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Abstract: Global mobile communication is one of the most dynamic and important service markets. Several researchers 

suggest using a theoretical approach to develop a much deeper insight into key marketing constructs such as service quality, 

customer perceived value, customer satisfaction, perceived switching costs, corporate image, and customer loyalty is of vital 

to the mobile communications market. This paper aims to investigate the antecedents of customer loyalty in mobile 

telephone network service providers (MTNSPs). In addition, this study endeavors to identify the relationship between overall 

service value, cognitive as well as affective evaluations of customers. This paper reviews the most cited articles on the topic 

published in academic journals with a view to identify dimensions that customers use to evaluate the value of a service 

providers, and to determine loyalty formation through customer cognitive and affective evaluations in mobile telephone 

industry. The main variable of this study is perceived value. As many as 125 users of mobile phone users-students were 

surveyed in Coimbatore city, TamilNadu, India. The data as analyzed by regression and correlation analysis. The results of 

the study found a positive relationship between the customer’s perceived value and customer loyalty. It has been revealed 

that perceived value is the most significant predictor of the customer loyalty. 
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INTRODUCTION 
 

The rapid growth and dynamic nature of the global mobile communications industry has attracted the interests of several 

marketing academics and practitioners. Researchers have examined the relationships between several behavioral constructs 

in the mobile communications markets Given the large number of existing mobile phone users, the rapid industry growth 

rate, the continuing technology advances that are a feature of the industry, and the number of multi-nationals that are 

involved in supplying mobile communication components, telecommunication companies must understand their customers’ 

changing perceptions in order to keep their current customers engaged and cultivate new customers. Customer loyalty is 

important for both the firm and the customer. As regards the firm, loyal customers are willing to make repeat purchases in 

the business that delivers value beyond their expectation. Loyal customers often will, over time bring substantial revenues 

and demand less attention from the firms they patronize. The determinants of customer loyalty such as service quality 

(Zeithaml et al., 1996), perceived service value (Yang and Peterson, 2004), customer satisfaction (Chandrashekaran et al., 

2007; Lai et al., 2009), customer trust and commitment (Garbarino and Johnson, 1999). So we have taken perceived service 

value for our study purpose.  

 

MOBILE TELEPHONE COMMUNICATION INDUSTRY 

In Telecommunications sector the year 2015-16 has been busy and eventful year. The Telecom Sector At the end of the 

financial year the subscriber base was 1058.86 million out of which 1033.63 million were wireless subscribers. This is 

witnessed substantial growth in the number of subscribers during the year 2015-16. The urban tele-density is increased from 

148.61 to 154.01.  
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The Internet subscriber base in the country as on 31st March 2016 stood at 342.65 million as compared to 302.35 million as 

on 31st March 2015. The total broadband subscriber base of the country increased from 99.20 million as on 31st March 

2015 to 149.75 Million as on 31st March 2016. Quality of Service is one of the most important policy and programme of 

Telecom Regulatory Authority of India in respect of telecom sector (TRAI 2015-16). 

 

THEORETICAL BACKGROUND 
PERCEIVED VALUE 

According to Zeithaml (1988) perceived value could be defined as the consumers’ overall assessment of the benefits of a 

product or service, based in perceptions of what is received and what is given. Other authors conceptualize service perceived 

value as a trade-off between total benefits and total sacrifices, whether these sacrifices are monetary or non-monetary (Al-

Debei, Al-Lozi, & Papazafeiropoulo, 2013). In the mobile communications sector, the service perceived value could be 

defined as the evaluation of the benefits of a service by customers, based on their advance sacrifices and ex-post perceived 

performance when they use mobile services (Kuo, Wu, & Deng, 2009). This way, customers integrate their perceptions of 

what they get and what they give up to obtain mobile communication services.  Although service quality is an important 

element of service value, previous research suggests that price and value for money are other key components, meaning what 

consumers pay to acquire a specific service (Lu, Lu, & Jen, 2011). So, according to the consumers’ monetary perspective, 

service value is created when less money is paid for services (Kuo et al., 2009).  

 

According to Edward, George and Sarkar (2010) consumers make purchase decisions based on the benefits and costs 

involved, and the concept of service value generally held the notion of the quality and benefits consumers get for a unit of 

money -the price -, involving the trade-off between what consumers receive and what they give. 

 

Emotional value is a social-psychological dimension that relies on a product's ability to produce moods or affective states 

(Sheth, Newman, & Gross, 1991a), as well as the perceived utility of a product based on feelings or affective states (Lu & 

Hsiao, 2010).In the mobile environment, social value refers to the utility of mobile applications derived from their perceived 

ability to enhance social well-being (Wang, Liao, & Yang, 2013). Hence, greater emotional value derived from using mobile 

applications will lead to greater overall perceived value.  

 

Price value for money Price/value for money is the utility derived from the service of mobile applications due to the 

reduction of its perceived short-term and long-term costs (Sweeney & Soutar, 2001). Also, price/value for money refers to 

the utility derived from the product due to the reduction of its perceived short term and longer term costs (Hu, Fu, & Wang, 

2011). Price value for money was also found as a strong predictor to explain perceived value.  

 

Previous research highlights some variables as the main drivers of services’ perceived value, such as the service quality, a 

good value for money and the customer service (Gerpott et al., 2001).previous research suggests that price and value for 

money are other key components, meaning what consumers pay to acquire a specific service (Lu, Lu, & Jen, 2011). Thus 

this study has taken perceived value as a antecedent of customer loyalty.  

 

CUSTOMER LOYALTY 

Moreover, loyal customers are less likely to change provider because of price, while they also tend to recommend the business 

to others (Reich held and Sasser, 1990; Reich held and Teal, 1996). Such observations highlight the critical importance of 

customer loyalty for companies and especially for those operating in service industries.  

 

ATTITUDINAL AND BEHAVIOURAL LOYALTY  

Attitudinal loyalty is evaluated by customers’ inner thoughts of attachment, positive word-of-mouth and recommendations 

(Zeithaml et al., 1996). Attitudinal loyalty can be determined by exploring if customers consider themselves to be loyal 

patrons of this ISP, as well as if they think this ISP is the best choice for them (Kim and Niehm, 2009). In addition to 

attitudinal loyalty, behavioral loyalty is measured by the number of customers which remain with their service provider 

(Zeithaml et al., 1996).  
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Customer loyalty is often examined from a behavioral point of view by measuring items such as number of repeat purchases, 

“share of wallet” and purchase frequency. A frequent assumption is that loyalty translates into an unspecified number of 

repeat purchases from the same supplier over a specified period (Egan, 2004). In this line, Oliver (1999) defined loyalty as 

“a deeply held commitment to re buy or re patronize a preferred product/service consistently in the future, thereby causing 

repetitive same-brand purchasing, despite situational influences and marketing efforts having the potential to cause switching 

behavior”.  Dick and Base (1994) suggested that loyalty has both attitudinal and behavioral elements and argued that it is 

determined by the strength of the relationship between relative attitude and repeat patronage. Examining loyalty under the 

attitudinal lens, it can be derived from psychological involvement, favoritism and a sense of goodwill towards a particular 

product or service (Oh, 1995 cited by Kim et al., 2004).  

 

Overall, despite the fact that there are plenty of different approaches aiming at the definition and conceptualization of loyalty, 

there is a general convergence towards the view that both behavioral and attitudinal features must be included. The 

behavioral view is usually based on the monitoring of the frequency of repeated purchases and brand switches, while the 

attitudinal approach assumes that loyalty is derived from psychological involvement and preference and focuses on issues 

such as brand recommendations, resistance to superior products, repurchase intention and willingness to pay a price 

premium (Cronin and Taylor, 1992).  Because of the importance of customer loyalty discussed above the following objectives 

are framed.  

 

OBJECTIVES 

1. To examine the effect of service value on customer loyalty, in the Indian mobile telephony sector. 

2. To investigate how service value affect attitudinal and behavioral loyalty of mobile telephone service customers. 

 

REVIEW OF LITERATURE 
 

Creating and delivering greater value is known as a primary source of competitive advantage (Tam, 2012). Customer value 

has often been described as an exchange between what customers receive and what customers have to give to purchase a 

service (Lai et al., 2009; Shirin and Puth, 2011; Tam, 2012). Values can be in forms of quality, quantity, time spending, price, 

brand name, design, social approval, excitement, experience, knowledge, self-respect, credibility and security that consumers 

IJQSS 6,4 280 may receive from using a product or service (Bell, 2009). Customer value can be considered as an evaluation 

of weighted “get” elements in comparison to “give” elements (Heskett et al., 1994). Value plays a significant role in many 

businesses. A research conducted in the Australian mobile service context report that value is related significantly and 

positively to mobile loyalty more than service quality and switching costs do (Lee and Murphy, 2008).  

 

In the Thai mobile service context, value has a positive influence to customer retention (Leelakulthanit and Hongcharu, 

2011). In the Chinese mobile data services, customer value also has direct effects on repurchase intention (Qian et al., 2011; 

Wang et al., 2004) and attitudinal loyalty (Qian et al., 2011). Likewise, Lien et al. (2011) found a significant link between 

perceived value and behavioral intentions in Taiwanese online shopping context. Similar findings also reported in the 

Taiwanese mobile commerce context (Chiou, 2004).  

 

Fujun Lai, Mitch Griffin b, Barry J. Babin c, (2009) analyzed how quality, value, image, and satisfaction create loyalty at a 

Chinese telecom.  Integrative model is used to examine the relations among service quality, value, image, satisfaction, and 

loyalty in China. Results reveals that service quality directly influences both perceived value and image perceptions, that value 

and image influence satisfaction, that corporate image influences value, and that both customer satisfaction and value are 

significant determinants of loyalty. Thus, value has both a direct and indirect (through satisfaction) impact on customer 

loyalty. Other variables mediate the impact of both service quality and corporate image on customer loyalty. Dong-Hee Shin 

n (2014) in his study on the Effect of the customer experience on satisfaction with smartphones: (Assessing smart satisfaction 

index with partial least squares). Found that the perceived value and customer satisfaction are key variables mediating the 

relationship between quality and customer loyalty. The results of this study provide useful insights for the telecom industry 

and policymakers, for the forging of effective policies and competitive strategies. 
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 Chiao-Chen Chang (2015) analyzed exploring mobile application customer loyalty: The moderating effect of use contexts.  

The purpose of this study is to develop and test a conceptual model that offer a value perspective in our understanding of 

free mobile applications. The study validates the moderating effect of use contexts on the relationship between value 

components and perceived value, and this is then utilized to determine perceived value, satisfaction and loyalty for the 

example of a free communication mobile application. Findings also indicated that use contextual factors have a significant 

moderating effect on the relationship between value components and perceived value. C.Calvo-Porral , J.-P. Lévy-Manginb  

(2015)  Smooth operators? Drivers of customer satisfaction and switching behavior in virtual and traditional mobile services 

analyses the creation of customer satisfaction and loyalty, along with the influence of switching costs in the mobile services’ 

market, by analyzing network mobile services - the so-called traditional operators - and virtual mobile services.  

 

The main variables are service value and corporate image. The results highlights that mobile service value exerts the strongest 

influence on customer satisfaction for virtual and traditional mobile companies while the attractiveness of alternatives is the 

more relevant switching costs. Sweeney and Soutar (2001) proposed a modified model and perceived value as an assumed 

functional value that can be decomposed into quality and price value. The epistemic and conditional elements of perceived 

value were less critical, while specific cases of other types of value could be excluded. As a result, this study treated perceived 

value as the major 680 C.-C. Chang / Telecommunications Policy 39 (2015) 678–690 perception formed by the dimensions 

of perceived value and assumed that Sweeney and Soutar's four components have a positive effect on the overall perceived 

value. 

 

Customer value can be considered as an evaluation of weighted “get” elements in comparison to “give” elements (Heskett 

et al., 1994). Value plays a significant role in many businesses. A research conducted in the Australian mobile service context 

report that value is related significantly and positively to mobile loyalty more than service quality and switching costs do (Lee 

and Murphy, 2008). In the Thai mobile service context, value has a positive influence to customer retention (Leelakulthanit 

and Hongcharu, 2011). In the Chinese mobile data services, customer value also has direct effects on repurchase intention 

(Qian et al., 2011; Wang et al., 2004) and attitudinal loyalty (Qian et al., 2011). Likewise, Lien et al. (2011) found a significant 

link between perceived value and behavioral intentions in Taiwanese online shopping context. Similar findings also reported 

in the Taiwanese mobile commerce context (Chiou, 2004). As a result, it can be concluded that an ISP with greater value 

will have a higher level of attitudinal and behavioral loyalty among its customers.  

 

Previous studies have shown that perceived value was a better predictor of loyalty in the domain of mobile commerce. As a 

result, it can be concluded that a mobile telephone network service providers with greater value will have a higher level of 

attitudinal and behavioral loyalty among its customers. Based on extant literature the following relationships are proposed.  

 

Hypothesis of the study: 

H1: There is a positive relationship between perceived value and customer Loyalty. 

H2: There is a positive relationship between perceived value and attitudinal Loyalty. 

H3: There is a positive relationship between perceived value and behavioral loyalty. 

 

RESEARCH METHDOLOGY 
 

MEASUREMENT OF VARIABLES  

For the validation of research hypothesis, four measures were derived from the review of literature are perceived value, 

customer loyalty, attitudinal Loyalty and behavioral loyalty.  Likert’s five point scale was employed to measure the variables. 

To measure the perceived value of consumers the questions were adopted from the research conducted by Sweeney and 

Soutar (2001), empirically validates the importance of perceived value and adapts its research to mobile services. This 

research proposes that perceived value is composed of three dimensions are emotional value, social value, and price value 

for money. In order to measure customer Loyalty, this study adopts the composite loyalty approach which suggests a 

simultaneous assessment of attitudinal and behavioral loyalty (Dick and Basu, 1994).  
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Customer perceived value has been empirically demonstrated as having a positive impact on customer loyalty in service 

settings such as electronic commerce (Yang and Peterson, 2004), retailing (Sirdeshmukh et al., 2002), and telephone (Bolton 

and Drew, 1991). Lin and Wang’s (2006) findings indicate that customer perceived value positively contributes to customer 

loyalty in the context of mobile commerce in Taiwan.  

 

Table 1: Measurement of variables 

 Variables Number of items Cronbach Alpha 

1 Perceived value 3 .917 

2 Emotional value 5 .844 

3 Social value 4 .806 

4 Price value  4 .856 

5 Customer Loyalty 10 .879 

6 Behavioral loyalty 6 .820 

7 Attitudinal loyalty 6 .899 

 

DATA COLLECTION AND SAMPLE CHARACTERISTICS  

Data was obtained from the students using smart phones of cellular mobile services in Coimbatore City, TamilNadu State, 

with the help of questionnaire. Purposive sampling method was used to collect the data from the customers. Pre-paid and 

postpaid subscribers of GSM (Global system for Mobile) services were included in the present study. A total of 125 

questionnaires were completed in all aspects. 

 

Table 2: Demographic profile of the respondents. 

Sl. No Respondent’s Characteristics Percentage of 

Respondents (%) 

I Gender  

 Female 65.6 

 Male 34.4 

II Age group   

 18 – 22 47.2 

 23 – 27 20.0 

 28 – 32 14.4 

 33 – 37 14.4 

 38 and above    4.0 

III Education  

 Under graduate 37.6 

 Post Graduate 12.0 

 Research scholar 50.4 

 

DATA ANALYSIS AND FINDINGS 

Data collected has been analyzed using different statistical tools. SPSS 11.5 was used for assessment of the reliability of 

dimensions and testing the hypothesis. For the purpose of analysis, Likert scale, which is actually an ordinal scale, is being 

approximated to a metric scale (i.e., interval scale in this case), and hence multiple regression and correlations are being used 

to explain the data. 

 

Reliability Analysis: The reliability of items was assessed by computing the coefficient of Cronbach alpha. Cronbach alpha 

measures the internal consistency of the items. For the purpose of this research, alpha coefficient has been computed 

separately to assess the reliability of the scales adopted in the study. Results of reliability analysis are shown in Table 1. If 

coefficient alpha is above 0.60, it is considered to be reliable. All alpha coefficients ranges from 0.81 to 0.92, thereby, 

indicating good consistency among the items within each dimension and scale. 
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HYPOTHESIS TESTING  

Correlation and Multiple Regression analysis have been done to test the hypothesis of the study. Prior to applying the 

regression analysis, the assumptions for the regression analysis were tested. 

 

Table 3: Regression Model Summary 

Model R R-square Adjusted R-Square Std. Error of the estimate 

1 .551 .304 .281 .80458 

 

Note: a) Predictors: perceived value 

b) Dependent Variable: customer Loyalty. 

c) R2 refers to the coefficient of determination that measures the proportion of the variance in the dependent variable that 

is explained by the independent variable. 

 

Table 4. ANOVA 

Model Sum of 

squares 

Df Mean square F Sig 

Regression 33.935 4 8.484 13.105 .000 

Residual 77.682 120 .647   

Total 111.617 124    

a. dependent variable : Attitudinal loyalty,  b. predicators: Perceived Value  

 

Table 5:  Regression Analysis: Customer Attitudinal Loyalty Coefficients 

 

 

Variable 

Unstandardised 

Coefficients 

Standardized 

Coefficients 

 

 

t-Value 

 

 

Significance Level B 

 

Std.error 

 

Beta 

Constant   1.295 .345 - 3.759 .000 

Perceived value .611 .109 .549 5.601 .000 

 

Note: 1. Beta coefficient is the standardized regression coefficient which allows comparison of the relatives on the dependent 

variable of each independent variable.2. T-statistics help to determine the relative importance of each variable in the model. 

Standardized Coefficients of Beta and t-value of multiple regression analysis in Table 5 shows that the perceived value best 

predicts and is good explanatory variable of the customer loyalty. The results of the regression for relationship between the 

customer loyalty, perceived value showed the adjusted R-square is 0.281hile the F value is13.1 (Table3,4,5) indicating high 

proportion of explained variance and this adjusted R-square was found to be statistically significant. Standardized 

Coefficients of Beta and t-value of multiple regression analysis shows that the perceived value best predicts and is good 

explanatory variable of the customer attitudinal loyalty.  Pearson correlation was computed to test the formulated hypothesis. 

 

Table 6: Regression Model Summary 

Model R R-square Adjusted R-Square Std. Error of the estimate 

1 .477 .228 .202 0.76610 

 

Note: a) Predictors: perceived value, emotional value, social value, price value. b) Dependent Variable:  Behavioral Loyalty. 

c) R2 refers to the coefficient of determination that measures the proportion of the variance in the dependent variable that 

is explained by the independent variable. 
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7. ANOVA 

Model  Sum of 

squares 

 Df Mean square F Sig 

Regression 20.794 4 5.198 8.857 .000 

Residual 70.430 120 .587   

Total 91.224 124    

 

a. dependent variable : Behavioral loyalty  

b. predicators: Perceived Value 

 

8. Regression Analysis: Customer Loyalty Coefficients 

 

 

 

Variable 

Unstandardised 

Coefficients 

Standardized 

Coefficients 

 

 

t-Value 

 

 

Significance Level B 

 

Std.error 

 

Beta 

Constant   1.343 .328 - .094 .000 

Perceived value .285 .104 .283 2.742 .007 

 

Dependent variable: Behavioral Loyalty 

 

Note: 1. Beta coefficient is the standardized regression coefficient which allows comparison of the relatives on the dependent 

variable of each independent variable.  

 

2. t-statistics help to determine the relative importance of each variable in the model. 

The results of the regression for relationship between the behavioral loyalty, perceived value showed the adjusted R-square 

is 0.202 while the F value 8.857 (Table 6,7,8) indicating high proportion of explained variance and this adjusted R-square 

was found to be statistically significant. Standardized Coefficients of Beta and t-value of multiple regression analysis shows 

that the perceived value best predicts and is good explanatory variable of the behavioral loyalty.  

 

9: Regression Model Summary 

Model R R-square Adjusted R-Square Std. Error of the estimate 

1 .629 .396 .376 .61592 

 

Note: a) Predictors: perceived value.  

 

b) Dependent Variable: customer Loyalty. 

c) R2 refers to the coefficient of determination that measures the proportion of the variance in the dependent variable that 

is explained by the independent variable. 

 

10. ANOVA 

Model  Sum of squares  Df Mean square F Sig 

Regression 29.863 4 7.466 19.680 .000 

Residual 45.523 120 .379   

Total 75.385 124    

 

a. dependent variable : customer loyalty , b. predicators: Perceived Value 
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11. Regression Analysis: Customer Loyalty Coefficients 

 

 

Variable 

Unstandardised 

Coefficients 

Standardized 

Coefficients 

 

 

t-Value 

 

 

Significance Level B 

 

Std.error 

 

Beta 

Constant   1.322 .264  5.012 .000 

Perceived value .144 .083 .157 1.724 .087 

 

Note: 1. Beta coefficient is the standardized regression coefficient which allows comparison of the relatives on the 

dependent variable of each independent variable. 

 

2. t-statistics help to determine the relative importance of each variable in the model. 

The results of the regression for relationship between the customer loyalties, perceived value showed the adjusted R-square 

is 0.396 with the F value 19.6 with sig level of 0.000. This implies that regression equation achieved a satisfactory level of 

goodness of fit in explaining the variance of independent variables in relation to customer loyalty. (Table 9, 10, 11) indicating 

high proportion of explained variance and this adjusted R-square was found to be statistically significant. Standardized 

Coefficients of Beta and t-value of multiple regression analysis shows that the perceived value and its variables best predicts 

and is good explanatory variable of the customer loyalty.  

 

12. Correlation Between perceived value and Customer Loyalty. 

Correlation Customer Loyalty 

Perceived value .618* 

 

Note:* Correlation is significant at the 0.01 level (two-tailed). 

Table 12 results shows that the correlation for all the scales is highly significant at 99% level of confidence. The result shows 

that there is the strongest association between the perceived value and customer loyalty (r = 0.618, p < 0.01) Significant 

positive correlation reveals that the higher level of perceived value leads to higher customer loyalty. Thus, the correlation 

and regression analysis support the Hypothesis. 

 

Table 13: Correlation between Perceived value, attitudinal loyalty and Behavioral Loyalty. 

Correlation Behavioral loyalty Attitudinal loyalty 

Perceived value .422* .543* 

 

Note:* Correlation is significant at the 0.01 level (two-tailed). 

Table 13 results shows that the correlation for all the scales is highly significant at 99% level of confidence. The result shows 

that there is the strongest association between the perceived value and behavioral loyalty (r = 0.422, p < 0.01) attitudinal 

loyalty (r= 0.543, p < 0.01) Significant positive correlation reveals that the higher level of perceived value and lead to higher 

customer loyalty. Thus, the correlation and regression analysis support hypothesis H1, H2, and H3. 

 

CONCLUSION 
 

The main focus of this study was to test the effect of perceived value on customer loyalty in mobile phone network service 

providers. The results of the study found a positive relationship between the customer’s perceived value and customer 

loyalty. It has been revealed that the perceived value is the most significant predictor of the customer loyalty. Perceived value 

also affects the customer intention to stay with particular network service provider. This paper suggests implications for 

mobile network service providers in order to increase customer loyalty. Network Service providers should maximize service 

quality and customer satisfaction in order to enhance customer loyalty. Mobile Telecommunication companies must focus 

on customer-oriented services to heighten customer satisfaction. 
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 In order to increase customer value, companies can either add more benefits to their service or reduce the costs associated 

with the service itself as well as the use of the service. For instance, benefits may include extra service attributes, good 

customer service, after-sales support and enhanced quality of the service. Therefore, mobile network service providers can 

implement some programs to increase the benefits of subscription, and provide variety of recharge top-ups helping the 

consumers to reduce call and SMS and mobile data costs, which results in loyalty inertia. 
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