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Abstract: Service quality or customer perception about service quality in mobile phone networks is a critical factor which determines the 
competitiveness of a firm. Quality is a mental perception of customers based on various performances attributes of a service.  In services marketing 
literature, service quality has been concisely defined as the overall assessment of a service by the customers. Service quality is playing an increasingly 
important role in the present environment where there is no further scope for the companies to differentiate themselves other than the quality of the 
service provided by them.  Delivering superior service quality than the competitors is the key to the success of any organization.  Service quality is a 
difference between consumer expectations of ‗what they want‘ and their perceptions of ‗what they get.‘ Based on this conceptualization and 
operationalization, a service quality measurement scale called ‗SERVQUAL‘ was developed.  The aim of this research paper depicts the measuring the 
quality of services offered by the service provider is the measurement of the customers‘ perceptions of the quality of service they are experiencing from 
their service providers. 
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———————————————————— 

 

INTRODUCTION: 
Within the last two decades, service quality has become the 
main concern in the business world, especially in the 
services sector.  The key to success in winning the global 
battle now and in future is to have high standards of 
service.  Hence, it is helpful for service organizations to 
know the customer service quality perceptions in order to 
overcome the competitors and attract and retain the 
customers. Because of the globalization and liberalization 
of Indian economy, Indian service sector has been opened 
for Multinational companies.  In order to overcome the 
competition and to retain the world-class service standards, 
Indian companies have been forced to adopt quality 
management programmes. Services are defined as: the 
activities, which are involved in producing intangible 
products as education, entertainment, food and lodging, 
transportation, insurance, trade, government, financial, real 
estate, medical, consultancy, repair and maintenance like 
occupation. Quality has become a strategic tool in obtaining 
efficiency in operations and improved performance in 
business.  This is true for both the goods and services 
sectors. Quality has been defined differently by various 
authors. Some prominent definitions include ‗conformance 
to requirements, ‗fitness for use‘ or ‗one that satisfies the 
customer‘.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

According to the production philosophy of Japan, quality 
has been defined as ‗zero defects‘ in the firm‘s offerings.  
Quality has become a strategic tool for obtaining efficiency 
in operations and improved business performance.  This is 
true for the services sector too. Several authors have 
discussed the unique importance of quality to service firms 
and have demonstrated its positive relationship with profits, 
increased market share, return on investment, customer 
satisfaction, and future purchase intentions. One obvious 
conclusion of these studies is that firms with superior quality 
products outperform those marketing inferior quality 
products. 
 

CONCEPT OF SERVICE QUALITY 
Service quality or customer perception about service quality 
in mobile phone networks is a critical factor which 
determines the competitiveness of a firm. Quality is a 
mental perception of customers based on various 
performances attributes of a service. It can be measured as 
the degree of alignment between customer expectation 
about quality and their current perception about the service 
quality received from the firm. The difference between 
expected service quality and actually perceived (delivered) 
quality is an indication of customer satisfaction towards that 
service. Parasuraman et al. (1985) have identified ten (10) 
determinants of service quality, such as 1) Access, 2) 
Communication, 3) Competence, 4) Courtesy, 5) Credibility, 
6) Reliability, 7) Responsiveness, 8) Security, 9) Tangibles 
and 10) Understanding/Knowing customers. By measuring 
customer perception and expectation on each of these 
determinants and finding the gap between the two will lead 
to an estimation of customer perception towards service 
quality. 
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SERVICE QUALITY MEASUREMENT 
 

 
 

IDENTIFICATION OF THE PROBLEM 
The entire mobile operators are surging ahead to project 
themselves as the most preferred by customers as a 
customer are becoming more sophisticated in their needs 
and are increasingly demanding a higher standard of 
service.  To them, service means Customer satisfaction, 
customers‘ delight, excellent service delivery and customer 
relationship etc.  In recent years, a number of new players 
have entered the Indian market and made it more 
competitive.  The survival and growth only depend on its 
ability to provide qualitative service to its customer but in 
building a long-term mutually beneficial and trustworthy 
relationship with its customers. So it has become necessary 
to design and execute the best customer practices and to 
internalize them for providing enhanced satisfaction to the 
customer through employees.   At this juncture, the mobile 
service provider has to gain knowledge on following 
questions: 

1. How to gain a competitive edge over the 
competitor in terms of service quality? 

2. What are the expectations and perceptions of the 
customers towards various service quality 
dimensions? 

3. How to bridge the service quality gap, if any? 
 

REVIEW OF LITERATURE 
This chapter presents the theoretical foundation based on 
the pertinent literature to the present research work by first 
reviewing the service quality concept, followed by criticism 
of SERVQUAL scale, service quality attributes, and service 
quality attributes of telecommunication services. 
 
Parasuraman, Berry, and Zeithaml (1988) developed an 
instrument to measure customers‘ perception of service 
quality in service organizations by taking all the above 
mentioned ten dimensions and was named SERVQUAL. 
Further, this instrument was purified and scaled down into 
five dimensions consisting of 22 items. With this 22 item 
scale of SERVQUAL researchers can measure the 
expectations and perceptions of customers about service 
quality in service setups.  
 

Parasuraman, Zeithaml, and Berry (1988) in their study 
described the development of 22-item instrument in the 
assessment of service quality in four consumer service 
industries namely; banking, credit card, long distance 
telephone, and an appliance repair and maintenance. 
Authors found consistent attributes of perceived service 
quality across all the four service industries namely; 
tangibles, reliability, responsiveness, assurance, and 
empathy. The interaction between service consumer and 
service provider occurs in the service delivery process, 
where consumers use equipment, physical facilities, 
communication material, and personnel as proxies for 
tangible attributes to judge the quality of service. 
Parasuraman, Zeithaml, and Berry (1988) refers equipment, 
physical facilities, communication material, personnel as 
―tangibles‖ and in their study concluded that good 
appearance of equipment, physical facilities, 
communication material, and personnel will lead to impact 
service quality judgment positively. In a more recent study, 
Sanjay K. Jain, and Garima Gupta (2004) supported the 
argument that overall service quality is determined by 
perception only rather than the difference between 
expectation and perception. They empirically tested the 
superiority of perception based SERVPERF scale and 
Expectation and Perception difference score based 
SERVQUAL scale in the Indian context with reference to 
fast food restaurants. They came out with the conclusion 
that SERVPERF scale is more convergent and discriminant 
valid explanation of the service construct possesses greater 
power to explain variations in the overall service quality 
scores, and are also more parsimonious data collection 
instrument. The concept of service quality could not be well 
explained and understood without elaborating each attribute 
that make up the service quality.  
 
Johnson and Sirikit (2002) examined the applicability of 
SERVQUAL dimensions in Thai telecommunication 
industry. Data for the study were gathered from both 
landline and mobile users. The results suggested that the 
service quality concept in the Thai telecommunication 
industry is a multidimensional construct of service quality. 
Authors concluded the study that among five service quality 
dimensions, (tangibles, reliability, responsiveness, 
assurance, empathy) tangibles dimension emerged as a 
most significant dimension.  
 
Wang, Lo, and Yang (2004) conducted an empirical study 
in China‘s mobile communication market. They focused on 
the measurement model of service quality based on the 
SERVQUAL model, but with reasonable modifications to 
reflect industry-specific attributes and culture of China. 
These modifications were based on focus group 
discussions and expert opinions. Network quality was 
created using two items resulted from focus group 
discussions and expert suggestions. Service quality scale 
was pilot tested with 80 respondents from China‘s 
respondents.  
 
Moon-Koo Kim, Myeong-Cheol Park, and Dong-Heon 
Jeong (2004) conducted an empirical study in the Korean 
mobile telecommunication services sector. The study was 
intended to investigate the effects of different features of 
service quality and switching barriers on customer 
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satisfaction and customer loyalty. They proposed a 
structural model for their study and tested the model with 
the structural equation modeling technique. 
 
Eshghi, Roy, and Ganguly (2008) conducted an empirical 
study in Indian mobile telecommunication services sector 
and concluded that reputation is intertwined with the 
perceived service quality and customer satisfaction, and 
with the help of public relation campaigns and innovative 
communication strategies, positive corporate reputation can 
be built and maintained, which ultimately help to increase 
customer satisfaction. The main objective of the research 
was to identify the underlying factors of service quality that 
determine customer satisfaction, repurchase intention, and 
recommendation of mobile service to others.  
 
Gronroos (2008) points out even with the product or 
service quality there can be several dimensions (such as 
product offers, product or service reliability, timeliness, 
friendliness of the service providers etc.) Therefore 
depending on the purpose, one wants to achieve, one can 
relate satisfaction to any object of interest. In this study 
customer satisfaction is defined in relation to only 
dimensions connected to the service quality delivered by 
the mobile telecom network. 
 

OBJECTIVES OF THE STUDY: 
o To measure customers‘ level of perception and 

expectation of various service quality factors on the 
SERVQUAL scale. 

o To analyze the association between the profile of 
the customer and various service quality factors. 

o To identify the service quality gap. 
o To offer a suggestion to improve the service on the 

basis of the study. 
 

METHODOLOGY: 
 
Research Design: 
A research design is a master plan specifying methods and 
procedures for collecting and analyzing the required data. It 
is a means that is to be followed in completing a research 
study. The research design helps the researcher to obtain 

relevant data to fulfill the objectives of the study. There are 
three types of research designs namely; exploratory, 
descriptive and causal research designs. This study adopts, 
descriptive research design, which helps provide answers 
to the questions of who, what, when, where, and how 
associated with a particular research problem; a descriptive 
study cannot conclusively ascertain answers to why. 
Descriptive research is used to obtain information 
concerning the current status of the phenomena and to 
describe "what exists" with respect to variables or 
conditions in a situation. 
 
Target respondents: 
The target respondents are customers of Bharathi Airtel 
Pvt. Ltd, in Kanchipuram. 
 
Population: 
We have calculated the population size using the ratio 
method and arrived at 30000 Airtel customers in 
Kanchipuram city. 
 
Sample: 
The sample size was fixed at 120 customers for our 
convenience. 
 
Sampling Technique: 
Convenience sampling technique was used to get the 
questionnaire filled by the mobile phone users.  
 
Tools for analysis 
The study uses the following tools viz., 

 Simple percentage analysis. 

 SERVQUAL Scoring analysis. 
 

SERVQUAL MODEL: 
SERVQUAL as an instrument used to assess customer 
perceptions of service quality and depicts a model as a 
framework to be used for the objectives of the study. 
SERVQUAL is a multi-item scale developed to assess 
customer perceptions of service quality in service and retail 
businesses (Parasuraman et. al., 1988). The scale 
decomposes the notion of service quality into five 
constructs as follows: 

 
SERVQUAL DIMENSION 

 

Tangibles: Physical facilities, equipment, staff appearance, etc. 

Reliability: ability to perform service dependably and accurately 

Responsiveness: willingness to help and respond to customer need 

Assurance: the ability of staff to inspire confidence and trust 

Empathy: the extent to which caring individualized service is given 
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Limitations of the study: 
1. The study pertains to Kanchipuram city only, cannot be applicable to another region. 
2. The study focuses on service quality of Bharathi Airtel Pvt ltd only, competitors are not considered. 
3. It was difficult to have access to every location of the study area and its suburbs for respondents to fill out the 

questionnaire. 
4. The duration of study is very short and limited in nature. 

 

DATA ANALYSIS & INTERPRETATION 
 

Table No: 1 - DEMOGRAPHIC PROFILE 
 

S .No Particulars No of respondents Percentage % 

1 Male 77 64 

2 Female 43 36 

Total 120 100 

S .No Particulars No of respondents Percentage % 

1 Student 78 65 

2 Private employee 23 19 

3 Public/government employee 6 5 

4 Business/professional 13 11 

Total 120 100 

S .NO PARTICULARS No of respondents percentage% 

1 Below 20,000 27 22.5 

2 20,000 to 30,000 10 8.33 

3 30,000 to 40,000 2 1.66 

4 Above 40,000 4 3.33 

Total 43 35.8233 

S .No Particulars No of respondents Percentage % 

1 Below 1 year 24 20 

2 1 to 2 year 42 35 

3 2 to 4 year 19 16 

4 Above 5 year 35 29 

Total 120 100 

S .No Particulars No of respondents Percentage % 

1 Yes 110 92 

2 No 10 8 

Total 120 100 

 
From the above table out of 120 respondents, 77 (64 per 
cent) of respondents are male, 43(36 per cent) of 
respondents are female. From table shows that out of 120, 
82 (68 per cent) of respondents belongs to the age 
category of below 20 yrs,   30 (25 per cent) of respondents 
belongs to 21-30 yrs, 6 (5 per cent) of respondents belong 
to 31-40 yrs and 2 (2 per cent) of respondents are above 40 

yrs of age. Above table reveals, that out of 120, 78 (65 per 
cent) of respondents are a student, 23 (19 per cent) of 
respondents are a private employee, 6 (5 per cent) of 
respondents are public/government employee and 13 (11 
per cent) of respondents are business/professional. From 
the above Table No. 4, out of 120, 77 respondents are a 
student without any earning.  Out of remaining respondents, 

S .No Particulars No of respondents Percentage % 

1 Below20 82 68 

2 21-30 30 25 

3 31-40 6 5 

4 Above40 2 2 

Total 120 100 
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27 (22.5 per cent) of respondents are below 20,000, 10 
(8.33 per cent) of respondents are 20,000 to 30,000, 2 
(1.66 per cent) of respondents are 30,000 to 40,000 and 4 
(3.33 per cent) of respondents are above 40,000. From the 
above Table No. 5, It was clearly inferred that, out of 120, 
24 (20 per cent) of respondents are using the service below 
1 year, 42 (35 per cent) of respondents are using the 

service for 1 to 2 year, 19 (16 per cent) of respondents are 
using the service for 2 to 4 year and 35 (29 per cent) of 
respondents are using the service Above 5 year. Above the 
table, shows that out of 120, 110 (92 per cent) of 
respondents are satisfied with Airtel and 10 (8 per cent) of 
respondents are not satisfied. 

 
Table No: 2 TANGIBILITY GAP SCORE 

S.No Particulars Gap Score 

1 Up-to-date equipment -1.1 

2 Physical facilities are visually appealing -0.725 

3 Employees are well dressed and appear neat -0.725 

4 Physical facilities -0.74167 

Tangibility gap score -0.82292 

 
Source: Primary Data 
From the above table, it is inferred that up-to-date equipment has a highest negative value of -1.1, shows the customer is highly 
dissatisfied with updated equipment availability.  All the values are in the negative region represent customer dissatisfaction in 
tangibility dimension. 
 

Table No: 3 RELIABILITY GAP SCORE 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Source: Primary Data 
From the above table, it is inferred that dependability has a highest negative value of -0.8, shows the customer is highly 
dissatisfied with dependability.  All the values are in the negative region represent customer dissatisfaction.  Overall reliability 
gap score is also in the negative region. 

 
Table No: 4 RESPONSIVENESS GAP SCORE 

 

S.NO PARTICULARS GAP SCORE 

1 Tell customers exactly when services will be formed. -0.5 

2 Receive prompt service from provider‘s employees. -0.88333 

3 Always willing to help customers. -0.71667 

4 Employees too busy to customer requests promptly. -0.51667 

 Responsiveness gap score -0.65417 

 
Source: Primary Data 
From the above table, it is inferred that prompt service has a highest negative value of -0.88333, shows the customer is highly 
dissatisfied with promptness in service delivery.  All the values are in the negative region represent customer dissatisfaction.  
Responsiveness gap has -0.65417, infers that the customer service response is not satisfactory. 

S.NO PARTICULARS  GAP SCORE 

1 Promise to do something by a certain time, it does so. -0.56667 

2 Sympathetic and reassuring. -0.4833 

3 Dependable. -0.8 

4 Provider provides its services at the time it promises to do so. -0.61667 

5 Keeps its records accurately. -0.70833 

 Reliability gap score -0.635 
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Table No: 5 ASSURANCE GAP SCORE 

 
 
 
 
 
 
 
 
 
 

Source: Primary Data 
From the above table, it is inferred that employees are less polite with a highest negative value of -0. 925, shows the customer is 
highly dissatisfied with politeness.  All the values are in the negative region represent customer dissatisfaction.  Assurance has a 
negative gap of -0.80625, dissatisfaction in the assurance of service.   

 
Table No: 6 EMPATHY GAP SCORE 

 
Source: Primary Data 
From the above table, it is inferred that the employee doesn‘t have the best interest at heart, since the highest negative value of 
-0.925, shows the customer is highly dissatisfied with updated equipment availability.  All the values are in the negative region 
represent customer dissatisfaction with -0.78 as overall empathy gap score. 

 
Table No: 7 SERVQUAL SCORE 

 

S.NO PARTICULARS GAP SCORE 

1 Tangibility gap -0.82292 

2 Reliability gap -0.635 

3 Responsiveness gap -0.65417 

4 Assurance gap -0.80625 

5 Empathy gap -0.78 

 Servqual score -0.73967 

 
Source: Primary Data 
From the above table, it is inferred that tangibility has the highest gap with -0.82292, followed by assurance gap with -0.80625 
and least gap in reliability -0.635.  The servqual score is also in negative with -0.73967, shows overall dissatisfaction. 
 

FACTOR ANALYSIS 
Before conducting factor analysis, the validity of data for 
factor analysis has been conducted with the help of KMO 
measures and Bartlett's test of Sphericity.  The Kaiser 
Meyer Olkin (KMO) measure is indicator of how well suited 
the sample data are for factor analysis. It is the ratio of the 
sum of the squared correlations for all variables in the 
analysis to the squared correlations of all variables plus the 
sum of the squared partial correlations for all variables. The 

denominator of this ratio increases with variation that is 
unique to pairs of variables (partial correlations), making the 
value of KMO less than one. Small values of KMO indicate 
that factor analysis may not be appropriate for the data. 
Kaiser (1974) suggests that values of .9 or higher are great 
and values below.5 are unacceptable. The computed KMO 
measures and chi-square value from table satisfy the 
validity of data for factor analysis. The factor analysis 
results in important service quality factors. 

 
KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .820 

Bartlett's Test of Sphericity 

Approx. Chi-Square 11772.687 

df 231 

Sig. .000 

 
 

S.NO PARTICULARS GAP SCORE 

1 Individual attention. -0.70833 

2 Employees give you personal attention. -0.80833 

3 Employees know your needs. -0.725 

4 Does have best interests at heart. -0.925 

5 Operating hours convenient to all its customers. -0.73333 

 Empathy gap score -0.78 

S.NO PARTICULARS GAP SCORE 

1 Trust on employees. -0.79167 

2 Feeling safe in your transaction. -0.73333 

3 Employees are polite. -0.925 

4 Employees get adequate support to do their jobs well. -0.775 

 Assurance gap score -0.80625 
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CFA for Perceived Service Quality 

 
 

Model fit for CFA 
 

Fit Statistics Recommended Obtained Value 

GFI >0.9 0.959 

AGFI >0.9 0.947 

NFI >0.9 0.978 

CFI >0.9 0.995 

TLI >0.9 0.994 

Pclose >0.9 1 

RMSEA <0.05 0.024 

 
The above table shows the Model fit for CFA Model, Goodness of fit index(GFI) is at 0.959 against the recommended value of 
greater than 0.9, Adjusted goodness of fit index(AGFI) is at 0.947 against the threshold value of >0.9, Normal Fit Index(NFI) 
value is 0.978 against the threshold value of >0.9, Comparative Fit Index value(CFI) is 0.995 against the recommended value of 
>0.9, P Close is also over the threshold value and Root Mean Square Error of Approximation(RMSEA) is Well below 0.05. The 
above values indicate good absolute fit of the model. 
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Full SEM for Perceived Service Quality and Loyalty Dimensions 
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Model fit for Structural Model 
 

Fit Statistics Recommended Obtained Value 

GFI >0.9 0.954 

AGFI >0.9 0.94 

NFI >0.9 0.974 

CFI >0.9 0.994 

TLI >0.9 0.993 

P close >0.9 1 

RMSEA <0.05 0.023 

 
The above table shows the Model fit for SEM Model, GFI is at 0.954 against the recommended value of greater than 0.9, AGFI 
is at 0.94 against the threshold value of >0.9, NFI value is 0.974 against the threshold value of >0.9, CFI value is 0.994 against 
the recommended value of >0.9, PClose is also over the threshold value and RMSEA is Well below 0.05.  The above values 
indicate good absolute fit of the model. 
 

Table 8 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

The above table shows the hypothesis testing, only 3 null 
hypothesis is accepted namely, Perceived tangibility does 
not positively influences the Visiting again, Perceived 
Tangibility does not positively influences recommending the 
services to others and Perceived Assurance does not 
positively influences recommending the services to others. 
Other null hypothesis are rejected signifies the positive 
influence of Tangibility, Reliability, Empathy, Assurance and 
Responsiveness on recommending the services to others, 
Visiting again and Inform the quality of services to others. 

RESEARCH FINDINGS 
It is inferred that out of the total selected respondents 64 
percent of respondents are male and 36 percent of 
respondents are female. Most of the respondents are in the 
age group of below 20 yrs and maximum of the 
respondents are students in the total. It is found that most 
of the respondent are earning below Rs.20, 000. Based on 
the analysis it is found that maximum of the respondents 
are using the service for more than one year but less than 
two years. The data analysis revealed that large number of 

 
Estimate S.E. C.R. P Hypothesis 

Inform Others<---Perceived_Assurance 0.25583 0.0388 6.59397 *** 
Reject Null 
Hypothesis 

Inform Others<---Perceived_Empathy 0.22554 0.0402 5.60853 *** 
Reject Null 
Hypothesis 

Inform Others<---Perceived_Reliability 0.2322 0.0403 5.76025 *** 
Reject Null 
Hypothesis 

Inform Others<---Perceived_Responsiveness 0.27897 0.0572 4.87332 *** 
Reject Null 
Hypothesis 

Inform Others<---Perceived_Tangibility 0.1893 0.0402 4.70598 *** 
Reject Null 
Hypothesis 

Recommend to Others<---Perceived_Assurance -0.0538 0.0374 -1.4399 0.1499 
Retain Null 
Hypothesis 

Recommend to Others<---Perceived_Empathy 0.40233 0.0402 10.0217 *** 
Reject Null 
Hypothesis 

Recommend to Others<---Perceived_Reliability 0.3438 0.0398 8.63371 *** 
Reject Null 
Hypothesis 

Recommend to Others<---Perceived_Responsiveness 0.58076 0.058 10.0146 *** 
Reject Null 
Hypothesis 

Recommend to Others<---Perceived_Tangibility 0.00159 0.039 0.04083 0.9674 
Retain Null 
Hypothesis 

Visit Again<---Perceived_Assurance 0.29882 0.0389 7.68824 *** 
Reject Null 
Hypothesis 

Visit Again<---Perceived_Empathy 0.34113 0.0406 8.40179 *** 
Reject Null 
Hypothesis 

Visit Again<---Perceived_Reliability 0.331 0.0406 8.1564 *** 
Reject Null 
Hypothesis 

Visit Again<---Perceived_Responsiveness 0.40511 0.0578 7.01449 *** 
Reject Null 
Hypothesis 

Visit Again<---Perceived_Tangibility 0.01921 0.0398 0.48218 0.6297 
Retain Null 
Hypothesis 
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the respondents is satisfied with the service provided by 
Airtel operators but, up-to-date equipment has a highest 
negative value of -1.1, shows the customer is highly 
dissatisfied with updated equipment availability.  All the 
variables in tangibility dimensions are in a negative region 
which represents customer dissatisfaction intangibility 
aspect of service. Dependability has a highest negative 
value of -0.8, which shows that the customer is highly 
dissatisfied with the dependability aspect of reliability 
dimensions.  All the values are in the negative region 
represent customer dissatisfaction.  Overall reliability gap 
score is also in the negative region. Prompt service has a 
highest negative value of -0.88333, which shows that 
customers are highly dissatisfied with promptness in service 
delivery.  Responsiveness gap score is at -0.65417, infers 
that the customer service response is not satisfactory. 
Politeness has a highest negative value of -0. 925, shows 
the customer is highly dissatisfied with politeness in service 
delivery.  Assurance has a negative gap of -0.80625, 
dissatisfaction in the assurance of service. The employee 
doesn‘t have the best interest at heart, since the highest 
negative value of -0.925, shows the customer is highly 
dissatisfied with updated equipment availability.  All the 
values are in the negative region represent customer 
dissatisfaction with -0.78 as overall empathy gap score. 
Tangibility has the highest gap with -0.82292, followed by 
assurance gap with -0.80625 and least gap in reliability -
0.635.  The SERVQUAL score is also in negative with -
0.73967 shows overall dissatisfaction. 
 

SUGGESTIONS 
The various variables of tangibility dimension of the service 
provider are not up to the expectation of service provider, 
so the company should concentrate on updating the 
equipment, improving physical facilities and can improve 
the tangibility aspect of the company. By improving 
dependability, keeping record accurately and keeping 
promises can enhance the reliability of the service provider. 
Providing prompt service and willing to help the customer 
can improve the responsiveness of the service provider. 
Customer care employees must show politeness, trustiness 
on employees must be improved. Employees must be 
trained to give personal attention to every customer and 
should help with interest.  By doing so, overall empathy can 
improve. The above-said points can improve overall service 
quality of Airtel mobile operator. 
 

CONCLUSION 
The telecommunication industry is flooded with a large 
number of players from both national and international.  The 
customers demand a high quality of service.  So it is 
imperative that the lack in service quality will lead migration 
of customers from one player to other, who provides the 
best.  Though national players have better knowledge of the 
customer, they lack in some department where international 
players excel.  Foreign players have the much better 
infrastructure, has the financial power to meet the human 
resource to provide the service.  Employees who interact 
with the customer are more empathic and understand the 
problems and needs of the customers.  So every service 
provider should try to provide better service to attract or 
retain the customers. 
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