pattern and dependency in daily life. Mobile 

operators success influenced by mobile operators data service apart from traditional voice calls and SMS. The 

previous research papers discussed & studied on consumer Satisfaction, Loyalty & Retention based on several 

service performance of mobile service provider but there is a no significant study on data service performance 

and effect on Customer satisfaction, Retention &Loyalty.By this study, researcher attempts to explore the usage 

pattern of Mobile data service and its affect on customer loyalty, retention and satisfaction. 

 

Theoretical Framework: Customer Satisfaction, Loyalty and Retention 

The construct of customer satisfaction that comes at the beginning of the causal links assumed by Homburg and 

Bruhn (1998) can be conceptually specified as: Customer satisfaction (CS) is an experience-based assessment 

made by the customer of how far his own expectations about the individual characteristics or the overall 

functionality of the services obtained from the provider have been fuelled. Satisfaction is higher or lower with 

respect to the extent to which what was actually provided exceeds or falls short of what was expected. In the 

literature CS is discussed, as one important factor in determining CL, which is not conceptually identical with 

CL. This is because CL is also essentially influenced by the future condense of customers in the capabilities of a 

supplier or his sales objects, and by their assessment of owners by competitors relative to those which they 

experienced from their present vendor (cf. Herrmann & Johnson, 1999, p. 586; Homburg, Fanacht, & Werner, 

1999, p. 186; Bliemel & Eggert, 1998, p. 40; Weinberg, 1998, pp. 48, 49; Dick & Basu, 1994, pp. 101, 104).  

Reichheldviews loyalty as a value-creation theory. The fundamental mission of a business is oriented toward 

the creation of value for the customer and profit becomes a consequence of value creation. Customer loyalty is 

not always easy to construe and many definitions have been proposed. Let's first settle what customer loyalty is 

(Prus& Randall, 1995): Customer loyalty is not customer satisfaction. Satisfaction is a necessary but not 

sufficient criterion. Prus & Randall then describe customer loyalty as: "Customer loyalty is a composite of a 

number of qualities. It is driven by customer satisfaction, yet it also involves a commitment on the part of the 

customer to make a sustained investment in an ongoing relationship with a brand or company. Finally, customer 

loyalty is reflected by a combination of attitudes (intention to buy again and/or buy additional products or 

services from the same company, willingness to recommend the company to others, commitment to the 

company demonstrated by a resistance to switching to a competitor) and behaviors (repeat purchasing, 

purchasing more and different products or services from the same company, recommending the company to 

others)". Satisfaction is often confused with loyalty. Satisfaction is an emotional or feeling reaction (Westbrook, 

Newman, Taylor, 1978). It is the result of a complex process that requires understanding the psychology of 

customers. High-quality products and associated services designed to meet customer needs will create customer 

satisfaction. This high level of satisfaction will produce increased customer loyalty. According to conventional 

wisdom, we would be tempted to believe that the link between satisfaction and loyalty is a simple, linear 

relation. But reality proves us wrong: it is neither linear nor simple (see figure "The effect of satisfaction" 

below).  

 

 
 

The relation reacts differently according to time and circumstances. Unless they are totally satisfied, there is 

always a chance you will see your customers be lured away (Jones & Sasser Jr., 1995). Most present-day 

strategic plans focus on a profit target and work backward to arrive at required revenue growth and cost 

reduction. Time spent on studying loyalty leaders has convinced Reich held to develop a totally different model 

(see loyalty model below).  
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The decisive key in this model is not profit but, instead, the creation of value for the customers. The three 

forces - customers, employees, and investors - that play an important role in the enterprise form the forces of 

loyalty. Since a linkage between loyalty, value, and profits exists, these forces can be measured in terms of cash 

flow. "Loyalty is inextricably linked to the creation of value both as a cause and an effect." (Reich hled, 1996). 

Customer retention (CR) is concerned with maintaining the business relationship established between a supplier 

and a customer. This can be achieved in two ways. The "first is by subsequent purchases, or by extending the 

customer's contract with the supplier over a specified period of time. The second is by the intention of the 

customer to make future purchases from the provider, or to refrain from quitting the contract (ex ante 

consideration) (cf. among others, Herrmann & Johnson, 1999, p. 583; Bliemel & Eggert, 1998, pp. 38,39; 

Mefiert, 1998, p. 119; KruKger, 1997, pp. 19,22; Peter, 1997, p. 7; Diller, 1996, pp. 83,84). It is not possible to 

derive clear threshold values either for the frequency of subsequent purchases, the continuation of contracts, or 

the intention to abandon a provider * that could be used to classify a customer as `retained when they were 

exceeded or not reached. The retention of a customer by a supplier therefore is represented by a continuous 

variable, which can take different values over time (see in agreement Homburg & Bruhn, 1998, p. 10; Mefiert, 

1998, pp. 119, 129; KruKger, 1997, p. 27; Diller, 1996, p. 84).  

On the one hand, a business relationship may be maintained involuntarily because a customer is prevented by 

mobility barriers from changing suppliers or dispensing with a category of service (cf. Herrmann & Johnson, 

1999, pp. 585,586; Bliemel & Eggert, 1998, pp. 41, 43; Mefiert, 1998, pp. 127,128; Diller, 1996, p. 88). On the 

other hand, a customer may carry out subsequent transactions because she has a favorable attitude towards the 

provider and the services he supplies, and because he therefore wants to keep the business relationship going to 

their mutual benefit. Customer loyalty (CL) is the term used when business relationships are continued in the 

latter way (cf. Bliemel & Eggert, 1998, pp. 39, 41; Homburg & Bruhn, 1998, pp. 8, 9; Weinberg, 1998, p. 49; 

KruKger, 1997, pp. 20, 21; Diller, 1996, pp. 88, 89; Dick & Basu, 1994, p. 101). From this distinction it follows 

that, although CL and CR may be strongly related in terms of cause and elect, the existence of mobility barriers 

and mobility intensifiers means that they are not completely congruent.  

 

2. Literature Review 
Literature Findings 

Singh & Purva 

(2016)  

The study explored the relationship between an organizational functioning variable i.e. service 

recovery strategies and quality of services delivered to the customers, in the telecommunication 

industry. Data was collected using RECOVSAT, from 100 customers who had service failure 

experience with their telecom service provider. The study further highlights that gender was 
associated with tangibility, explanations, feedback, empowerment and atonement. Similarly, age was 

associated with tangibles; empowerment dimension of service recovery and satisfaction; and income 

was associated with tangibles, explanation, feedback, atonement, communication, empowerment, 

atonement dimensions of the service recovery strategy and satisfaction. These results highlight that, 
if managed properly, service recovery strategies could be a source of core competence and 

inimitability through competitive ambiguity.  

Byoungsoo (2010) 

This paper discussed about rapid growth of mobile data service (MDS), research into MDS 

continuance has recently emerged as an important issue in information systems (IS) and marketing 

literature. Analysis results showed that user satisfaction, perceived usefulness, perceived enjoyment, 

and perceived fee are an important part of the formation of MDS continuance intention. Furthermore, 
the two components of the TPB, subject norm and perceived behavioral control, also have a 

significant impact on MDS continuance intention. 

Harno, Jarmo (2010) 

This study analyzed mobile operator business prospects in a large Western-European country. The 

results suggested that rollout of the most advanced available 3G technologies pay back through 

increased data service usage and revenues in the situation of declining voice revenues. This model 

indicated that flat rate model, combined with open access, gives better incentives to rollout high-
speed mobile technologies to the rural areas, than the traffic-based charging. 

Pezeshki, Mousavi 

and Grant (2009) 

The research investigated the asymmetric relationship between performance of service attributes and 

customer satisfaction, and second, through a case study in the mobile telecommunication industry to 

prove that the importance of a service attribute is a function of the performance of that attribute. 
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Service and performance of service were found as key attributes affecting overall customer 
satisfaction in telecommunication sector. 

Roy, Sanjit, 

Shirshendu (2008) 

This study attempted to identify service-related factors in the Indian mobile telecommunications 

market which influence customer satisfaction (CS), repurchase intention (RI), and customers’ 

propensity to recommend the service to others. 

Sunran, Jeon (2008) 

This paper explored the mobile Internet service spread and rapid development of mobile 

technologies, Specifically; this dissertation studied mobile internet service from the customers’ 

perspective. Study found six attributes of mobile Internet service namely ; ubiquity, localization, 
personalization, reachability, convenience, and instant connectivity which come into play in case of 

customer retention, satisfaction and loyalty. 

June Lu, Chang Liu, 

Chun-Sheng Yu, 

Kanliang Wang 

(2007) 

The study discussed about rapid growth of data services via wireless & mobile devices in China. The 

study found a relation between Mobile Data services and Customer satisfaction. It did not include the 

influence of technology, the social environment, personal innovativeness of IT, trust awareness, and 

the facilitating conditions. 

Hun Choi (2007) 

This paper explored the impact of technological innovations like mobile data services and mobile 

computing to overall quality of life in Korea. User satisfaction with mobile data services was found 

to affect the contribution of mobile data services to quality of life in eleven life domains, and these 

contributions in turn influenced the overall contribution of mobile data services to quality of life in 

Korea 

Yaipairoj (2007) 

This paper study on mobile services of large and heterogeneous set of users with often-divergent 

interests and keeps the fast pace of innovation and ensure their long-term survival. Network 

operators are able to efficiently allocate the network resource for the mobile services in the way that 
are robust in the presence of self-interested users In reality, the bandwidth and frequency spectrum of 

mobile networks are limited due to limited commercial radio spectrum. 

Hun, Kun, 

Minkyung & Jinwoo 

This study proposed a theoretical model in the context of MDS that connects user satisfaction (a 

traditional outcome variable of IT) with contribution to Quality of life (a new outcome variable for 

mobile computing) in a range of life domains. The validity of the proposed model and outcome 

variable was tested through three empirical studies conducted in Korea. User satisfaction with MDS 
was found to affect the contribution of MDS to Quality of life. 

 
Review on Customer Satisfaction, Retention & Loyalty 

Study Findings 

Srivastava (2015) 

The study argued for a positive relationship between customer satisfaction and 
customer loyalty. Moreover, various factors such as life situation of the customer or 

his cognitive processes have been identified as influencers of customer satisfaction - 

customer loyalty relationship. 

Khizindar (2015) 

The aim of this research was to examine the relationship between customer 

satisfaction dimensions (overall, functional, and technical customer satisfaction) and 

customers loyalty through examining the mediating role of relationship marketing 
skills in mobile service operators (MSO) in Jordan. Data were collected from 

1,350mobile service subscribers from which 1,007 were valid for analysis. Structural 

equation modeling was used to test the proposed model. Results from exploratory and 

confirmatory factor analyses indicated that the customer satisfaction construct 
consists of three dimensions (overall satisfaction, functional satisfaction, and 

technical satisfaction). It indicates that customer satisfaction dimensions positively 

affect customer loyalty. Technical customer satisfaction and overall customer 

satisfaction dimensions exert the strongest influence on customer loyalty, 
respectively. It was also found that relationship-marketing skills partially mediate the 

relationship between customer satisfaction dimensions and customer loyalty. 

Almossawi (2015) 

This study sheds some light on the importance and consequences of satisfaction in the 

competitive telecom industry in Bahrain. The factors related to payments and savings 

(such as offers, rents, charges) are the most significant in determining satisfaction, 

retention, and likelihood of switching from one mobile provider to another. A 
significant positive relationship was found between satisfaction and retention while a 

poor association was noticed between satisfaction/retention and loyalty. 

Jawwad, Mazhar and Rajput (2015) 

This study investigated the relationship among customer satisfaction, customer trust, 

switching cost, and customer loyalty in mobile telecommunication service market of 

Pakistan. The data were collected from 515 customers in mobile telecommunication 
service market of Pakistan through convenience sampling.. The findings confirmed 

that customer trust partially mediates the relationship of customer satisfaction with 

customer loyalty. Switching cost has no moderating effect in determining the 

relationship of customer satisfaction with customer trust and customer loyalty in 
mobile telecommunication service market of Pakistan. This study addressed the 

importance of customer satisfaction, customer loyalty, customer trust, and switching 

cost for the mobile telecommunication service firms. The findings suggested that the 

firms should enhance customer satisfaction in order to gain customer trust and 
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customer loyalty. The significant relationships between the variables suggest that the 
research framework is applicable to the firms of mobile telecommunication service 

market of Pakistan. 

Hsin-Hui Lin, Yi-Shun Wang (2005) 

The importance of this study was about customer loyalty in m-commerce context. 

This study suggested that customer loyalty was affected by perceived value, trust, 

habit, and customer satisfaction. 

Zhilin & Robin (2004) 

This current paper study about the moderating effects of switching costs on customer 

loyalty through both satisfaction and perceived-value measures. This study indicated 
that companies that strive for customer loyalty should focus primarily on satisfaction 

and perceived value. The moderating effects of switching costs on the association of 

customer loyalty and customer satisfaction and perceived value are significant only 

when the level of customer satisfaction or perceived value is above average. 

David Gefen (2002) 

This paper study customer loyalty for online customer and comparison with 

traditional offline customer loyalty in comparison with superior service quality and 
the trust. The first dimension was the most important one in increasing customer 

loyalty, and the second in increasing customer trust. 

Srinivasan, Rolph& Kishore (2002) 

This paper investigated the antecedents and consequences of customer loyalty in an 

online business-to-consumer (B2C) context. It’s discussed about eight factors (the 

8Cs—customization, contact interactivity, care, community, convenience, cultivation, 

choice, and character) that potentially impact e-loyalty and develop scales to measure 
these factors. 

Lee, Lee, Lawrence (2001) 
Main objective of this study was customer satisfaction & loyalty – play an important 
role on switching cost. The level of switching costs moderates the link between 

satisfaction and loyalty. 

Gerpott, Wolfgang, Schindler (2000) 

This study discussed about Customer retention (CR), loyalty (CL), and satisfaction 

(CS) are important goals for telecommunication network operators on their way to 

superior economic success in the liberalized German market. This study concludes 

CR, CL, and CS should be treated as differential constructs which are causally inter-
linked. 

Grahame & Mark,(1997) 

This paper showed renewed interest in customer loyalty programs and effectiveness 
of these programs. Surprisingly—given their current popularity—the evidence is 

equivocal. Research on ―normal‖ patterns of loyalty in established competitive 

markets suggests that in many cases it is hard to obtain exceptional advantages 

through the launch of a loyalty program. Also, competitive forces tend quickly to 
erode any differential gains. 

Roger.(1996) 

This paper’s illustrate the relationship of profitability to inter- mediate, customer-
related outcomes that managers can influence directly. It is predominantly a general 

management discussion, consistent with the Nordic School’s view that services are 

highly interdisciplinary. While this theory has been advocated for service firms as a 

class, this paper presents an empirical analysis of one retail bank, limiting the 
findings’ generalizability. Customer satisfaction --> customer loyalty --> profitability. 

Dick & Basu (1994) 

In this paper Customer loyalty is viewed as the strength of the relationship between 
an individual's relative attitude and repeat patronage. The relationship is seen as 
mediated by social norms and situational factors. Cognitive, affective, and conative 
antecedents of relative attitude are identified as contributing to loyalty, along with 
motivational, perceptual, and behavioral consequences. Implications for re- search 
and for the management of loyalty are derived. The central thrust of the marketing 
activities of a firm is often viewed in terms of development, maintenance, or 
enhancement of customers' loyalty toward its products or services. 

 

3. Conclusion of Literature Review 
Based on the literature, it is observed that Mobile data service in telecom industry has come up as the biggest 

service point for companies. It is also learnt that Mobile data service performance is key need of todays mobile 

users and as society is going towards digital through cash less payment. ―On the go‖ accessing of service like 

social media, chat, map for road direction, cab booking, hotel booking, buying, comparing, feedback, kids 

school all are todays mobile users need which completely dependent on mobile data services apart from 

traditional email and web browsing. The researcher did not study effect of mobile data service on Customer 

satisfaction, Retention & Loyalty earlier. The literature is extensively studied from India, Korea, Taiwan, China, 

and western countries. Several papers discussed & studied on consumer Satisfaction, Loyalty & Retention based 

on several service performance of mobile service provider but there is a no significant study on data service 

performance and effect on Customer satisfaction, Retention & Loyalty. There are studies  
 

Proposed Study Further 

The study will be descriptive in nature. The study will attempt to identify users usage pattern along with factors 

related to performance of MDS influencing customer loyalty, retention and satisfaction. . It will study how users 
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satisfaction, loyalty & retention affected by mobile data service performance. This will be captured from the 

perceptions, assessments, experiences and responses of selected stakeholders. The study would be limited to 

NCR region i.e. Delhi, Gurgaon, Faridabad and Noida. The sample would be chosen by Stratified sampling 

strategies and data collection will be increased through snowball/chain sampling method. Stratified sampling is 

a probability technique wherein the entire sample will be divides the entire population into different subgroups 

or strata, then randomly selects the final subjects proportionately from the different strata based on telecom 

industry grouping formations. To look at the issues as given under the research questions and address the 

objectives, the study will include sample from diverse categories and different pattern. Sampling frame remains 

Service Professional, Student, Housewife, Male& Female of Delhi and NCR region.  

Purposive sampling is considered appropriate for obtaining focused and views of this segment. 

 
Table 1 Sampling Design 

Industry Sample Size 

High ARPU Subscriber 200 

Moderate ARPU Subscriber 200 

Average ARPU Subscriber 200 

Low ARPU Subscriber 200 

 
Data will be collected from 800 respondents to meet the following objectives of the study 

1. To study the usage pattern of Mobile Data Services. 

2. To determine the factors related to usage of Mobile Data Services influencing customer loyalty, retention 

and satisfaction. 

3. To identify Mobile data service performance association with Customer Loyalty, Retention and 

Satisfaction. 

 
Expected Conclusion 

Data service for mobile phone users are a must for todays life for most of the mobile users and data users are 

increasing day by day as data service along with high end handsets are getting economical. Telecom service 

provider need to acknowledge the importance of mobile data service and deliver the qualitative and quantitative 

service towards users so users satisfaction, loyalty & retention in higher side and bound to with telecom 

operators. Previously there are lots of study done mobile data services and customer satisfaction, loyalty and 

retention but no study found on the co-relation of these two sets of factors.  

This paper is written based on the extensive literature analysis on Mobile Data Service & its effect on 

Customer Satisfaction, Loyalty & Retention as a part of ongoing study. Based on the gap identified after 

reviewing literature mentioned above, the study aims to understand the existence of relationship between Mobile 

Data Service (MDS) and Customer Satisfaction, Loyalty & Retention and the factors contributing to the 

relationship.  
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