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Abstract. The telecom industry in India has witnessed substantial growth over the last decade. Rapid growth of telecom-
munications is opening up the doors for many telecom players from Europe, Asia and other parts of the world, resulting in 
increased competition and tariff reductions. In the present competitive environment, the services perceived by the custom-
ers and their behavioural intentions play a pivotal role in the customer switching process among service providers. With 
the changing expectations of service quality, it becomes imperative to discover the gap between customer expectations and 
customer perception. In this context, the aim of the present study is to identify the existing gap between customer expec-
tations and perceptions and investigate the relationship between post-experience perception of service quality and cus-
tomers’ behavioural intentions. The data was collected from 500 customers in Delhi NCR, India. Paired sample t-test and 
multiple correlation analysis were performed. The results of the study points out the key areas wherein the service gaps are 
considerably high such as reliability and responsiveness. The customer behavioural intentions, such as “Complain to cus-
tomer service if a problem occurs”, “Switch to another service provider” and “Reducing the usage with a particular service 
provider”, have shown a strong relationship with quality of service. The findings of the study confirm that the perceptions 
of customers regarding the quality of service received definitely have an impact on their behaviour.
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2013; Yadav, 2014; Patel, 2018).” In addition, strong con-
sumer demand has also helped to revive the sector.” More-
over, the Indian telecom industry is playing a significant 
role along with the Government of India’s move for em-
powering its population by converting India into a digital 
economy (Ministry of Electronics and Information Tech-
nology, 2018). At the same time, success will not come just 
by changing business models and innovating new ways to 
generate revenue, but by looking at improving the quality 
of services and considering the users’ opinion and their 
changing mind-sets (Ojiaku & Osarenkhoe, 2018). With 
rising expectations and growing awareness, consumers in 
India are increasingly demanding superior quality services 
(Chopra & Chawla, 2018). “Although, these operators are 
struggling to ensure what customers perceive and expect 
in order to sustain their customers, the increase in sub-
scribers’ switching behaviour to other service providers is 
also a matter of concern (Pandey & Kumar, 2018).”

The existing literature is rich in explaining the relation-
ships between the perceived service quality and customer 

Introduction 

The telecommunication sector has emerged as one of the 
key sectors that significantly contribute to the growth of 
the Indian economy. Liberalization of government poli-
cies, Favourable demographics, changing lifestyles and 
increasing growth opportunities have made India an at-
tractive destination for telecom service providers. The In-
dian telecommunications network is the “second-largest 
network after China in the number of telephone con-
nections (Mani, 2005; Yadav, 2014). As per the Telecom 
Regulatory Authority of India (2017),” the telecom sector 
had only 898.02 million overall telephone subscribers in 
March 2013, and the number increased to 1206.71 mil-
lion at the end of September 2017, showing an addition of 
308.69 million. This increase is entirely due to an increase 
in the wireless connections from 867.04 million at the end 
of September 2013 to 1183.04 by end of March 2017. “It 
contributes nearly two per cent of the country’s gross do-
mestic product and, it has become one of the world’s most 
competitive and fastest-growing telecom markets (Shine, 
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behavioural intentions (Ryu et al., 2012; Min & Khoon, 
2014; Selvakumar, 2016; Kondasani & Panda, 2016; Al-
Hashedi & Abkar, 2017; Pedro, Mendes, & Lourenço, 
2018; Mathew, Narayanan, & Mittal, 2019).”For instance: 
Ryu, Lee, and Gon Kim (2012) examined the impact of 
foodservice quality dimensions on restaurant image, cus-
tomer perceived value, satisfaction and behavioural inten-
tions. Selvakumar (2016) investigated the impact of ser-
vice quality on customer satisfaction in private and public 
sector banks.“Kondasni and Panda (2016) analysed how 
customers’ service quality perception leads to positive be-
havioural intentions towards service providers. Similar to 
these, Al-Hashedi and Akbar (2017) attempted to identify 
the impact of service quality dimensions on customer sat-
isfaction in telecom mobile companies in Yemen. Pedro 
et al. (2018) also tried to identify the association between 
perceived service quality and satisfaction in higher edu-
cation. Nevertheless, scientific academic literature lacks a 
study that can clarify the difference between customer ex-
pectations and perceptions about service quality delivery 
as well as the relationship between perceived service qual-
ity and customers’ behavioural intentions in the context 
of the telecom sector.” Likewise, the majority of the stud-
ies on telecommunication industry in relation to service 
quality typically represent contexts found in developed 
countries. Recently, in 2018, the Indian government un-
veiled the National Digital Communication Policy aiming 
to attract USD 100 billion investment by 2022. Meanwhile, 
the market revenue of the sector is targeted to cross USD 
26.38 billion by 2020 with 829 million internet subscribers 
by 2020 (IBEF, 2019). Looking at the government’s move 
towards the digital India program and increasing demand 
from customers, there is an urgent need to improve the 
telecom service quality in India (Siwach & Kumar, 2015; 
Dua, 2017; Prasad, 2018).””To achieve these aims, there 
is an urgent need to develop a deep understanding about 
dimensions of service quality, customers’ expectations, 
customers’ perceptions, and behavioural intentions to-
wards service providers. “Therefore, this study aims to 
bridge the aforementioned research gap through investi-
gating the difference between customer expectations and 
perceptions related to service quality delivery as well as 
the relationship between the post-experience perception 
of service quality and customers’ behavioural intentions 
in the context of the Indian telecom sector.”

With this specific background in terms of quality of 
service, the findings of the study reveal that reliability 
and responsiveness are found below consumer expecta-
tions and demand attention from telecommunication ser-
vice providers. Moreover, the results also signify that the 
quality of service received definitely has an influence on 
customer buying behaviour. The outcomes of the study 
encourage the recommendation that telecommunication 
marketers must evaluate the perceived service quality and 
the customer’s behavioural intentions to ensure seamless 
services (Sharma & Jhamb, 2017; Sharma, 2017). The pre-
sent study is also expected to pave the way for telecom 

companies to sustain intense competition in the market by 
identifying the key service quality indicators. The theoreti-
cal basis of this research is to provide policy-makers with 
the idea of ​​customers’ expectations from telecommunica-
tions service providers to ameliorate the telecommunica-
tion services.  

The remainder of the paper is organised as follows. The 
literature review and hypotheses development is reported 
in Section 1. Section 2 presents the research methods 
which includes the major constructs, instrument devel-
opment, data collection, reliability and validity. Section 3 
deals with results and discussions and the final section  in-
clude the conclusions and implications, recommendations, 
limitations, and future research directions.

1. Literature review & hypotheses development

The telecommunication sector in India has developed 
rapidly in terms of customer base and revenue generation 
over the last ten years (Yadav, 2014; Kumar, Shankar, & 
Debnath, 2015; Dubey & Srivastava, 2016). The telecom-
munication market has become a great opportunity for 
network providers of native and exogenous players and 
both service providers are gaining significant market 
shares (Baruah & Baruah, 2014). This trend has led to en-
hanced customer expectations for better service quality, 
and their behavioural impact shows a significant change 
in growth trends and switching behaviour to other op-
erators (Kushwah & Bhargav, 2014). Service providers are 
struggling to meet the customer expectations, and there 
has been stiff competition among the service providers in 
terms of network availability, call clarity, internet access 
via mobile and other value-added services (Paulrajan & 
Rajkumar, 2011; Yadav, 2014). Hence, there is heavy com-
petition among these players to meet the expectations for 
both existing and new customers. This is a significant mat-
ter of concern for telecom service operators to retain the 
customer by providing various offers with improved ser-
vice quality. Hence, this study focuses on examining how 
customers perceive the delivered services, what kind of 
different expectations they have in mind, and finally, what 
they see as unfulfilled expectations (i.e., gaps). 

“The first phase of the literature focuses upon service 
quality and its dimensions. It emphasizes the various as-
pects of service quality that cover the gaps between cus-
tomer expectations and perceptions and their behavioural 
intentions. In the global cutthroat situation, the quality 
of services offered is considered an important strategy 
to retain customers (Parasuraman, Zeithaml, & Berry, 
1985; Reichheld & Sasser, 1990; Zeithaml, Parasuraman, 
& Berry, 1990). Most of the developments were focused 
on service quality due to the revolutionary and continu-
ous efforts by Parasuraman, Berry, and Zeithaml (1985, 
1991). Their research has created an accepted conceptual 
framework (Service Quality Gap Model) and a measure-
ment instrument “SERVQUAL” to evaluate service qual-
ity. Studies by Ojo (2010), Loke et al. (2011), and Naseer, 
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Hu, and Fukuda (2012) show the gaps found in customer 
expectations and perceptions and suggest focusing on nar-
rowing the gap. The provision of high quality services is 
related to benefits, reserves and market share (Zeithaml 
et al., 2000; Munusamy et al., 2010). Also, service provid-
ers must meet consumer needs and maintain price as well 
as quality of service. Johnson and Sirikit (2002) conducted 
a survey on wire-line and mobile phone users in Thai-
land’s telecommunication industry using the following 
five dimensions of service quality: tangibility, reliability, 
responsiveness, assurance and empathy. Although tangible 
dimension emerged as the most important factor, no sig-
nificant relationship was found between the service qual-
ity and customer behavioural intention. Wong and Dioko 
(2013) and Lo (2002) investigated the relationships among 
service quality, customer satisfaction, customer value and 
their influences on customers’ future behaviours in the 
telecommunication industry of China using the “SERV-
QUAL” model and concluded that network quality is one 
of the most important drivers of overall service quality, 
customer satisfaction and customer value. Better service 
quality brings various aspects such as improvement in 
customer loyalty, expansion of market share, high profit-
ability to investors, operation cost reduction and improve-
ment of the market (Howat, Crilley, & McGrath, 2008; 
David, 2013; Zehendner and Feillet, 2014). SERVQUAL 
proposes to review service quality in five dimensions: tan-
gibility, reliability, responsiveness, assurance and empathy. 
The gap score is calculated by subtracting the perceptual 
score from the expected score. A positive score indicates 
that the service exceeds the customer’s expectation, while 
a negative gap indicates that the actual service is of a lower 
level than expected. Negative gaps are the areas for im-
provement (Qadri, 2015; Lee et al., 2016; Cruz & Mendes, 
2019). This concept forms the base for this theoretical 
framework. Very few studies focused on comparative 
analysis of service quality and customers’ expectations as 
well as perceptions of telecom service providers in India. 
Hence, the intention of this study is to focus on the quality 
of service and on identifying the gap between customer 
expectations and perceived services.”

“The second phase of the literature tries to identify 
the customer behavioural intention attributes influencing 
consumers’ perceptions. The customer behavioural inten-
tions are the behaviour activities to promote the brand, 
repurchase service/product, price point’s comparisons 
and complaints. Parasuraman, Zeithaml, and Berry (1988) 
pointed out that there is a significant relationship between 
the services perceived by the customers’ and their inten-
tions to recommend the services to other customers. An-
derson (1973), Bolton and Drew (1991), and Olshavsky 
and Miller (1972) also examined the affect of unconfirmed 
expectations on the customers product performance rat-
ings. Specific indicators of positive customer behavioural 
intentions can be compiled by conveying positive things 
and recommending the service provider to others (Paras-
uraman et al., 1988; Parasuraman et al., 1991; Reichheld 
& Sasser, 1990; Choudhury, 2014; Cruz & Mendes, 2019). 

Ravichandran et al. (2010) conducted a study to assess the 
impact of service quality dimensions on customer behav-
ioural intentions in the Indian Banking Sector. The results 
of the study concluded that service quality dimensions 
such as tangibility, responsiveness and empathy play an 
essential role in forecasting customers’ behavioural inten-
tions. Rao et al. (2016) conducted a survey to analyze how 
customers’ perception leads to positive behavioural inten-
tions towards the service providers. The result of the study 
states that the factors “reliability” and “security and data 
protection” do not significantly contribute to a positive 
behavioural intention. This finding inevitably highlighted 
the organization’s inability to meet customer expectations 
in this area. According to Choudhury (2014), Uppal and 
Mittal (2019) perceived dimensions of service quality have 
a strong impact on customers’ complaining behaviour that 
can further be influenced by employees’ attitudes. The 
study by Cruz and Mendes (2019) also concluded that us-
ers’ satisfaction is the major determinant for their behav-
ioural intentions. So, the present study also examines the 
relationship between customer behaviour intentions and 
the overall perceived service quality in the context of the 
Indian telecommunication industry.”

Based on the above discussion, the study hypothesizes 
that:

H1: There is a significant difference between the cus-
tomer expectations and perceptions of service quality de-
livered.

H2: There is a significant relationship between the 
overall perceived service quality and customer behaviour 
intentions. 

2. Research methods

2.1. Constructs 

The present study has conducted the primary research 
with the telecom service users (mobile phone), calculation 
of gap between perceptions and expectations via SERV-
QUAL dimensions and relationship examination of cus-
tomer behavioural intentions (dimensions) with customer 
perceived service quality. To fulfil the objective, the study 
has used the following four constructs as explained below: 
dimensions of service quality, customer expectations, cus-
tomer perceptions and customer behavioural intentions.

Dimensions of service quality
“Parasuraman et al. (1988, 1990)” identified and devel-
oped a five-dimensional model for evaluating the service 
quality: tangibility, reliability, responsiveness, assurance 
and empathy. Tangibility includes equipment, personnel 
(outward show of service provider) and communica-
tions (Pitt, Watson, & Kavan, 1995). Reliability is related 
to service consistency as it indicates the capacity to act 
upon the promised services reliably and correctly (Ba-
bakus & Mangold, 1992; Chowdhary & Prakash, 2007). 
Responsiveness implies a readiness to help customers 
(Liang, Chang, & Wang, 2011). “Assurance means the 



Business: Theory and Practice, 2020, 21(1): 360–372 363

ability to communicate employee knowledge, courtesy 
and trust. Empathy is about providing attentive and per-
sonalized consideration to customers including access, 
ease of communication and customer perceptions (Berry, 
Parasuraman, & Zeithaml, 1994).”

Customer expectations
Based on known experience or through word-of-mouth 
communication, people develop some expectations from 
a service provider. The expectations vary for each cus-
tomer and may change based on the need, situation and 
requirements (Manohar, Mittal, & Marwah, 2019). Cus-
tomers’ expectations are raised by listening to advertise-
ments and promotions of service providers. According to 
Zeithaml, Parasuraman, and Malhotra (2000) “customer 
expectations are a belief in service delivery.” Customer 
expectations can be categorized into different levels. Var-
ious researchers such as Zeithaml, Bitner, and Gremler 
(1996) divided the expectations into five levels: “the ideal 
level of service, the desired level, the adequate service 
level, expected service level and the tolerance zone.”

Customer perceptions
The customer considers service quality as a divergence 
between customer expectations and their perceptions 
of services. These perceptions result from a comparison 
between customer expectations and service experience 
awareness (Zeithaml et al., 1990). In case the customer 
expectations are superior to the performance, the per-
ceived quality of service is inadequate, and therefore cus-
tomers’ experience dissatisfaction (Parasuraman et  al., 
1985; Lewis & Mitchell, 1990). Consequently, it is un-
derstood that if expectation exceeds perception, the ser-
vice is considered excellent. If the value of expectations 
is equal to perceptions, the service is considered good; 
if the expected value is not satisfied, then the service is 
deemed to be poor. Overall assessment of perceived ser-
vices relies on the differences between customers’ expec-
tations and their perceptions.

Customer behavioural intentions 
Several researchers have suggested that behavioural in-
tentions are an indicator of whether a customer will stay 
with an organization or go away (Kang et al., 2002; Al-
exandris et al., 2004). Customer behavioural intentions 

can be understood as their behavioural activities to pro-
mote the brand, purchase service/product, price point’s 
comparisons, and complaints. “Parasuraman et al. (1988) 
proved a significant link between the customers’ per-
ceived services and their willingness to suggest other 
companies. Anderson (1973), Bolton and Drew (1991); 
Olshavsky and Miller (1972) also examined the effect 
of unconfirmed expectations on customers’ product 
performance ratings.” All these studies have concluded 
that satisfaction positively influences consumer attitudes 
and dissatisfaction negatively impacts them. As stated 
by Cronin and Taylor (1992); Zeithaml et al. (1996)”” 
customer behavioural intentions can be divided into the 
following four dimensions: word-of-mouth communi-
cations, purchase intentions, price sensitivity and com-
plaining behaviour.   

2.2. Instrument development

The instrument is prepared using two existing scales. The 
“SERVQUAL scale” developed by Parasuraman, Zeithaml 
and Berry (1988) is used to measure customers’ expecta-
tions and perceptions towards telecom service providers 
in India. It includes 22 statements each and consists of 
five dimensions: Tangibility, Reliability, Responsiveness, 
Assurance and Empathy. According to Parasuraman et 
al. (1988) “SERVQUAL can be used in its present form 
to assess and compare quality across a wide variety of 
firms.” The second scale, which is the “13-items behav-
ioural intention scale” developed by “Zeithaml, Berry and 
Parasuraman (1996), is used to measure the behavioural 
intentions of the respondents. It includes four dimen-
sions: Word-of-Mouth Communication, Purchase Inten-
tions, Price Sensitivity and Complaining Behaviour.” The 
instrument was designed on a seven-point Likert scale 
ranging from “strongly disagree” (1) to “strongly agree” (7) 
to measure the service quality and customer behavioural 
intentions. The above scales have been used by carefully 
analysing the literature, as these scales are commonly used 
in the previous studies to measure service quality and 
customers’ behavioural intentions (Ladhari, 2009). Table 
1 indicates the standardized scales used to measure each 
construct, the number of indicators of each construct, 
the sources that were used and the number of citations of 
those sources by previous researchers as represented on 
the Google Scholar platform. 

Table 1. Number of indicators and scales for construct measures (source: author’s compilation) 

Constructs Number of 
Indicators Scale Source Google Scholar’s Citation  

as on 11.12.2019

Customers’ Expectations 22 SERVQUAL Parasuraman, Zeithaml, and Berry (1988) 32857

Customers’ Perception 22 SERVQUAL Parasuraman, Zeithaml, and Berry (1985, 
1988) 32857

Customer Behavioural 
Intentions 13 Behavioural 

Intention Scale Zeithaml, Berry, and Parasuraman (1996) 13918
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2.3. Data collection

To carry out the current study, the quantitative approach 
was followed. The study examined 500 customers as re-
spondents for collecting data from Delhi/NCR. To col-
lect the data from 500 customers, the questionnaire was 
distributed to 1200 respondents to enhance the scope of 
early data collection. Out of the total questionnaires dis-
tributed, 500 complete questionnaires were received by 
the respondents with response rate of 41.67%. The reason 
for selecting Delhi/NCR as a sample is that this region 
has the highest Tele-density in India as per the Telecom 
Regulatory Authority of India. Delhi has the highest Tele-
density at 262.12% as on 31st July 2017. Quota sampling 
technique was followed.

2.4. Demographic profile of the respondents 

Out of the 500 respondents surveyed, 65 per cent were 
male and 35 per cent were female. Majority of respondents 
were between 26 and 30 years of age followed by up to 
25 years (33 per cent). Respondents were post-graduates 
and graduates in their academic qualifications. 17 per cent 
of the respondents were undergraduates. Most of the re-
spondents, i.e., 58 per cent belong to service class followed 
by business and others. Sample respondents falling be-
tween the monthly income groups from Rs. 40,001–80,000 
had a dominant share of 35 per cent.

2.5. Reliability and validity 

Though the “SERVQUAL” and “13-items behavioural In-
tentions Scale” are commonly used in the literature to 

measure service quality and customer behavioural inten-
tions in different industry set-ups, it becomes impera-
tive to check the validity and reliability of the instrument 
before testing the research claims (Kirk et al., 1986; Yore 
et al., 2007). The face validity of the instrument has been 
checked by conducting an experiential survey of six ex-
perts from the field of industry/academia as depicted in 
Table 2. The experiential survey allows researchers to gain 
information from specialists in a similar field and provide 
freedom to the experts for demonstrating their knowledge 
(Zikmund et al., 2013). The following two criteria were 
followed while choosing the experts for instrument vali-
dation:

1.	Year of Experience (Minimum 15 Years);
2.	Area of Expertise (Service Quality & Consumer Be-

haviour).
To further assess the reliability and validity of the 

instrument, the Cronbach’s Alpha, Average Variance Ex-
tracted and Composite Reliability was applied as depicted 
in Table 3 and Table 4. The Chronbach Alpha values for 
all the dimensions of service quality and customer behav-
ioural intentions lie in between 0.709 and 0.879. If the 
Cronbach’s Alpha value is more than 0.70, it is considered 
a good reliability score (Cronbach, 1951; Brown, 2002; 
Aggarwal et al., 2018). The instrument demonstrates evi-
dence of convergent validity (average variance extracted 
>0.50 in all constructs) and composite reliability (values 
>0.70 in all constructs) (Fornell & Larcker, 1981; Hair 
et al., 2010).

Table 2. Experiential survey (source: author’s compilation)

Expertise Interaction Profile Inputs

Telecom Personal Meeting
National Customer Service 
Head 
(Sr. Vice President) 

1) Keep it simple or use simple language for more customers 
understanding.
2) Need to have some brief on behavioural Intentions section 
for understanding.

Audit Firm Mail
Telecom, Customer Insight 
Analyst
 (Director)

1) Shared sample survey formats to take inputs. 
2) Suggested to keep one section in sheet for easiness to 
respondents. 

Banking Mail Banking (First Vice President)  1) Find it appropriate for the purpose of the survey.

Telecom Telephonic/
Mail

Customer Experience and 
Business Development Leader 
(Sr. Vice President)

2) You may use different instrument for both Expectation and 
Perception to have more accuracy.
3) Find it good to have such survey as proper scales are 
referred.

Management 
Consulting 
International 
Firm

Mail
Management Consulting 
(Head of Business 
Development and Strategy) 

1) Add new launched operators like “Reliance Jio” etc.
2) Multiple operators to be there.
3) Should have instrument on pricing and tariff.
4) Customer expectations/perceptions about  Operator App, 
social media support
5) Section III: Please put 2–3 lines of explanation at the start of 
the section

University Mail/
Meeting

Management (Associate 
Professor) 

1) Find it appropriate for the purpose of said survey.
2) Need to little ease the statements mentioned. 
3) Need some brief on BI section. 
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3. Results & discussions

The first objective is to examine the gap between cus-
tomer expectations and perceptions of service quality de-
livered by Indian telecommunication service providers. 
This goal was achieved by using the SERVQUAL scale, 
which is used to assess the customer expectations and 
perceptions of the quality of service. The average value of 
each dimension “(tangibility, reliability, responsiveness, 
assurance and empathy)” is examined and compared in 
between expectations and perceptions.

Table 5 shows that the largest average gap emerged be-
tween customer expectations and perceptions under the 
dimensions of reliability and responsiveness. In terms of re-
liability, there exists 31.5% gap between expectation and per-
ception followed by 29.3% in responsiveness. Empathy and 
assurance both have a gap of 13.7% between expectation and 
performance.  About 10.4% gap is observed in tangibility.

Further, the paired sample t-test was applied to com-
pare the means between two related groups i.e., expecta-
tions and perceptions of mobile phone users (Table 6). It 
calculates the differences between the values of the two 
variables for each case and tests whether the value of the 

difference deviates from 0.  Hence, this technique is found 
suitable for testing the first hypothesis.

The values of mean scores under Expectations range 
from 5.038 to 5.282.  Similarly, the mean score values 
under Perceptions range from 3.449 to 4.578. As shown 
in above table, the mean difference is higher in the case 
of “Reliability” dimension followed by “Responsiveness”.  
Since the p-value in all cases is below 0.05, the alternative 
hypothesis (H1) can be accepted.  Hence, there is signifi-
cant difference between customer expectations and per-
ceptions, across the five dimensions of SERVQUAL. 

To achieve the second objective for analysing the rela-
tionship between perceived service quality and customer 
behavioural intentions, Pearson’s Correlation and Multiple 
Linear Regression analysis was performed as depicted in 
Table 7 and Table 8.

With overall Services Quality perception, the com-
plaint score has a correlation coefficient of 0.887 that is 
strong and significant (at 99% confidence interval) fol-
lowed by word-of-mouth communication score (0.885), 
purchase intention (0.789) and price sensitivity (0.729). 
From the above analysis, it is concluded that there is a 

Table 3. Reliability scores of service quality dimensions

Service 
Quality 

Dimensions

No. of 
Items

Expectations 
Cronbach’s 

Alpha
 Value

Expectations 
Average 
Variance 
Extracted 

Expectations
Composite 
Reliability

Perceptions
Cronbach’s 

Alpha 
value

Perceptions 
Average 
Variance 
Extracted 

Perceptions
Composite 
Reliability

Tangibles 4 0.727 0.507 0.804 0.796 0.559 0.863
Reliability 5 0.736 0.635 0.839 0.718 0.601 0.857
Respon
siveness 4 0.713 0.559 0.860 0.757 0.568 0.839

Assurance 4 0.798 0.521 0.778 0.758 0.582 0.847
Empathy 5 0.709 0.532 0.848 0.792 0.570 0.840

Table 4. Reliability scores of customer behavioural intentions
Behavioural Intentions 

Dimensions No. of Items Cronbach’s Alpha value Average Variance 
Extracted Composite Reliability

Word-of-Mouth 3 0.773 0782 0.915
Purchase Intention 3 0.867 0717 0.883
Price Sensitivity 3 0.804 0.807 0.926
Complaining Behaviour 4 0.879 0.651 0.879

Table 5. Expectations and perceptions: dimension wise mean score

Dimensions Expectation   
(Mean Score)

Performance Score 
(Mean Score)

Gap
(P – E) Gap % difference w.r.t to expectation

Tangibles 5.109 4.578 –0.531 Service providers perform 10.4% less than the expected level
Reliability 5.038 3.449 –1.589 Service providers perform 31.5% less than the expected level
Responsiveness 5.282 3.734 –1.548 Service providers perform 29.3% less than the expected level
Assurance 5.198 4.486 –0.712 Service providers perform 13.7% less than the expected level
Empathy 5.228 4.506 –0.722 Service providers perform 13.8% less than the expected level

Note: Tangibles 100 – (4.578/5.109) × 100 = 10.4%.
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Table 6. Paired sample T-test between customers’ expectations and perceptions

Dimensions
(pair 

comparisons)

Paired Differences

T Sig.  
(2-tailed)

Mean 
(difference)

(P – E)

Std.  
Deviation

Std. Error 
Mean

95% Confidence Interval of the 
Difference

Lower Upper

Tangibles –0.53 0.93 0.04 –0.61 –0.45 –12.72 0.001
Reliability –1.59 0.79 0.04 –1.66 –1.52 –44.83 0.001
Responsiveness –1.55 0.90 0.04 –1.63 –1.47 –38.46 0.001
Assurance –0.71 0.89 0.04 –0.79 –0.63 –17.96 0.001
Empathy –0.72 0.74 0.03 –0.79 –0.66 –21.88 0.001

Note: For all the cases, the degrees of freedom is 499, Total records – 1 mean = 499).

Table 7. Correlation analysis: perceived service quality and customer behavioural intentions

  Tangibles 
(P)

Relia
bility (P)

Respon
siveness 

(P)

Assur-
ance (P)

Empathy 
(P)

Word of 
Mouth 

Purchase 
Intention 

Price 
Sensi-
tivity

Compl-
aints 

Overall 
Perceived 

Service 
Quality

Tangibles (P) 1                  
Reliability (P) 0.041 1                
Responsiveness (P) 0.151** –0.074 1              
Assurance (P) 0.235** 0.018 0.045 1            
Empathy (P) 0.213** 0.070 0.108* 0.041 1          
Word-of-Mouth 0.574** 0.368** 0.390** 0.478** 0.479** 1        
Purchase Intention 0.510** 0.341** 0.327** 0.412** 0.449** 0.843** 1      
Price Sensitivity 0.463** 0.330** 0.282** 0.405** 0.402** 0.814** 0.956** 1    
Complaint 0.582** 0.367** 0.381** 0.483** 0.481** 0.934** 0.842** 0.810** 1  
Overall Perceived 
Service Quality 0.641** 0.429** 0.448** 0.507** 0.561** 0.885** 0.789** 0.729** 0.887** 1

Notes: ** Correlation is significant at the 0.01 level (2-tailed). * Correlation is significant at the 0.05 level (2-tailed).

significantly strong relationship between the dimensions 
of customers’ behavioural intentions and overall perceived 
service quality. 

Further multiple linear regression analysis has been 
used to identify the important predictors of the overall 
perceived service quality. Thus, using overall perceived 
service quality as a dependent variable and four dimen-
sions of customer behavioural intentions (Word-of-Mouth 
Communications, Purchase Intentions, Price Sensitivity 
and Complaining behaviour) as an independent variable, 
step-wise multiple regression analysis has been conducted. 

The results of regression analysis also support that the 
complaining behaviour is the important predictor of over-
all perceived service quality as it scores the highest β val-
ue (0.462) followed by word-of-mouth communications 
(0.414), purchase intentions (.385) and price sensitivity 
(0.358). Overall, the regression model explained 81.2% of 
variation in all the dimensions of customer behavioural 
intentions. Above results confirm the alternate hypothesis 
(H2) that there is a significant relationship between the 
overall perceived service quality and the customer behav-
ioural intentions. So, (H2) is also accepted.

Table 8. Regression analysis: customer behavioural intentions and overall perceived service quality 

Customer Behavioural Intentions β Beta T p

Word-of-Mouth Communication 0.137 0.414 70.425 0.000
Purchase Intentions 0.126 0.385 50.219 0.000
Price Sensitivity –0.114 0.358 –50.291 0.000
Complaining Behaviour 0.136 0.462 80.289 0.000

Notes: R2 = 0.813, Adjusted R2= 0.812, F statistics = 539.636, Significance (F statistics) <0.001.
Dependent Variable: Overall Perceived Service Quality.
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Conclusions and implications

The present study investigates the gap between expecta-
tions and perceptions of service quality dimensions and 
the relationship between perceived services and behav-
ioural intentions of customers based on the data collected 
from customers of Indian telecommunication sector.” It 
has been found that customer perception towards tel-
ecom services is significantly prompted via five dimen-
sions, viz. tangibility, reliability, responsiveness, assurance 
and empathy.” However, the dimensions of reliability and 
responsiveness have the most significant impact, whereas 
tangibility has the least impact on customers’ percep-
tion towards telecommunication services. Reliability di-
mension entails consistency of overall performance and 
dependability. Specifically, it involves accuracy in billing 
and resolving the complaints within the designated time. 
Out of the five aspects of reliability dimension, customer 
feedback has revealed that the largest gap exists in “pro-
viding services as per the committed timeframe” as is evi-
dent from the highest mean difference value of –1.80. The 
second largest gap lies in the area ‘Perform services right 
in the given time, followed by “Service providers are reli-
able” with the respective mean varies of –1.70 and –1.56. 
Responsiveness refers back to the inclination or the will 
of the employees to provide good services. This includes 
schedules for the services provided such as calling the cus-
tomer back quickly to update complaint/query status, up-
dating the transaction intimation immediately and giving 
prompt updates (e.g., new updates and offers). Of all the 
four aspects of the responsiveness dimension the largest 
gap exists in the “Offers prompt service for customers”, 
followed by “Informing customers when services will be 
performed”, “Readily respond to the customers’ request”, 
and “Always willing to help customer” as reflected by the 
mean difference values of –1.60 , –1.55 and –1.50 respec-
tively. 

Further, the results of the study reveal that perceived 
service quality is positively related to customer behav-
ioural intentions. Behavioural Intentions were measured 
into four dimensions: Word-of-Mouth Communications, 
Purchase Intention, Price Sensitivity, and Complaining 
Behaviour. It is concluded that “Complaining Behaviour” 
and “Word-of-Mouth Communications” have a signifi-
cant relationship with perceived service quality followed 
by purchase intentions and price sensitivity dimensions. 
Complaining behaviour involves any action by the cus-
tomer that is triggered by perceived dissatisfaction such 
as poor network quality, high call charges, not keeping 
promises and unreliable services. Word-of-Mouth Com-
munications includes a recommendation or communica-
tion to the other customer about services post perceiving 
or experiencing the services. The study has shown that 
unsatisfactory services strongly impact customer behav-
iour intents. With the expansion and intensification of 
the competition and the demand for new acquisitions, 
the concern about service quality has become more im-
portant. This study assumes greater significance as the 

issues related to telecommunication services in India 
have been investigated here with different objectives, 
and a wider scope.  It is suggested that a perception of 
high quality of service leads to the success of the com-
pany which is evident in the intentions of the customers’ 
behaviour such as high loyalty and a positive word-of-
mouth. 

The implications identified in this study enable the 
marketers, service providers, practitioners and academi-
cians to focus on the improvement of service quality in 
this highly competitive sector. The findings will help them 
to formulate the strategies to improve long-term relation-
ships with customers and supports customer retention 
with the telecom sector.

Theoretical implications
This research contributes to the existing service quality, 
customer’s perception and behaviour intentions literature 
in several ways. The findings of the research have theo-
retical implications for service providers who are striving 
to organize their service offerings to meet customer ex-
pectations and goals.  Service providers should develop 
strategies that promote positive behavioural responses 
to customer satisfaction and prohibit negative responses. 
Service providers should develop the process and policies 
in such a way that it is beneficial in meeting the desired 
service levels of the customers, preventing the occurrence 
of service problems, effectively treating dissatisfied cus-
tomers, effectively solving service problems as they occur, 
and confronting customer complaints.

Managerial implications
The current study indicates that it is crucial for the In-
dian telecom service providers to know in advance what 
their customers’ expectations are. The results of the pre-
sent study are also useful for the telecom service provid-
ers of other developing countries such as Brazil, Russia, 
China, South-Africa, and Indonesia as they provide the 
comprehensive customer feedback on the telecom services 
acquired. Detailed evaluations need to be carried out to 
understand whether the sequence of activities in the ser-
vice process is appropriate or not. The telecom operators 
may spend less time in solving customer’s inquiries. Pro-
cess standards must be reviewed frequently to ensure ser-
vice compliance. Service quality should be measured pe-
riodically at regular intervals. The skillset, knowledge level 
and customer handling aspects of the service staff should 
align with service quality standards. The service provider 
should ensure that the service staff are very knowledgeable 
about the customers’ day-to-day problems and issues so 
that they can provide prompt remedies/solutions.

Recommendations, limitations & future scope
To improve the quality of service and customer behav-
iour, which is largely dependent on the quality of after-
sale services offered, self-service solutions such as mo-
bile self-care apps can make a significant contribution 
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to improving customer service quality. Quicker response 
time and availability of maximum information over the 
mobile app such as usage, complaint update and tracking, 
new plans or schemes, feedback, payment options, etc. can 
be of great convenience for customers. In order to address 
customers’ concerns and to improve their behavioural in-
tentions, there is an urgent need for independent agencies 
to handle the customer escalations under the governance 
of the Telecom Regulatory Authority of India (TRAI). 
Another way is to set up a three-tier grievance handling 
mechanism, with the TRAI acting as a third level author-
ity. As of now, a service provider is managing and has a 
two-tier grievance handling mechanism, which includes 
the call centre as the first level and the appellate authority 
as the last level. 

Like all other research works, the current study also 
contains some limitations that provide opportunities for 
further research. The present study is cross-sectional. 
Due to ever-changing competitive scenarios and the dy-
namic nature of this industry, a longitudinal study would 
have revealed changes in perceptions of customers over 
time. Moreover, the study only examined the perception 
of customers regarding service and performance of ser-
vice providers, whereas feedback and opinion from ser-
vice providers may be further taken up regarding their 
difficulties in extending services and designing various 
service products to cope with the competition and meet 
customers’ expectations. Since the survey was conducted 
only in Delhi/NCR, it cannot be understood as a rep-
resentative of each province. The perception, demands, 
and behaviours of rural customers need to be further 
studied, as rural markets are going to be the markets of 
the future. 

The present study has been conducted in Delhi/NCR, 
India. It can be extended further to all the major cities 
and towns of India, covering all the telecom service pro-
viders for more reliability and applicability of its findings. 
Moreover, a comparative study can also be conducted to 
measure the service quality gaps and customer behaviour-
al intentions in the telecommunication sector of India and 
other developed countries to generalize the findings of the 
study in other countries as well. Since telecom services 
have become daily needs and the telecom service indus-
try is highly dynamic, the views of customers may differ 
depending on purposes. To carry out a more elaborate 
study in this area, more consumer behaviour related to 
the core purposes of telecom usage such as voice calls, 
messages, internet, personal use, business purpose, etc. as 
well as service provider aspects such as cost-effectiveness 
and government policies supporting the service providers 
can be included.
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APPENDIX. MEASUREMENT ITEMS

1. Service Quality (Expectations) – Please indicate the agreement to which you think firms offering telecom services 
should possess the features described by each statement on seven-point scale (1 = Strongly Disagree, 2 = Disagree, 3 = 
Slightly Disagree, 4 = Neutral, 5 = Slightly Agree, 6 = Agree and 7 = Strongly Agree) (Perasuraman et al., 1988)

Items Statements   Dimensions

E1 A telecom service provider should  have up-to-date equipment like Infrastructure and Technology 
to offer superior customer service

Tangibility 
(E1 to E4)

E2 A service provider should have visually appealing signage, advertisements, pamphlets and other 
displays

E3 The customer service staff should be well groomed

E4 The appearance of the physical facilities of this telecom service provider should be in line with 
telecom services provided

E5 When the telecom service provider promises to do something by a certain time, they should stick to 
timeline

Reliability
(E5 to E9)

E6 When the customer has problems, the telecom service provider should be sympathetic and assuring
E7 The telecom service provider should be reliable
E8 The service provider should provide its services as per the committed timeline
E9 The service provider should keep their accurate records

E10 The service provider shouldn’t be expected to tell customers exactly when services will be 
performed ( – )

Responsiveness
(E10 to E13)

E11 It is not realistic for customers to expect prompt service from customer service staff ( – )
E12 The service provider customer service staffs don’t always have to be willing to help customers ( – )

E13 It is okay if customer service staffs are too busy to respond to customer request promptly
 ( – )

E14 Customers should be able to trust employees (customer service staff) of these service providers 

Assurance
(E14 to E17)

E15 Customer should feel secure in dealing with service provider’s customer service staff  
E16 The service provider customer service staffs should be polite
E17 The customer service staffs should get adequate support from organization to do their job well 
E18 Your telecom service provider should not be expected to give customers individual attention ( – )

Empathy
(E18 to E22)

E19 The customer service staffs cannot be expected to give customers personal attention ( – )
E20 It is unrealistic to expect customer service staffs to know what the needs of their customers are ( – )

E21 It is unrealistic to expect these telecom service providers to have its customer’s best interests at heart 
( – )

E22 The service provider shouldn’t be expected to have operating hours convenient to all their 
customers ( – )

(–) denotes reverse –coded items.

2. Service Quality (Perceptions) – Please indicate the agreement to which you believe your telecom service provider 
has the feature described by each statement on seven-point scale (1 = Strongly Disagree, 2 = Disagree, 3 = Slightly Disa-
gree, 4 = Neutral, 5 = Slightly Agree, 6 = Agree and 7 = Strongly Agree) (Parasuraman et al., 1988)

Items Statements Dimensions

P1 A telecom service provider has up-to-date equipment like Infrastructure and Technology to offer 
superior customer service

Tangibility
(P1 to P4)

P2 A service provider has visually appealing signage, advertisements, pamphlets and other displays
P3 The customer service staff are well groomed

P4 The appearance of the physical facilities of this telecom service provider is in keeping with the type 
of telecom services provided
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Items Statements Dimensions

P5 When the telecom service provider promises to do something by a certain time, they do so

Reliability
(P5 to P9)

P6 A telecom service providers are sympathetic and assuring while resolving my problem
P7 The telecom service provider is reliable
P8 The service provider provides its services as per their committed timeline
P9 The service provider keeps its records accurately

P10 The service provider does not tell exactly when services will be performed ( – )

Responsiveness
(P10 to P13)

P11 I do not receive prompt service from service provider customer service staff ( – )
P12 The customer service staff of service provider is not always willing to help customers ( – )
P13 The customer service staffs are too busy to respond your request promptly ( – )
P14 I can trust the employees (customer service staff) of these service providers 

Assurance
(P14 to P17)

P15 I feel secure in dealing with service provider’s customer service staff  
P16 The service provider customer service staffs are polite
P17 The customer service staffs gets adequate support from organization to do their job well
P18  Your telecom service provider does not give you individual attention ( – )

Empathy
(P18 to P22)

P19 The customer service staffs of service provider do not give you personal attention. ( – )
P20 The customer service staffs of service provider do not know what the customer’s needs are ( – )
P21 The telecom service providers does not have customer’s best interests at heart ( – )
P22 The telecom service provider does not have operating hours convenient to all their customers ( – )
(–) denotes reverse –coded items.

3. Customer Behavioural Intentions – Please indicate the agreement to which you feel about your telecommunica-
tion service provider described by each statement on seven-point scale (1 = Strongly Disagree, 2 = Disagree, 3 = Slightly 
Disagree, 4 = Neutral, 5 = Slightly Agree, 6 = Agree and 7 = Strongly Agree) (Zeithaml et al., 1996) 

Items Statements Dimensions

BI 1 Say positive things about a service provider to other people Word-of-Mouth 
Communication
(BI 1 to BI 3)

BI 2 Recommend a service provider to someone who seeks advice
BI 3 Encourage friends and relatives to migrate with a service provider
BI 4 Consider a service provider of your first choice to fulfil telecommunication needs

Purchase Intentions
(BI 4 to BI 6) BI 5 Do more usage with a service provider in the next few months

BI 6 Do less usage with a service provider in the next few months
BI 7 Take some of my usage to competitors that offers better price

Price Sensitivity
(BI 7 to BI 9)BI 8 Continue to use same service provider if it’s prices increase somewhat

BI 9 Pay a higher price than competitors charge for the better benefits
BI 10 Switch to a competitor if I experience a problem with telecom services

Complaining 
Behaviour
(BI 10 to BI 13)

BI 11 Complain to other customers if experienced a problem
BI 12 Complain to external agencies such as the Consumer Protection Council 
BI 13 Complain to a service provider’s employees if I experienced a problem


