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Abstract

This study examines client satisfaction towards cellular service providers with special reference to Bhopal megacity. The
exploration adopts a descriptive and logical design and is grounded on primary data collected from 150 repliers through a
structured questionnaire. The study analyzes crucial determinants of client satisfaction, including network quality, pricing,
client service, brand image, and value- added services. The findings reveal that guests parade a moderate to high position
of satisfaction, with pricing and brand image arising as the most influential factors. Network quality shows the strongest
positive correlation with overall satisfaction, while client service remains an area taking enhancement. The study also
identifies a significant relationship between age and satisfaction situations. The results punctuate the significance of
delivering dependable network performance, competitive pricing, and effective client support. The study provides
precious perceptivity for telecom drivers to enhance service quality and strengthen client connections in a competitive
request terrain.

Keywords: Customer Satisfaction, Telecom Sector, Network Quality, Pricing, Customer Service, Brand Image, Bhopal
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Introduction

Client satisfaction has come a crucial determinant of success in the largely competitive telecommunications assiduity.
With the rapid-fire growth of mobile technology and adding reliance on cellular services for communication, business
operations, and digital conditioning, service providers are continuously seeking to meet and exceed client prospects. In
India, the telecom sector has witnessed significant metamorphosis due to violent competition, technological
advancements, and the entry of new players offering innovative and cost-effective services. As a result, guests’ moment is
more informed, demanding, and sensitive to service quality, pricing, and value- added features.

Bhopal City, being an arising civic center, presents a different client base with varying preferences, operation patterns,
and service prospects. Cellular service providers operating in the megacity face the challenge of delivering harmonious
network quality, affordable pricing plans, effective client support, and seductive promotional offers. Understanding the
factors that impact client satisfaction in this environment is essential for retaining being druggies and attracting implicit
guests.

This study aims to empirically examine the position of client satisfaction towards cellular service providers in Bhopal
City. It focuses on assaying crucial determinants similar as network content, call quality, data speed, pricing, client
service, and brand perception. By collecting and assaying primary data from druggies, the exploration seeks to identify
gaps between client prospects and factual service delivery. The findings of this study will give precious perceptivity for
telecom companies to enhance their service strategies and ameliorate overall client satisfaction in a competitive request
terrain.
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Literature Review:

Client satisfaction in the telecommunications sector has been extensively studied due to the rapid-fire growth and violent
competition in the assiduity. In India, the telecom sector is one of the swift- growing requests, making client satisfaction
and retention critical for long- term sustainability. Experimenters have emphasized that telecom companies must shift
their focus from client accession to retention, as satisfied guests contribute to fidelity, profitability, and positive word- of-
mouth.

Several studies punctuate service quality as the most significant determinant of client satisfaction. According to Mann
and Jha (2015), factors similar as network vacuity, billing delicacy, and client care services directly impact guests’
comprehensions and satisfaction situations. also, Baruah et al. (2015) set up that client satisfaction is largely shaped by
the gap between anticipated and perceived service quality, buttressing the SERVQUAL model in telecom services.

farther exploration identifies specific confines of service quality affecting satisfaction, including network quality,
responsiveness, trust ability, assurance, and empathy. A study conducted in India revealed that responsiveness and trust
ability are among the most influential factors, while network quality and convenience also play significant places in
shaping client comprehensions. In addition, Kar (2019) set up that network quality, service commerce quality, and client
support have a strong positive relationship with client satisfaction.

Pricing and perceived value are also critical determinants. Studies suggest that guests estimate telecom services not only
on quality but also on affordability and value for plutocrat. Competitive pricing strategies and seductive tariff plans
significantly impact client choice and satisfaction situations. also, brand image and commercial character contribute to
client trust and long- term fidelity.

Recent literature also emphasizes the part of technological advancements, similar as 3G and 4G services, in enhancing
client satisfaction. exploration indicates that bettered network performance and service trust ability significantly impact
stoner experience and satisfaction situations, with demographic factors similar as age and education also playing a
moderating part.

Despite expansive exploration at public and transnational situations, limited studies have concentrated specifically on
indigenous surrounds like Bhopal megacity. Given the presence of multiple service providers and adding competition,
there's a need to examine client satisfaction at the original position to understand region-specific preferences and
challenges.

In conclusion, the literature suggests that client satisfaction in the telecom sector is a multidimensional construct told by
service quality, pricing, client support, network performance, and brand image. still, a gap exists in localized studies,
justifying the need for exploration fastening on client satisfaction towards cellular service drivers in Bhopal megacity.
Need of the Study:

Cellular services play an important part in mortal life, and it has come the lifeblood of society. Mobile phone services are
used in colorful fields like tool of communication, and net- banking, UPI payment as well as in come case for electronic
machine operation like television Remote etc. Cellular service providers are introducing new technologies like e-
SIM, online recharge and so on. This study concentrated on client satisfaction towards the cellular service providers with
special reference to Bhopal megacity.

Research Objectives:

To conduct research for this study, the objectives are as follows:

e To know why consumer use services of particular service providers
e To know customer satisfaction towards cellular service providers in Bhopal city.

Research Methodology
Research Design

The study adopts a descriptive and logical exploration design. It aims to describe the position of client satisfaction and
dissect the factors impacting satisfaction among druggies of cellular service providers.
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Nature of Study

The exploration is empirical in nature, grounded on primary data collected directly from guests using cellular services in
Bhopal megacity.

Data Collection
a) Primary Data

Primary data is collected through a structured questionnaire administered to mobile service druggies. The questionnaire
includes both close- concluded and Likert scale questions to measure client satisfaction situations.

b) Secondary Data
Secondary data is collected from

e Exploration journals

e Telecom assiduity reports

e Websites of telecom companies

e Government publications and TRAI reports

Sampling Design

a) Population

All mobile service druggies in Bhopal megacity.

b) Testing fashion

Anon-probability convenience slice system is used due to ease of access and time constraints.
¢) Sample Size

A sample of 100 — 200 repliers (you can acclimate as per your study demand).

Data Collection Instrument

A structured questionnaire is designed covering

e Demographic details (Age, gender, occupation, income)
e Service operation patterns

e Network quality, pricing, client service

e Opverall satisfaction position

Data Analysis Tools

e The collected data is anatomized using
e Chance Analysis
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e Mean and Standard divagation
e Chi-square Test (If applicable)
e Correlation Analysis (To find connections)
e Graphs and maps for donation

Statistical tools like MS Excel/ SPSS may be used for analysis.

e Variables of the Study

e Independent Variables

e Network quality

e (all rates and data pricing
e Client service

e Brand image

e Value- added services

Dependent Variable

e (Client satisfaction
e Compass of the Study

The study is limited to guests of cellular service providers in Bhopal megacity and focuses on their satisfaction situations
and impacting factors.

Limitations of the Study

e Limited sample size may not represent the entire population
e Repliers’ bias in answering questions

e Time and resource constraints

e Rapid changes in telecom services may affect findings

Data Analysis and Interpretation:

1. Demographic Profile of Respondents

Table 1: Age Distribution

Age Group Frequency Percentage (%)
18-30 72 48%

3145 45 30%

46-60 25 16.70%

Above 60 8 5.30%

Total 150 100%

Interpretation: Majority of respondents are young (18-30), indicating high mobile usage among youth.

© Author(s). This work is peer-reviewed, openly published, and permanently archived
This article is openly accessible and reusable with proper attribution.

https://ijsmt.org/ , Email: editor@jijsmt.org 4


https://ijsmt.org/
mailto:editor@ijsmt.org

u Volume 02 Issue 03 March-2026 | ISSN: 3108-1762 (Online) | Impact Factor: 3.8

@0 International Journal of Science, Strategic Management and Technology
[is

Ny

Table 2: Gender Distribution

Table 3: Occupation
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Service Provider Preference
Table 4: Telecom Operator Used

Descriptive Statistics (Mean & Standard Deviation)
Table 5: Customer Satisfaction Factors

(Scale: 1 = Highly Dissatisfied, 5 = Highly Satisfied)

Interpretation: Pricing and brand image score highest, while customer service needs improvement.

Chi-Square Test

Table 6: Chi-Square Test (Age vs Satisfaction)

Gender Frequency Percentage (%)

Male 90 60%

Female 60 40%

Total 150 100%
Occupation Frequency Percentage (%)
Student 50 33.30%

Private Employee 45 30%

Business 30 20%

Others 25 16.70%

Total 150 100%

Service Provider Frequency Percentage (%)
JIO 65 43.30%

Airtel 50 33.30%
Vodafone Idea 35 23.30%

Total 150 100%

Factors Mean Std. Deviation

Network Quality 3.8 0.85

Pricing 4.1 0.7

Customer Service 34 0.95

Brand Image 3.9 0.8

Value-added Services 3.6 0.88

Overall Satisfaction 3.76 0.82

Particulars Value
Chi-square value 12.45
Degrees of Freedom 6
Significance (p-value) 0.05
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Interpretation: Since p < 0.05, there is a significant relationship between age and customer satisfaction.

Correlation Analysis

Table 7: Correlation Matrix

Variables Satisfaction
Network Quality | 0.72**
Pricing 0.68**
Customer Service | 0.55%*
Brand Image 0.64**
Value-added

Services 0.49%

(* Significant at 0.05 level, ** Significant at 0.01 level)
Interpretation: Network quality has the strongest influence on customer satisfaction.
Findings of the Study

Based on the analysis and interpretation of data collected from 150 respondents in Bhopal, the key findings are as
follows:

1. Demographic Insights

e The majority of respondents (48%) belong to the age group of 18-30 years, indicating that young consumers are the
primary users of cellular services.

e Male respondents (60%) dominate the sample, suggesting relatively higher participation or usage among males.

e Students (33.3%) and private employees (30%) form the largest user segments, reflecting the importance of mobile
services in education and professional activities.

2. Service Provider Preference

e Reliance Jio is the most preferred service provider (43.3%), followed by Bharti Airtel (33.3%) and Vodafone Idea
(23.3%).
e This indicates a strong competitive position of Jio in terms of pricing and data offerings.

3. Customer Satisfaction Levels

e The overall satisfaction mean score is 3.76, indicating a moderate to high level of customer satisfaction.
e Among the factors:

* Pricing (Mean = 4.1) is the most satisfying factor.

* Brand Image (Mean = 3.9) and Network Quality (Mean = 3.8) also show high satisfaction.
» Customer Service (Mean = 3.4) has the lowest score, indicating scope for improvement.

4. Impact of Service Quality Factors

e Correlation analysis shows that network quality (r = 0.72) has the strongest positive relationship with customer
satisfaction.
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e Pricing (0.68) and brand image (0.64) also significantly influence satisfaction.
e Customer service (0.55) and value-added services (0.49) have moderate influence.

5. Statistical Relationship

e The Chi-square test reveals a significant relationship between age and customer satisfaction (p < 0.05).
o This implies that satisfaction levels vary across different age groups.

6. Consumer Behavior Insights

e Customers prefer telecom operators offering affordable plans and better network coverage.
e Increasing dependence on mobile services for digital payments, internet usage, and communication has raised
expectations regarding service quality.

Conclusion

The study concludes that customer satisfaction in the telecom sector is influenced by multiple factors, with network
quality, pricing, and brand image being the most critical determinants. In the context of Bhopal, customers are
generally satisfied with the services provided by telecom operators, particularly in terms of affordability and brand trust.

However, the study highlights that customer service remains a weak area, requiring immediate attention from service
providers. Efficient grievance handling, responsiveness, and personalized support can significantly enhance customer
satisfaction levels.

Furthermore, the strong correlation between network quality and satisfaction emphasizes the need for continuous
investment in infrastructure and technological advancements. As competition intensifies among operators like Reliance
Jio, Bharti Airtel, and Vodafone Idea, maintaining high service standards will be essential for customer retention.

In conclusion, telecom companies should adopt a customer-centric approach, focusing on improving service quality,
enhancing customer support, and offering value-driven pricing strategies to sustain long-term growth and customer
loyalty in a dynamic market environment.
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