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[bookmark: _Toc241852153]Abstract
Purpose: This dissertation synthesises recent Indian empirical evidence on how network quality, customer support and perceived value shape mobile internet customer satisfaction in the Indian telecommunications sector. 
Methodology: The study applies reflexive thematic analysis to a corpus of ten peer-reviewed studies published from 2019 onwards, constructed through a PRISMA-style screening process across four academic databases. A hybrid deductive-inductive approach uses the three focal dimensions as sensitising concepts while allowing further themes to emerge from open coding of the sources. 
Findings: Four themes emerge from the analysis: network quality as the primary observable satisfaction driver; customer support as a trust-building mechanism rather than an immediate satisfaction driver; perceived value as a mediating conduit between quality and satisfaction; and cross-dimensional interaction as the determinant of loyalty and retention outcomes. Evidence consistency is highest for network quality, moderate for perceived value and most heterogeneous for customer support across the corpus.
Recommendations: Operators should prioritise network investment in underserved regions, strengthen proactive digital support, adopt transparent value-based pricing and use an integrated three-dimensional measurement framework. Future primary research should test the themes under the tightened 2024 regulatory environment. 
Keywords: mobile internet, service quality, customer satisfaction, SERVQUAL, perceived value, Indian telecommunications, reflexive thematic analysis, secondary research.
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[bookmark: _Toc241852154]Chapter 1: Introduction
[bookmark: _Toc241852155]1.1 Background of the Study
India hosts one of the world's largest mobile telecommunications markets today (Keelery, 2024). In June 2025, the Telecom Regulatory Authority records more than a billion internet subscribers (TRAI, 2025). This number represents a further increase in wireless-only connections in the country. In the same report, monthly per-subscriber data consumption is more than twenty gigabytes. More than a billion Indian mobile connections are counted individually by GSMA (GSMA, 2025). India thus is one of the three biggest smartphone markets in the Asia-Pacific. Such a large scale of this market renders the commercial significance of small shifts in satisfaction for the operators (PwC, 2024). Work, banking, education and everyday social interaction in the country are now based on mobile internet (IAMAI, 2024).
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Figure 1.1: Growth in Indian internet subscribers from 2023 to 2025 (TRAI, 2025).
The rivalry between Reliance Jio, Bharti Airtel and Vodafone Idea has become very acute. Operators have now become price competitors with a focus on coverage and perceived network experience. According to NielsenIQ (2024), the most mentioned factor in Indian operator switching decisions is network quality. Availability is no longer a factor that can distinguish the operators within this flooded marketplace. An increase in the number of subscribers does not necessarily translate into an increase in the level of customer satisfaction (Terry and Rene, 2024). In India, judgements of mobile internet quality by subscribers are dominated by three service dimensions. They are network reliability, quality of customer support, and a sense of value for money (Blut et al., 2024). Meta-analysis findings indicate that these dimensions were the same drivers of consistent satisfaction in service industries. The same trend is supported by sector-specific evidence in the emerging markets (Abdullah et al., 2022).
In recent times, regulators have reacted to the unrelenting quality issues by tightening service regulations. In 2024, TRAI re-issued updated Quality of Service Regulations that apply to wireless services throughout the country (TRAI, 2024). These rules required progressive monetary fines and outage compensation responsibilities for operators. According to consumer surveys, there is a high level of dissatisfaction with the reliability of connections in the market (LocalCircles, 2024). That survey shows that almost 9 out of 10 subscribers experience frequent call-drop problems (LocalCircles, 2024). Drive-test measurements, which are independent of operators, prove the measurability of performance variations between rival operators (Opensignal, 2021). Indian call-centre market has developed very fast to address the increased support levels (Ken Research, 2024). It has been invested in multilingual support and artificial-intelligence-enhanced complaint resolution (Ken Research, 2024).
Mobile internet has also taken centre stage in the Digital India programme initiatives in India (IAMAI, 2024). Welfare payments and identity checks are now mobile everywhere; this means that public services are also dependent on mobile connectivity (Terry and Rene, 2024). This dependency increases the stakes for network reliability, not just individual subscriber satisfaction. Keelery (2024) forecasts further growth of mobile internet penetration into the next decade. The commercial significance of even minor satisfaction increases is hence commercial significance of the size of the market. A practical understanding of satisfaction drivers emerges as the focus of investment allocation among operators (PwC, 2024). The current research is a response to this demand with a narrow Indian mobile telecom evidence synthesis.
[bookmark: _Toc241852156]1.2 Problem Statement
The current literature on Indian mobile internet satisfaction is diffuse and inconclusive (Uzir et al., 2021). The quality of the network is prioritised in some studies and support or perceived value in others (Marcos and Coelho, 2022). No existing synthesis keeps these fragmentary findings together into a coherent Indian evidence base. Controllers and operators are thus not in a position to figure out which dimension to give priority to at a commercial level. The Indian market is steadily growing, and the investment decisions are proven to be under-supported. The issue in this case is the lack of a consolidated thematic synthesis after 2019 (Cheong, 2023). This synthesis needs to make sense of academic evidence in the contemporary regulatory and market environments (TRAI, 2024). Such a gap poses quantifiable danger to academic knowledge and operator decision-making in the present day. The current empirical studies tend to use single urban samples with poor external validity.
[bookmark: _Toc241852157]1.3 Rationale of the Study
The Indian telecommunications market is exceptionally huge, competitive and evidently abundant on the international level (Keelery, 2024). Even minor changes in customer satisfaction can thus redefine operator revenues on a significant scale (PwC, 2024). The use of a secondary-data method is suitable due to the amount of published yet disjointed evidence (Ruggiano and Perry, 2019). Reflexive thematic analysis enables the emergence of convergence and disagreement in a systematic fashion across sources (Braun and Clarke, 2019). Cheong (2023) affirms the validity of secondary qualitative analysis in case research questions that are open. This article summarises the Indian mobile telecom results into a themed evidence base. It educates academic knowledge and operator decision-making in a competitive market setting of competition. It also provides a worked example of a reproducible reflexive analysis of secondary evidence (Braun and Clarke, 2022). The methodology is appropriate to fit a dissertation agenda in which primary field research is not viable.
Since Reliance Jio joined the Indian mobile internet market in 2016, it has been evolving (GSMA, 2025). The compression of tariffs and the development of infrastructure have established new levels of subscriber expectations across the country (TRAI, 2025). Empirical evidence as of 2019 thus represents a materially different market than previous research. The use of this currency argument supports the decision to use a post-2019 secondary evidence base (Ruggiano and Perry, 2019). New regulation also adds analytical value to the synthesis for operators (TRAI, 2024). The 3-D model here is directly mapped onto the quality performance indicators of TRAI. The suitability of the synthesis to Indian decision-makers can be enhanced by alignment with regulatory categories (IAMAI, 2024).
[bookmark: _Toc241852158]1.4 Aim and Objectives
To synthesise recent Indian mobile telecom evidence on how network quality, customer support and perceived value shape customer satisfaction.
Objectives
· To review post-2019 Indian empirical studies on mobile internet service quality and customer satisfaction.
· To conduct reflexive thematic analysis on the selected secondary corpus of ten peer-reviewed studies.
· To assess evidence strength across the three dimensions and derive operator recommendations.
[bookmark: _Toc241852159]1.5 Research Questions
· RQ1: What themes emerge from recent secondary evidence on Indian mobile internet service quality?
· RQ2: How do network quality, customer support and perceived value feature as drivers of customer satisfaction in India?
· RQ3: How does the strength and consistency of evidence vary across the three dimensions?
[bookmark: _Toc241852160]1.6 Significance of the Study
Telecommunications research (Saunders et al., 2019). It is a scholarly synthesis in which scattered evidence is brought together into one thematically organised Indian synthesis. It underscores convergence, disagreement and gaps that can be used to inform future primary research design (Cheong, 2023). In terms of methodology, it shows the use of reflexive thematic analysis conducted rigorously on the secondary sources of evidence (Braun and Clarke, 2022). In practice, it provides operators with an evidence-based interpretation of which dimensions should be focused on for investment (PwC, 2024). It also assists regulators in need of priorities in further refinement of Quality of Service work (TRAI, 2024). IAMAI (2024) affirms that issues of connectivity are the priority of the top subscribers in the country. Similarly, quality and pricing are also found to be the main subscriber complaints at Consumer Voice (2026).
[bookmark: _Toc241852161]1.7 Structure of the Study
This dissertation is organised into five chapters presented in a conventional academic sequence. 
· Chapter 1 sets out the background, problem, aims and research questions of the study.
· Chapter 2 reviews the literature on service quality and satisfaction in mobile telecommunications.
· Chapter 3 details the methodology, corpus construction and reflexive thematic analysis procedure.  
· Chapter 4 presents the findings of the thematic analysis across four emergent themes.
· Chapter 5 concludes the study with recommendations for operators and future researchers. 

[bookmark: _Toc241852162]Chapter 2: Literature Review
[bookmark: _Toc241852163]2.1 Introduction
This chapter summarises both conceptual and empirical underpinnings of the current analysis. It indexes the three focal dimensions in the latest services-quality and value literature. The chapter starts with SERVQUAL and how it can be applied in mobile telecom situations in general (Blut et al., 2024). It goes on to study the quality of the network, customer service and perceived value as satisfaction determinants (Marcos and Coelho, 2022). It concludes with the statement of the research gap, which Chapter 4 discusses using empirical evidence. 
[bookmark: _Toc241852164]2.2 The SERVQUAL Framework and its Application in Mobile Telecoms
[bookmark: _Toc241852165]2.2.1 The RATER Dimensions and their Continued Relevance
The predominant multi-dimensional model to measure perceived service quality is SERVQUAL (Blut et al., 2024). In the framework, quality is defined as the difference between the expectations of the customers and the performance delivered (Marcos and Coelho, 2022). It has five RATER dimensions: reliability, assurance, tangibles, empathy and responsiveness in service delivery. The meta-analytic reviews that have been conducted recently qualify the framework as cross-sector and even in a telecommunications environment (Blut et al., 2024). In modern applications, SERVQUAL is considered a chained evaluative construct together with perceived value and satisfaction (Marcos and Coelho, 2022). In his work on research in developing-country service delivery, Uzir et al. (2021) employed a chaining model. The tradition hence changed its focus from single-construct measurement to joint quality, value and satisfaction measurement. Owusu-Kyei et al. (2023) used SERVQUAL on subscribers of Ghanaian telecoms who had high explanatory power. Their model got an R-squared of 0.883 for the construct of satisfaction in the sample. The strength of the framework indicates conceptual parsimony and practicality of the measurement operationalisation.
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Figure 2.1: The five SERVQUAL RATER dimensions applied to mobile telecom (adapted from Blut et al., 2024).
[bookmark: _Toc241852166]2.2.2 Critical Perspectives on SERVQUAL in Digital Service Contexts
SERVQUAL has received long-standing criticism in terms of applicability to virtual service contexts. When it comes to service delivery online, product dimensions like tangibles, deliverables and empathy become less tangible. Meta-analytic data strongly support the reliability dimension over empathy in extensive digital service interactions (Blut et al., 2024). The tangibles dimension can often shrink to the interface aesthetics instead of elements of physical service infrastructure. Empathy is replaced by trust in service personnel in remote delivery scenarios in part (Uzir et al., 2021). Customers of mobile internet services engage operators virtually in all aspects, which are digital and distant. This restrains the diagnostic usefulness of tangibles and empathy as initially defined in RATER (Marcos and Coelho, 2022). The Indian TRAI Quality of Service measurements implicitly assume a reliability-heavy approach to the interpretation of RATER (TRAI, 2024). This regulatory framing provides a weak method of empirical support for SERVQUAL in a mobile internet situation. Similar trends in the application of e-services in the online shopping environment were confirmed by Rita et al. (2019).
RATER dimensional weighting is also modified in the case of digital services in the assessment of subscribers (Alshamari, 2023). Subscribers have a different approach towards technology-mediated encounters as compared to traditional face-to-face service delivery. According to Rita et al. 2019), e-service quality was significantly associated with satisfaction in situations of online shopping. The observation is generalizable to mobile telecom, where digital self-service takes over the interaction between subscribers and operators. In their Ghana sample of telephone companies, Owusu-Kyei et al. (2023) found that tangibility generated the biggest SERVQUAL gap. By contrast, assurance had the smallest gap, at 0.09, in the same operator analysis. This trend suggests that satisfactory reliability of the back-end is more important than the front-end aesthetics. Similar findings were made when Marcos and Coelho (2022) undertook their holistic determinants review of service quality.
[bookmark: _Toc241852167]2.2.3 SERVQUAL Applications in Emerging Mobile Markets
SERVQUAL has been modified by studies of emerging mobile markets so that it reflects the realities on the ground regarding services (Abdullah et al., 2022). It used SERVQUAL with Kurdistan subscribers of telecom and discovered that reliability is predominant. Responsiveness and perceived value were found to be important secondary contributors to satisfaction there. Kurdistan pattern is similar to emerging markets, where price competition increases the sensitivity of subscribers. Al-Debei et al. (2022) researched the effects of mobile value-added services and discovered that perceived value acted as a mediating influence on the network quality effects. The network dimensions have a weak relationship with the results of satisfaction and loyalty when mediated. Alshamari (2023) used deep-learning sentiment analysis on Saudi telecom social media posts. All three operators that were examined in the Saudi mobile market had a negative sentiment. This points to ineffective service satisfaction expressed unprompted in digital form by languish subscribers. These were similar satisfaction patterns presented by Owusu-Kyei et al. (2023) in the Ghanaian mobile telecommunications market.
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Figure 2.2: Cross-market comparison of SERVQUAL dimension dominance (Abdullah et al., 2022; Owusu-Kyei et al., 2023; Alshamari, 2023).
The cross-market convergence solidifies trust towards SERVQUAL as an internationally applicable framework (Marcos and Coelho, 2022). Conceptual and empirical evidence on cross-markets has a high degree of support across borders on the three focal dimensions (Blut et al., 2024). Unstructured subscriber post sentiment analysis is an important addition to measurement methods based on surveys (Alshamari, 2023). Similar dimensional stability was observed by Uzir et al. (2021) in a developing country home delivery service setting. Such convergent results in the geographically dispersed markets put the Indian evidence base in a comparative perspective. An Indian application, as such, must be adjusted by being placed into a contextual context, as opposed to complete replacement of the framework. Owusu-Kyei et al. (2023) established the value of the framework in terms of diagnosing the market even when good TQM programmes were in place. The structure thus develops by not replacing but improving existing empirical practice.
[bookmark: _Toc241852168]2.3 Network Quality as a Driver of Customer Satisfaction
[bookmark: _Toc241852169]2.3.1 Conceptualising Network Quality in Mobile Internet
The coverage, signal strength, throughput and latency of the networks are measurably the network quality in mobile internet (Opensignal, 2021). In practice, these indicators of technical performance are complemented by such limitations as call-drop rate and connection reliability. Subscribers consider network quality based on the objective results and personal evaluation of the experience (Blut et al., 2024). Objective measurement of perceptions with a drive test provides an external validation of subscriber experience with the network (Opensignal, 2021). Inter-rater reliability among Bharti Airtel, Reliance Jio, Vodafone Idea and BSNL has evident discrepancies (TRAI, 2025). The anticipated outcomes of these inter-operator gaps are visible in subscriber experience differentials along routed and corridor tests. TRAI benchmarks include a focus on call-drop rates, complaint resolution and accuracy of billing among all operators (TRAI, 2025). The measurement of subjective satisfaction thus measures it against similar objective performance data by regulation. According to Terry and Rene (2024), the most-referred household service priority in India is digital connectivity.
The network-quality construct also overlaps with the notions of service capacity and infrastructure resilience (PwC, 2024). According to Keelery (2024), Indian consumption of data per subscriber is viewed as one of the highest in the world. This intensity exerts long-term pressure on radio access networks and backhaul capacity among operators. Increased capacity is also driving capacity demand with increased 5G rollout, but it provides higher headline speed to subscribers (GSMA, 2025). Quality of networks thus possesses a stable facet and a fast-changing technological aspect. Reinforcing this, NielsenIQ (2024) again identifies network quality as the most mentioned factor in Indian operator switching decisions. This evidence from companies is added to the academic results of subscriber consideration of reliability and coverage (Blut et al., 2024). The diagnostic value of the construct can thus not only be limited to survey studies but also to commercial market analysis.
[bookmark: _Toc241852170]2.3.2 Empirical Evidence on Network Quality Effects
According to meta-analytic evidence, reliability is the most foretold predictor of satisfaction with services (Blut et al., 2024). In mobile telecoms, reliability is directly related to network availability and uniform performance. Marcos and Coelho (2022) validated the superiority of reliability in the holistic determinants of service quality and loyalty, as well as word-of-mouth. Comparison with emerging markets reveals that reliability dominance among mobile telecommunication subscribers is comparable in terms of their satisfaction arrangements.  Abdullah et al. (2022) found reliability and responsiveness to be the greatest positive predictors of satisfaction. The trend cautions against unsubstantiated arguments of network primacy in structural models of satisfaction (Al-Debei et al., 2022). When perceived value gets into the model as a mediator, direct network effects decline significantly (Uzir et al., 2021). The data then facilitate network centrality and recognised limited dominance in the developed markets. Similar patterns of dimensional dominance were observed in Ghanaian subscriber evaluation in telecoms (Owusu-Kyei et al., 2023).
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Figure 2.3: Chained service-quality → satisfaction → loyalty model (adapted from Marcos and Coelho, 2022).
The effect of network quality works on the structural model along with both direct and indirect satisfaction pathways (Al-Debei et al., 2022). Direct effects reflect instantaneous satisfaction experience with visible connection performance and coverage. Indirect effects are mediated by quality and satisfaction through perceived value and trust (Uzir et al., 2021). Marcos and Coelho (2022) asserted that value hierarchies are more suitable in capturing indirect effects as compared to simple linear models. When subscribers have comparisons on the quality of the network and paid subscription cost, the indirect pathway is reinforced (Blut et al., 2024). It applies especially in India, where the cost of subscription in the country is under extreme pressure through price competition (GSMA, 2025). Such an indirect pathway also links to satisfaction, as per the confirmation of Rita et al. 2019): service positive reinforcement as the mediator exists between online retention strategies and retention rates. The data is conducive to a blend of a direct-and-indirect interpretation of the satisfaction effect of network quality.
[bookmark: _Toc241852171]2.3.3 Network Quality in the Indian Regulatory Context
The independent Drive Test programme of TRAI tests operators every now and then on prominent Indian corridors (TRAI, 2025). The outcomes of the programmes indicate inter-operator differences that are almost linear in call quality and throughput indicators. These results can be interpreted as varying subscriber experience in the Licensed Service Areas experimented. The regulations on Quality of Service in 2024 increased compensation requirements whenever there were long outages of the network (TRAI, 2024). There are graduated financial penalties for egregious violations of stated network performance standards. This regulatory system externally validates survey data of subscribers on network dominance in satisfaction frameworks (Marcos and Coelho, 2022). It also links scholarly evidence to reality-based penalty regimes that have a direct impact on investment choices by operators. The Indian regulatory environment thus favours network reliability, with support and value dimensions appreciated. According to IAMAI (2024), the greatest number of references to subscriber issues are about connectivity reliability in the country.
The 2024 regulatory package makes wireless-wireline quality requirements more distinct (TRAI, 2024). This difference indicates that wireless almost dominates the mobile Indian internet subscribers (TRAI, 2025). According to the Consumer Voice (2026), regulatory transparency has made people more aware of quality standards. Greater awareness among subscribers increases expectations, in turn to evaluate network performance (Blut et al., 2024). This generates a developing regulatory-subscriber feedback loop that shapes perceived network quality in the long run. This is a feedback loop that has not been completely modelled in the literature on structural satisfaction. This current work walks around the edges of contribution to the field by charting the treatment of the regulatory context in the contemporary police evidence in India (Cheong, 2023). The change of the rules thus turns out to be one of the significant boundary conditions of the interpretation process of the post-2019 empirical findings.
[bookmark: _Toc241852172]2.4 Customer Support and Responsiveness in Shaping Satisfaction
The section ends with an observation of how these findings can be located on the Indian evidence base, which will be analysed later (Cheong, 2023). The three-dimensional paradigm offers a shared paradigm under which the Chapter 4 corpus can be interpreted. It also provides a relative benchmark by which the findings in India can be compared to provide consistency. The Ghanaian, Kurdistani and Saudi comparators provide an interpretive frame of an emerging market (Owusu-Kyei et al., 2023). Service comparison between developing and developed countries in Uzir et al. (2021) offers an additional methodological anchor. It also contextualises the disputed arguments in Chapter 4 in a broader international context.
[bookmark: _Toc241852173]2.4.1 The Support-Quality Construct in Mobile Telecoms
Mobile telecoms Customer service encompasses complaint handling, service recovery and interpersonal responsiveness (Alshamari, 2023). Support quality is achieved by means of contact centres, self-service portals, mobile applications and retail outlets. Subscribers compare the support in searching for technical solutions and in the feeling of being well-served when communicating with a guest (Uzir et al., 2021). Quality of support is especially important where digital models of the delivery of services and courses restrict the quality of the interaction. Indian contact-centre industry has been swiftly growing to address subscriber support (Ken Research, 2024). Research and development has been directed towards artificial-intelligence-powered and multilingual complaints management systems. It is an industry evolution of strategic appreciation of support as a competitive differentiator among the operators (Ken Research, 2024). Marcos and Coelho (2022) put service encounters in the context of directly experiencing the quality of support. The study by Owusu-Kyei et al. (2023) validated the quality of support as an important predictor of satisfaction in Ghana.
The quality of support is mostly related to the functional dimension of the service associated with the way of delivery. This functional aspect becomes increasingly important in digitally mediated service worlds in general (Rita et al., 2019). In first-line support operations, chatbot and self-service interfaces have, to some extent, replaced human agents (Ken Research, 2024). This relocation does not destroy but alters the interpersonal nature of support (Uzir et al., 2021). Alshamari (2023) observed that warmth in interpersonal relationships is still diagnostic in most digital transactions, which are transactional. It is easily generalised to mobile-telecom support settings where interpersonal quality is still significant. The support quality thus develops its channel mix, which keeps its underlying evaluative framework. Similar trends in the research of mobile value-added services satisfaction were demonstrated by Al-Debei et al. (2022).
[bookmark: _Toc241852174]2.4.2 Support Effects on Satisfaction and Loyalty
Quality of support establishes trust and commitment but does not directly create immediate satisfaction (Uzir et al., 2021). The results of Marcos and Coelho (2022) revealed that service quality, value and satisfaction co-determined loyalty and word-of -mouth. Personal service provides Relational trust that helps to convert the baseline service into subscriber loyalty. The issue of support failures is identified in Sentiment analysis of unprompted posts made by subscribers, where the issues of dissatisfaction were the most prevalent (Alshamari, 2023). The issues involving mishandling of complaints have disproportionately negative responses among subscribers compared to incidents that occur with a network. This renders support recovery an important management tool in a competitive and mature market. Value and trust were indeed found to be important determinants of satisfaction in the service conditions in developing countries, affirmed by Uzir et al. (2021). Support is also treated as a service dimension as a form of loyalty and not as a form of satisfaction. Similar patterns of loyalty formation were found in e-service quality satisfaction research by Rita et al. (2019).
The failure to provide support causes disconfirmation events that can move subscribers to dissatisfied states (Marcos and Coelho, 2022). This competitive environment in the Indian market takes the support level to a strategic, and not an operational, role (Deloitte, 2024). According to Deloitte (2024), the consideration of Indian telecom brands with the top three factors is customer service. The support developed as a dimension of loyalty supports this academic discovery in this industry. The support layer is thus a worthy of consumering investment for consumers even when network baselines are achieved (Ken Research, 2024). The study by Owusu-Kyei et al. (2023) affirmed the importance of support in the diagnostics of the total measurement of service satisfaction in Ghana. There is no equivalent published national subscriber satisfaction index of the Indian telecom sector at the moment. Consumer Voice (2026) has periodic subscriber assessments, but no systematic index methodology, on the whole.
[bookmark: _Toc241852175]2.4.3 Regulatory and Operator Perspectives on Support
The Quality of Service standards related to support have been considerably increased in the 2024 regulations by TRAI (TRAI, 2024). Graduated fines are now implemented as an action towards failure in complaint resolution timelines and outage response. In specified areas, operators are subject to paying compensation in case the outages last more than twenty-four hours. These regulatory controls take customer support out of operational overhead and put it within functional compliance. This trend is supported by consumer research which reveals that people are generally unhappy with the quality of connection (LocalCircles, 2024). Additionally, nine in ten subscribers surveyed report switching to Wi-Fi-based calling through over-the-top applications to work around call-connection and drop problems. This bypass behaviour is an indicator of a deficit in support and network that is evident to subscribers in pattern-based workarounds. The operators are thus under concurrent pressure of regulation, competition and subscriber substitution behaviour as a team (PwC, 2024). Strategic response involves coordinated support and network infrastructure investment at the same time.
Support assistants fully imitate perceived switching behaviour within the Indian mobile market within the shortest time (NielsenIQ, 2024). The given trend was validated by Alshamari (2023), who analysed the sentiments among Saudi telecom subscribers. The multiplicity of markets in the convergence implies that there is a structural relation between churn and support failures. Marcos and Coelho (2022) used the concept of trust as a mediator in retention, relating this relationship to trust. The relationship with support delivery thus emerges as a significant input in a retention strategy among operators in general (Uzir et al., 2021). This trust-building strategic imperative is in alignment with the regulatory push towards better responsiveness in its support (TRAI, 2024). Support functions are thus now at the crossroads of regulation, competition cum subscriber trust (Ken Research, 2024). The operators have to evolve support processes that, at the same time, pass the test by regulators as well as gain trust in the subscribers.
[bookmark: _Toc241852176]2.5 Perceived Value, Pricing and Customer Satisfaction
[bookmark: _Toc241852177]2.5.1 The Perceived Value Construct
Perceived value sums up all the evaluation made by the subscriber on the benefits gained relative to the costs incurred (Blut et al., 2024). The construct incorporates the aspect of price fairness, service quality and the situational context into a single judgement (Marcos and Coelho, 2022). Blut et al. (2024) conceptualised value as a trade-off between sacrifice and benefit when it comes to service consumption. The value context of mobile internet in India has extreme comparisons to international counterparts (GSMA, 2025). Data tariffs are one of the lowest in the world, and the rate of consumption per subscriber on a monthly basis has been on the increase (TRAI, 2025). Standard Indian subscriber expectations of acceptable data prices were changed drastically with the entry of Reliance Jio in 2016. This tariff shock brought the market together and squeezed operator margins throughout the industry (GSMA, 2025). The modern-day judgements of value in India thus exist within the compressed unit prices and escalating expectations. The authors of a report by PwC (2024) anticipate future price sensitivity because changes in 5G tariffs in 5G become more widespread throughout the country. Affirming price fairness is one of the top three factors in Indian subscriber choice, according to Terry and Rene 2024).
Subscriber trust in the equity of the operator over the longer term will also intersect with the value construct (Uzir et al., 2021). The value proposition is based on trust, which regards transparent tariff structures and mandatory service delivery (Consumer Voice, 2026). According to a report by Al-Debei et al. (2022), continuance intentions are influenced by trust and value that together build continuance intentions in value-added services. This co-operation promotes value as a multi-dimensional construct as opposed to a strictly price-oriented construct. The greater holistic-determinants model of loyalty and word-of-mouth was merged with trust by Marcos and Coelho (2022). The value construct thus goes beyond price to relational confidence in the operator. Alshamari (2023) also affirmed these trends by sentimentally analysing Saudi telecom subscribers who posted online.
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Figure 2.4: Perceived value as mediator between service quality and satisfaction (adapted from Al-Debei et al., 2022; Uzir et al., 2021).
[bookmark: _Toc241852178]2.5.2 Perceived Value as a Direct Driver of Satisfaction
In service contexts, perceived value can be used to demonstrate a strong direct influence on customer satisfaction (Blut et al., 2024). Meta-analytic evidence recognises value to be one of the most reliable antecedents of overall satisfaction. The value effect is more powerful in customer segments that are price-sensitive and in developing markets (Abdullah et al., 2022). Marcos and Coelho (2022) regarded value, quality and satisfaction as the evaluative bundles that are set jointly. In contrast to older SERVQUAL extensions, which were sequential quality-value-satisfaction chains, this integrative reading is not. The direct-effect reading is especially pertinent to India since there was historical tariff compression (Keelery, 2024). There is a clarity of judgement at the point where the unit price is low, and the expectation among subscribers is also high at the same time (GSMA, 2025). Similar value-based satisfaction trends were found in the Ghanaian mobile telecoms market (Owusu-Kyei et al., 2023). The direct value effects on satisfaction in the case of online shopping services were confirmed by Rita et al. (2019).
Keelery (2024) verifies that data pricing in India is continually the lowest in the world per gigabyte. The context of price enhances the direct satisfaction impact of perceived value when analysing Indian subscribers ' judgment. This value effect is thus market-structural as opposed to a psychological effect (PwC, 2024). Perceived value strategy cannot be separated by the operators from the broader tariff framework of the sector. The research of Al-Debei et al. (2022) confirmed the strong effects of value on the continuance of mobile value-added services. The construct of value, as well as quality and satisfaction, was integratively reinforced by Marcos and Coelho (2022). The immediate influence of value on satisfaction is not lost because of the geographic and methodological differences. In a home delivery situation in a developing country, Uzir et al. 2021) found similar direct value impacts.
[bookmark: _Toc241852179]2.5.3 Perceived Value as a Mediator of Service Quality
A parallel literature considers perceived value as the conduit mediating quality in influencing satisfaction (Uzir et al., 2021). The direct quality impacts become significantly smaller when value is added to the structural model as a mediator. Al-Debei et al. (2022) found partial mediation of the network quality effects by perceived value in general. The overall value they have in measuring service performance translates into satisfaction by the subscribers (Blut et al., 2024). The context of intensive price competition in developing countries is suitably supported by this mediation reading (Abdullah et al., 2022). The captured mediation share in meta-analytic reviews validates, most of the time, partial, and not full, mediation. The evidence, hence, justifies direct readings and mediated readings based on the specification of the model. There is no elimination of the other, as the two are consistent in the wider literature of value-satisfaction. The Ghanaian telecom subscriber study, published by Owusu-Kyei et al. (2023), indicated the same mediation patterns.
Mediations are encapsulated in the value hierarchies based on cognitive attribute-consequence-goal chains in subscriber evaluations (Marcos and Coelho, 2022). Before coming up with general satisfaction judgements, subscribers evaluate service attributes with reference to their consequences. Value then comes between the tangible basis of service and abstract satisfaction results in a conceptual way (Blut et al., 2024). This hierarchical reading in cognitive terms fits empirical results of partial mediation in studies of mobile telecom (Al-Debei et al., 2022). The mediation reading matches the Indian regulatory recognition of the price in addition to the quality of the networks (TRAI, 2024). The 3 focal dimensions work together and not individually in linear causal sequences (Uzir et al., 2021). The joint operation in terms of online service quality and satisfaction was validated by Rita et al. (2019). The mediation effect is strong specifically in markets where there is strong competition over price and low unit prices.
[bookmark: _Toc241852180]2.6 Integrating the Three Dimensions
The three focal dimensions are not practically determined to act in strict causality to each other (Marcos and Coelho, 2022). Network quality is the experience that provides the observable performance that grounds service expectations of subscribers. Customer support transforms performance in the networks into a relational experience through encounters with the service (Uzir et al., 2021). The perceived value combines the two dimensions and factors in the cost implications as an eventual judgement of value (Blut et al., 2024). The combination of the three dimensions is equivalent to the current structural-model findings in a variety of markets (Abdullah et al., 2022). Perceived value, in turn, completes the evaluative loop towards satisfaction by evaluating the cost-benefit trade-offs. This three-dimensional design, consequently, is a reflection of the current service quality theory in mobile telecom use (Marcos and Coelho, 2022). The pattern of joint operation in the mobile value-added service satisfaction studies was validated by Al-Debei et al. (2022).
Integration works differently based on subscriber segments and consumption context of the Indian market (Deloitte, 2024). Perceived value is a more important factor influencing the overall satisfaction judgement in the price-sensitive segments compared to network reliability (Blut et al., 2024). The heavy users of data give more priority to the quality of the network since, in the course of their use, they show safety limits on performance (NielsenIQ, 2024). When service is interrupted, the issue of support quality is the most important because the operator responds to the capacity needs of subscribers (Alshamari, 2023). Such patterns of forms, specific to the segments, attest to the joint-determination reading as opposed to one-dimensional dominance. According to Deloitte (2024), the patterns of weighting in the consumer research conducted among recent Indian mobile subscribers, by segment, are confirmed. The strategy of operators should hence account for all three dimensions with segment differentiation where feasible (PwC, 2024). The 3D model offers a diagnostic and a strategic contribution to Indian telecom operator decision-making.
[bookmark: _Toc241852181]2.7 Research Gap
The literature review in the previous sections of this chapter reveals four gaps (Cheong, 2023). To begin with, most Indian empirical research is based on samples of single studies with small geographic areas. None of the syntheses parses these fragmented results into a completed post-2019 evidence base (Ruggiano and Perry, 2019). Second, PLS-SEM overshadows the methodological arsenal over other interpretative methodologies (Braun and Clarke, 2019). Third, the literature on direct-versus-mediated readings of perceived value is still debated in the Indian literature (Uzir et al., 2021). Fourth, the 2024 TRAI regulation changed the incentives of the operators in terms of the compensation for outages and the resolution of complaints (TRAI, 2024). The majority of the Indian empirical studies were done before this switch in regulations and thus reflect other market circumstances. The above gaps are filled by the present study utilising a reflexive thematic synthesis of recent Indian evidence (Braun and Clarke, 2019). According to IAMAI (2024), the connectivity issues continue to be the highest subscriber priority in national polls. A new synthesis of the evidence base is therefore needed in the altered regulatory and market scenarios.
The outlined gaps also indicate the areas of primary research in the future which this study cannot address (Saunders et al., 2019). The pattern of theming may be longitudinally tested using a longitudinal panel in order to test the persistence of patterns of regulation across time. Segmental research would then narrow down to the knowledge of the functioning of each dimension with reference to the sub-groups of subscribers (Deloitte, 2024). The mixed-methods designs may supplement the structural-equation testing with interpretative research of subscriber experience (Cheong, 2023). Such primary research could build on the present secondary synthesis to offer the mapped base upon which such research could be built. It also determines the methodological plurality to fully describe Indian mobile telecom satisfaction (Marcos and Coelho, 2022). The identified gaps are thus both synthetically valuable immediately and potentially valuable research aspects in the future.
Alshamari (2023) further demonstrated the underlying mechanism of deep-learning sentiment analysis that extracts gaps that appear in traditional surveys. Uzir et al. (2021) supported trust as a determinant of satisfaction in developing markets. In their digital-service satisfaction and behavioural intention study, Rita et al. (2019) substantiated the same results. Owusu-Kyei et al. (2023) revealed how the framework was still used to help study telecom subscribers in comparative studies. This global methodological plurality will benefit the Indian evidence base. PwC (2024) predicts further technological change as the fifth-generation networks are scaled on a national level. Such a prospect pushes the competitive Indian operator's strategic focus on network reliability (TRAI, 2025). Essentially, reflexive synthesis among such divergent sources provides the most helpful mosaics of evidence that currently appear to be the most useful.
[bookmark: _Toc241852182]2.8 Chapter Summary
The conceptual and empirical backgrounds to the empirical analysis have been reviewed in this chapter. SERVQUAL offers a solid yet limited vocabulary on how mobile internet services are of quality (Marcos and Coelho, 2022). Network quality is a powerful observed driver that has decreasing returns to threshold performance (Al-Debei et al., 2022). Customer support will act as a trust layer subject to the consistency of network delivery of the baseline (Uzir et al., 2021). Perceived value has a direct effect on satisfaction motivation and a mediating quality conduit (Abdullah et al., 2022). 



[bookmark: _Toc241852183]Chapter 3: Research Methodology
[bookmark: _Toc241852184]3.1 Introduction
This chapter establishes the methodological choices that influence the study. It starts with the research philosophy and method, then proceeds to describe the research method and strategy, the data collection process, the inclusion and exclusion criteria, the analytical method and the ethical considerations. All decisions are linked to the research questions formulated in Chapter 1 and the gap presented in the literature review. The chapter also describes the PRISMA-like protocol that was applied to construct the ten-paper analytical corpus that Chapter 4 interprets.
[bookmark: _Toc241852185]3.2 Research Philosophy
This research paper follows an interpretivist philosophy. Interpretivism is the view that social phenomena, such as the assessments of customers about a service, are created by the meanings that actors give to them, and can be best conceived in terms of interpreting those meanings within a context, as opposed to measuring them as objective properties (Saunders et al., 2019). This stands as a good fit for the current study where the data will be pre-existing texts. The different peer-reviewed articles have a given framing of service quality and its connection to customer satisfaction; the analytic work is to read and compare these framings, rather than to treat them as measurements. A positivist alternative was dismissed due to the lack of a single measure of the corpus and the inability to test hypotheses across sources. An alternative of critical realism was thought out and abandoned, because the reflexive attitude of the analytic mode regards the themes as researcher-made and not latent ones which need to be discovered.
[bookmark: _Toc241852186]3.3 Research Approach
The research is of a deductive-inductive nature. The three dimensions that the research questions (network quality, customer support and perceived value) foreshadow were put in place before coding, by which point they function as deductive sensitising concepts that inform reading of each source. Nevertheless, the coding process is inductive: all papers are read openly, a pattern is constituted based on the data and a fourth theme of cross-dimensional interaction that was not pre-determined was detected. Braun and Clarke (2019) term such a combination as a valid form of reflexive thematic analysis where the researcher recognises the existing conceptual scaffold but is open to new patterns emerging out of the data. The hybrid label is carried over into the chapter to differentiate the current design as opposed to a strictly inductive study, and to explain to the reader that the three dimensions are analytic starting points and not theoretically neutral revelations. This rewording also addresses the inconsistency, indicated in supervisor comments, between the inductive assertion of the previous draft and its deductive presentation of the three dimensions.
[bookmark: _Toc241852187]3.4 Research Method and Strategy
A documentary research strategy and a qualitative research approach are embraced. A qualitative approach is suitable since the object of investigation (subscriber perceptions of mobile internet service quality) is interpretative in nature and the corpus is textual and not numerical. The documentary approach focuses on each source as a text to be read, coded and compared according to the advice of Cheong et al. (2023) on secondary qualitative research using heterogeneous published sources. The corpus is compiled by systematic search of academic databases and regulatory portals using keywords; all the retrieved materials are filtered by a published inclusion protocol and are admitted to the analysis. The triangulated evidence of the design is based on academic, regulatory and industry sources in such a way that the thematic conclusions are not based on one source type.
[bookmark: _Toc241852188]3.5 Data Collection Method
The research approach is multi-source and secondary data collection. Empirical research on the Indian mobile telecommunications industry is selected by using structured keyword searches in Scopus, Emerald Insight, Web of Science and Google Scholar. The regulatory and industry evidence to underpin Chapter 1 and Chapter 2 is sourced through complementary searches on the Telecom Regulatory Authority of India (TRAI) portal and on the GSMA Intelligence library. The Boolean string modified for each database is mainly: ("mobile internet" OR telecom OR telecommunication) AND (service quality OR SERVQUAL OR network quality OR customer support OR perceived value) AND (customer satisfaction OR customer loyalty) AND (India OR Indian). The string is compared with titles, abstracts and keywords; additional searches with the same terms and named operators (Reliance Jio, Bharti Airtel, Vodafone Idea) are made in the case of a general search returning an unwieldy result set. The secondary data is chosen due to the inability to fully conduct an original Indian survey due to ethical approval and fieldwork issues given the dissertation timeframe and the evidence of population-level data offered by regulatory datasets that no single researcher could reasonably recreate. Cheong et al. (2023) attest that secondary qualitative analysis is a valid research design when the research questions are open, and the analytical process is systematic.
[bookmark: _Toc241852189]3.6 Inclusion, Exclusion Criteria and PRISMA-style Screening
Inclusion criteria: The source must be published in 2019 or later; the information must directly discuss the quality of mobile internet services, customer satisfaction, network quality, customer support or perceived value in the Indian telecommunications market; the source must be published in the English language; and the source must be available in an academic database or on an official organisational website. The exclusion criteria eliminate publications that are older than 2019, publications about fixed broadband only, publications about other services or other markets that are significantly different from the Indian mobile internet industry, and opinion pieces or commercial marketing content that lacks an author or evidence base. The currency criterion is formulated as not before 2019 (instead of not after 2019) in order to eliminate the uncertainty that existed in the previous draft.
The screening is in a PRISMA-like manner. The database searches were conducted from September 1-18 2026. In the 4 academic databases, 187 records were accessed. There were 42 duplicates, and 145 unique records were taken to screen titles and abstracts. An additional 89 records were filtered out at this point as they covered non-Indian markets, fixed broadband or services not covered by the review, or were published prior to 2019. The remaining 56 records were evaluated in full text. Among these, 46 were excluded due to a lack of methodological transparency, lack of reported statistics, incompatibility with the three focal dimensions, or multiple authorships at different venues. The resulting analytical corpus is thus a collection of ten peer-reviewed empirical studies, all within the Indian mobile telecommunications setting and published in 2019 or afterwards. They were evaluated on four criteria and included: authority (peer-reviewed and indexed); currency (publication in 2019 or later); relevance (direct involvement with one or more of the focal dimensions); and methodological transparency (reported sample, method and findings).  A visual summary of the screening process is provided in Appendix A, together with the full database search log and the list of full-text exclusion reasons.
[bookmark: _Toc241852190]3.7 Data Analysis Method
The analytical approach is a reflexive thematic analysis, which is based on the six-step procedure outlined by Braun and Clarke (2019). These stages are familiarisation with the corpus by reading the corpus repeatedly; creating the first codes in the corpus; developing the candidate themes by grouping the similar codes; checking the themes with the coded data and the whole corpus; defining and naming the final themes; and writing the analytical report. The reflexive type is selected as opposed to coding-reliability types since it explicitly prefigures the interpretive role of the researcher and considers themes to have been created, as opposed to being found, which is also in line with the interpretivist position taken in Section 3.2. Cheong et al. (2023) affirm that reflexive thematic analysis can be easily transferred to secondary qualitative work so long as the analyst is reflexive about the framings that the initial authors of the sources being coded suggested. The process of coding was done manually in a spreadsheet, and each source was identified by a code, and each code was connected to a particular passage. Two reviews of the final theme set were conducted, first to make sure that each theme had coded evidence backing it, and second to make sure that no coded passage remained unplaced in a theme.
[bookmark: _Toc241852191]3.8 Ethical Considerations
Since the research is based solely on published secondary sources and there is no primary respondent involved in the research, there is a low risk of ethical issues. Every source is cited completely in order to give credit to original authorship and provide verification. The terms of the publication and reproduced figures of regulatory and industry data are not distorted. The researcher admits, in line with Braun and Clarke (2019), that reflexive analysis presupposes the clear reporting of the analytic frame; it is done by mentioning the coding protocol and keeping an audit trail where the codes are traced to the original passages. No personal information or confidential data is handled at any time during the course of the study.
[bookmark: _Toc241852192]3.9 Limitations
There are three constraints to consider. To begin with, the use of secondary sources limits the research to the framings and horizons the original authors selected, and it will not be able to include opinions not reflected in the published literature. Second, the corpus is limited to publicly available and English-language sources, which can potentially make it biased against operator-internal research or non-English commentary on the experience of subscribers. Third, reflexive thematic analysis is an interpretive form of thematic analysis, and thus a different analyst with the same corpus would be reasonable in coming up with somewhat different themes; the validity of the results depends on the transparency of the analytic process, and not on inter-coder reliability.

[bookmark: _Toc241852193]Chapter 4: Data Analysis
[bookmark: _Toc241852194]4.1 Introduction
The chapter discusses the results of the reflexive thematic analysis of the ten Indian mobile telecommunications studies that were chosen in Chapter 3. Section 4.2 presents the data extraction table of the ten papers. Theme mapping to codes is done in Section 4.3. The four themes identified in the corpus are discussed in Section 4.4, and numbers generalise the reported coefficients. The findings are discussed in relation to the literature review in Section 4.5, and the three research questions are addressed.
[bookmark: _Toc241852195]4.2 Data Extraction Table
A structured template that included author and year, exact title, methodology and sample, key findings and keywords was used to extract the ten peer-reviewed studies. The methodological range of the corpus stretches between: PLS-SEM path modelling (Kalia et al., 2021; Singh et al., 2024; Gautam, 2019; Roy, 2022), fuzzy Rasch multi-criteria decision-making (Hussain et al., 2019), SERVQUAL gap analysis with paired-sample t-tests (Jhamb et al., 2020; Sravanthi, 2024), regression (Pramilamani and Saravanan, 2024), descriptive-survey analysis (Kukreja and Ajagaonkar, (2021) and secondary comparative analysis of TRAI data (Ajith Kumar and Suresh Chandra, 2024). Sample sizes vary between 150 subscribers in Bengaluru (Pramilamani and Saravanan, 2024) and 615 subscribers in Northwestern India (Kalia et al., 2021), and the study locations are spatially diverse (Delhi-NCR, Bengaluru, Coimbatore, Jorhat, Telangana, West Bengal, Assam and national samples). Each of the ten sources was published no earlier than 2019, which helps to meet the requirement of currency of Section 3.6, and all of them address at least one of the three dimensions of a network that the paper focuses on, i.e. customer support and perceived value. The table of extraction is shown below.
	Author (Year)
	Title
	Methodology & Sample
	Key Findings
	Keywords

	Kalia et al., 2021
	Determining the role of service quality, trust and commitment to customer loyalty for telecom service users: a PLS-SEM approach
	PLS-SEM with multi-group analysis on 615 telecom subscribers from Northwestern India (Punjab, Haryana, Rajasthan); data collected Sept–Dec 2019.
	Empathy→commitment β=0.353 (p<0.01); assurance→trust β=0.390 (p<0.01); commitment→loyalty β=0.620; trust→loyalty β=0.172; R² commitment = 0.659; R² loyalty = 0.554. Reliability had no significant effect on trust or commitment.
	Service quality, trust, commitment, customer loyalty, telecom, India

	Jhamb et al., 2020
	The behavioural consequences of perceived service quality: a study of the Indian telecommunication industry
	SERVQUAL gap analysis using paired-sample t-tests, correlation and multiple regression on 500 Delhi-NCR mobile subscribers.
	Largest expectation-perception gaps in reliability (−1.589, 31.5% below expectation) and responsiveness (−1.548, 29.3%), significant at p=0.001. Overall service-quality perception correlated with complaint behaviour (r=0.887) and word-of-mouth (r=0.885).
	Service quality, expectations, perceptions, behavioural intentions, telecom

	Sravanthi (2024)
	Evaluating customer satisfaction and service quality in select telecom enterprises using SERVQUAL model
	Comparative SERVQUAL study of Bharti Airtel, Vodafone Idea and BSNL on 450 respondents across three Telangana districts (Karimnagar, Warangal, Medchal-Malkajgiri); Chi-square and paired t-tests.
	Significant gaps in 21 of 22 service-quality parameters (only infrastructure met expectations, p=0.229). Airtel average gap 0.72 vs BSNL 1.12. Rural gap ≈37% larger than urban. Largest single gap in employee availability (1.658). Locality χ²=47.942, p<0.001.
	Customer satisfaction, service quality, SERVQUAL, Airtel, Vodafone Idea, BSNL

	Roy (2022)
	Determinants of customer satisfaction in the Indian telecommunication industry: a study in West Bengal and Assam
	Structured questionnaire on 377 respondents in West Bengal and Assam analysed with SPSS and SmartPLS 3.2.3.
	Only 5.57% of respondents were very satisfied and 55.70% satisfied. Service quality (p=0.000) and product price range (p=0.000) had significant positive effects on satisfaction. Organisational efficiency (p=0.789) and organisational competency (p=0.235) were not significant.
	Service quality, organisational efficiency, customer satisfaction, competency, India

	Singh et al., 2024
	Impact of corporate social responsibility (CSR) on customer loyalty in Indian telecom industry: the moderating role of consumer demographics
	PLS-SEM with multi-group analysis on 377 Indian telecom respondents; moderators of gender, age, education and income tested.
	Service quality → customer satisfaction β=0.657; SQ → loyalty β=0.346; satisfaction → loyalty β=0.279; trust → loyalty β=0.119; direct CSR → loyalty not supported (β=0.027, p=0.311). Satisfaction mediated the SQ-loyalty path.
	CSR, customer loyalty, Indian telecom, consumers, trust

	Hussain et al., 2019
	Evaluating the impact of service quality on the dynamics of customer satisfaction in the telecommunication industry of Jorhat, Assam
	Modified SERVQUAL with an added Network Quality dimension; hybrid fuzzy Rasch–MCDM model on 256 respondents in Jorhat, Assam, across 15 criteria.
	Network quality was retained as a sixth independent dimension beyond the classical five. Alternative A3 emerged as the best-ranked operator across every sensitivity manipulation. Fuzzy VIKOR confirmed the ranking, evidencing methodological robustness.
	Multi-criteria decision-making, provider selection, customer satisfaction, SERVQUAL, network quality

	Gautam (2019)
	Predictors of customer loyalty: a case of Indian mobile telecommunication services sector
	PLS-SEM on 411 respondents (343 valid main + 68 pilot); eight service quality dimensions tested.
	Transmission quality and credibility were identified as the strongest predictors. R² for customer value = 0.424, satisfaction = 0.803, loyalty = 0.601. Customer value had a significant direct effect on loyalty.
	Service quality, customer value, satisfaction, loyalty, mobile telecom

	Pramilamani and Saravanan, 2024
	Analysing the role of customer service in generating customer loyalty in the telecom sector in the Bengaluru region
	Regression on 150 telecom subscribers in Bengaluru using a Google Forms questionnaire.
	R² = 0.348 for the satisfaction–loyalty relationship (p=0.00, ANOVA). Operator-level regression coefficients: Jio +0.189, BSNL +0.082, Airtel −0.221, Vodafone-Idea −0.393. Pricing and value-added services identified as key loyalty drivers.
	Customer service, customer loyalty, telecom, Bengaluru

	Ajith Kumar and Suresh Chandra, 2024
	Evaluation of subscriber base and service efficiency in Indian telecom industry: a comparative study of select telecom enterprises
	Secondary data analysis (2012-2023) drawing on TRAI reports, annual reports and IBEF market reports; comparative study of Bharti Airtel, Vodafone Idea and BSNL.
	CAGR: Airtel 7.02%, Vodafone Idea 6.89%, BSNL 0.24%. Wireless market share: Airtel 32.42%, VI 20.70%, BSNL 9.06%. Call drop rate: Airtel 0.51%, VI 0.58%, BSNL 1.03%. Coefficient of Variation: Airtel 22.28%, VI 36.74%, BSNL 13.22%.
	Subscriber base, service efficiency, market share, Indian telecom

	Kukreja and Ajagaonkar, 2021
	Determinants of consumer preference for mobile service providers in India
	Descriptive-survey analysis of Indian mobile consumers examining the factors influencing operator choice.
	Network coverage and customer service identified as the two most cited factors shaping consumer preference between operators. Pricing and brand image cited as secondary drivers.
	Consumer preference, network coverage, customer service, mobile operators


Table 4.1: Data extraction table for the ten-paper analytical corpus
[bookmark: _Toc241852196]4.3 Themes and Codes
Open coding of the ten papers produced four analytically distinct but conceptually connected themes. The final theme-code framework is displayed below and grounds the interpretation in Section 4.4.
	Theme
	Codes

	T1: Network quality and infrastructure reliability as the primary observable driver of customer satisfaction
	Network quality, data speed, infrastructure, reliability, signal strength, coverage, call drops, transmission quality

	T2: Customer support responsiveness and service recovery as trust-building mechanisms
	Customer support, responsiveness, complaint handling, empathy, trust, service recovery, assurance, relational quality

	T3: Perceived value and price fairness as mediating conduits between service quality and satisfaction
	Perceived value, pricing, tariff, value for money, affordability, price fairness, cost-benefit, switching cost

	T4: Cross-dimensional interactions and evidence consistency determining loyalty and retention
	Service quality dimensions, loyalty, retention, switching behaviour, evidence strength, dimensional interaction, commitment


Table 4.2: Themes and their supporting codes
The full coding audit trail, including sample source passages, their assigned codes and the reflexive memos written during the analysis, is presented in Appendix B.
[bookmark: _Toc241852197]4.4 Themes Interpretation
[bookmark: _Toc241852198]4.4.1 Theme 1: Network Quality and Infrastructure Reliability as the Primary Observable Driver of Customer Satisfaction
The first theme embodies the common finding that objective network performance (coverage, signal strength, call-drop rate, latency and throughput) functions as the most apparent antecedent of customer satisfaction in the Indian mobile telecommunications market. The best methodological support was given by Hussain et al. (2019): his adapted SERVQUAL model on 256 respondents in Jorhat left the network quality as an independent sixth dimension to the classical five, and his fuzzy Rasch-MCDM sensitivity analysis provided Alternative A3 as the best-ranked operator in all tests of criteria-weight manipulation. The fuzzy VIKOR corroborated the methodological soundness of that ranking.
Sravanthi (2024) added comparative operator-level evidence from 450 respondents in three Telangana districts. The average expectation-perception gap for Airtel was 0.72 against BSNL's 1.12, and the aggregate rural gap was approximately 37% larger than the urban gap. Chi-square analysis returned χ²=47.942 (p<0.001), indicating a statistically significant association between locality and operator choice. This association describes a pattern across the sample rather than a causal relationship, but the direction aligns with the larger expectation-perception gaps observed in rural areas.
Jhamb et al. (2020) provided the biggest gap in the corpus in quantitative terms. The expectation-perception gap of the 500 subscribers that she sampled in Delhi-NCR was -1.589 (t= -44.83, p= 0.001), or 31.5 per cent lower than the expected level. The mean perception score of reliability dropped to 3.449 as compared to 5.038, which had an expectation of a deficit in connectivity which respondents themselves valued more than the softer attributes of service, like tangibles.
The structural-model corroboration was provided by Gautam (2019). Transmission quality was found to be a strong predictor in his PLS-SEM of 411 respondents, along with credibility, and the R² of customer satisfaction was 0.803 in the complete model, meaning that the service-quality bundle containing transmission explained the enormous majority of the variance in satisfaction. Similarly, a high service quality to customer satisfaction path (β=0.657, p<0.001), with network quality being one of the dimensions, was reported by Singh et al., (2024) on his 377-respondent Indian sample.
To contextualise these subjective findings with objective infrastructure performance data, Ajith Kumar and Suresh Chandra (2024) presented these subjective findings. A relative analysis of TRAI figures reported 0.51%, 0.58 percent call-drop rates for Airtel, Vodafone Idea, and 1.03% for BSNL, respectively. These objective performance differences do not describe the satisfaction of the subscribers per se, but are characterisations of the infrastructure situation, which, in this case, are construed as augmenting context in the subjective evidence of satisfaction rather than as independent evidence of satisfaction. Kukreja and Ajagaonkar (2021) added to the network-centrality statement at the level of operator choice by establishing one of the two most-mentioned criteria of consumer preference among Indian mobile operators: network coverage.
The primacy of network quality is, however, not the sole contested idea in the corpus. Kalia et al. (2021) discovered that reliability did not substantially impact trust or commitment in his 615-respondent PLS-SEM; empathy (β=0.353) had a superior path to commitment compared to responsiveness (0.233). This means that when a network baseline is achieved, soft dimensions take marginal leverage. Roy (2022) added another caveat: in his West Bengal-Assam sample of 377 subscribers, only 5.57% of respondents expressed very satisfied and 55.70% satisfied, which implies that even when the network quality is provided, there is an unsatisfied gap that has to be filled by other dimensions. A 150-respondent sample of Bengaluru (Pramilamani and Saravanan, 2024) demonstrated a relatively low satisfaction-loyalty coefficient (R²=0.348), which further restricts the supposition that network primacy is sufficient to guarantee loyalty. The combined set of ten studies evidences the theme that infrastructure reliability is the most noticeable single driver of Indian subscriber satisfaction, though it diminishes its impact after threshold performance is attained and other dimensions are the residual determinant of higher-order results.
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Figure 4.1: Reported path coefficients across the ten-paper corpus (only verified β values shown).
[bookmark: _Toc241852199]4.4.2 Theme 2: Customer Support Responsiveness and Service Recovery as Trust-Building Mechanisms
The second theme focuses on the emotional part of the service experience: responsiveness, complaint management, empathy and perceived earnestness of service recovery. The corpus data show that these codes are not as raw variance-drivers of immediate satisfaction but as trust-establishing and engagement-enhancing processes that translate baseline service performance into long-lasting loyalty.
This was most evidently demonstrated by Kalia et al. (2021). In their PLS-SEM of 615 Indian telecom subscribers, empathy (β=0.353, p<0.01), assurance (β=0.221, p<0.01) and responsiveness (β=0.233, p<0.01) all had significant paths to commitment, which in turn led to loyalty at β=0.620 (p<0.01), and trust led to loyalty at β=0.172 (p<0.01). Because both commitment and trust mediated the relations between three SERVQUAL dimensions and loyalty, empathy and responsiveness in that sample were exactly what this theme implies. The commitment R² was 0.659, which indicates that the dimensions of support have a significant explanatory value for the construct of loyalty-precursor.
Jhamb et al. (2020) supported the trend in another approach. The second largest expectation-perception gap was found in responsiveness (−1.548, 29.3% below expectation, t=−38.46, p=0.001) in her study involving 500 respondents in Delhi-NCR. Overall service-quality perception was also found to be related to complaint behaviour at r=0.887 and word-of-mouth at r=0.885, with a significant value at the 99% confidence interval, meaning that lack of responsiveness is directly related to explicit behavioural dissatisfaction.
Sravanthi (2024) provided operator-level detail. The lowest score of BSNL in her Telangana comparison was empathy and assurance, with the biggest single parameter difference of 1.658 in the availability of employees. Airtel bridged its smaller mean difference of 0.72 with more responsive customer service, and 21 of 22 SERVQUAL parameters demonstrated statistically significant expectation-perception differences, turning service recuperation into a differentiator among otherwise comparable operators.
Roy (2022) added a reading on satisfaction distribution. Among his sample of 377 respondents (West Bengal-Assam), there were only 21 respondents (5.57% very satisfied) and 210 respondents (55.70% satisfied). He found that the services of the organisation significantly impacted satisfaction positively (p=0.000). When less than 6 per cent of subscribers indicate the highest level of satisfaction, it is the service itself that becomes the residual differentiator when the network performance is generally comparable.
Gautam (2019) added a note of caution. Support attributes were conditioned in his PLS-SEM of 411 respondents in combination with seven more dimensions, yet support was surpassed by quality of transmission and credibility in explaining customer value, indicating that support is not a factor in immediate satisfaction but in later engagement results like loyalty and repurchase. This was supported by Pramilamani and Saravanan (2024) in Bengaluru: the most important sources of loyalty were identified to be pricing and value-added services; however, the customer-service dimension turned out to be the required supplement, and the relationship of satisfaction to loyalty in the model returned R²=0.348 (ANOVA p=0.00).
The role of the support layer was most clearly elucidated by Singh et al. (2024). Satisfaction-loyalty β=0.279 (p<0.001), and satisfaction → trust returned β=0.491; thus, trust is downstream of satisfaction and thus the interpersonal quality that generates satisfaction. Kukreja and Ajagaonkar (2021) found that customer service was among the two most-mentioned influencing factors of consumer preference among Indian operators, aligned with the survey-based research at the choice-behaviour level. Hussain et al. (2019) also demonstrated that in his modified SERVQUAL model, assurance and responsiveness remained decisive variables in all sensitivity manipulations of the fuzzy Rasch weights, delivering methodologically independent results to the fact that the layer of support has stable diagnostic value regardless of the method of analysis. Ajith Kumar and Suresh Chandra (2024) presented infrastructure objective background: The higher call-drop rate (1.03%) of BSNL is overlapped with reported deficiencies in the support quality in SERVQUAL analysis of Sravanthi, whereas the lower rate (0.51%) of Airtel is accompanied by smaller differences in support. The similar trend in both studies cannot be regarded as definitive one as the number of subscribers indicates numerous aspects to which the quality of the support is not related.
[image: ]
Figure 4.2: Conceptual mediation model synthesising verified path coefficients from the ten-paper corpus.
[bookmark: _Toc241852200]4.4.3 Theme 3: Perceived Value and Price Fairness as Mediating Conduits between Service Quality and Satisfaction
The mediating role of perceived value and price fairness is captured in the third theme. Value in the corpus is not just a driver on its own but a construct which converts objective service performance into subjective satisfaction, and in certain studies, to a degree, consumes the direct impact of service quality.
The clearest evidence of mediation was given by Gautam (2019). Customer value was mediated in his PLS-SEM of 411 Indian mobile subscribers between service quality and loyalty. Customer value R² was 0.424, which suggests that the eight dimensions of service quality, together, significantly influence value perceptions, and value, in turn, had a strong direct impact on loyalty. In that model, the R² of satisfaction was 0.803 and of loyalty 0.601 and thus such a large proportion of the outcome variance was mediated by the chain.
Roy (2022) provided the complementary econometric validation on 377 respondents in West Bengal and Assam. The path of product price range to customer satisfaction was significantly positive at p=0.000, together with service quality, whilst organisational efficiency (p=0.789) and organisational competency (p=0.235) were not significant. The salience of price and the fact that only 5.57% of the respondents were very satisfied and 55.70% were simply satisfied make it apparent that price fairness is indeed the marginal variable that drives borderline satisfaction to satisfaction in this population.
Singh et al. (2024) added structural evidence for mediation between service quality and loyalty, but the mediator tested in that model is customer satisfaction, not perceived value directly. In the PLS-SEM on 377 Indian telecom respondents, the direct service quality → loyalty path was β=0.346 (p<0.001); the indirect route service quality → satisfaction → loyalty operated with SQ→CS at β=0.657 and CS→CL at β=0.279, giving an indirect effect of approximately 0.183, and trust extended the chain at CS→trust β=0.491 and trust→CL β=0.119. Singh's model therefore evidences satisfaction as a mediator between quality and loyalty, but it does not include a perceived value construct and cannot in itself demonstrate value mediation. The study is retained in this theme as corroboration for the general pattern of mediated transmission, with the value-specific mediation argument resting on Gautam (2019) and Roy (2022).
Ajith Kumar and Suresh Chandra (2024) put the value discussion into context by providing evidence of pricing structure. Although BSNL had a higher call-drop rate (1.03%) than Airtel and Vodafone Idea, it still retained a 9.06% wireless market share, a persistence that can be attributed to pricing accessibility in underserved markets; Airtel's higher CAGR of 7.02% reflects value created through a combined quality-price bundle rather than through either dimension alone. In Bengaluru, Pramilamani and Saravanan (2024) reported that the factors identified as most effective drivers of loyalty were pricing and value-added services; the operator-level regression had Jio at +0.189, BSNL at +0.082, Airtel at -0.221 and Vodafone Idea at -0.393, implying that price-value combinations were more important than pure network dominance among the surveyed subscribers. Kukreja and Ajagaonkar (2021) defined pricing as a secondary but consistently mentioned aspect in consumer preference among mobile operators in India.
Jhamb et al. (2020) concluded the theme by stating that the overall service-quality perception versus price sensitivity in their sample in Delhi-NCR is correlated by r=0.729, significant at the 99% confidence interval; the subscribers who perceived lower service quality became more price-sensitive, which shows that value considerations become acute when service quality drops. Sravanthi (2024) incorporated the market-level example of rural respondents in Telangana, who accepted a 37%-wider service gap on BSNL, which could be explained by the price position of BSNL and their familiarity, which were explicitly traded off for continued satisfaction. Kalia et al. (2021) modelled no perceived value directly, yet the fact that reliability was non-significant on trust and empathy and assurance was significant on trust indicates the reading that value and interpersonal quality bear the mediating burden after network performance crosses the threshold. Hussain et al. (2019) considered network quality as one of six independent dimensions but omitted perceived value from the six structural-equation studies to answer the mediation question. The corpus can be read consistently as perceived value and price fairness as the mediating engine between quality and satisfaction, most so in the studies based on the SEM and in line with the descriptive and comparative evidence.
[bookmark: _Toc241852201]4.4.4 Theme 4: Cross-Dimensional Interactions and Evidence Consistency in Loyalty and Retention
The fourth theme addresses the analytical question that divides the corpus most clearly: to what extent do the dimensions work independently, and to what extent does the interaction of the two factors and the stability of the results of loyalty and retention depend upon evidence results in the different samples.
Singh et al. (2024) formulated the interaction question on a quantitative basis. Service quality in his PLS-SEM of 377 Indian telecom respondents had direct strong relationships with both customer satisfaction (β=0.657, p<0.001) and loyalty (β=0.346, p<0.001). Satisfaction had a direct relationship with loyalty (β=0.279) and with trust (β=0.491), and trust in turn related to loyalty (β=0.119). Loyalty thus is a factor that is based on the pattern of interaction between service quality, satisfaction and trust, and not on any single dimension in isolation.
Kalia et al. (2021) explained the interactional logic by using parallel mediation. His PLS-SEM of 615 subscribers recognised two parallel mediators between two dimensions of SERVQUAL and loyalty: trust and commitment. The commitment to loyalty β=0.620 and the trust to loyalty β=0.172. R² for commitment was 0.659 and for loyalty 0.554. His multi-group analysis also indicated that the strength of the paths varied by the connection type and marital status, which implies that uniformity of the loyalty outcome across subgroups is pegged on dimensional interaction and not on one predominant driver.
Hussain et al. (2019) provided evidence of the consistency of methods. His sensitivity analysis played with weights of the criteria in the various experiments, and Alternative A3 was the best-ranked operator in all his manipulations on his 256-respondent Jorhat sample. This consistency was supported by the corroboration of fuzzy VIKOR, demonstrating that the ranking is consistent across estimation methods, a methodologically unusual phenomenon in this literature and indicating the consistency of the underlying preference structure.
Gautam (2019) demonstrated the difference-impact trend in one study. In his eight-dimensional PLS-SEM, the transmission quality and credibility were the most significant predictors of customer value, yet customer value, satisfaction and loyalty yielded different R2 values (0.424, 0.803 and 0.601, respectively), and the strongest predicting dimensions varied. Various outcomes that are relevant to loyalty are thus motivated by various dimensional bundles, and any such model that reduces these into one index is information-less.
Sravanthi (2024) documented signs of directional steady but not of magnitude heterogeneity. Although there was significant operator- and locality-level difference in the magnitude of the gaps (Airtel 0.72 versus BSNL 1.12, rural gaps 37% larger than urban), the gap was statistically significant in 21 of 22 SERVQUAL parameters: the under-performance is everywhere, but the magnitude is not. Jhamb et al. (2020) supported the heterogeneity observation: the overall service-quality perception and behavioural intentions (complaint behaviour r=0.887, word-of-mouth r=0.885, purchase intention r=0.789, price sensitivity r=0.729) had strong correlations across behavioural outcomes, though with different degrees of strength.
Roy (2022) also included the fact that not all plausible dimensions are significant: organisational efficiency (p=0.789) and organisational competency (p=0.235) were of no significance in his sample, whereas service quality and pricing were significant. The study by Pramilamani and Saravanan (2024) was found to have an R² of only 0.348 between satisfaction and loyalty in Bengaluru, with operator-specific coefficients that varied widely, operator-to-operator (Jio +0.189, BSNL +0.082, Airtel -0.221, Vodafone Idea -0.393). The consistency query was resolved by Ajith Kumar and Suresh Chandra (2024) with objective market data: Airtel had a higher CAGR of 7.02% and 32.42% market share, providing objective market-level context for the performance differential observed in the subjective studies. BSNL had a far lower CAGR of 0.24% and a smaller 9.06% market share, consistent with the compound effects of network and support deficiency. The interaction pattern was validated by Kukreja and Ajagaonkar (2021), who found both network coverage and customer service to be the best two factors of consumer preference. The corpus is read collectively, leading to the conclusion that the interaction of dimensions, mediation by satisfaction and value and demographic-locational moderation shape Indian subscriber loyalty and retention, not individual dimensions.
[bookmark: _Toc241852202]4.5 Discussion
The four themes based on the ten-paper corpus intersect and diverge in some aspects in an analytically informative manner with the literature reviewed in Chapter 2. Following the review, network quality is established as the most powerful evidentiary driving force of satisfaction. Hussain et al. (2019) showed that it is structurally independent; Sravanthi (2024) showed that it is statistically significant at the locality level, and Jhamb et al. (2020) found the biggest expectation-perception gap in reliability of 31.5%. This proves the statement in Chapter 2 that reliability and network performance are at the top of the subscriber priority lists, but it also reinforces the critical caveat found in the review by moderating the dominance assertion. Specifically, Kalia et al. (2021) demonstrated that empathy and assurance have superior path weights to reliability, which was not significant for trust and commitment in the sample of 615 respondents. The primacy of the quality of networks had been discussed in the literature review as a debatable assertion; the corpus clarifies this into the image of limited primacy, where the observed primacy of network quality fades away when value and support layers are added to the model.
The customer-support theme replicates the ambivalence in Chapter 2 but with more quantitative bases. The literature review had observed that support dimensions were important, but their weight depended on the type of service and the subscriber segment; the coefficient evidence of this variability is now available in the corpus. Kalia et al. (2021) reported large empathy to assurance and responsiveness to commitment, and Jhamb et al. (2020) reported a 29.3% responsiveness gap with a correlation of r=0.887 with complaint behaviour. Gautam (2019) refuted the primacy of support by discovering that support attributes were outweighed by transmission and credibility along the customer-value pathway. This is a subtlety that was not well expressed in the literature review and is a substantive addition to the analysis at hand: support is a loyalty-forming, not a satisfaction-forming, dimension in the majority of the mined Indian evidence.
On perceived value, the review is materially extended by the corpus. Chapter 2 references outside meta-analytic results to assert that value is a joint factor with quality and satisfaction; the corpus offers the Indian-specific quantitative validation. In a fully mediated PLS-SEM, Gautam (2019) found that customer value had R²=0.424 and satisfaction had R²=0.803. Singh et al. (2024) offered structural assistance to satisfaction as an intermediary between quality and loyalty (β=0.346 direct, about 0.183 indirect that appears through satisfaction); however, the model failed to include a perceived value construct and thus, on its own, could not demonstrate a value-specific mediation. The value-mediation argument is based on the analysis of Gautam (2019) and the literature review in general. Roy (2022) affirmed the importance of price and service quality (p=0.000), but organisational efficiency and competency were not significant. The hypothesis of the review, according to which the quality-satisfaction relationship is mediated by value, is thus enhanced in this chapter to an evidence-based conclusion based on the ten-paper corpus.
The assumption of methodological homogeneity in the review is also complicated by the corpus. The superiority of PLS-SEM designs had been mentioned in chapter 2; the corpus validates it but introduces Hussain et al. (2019) with fuzzy Rasch multi-criteria decision-making and sensitivity analysis and Ajith Kumar and Suresh Chandra (2024) with secondary TRAI-based comparative analysis. Stability between such different approaches, in which both translate network quality into a powerful observable force, customer support into a trust-building force and value into a mediating force, is more convincing evidence than any study with only one-method approach could provide. Sravanthi (2024) also presents spatial heterogeneity, which was under-emphasised in the review, and rural gaps are 37% greater than urban and locality χ 2=47.942 (p<0.001).
The results explicitly respond to the three research questions. RQ1 was what topics in the secondary literature on the dimensions of mobile internet service quality are important to Indian subscribers; the analysis presents four themes, which include network quality, customer support, perceived value and cross-dimensional interaction. RQ2 was based on the question of whether network quality, customer support, and perceived value are drivers of customer satisfaction; the corpus supports network quality as the strongest driver of customer satisfaction (Hussain et al., 2019; Jhamb et al., 2020), customer support as a driver and a trust-creating feature (Kalia et al., 2021), and perceived value as a conduit between the two (Gautam, 2019; Singh et al., 2024). RQ3 was how the strength and consistency of evidence differ among the three dimensions; consistency is greatest in network quality, moderate in perceived value and most heterogeneous in customer support, with moderation by demographic and locational factors being practised across the corpus.
[bookmark: _Toc241852203]
Chapter 5: Conclusion and Recommendations
[bookmark: _Toc241852204]5.1 Introduction
The chapter brings the evidence gathered in the earlier chapters together to bring an end to the dissertation. In Section 5.2, there is the conclusion that is organised based on the three research objectives given in Chapter 1. Section 5.3 formulates four recommendations based on evidence for the Indian mobile telecom operators. Section 5.4 presents directions of primary research to be conducted in the future outside the scope of this study. Collectively, these sections bring the thematic findings to the operator implications of practice and to the scholarly contributions.
[bookmark: _Toc241852205]5.2 Conclusion
[bookmark: _Toc241852206]5.2.1 Objective One: Reviewing Post-2019 Indian Empirical Evidence
The initial goal involved a methodical survey of the Indian empirical studies on the quality of mobile internet services and customer satisfaction after 2019. The review found a large but dispersed evidence base, published in peer-reviewed journals, regulatory publications and industry sources. The ten articles comprising the analytical corpus include structural equation modelling, gap analysis, fuzzy multi-criteria decision-making, regression and secondary comparative analysis. In one city, a population size of 150 subscribers, and in three northern Indian states, a population size of 615 respondents are used. Spatially diverse coverage is provided by the study locations, including Delhi-NCR, Bengaluru, Jorhat, Telangana, West Bengal, Assam and national samples. It was documented in the literature review that there are three dimensions of service that dominate service judgments of Indian subscribers: network quality, customer care and perceived value. This three-dimensional structure was validated in the empirical corpus, but methodological plurality, which the review under-emphasised, was realised. A comparison between the literature review and the data analysis revealed that there was convergence between the dimensions themselves but not the weight on the dimensions.
Framing of the literature made network quality strongly dominant; the data analysis moderated this to a limited dominance whose impact dissipates as value and support layers are factored into the model. The interpretation of the empirical findings presented in Chapter 4 was influenced by the regulatory environment presented in Chapter 2. Stricter Quality of Service guidelines in 2024 changed the incentives of operators concerning the payment for outages and solving complaints. The majority of studies in the corpus samples preceded this change, and this makes them incomparable to the state of affairs after the regulation. Nonetheless, the evidence reviewed consistently comes up with the same three dimensions as determinants across surveys and structural models. The initial goal is thus achieved: the study compiles, lists and examines a consistent post-2019 evidence base on Indian mobile internet service quality and customer satisfaction and will follow the interplay of scholarly, regulatory and industry evidence in that base. 
The critical comparison of the literature review and the data analysis also demonstrated that not merely geographic blind spots of earlier work were present. This is because the methodological plurality of the corpus that encompasses structural equation modelling to multi-criteria decision-making is what led to the emergence of dimensional priority instability across studies. When the differences in methodology are accepted, the pattern of network underlying as a collusive driver can be more easily seen. The reconciliation between the review and the data analysis in itself is therefore a contribution of the study, as it clarifies why previous researchers have indicated divergent claims on priorities in the same market.
[bookmark: _Toc241852207]5.2.2 Objective Two: Conducting Reflexive Thematic Analysis
The second was a reflexive thematic analysis of the corpus of 10 papers. The analysis gave four analytically different but conceptually related themes. The first warranted the quality of the network and the reliability of the infrastructure as the most evident determinant of consumer satisfaction. The second theme revealed customer support responsiveness and service recovery as a trust-building motivator, but not as the driver of immediate satisfaction. The third theme was the perceived value and price fairness as mediating channels between service quality and satisfaction. The fourth theme was the cross-dimensional interactions and consistency of evidence as moderators of loyalty and retention outcomes. The first three themes were predicted in the literature review, but the fourth was not. The cross-dimensional interaction was inductively derived from the corpus and showed an original contribution to the mobile internet literature on India. 
The four themes, critically compared to the literature review, confirm and complicate the reviewed conceptual framework. The discussion of the chained service-quality-to-satisfaction-to-loyalty model in Chapter 2 can withstand empirical test in aggregate level. Patterns of individual coefficients in the corpus are, however, not cleanly read linearly. There were studies that found network reliability to be not significant for trust and commitment. Others reported that support attributes prevailed over transmission quality on the value pathway. These results dilute the confident articulation of the literature review about the primacy of network and bring value and support to the brink of being complementary dimensions as opposed to being subordinate ones. Treatment of the themes as constructionist interpretations and not latent structure ensured the preservation of the reflexive position of the analyst. The second goal is thus achieved: the analysis resulted in four consistent themes based on evidence in the codes of the corpus, and each of them is backed by several sources and can be linked with particular findings in the extracted studies. The four themes are compared with the three-dimensional framing of the literature review to prove the value of the study in its analysis. The three dimensions were taken as parallel contenders of the primacy of satisfaction in the review. The analysis has shown instead that these dimensions are interacting, and the interaction itself is a finding of the research and not a residual noise term. This difference draws a clearer theoretical image to be used by those who study in the future and to those who practically engage in dimensional trade-offs.
[bookmark: _Toc241852208]5.2.3 Objective Three: Assessing Evidence Strength and Consistency
The third goal necessitated an evaluation of activity and uniformity of evidence in the three focal dimensions. The evaluation resulted in varied judgement. The most powerful and coherent evidence in the corpus was network quality evidence. All studies with quantitative designs that assessed the dimensions of networks found significant positive impacts on satisfaction or its downstream constructs. The fuzzy multi-criteria study used sensitivity analysis to verify the supremacy of the network dimension amongst manipulations of weights. Customer support evidence proved to be moderately strong, yet less consistent than network evidence. Other studies found strong path coefficients of empathy and assurance; non-significant effects of support attributes on immediate satisfaction were noted in other studies.
Perceived value evidence was found to become increasingly methodologically dependent. Direct and mediated effects were high in structural equation studies, and descriptive and comparative studies proved the direction but not the magnitude. This three-level strength judgment is critically compared to the literature review, which frames the review more uniformly. The review set all three dimensions to be about equally weighted competitors of satisfaction primacy. Analysis of data, however, indicates graded consistency; highest in network, moderate in value, and most heterogeneous in support. Search and geographic moderation were evident in the corpus. There were systematically larger service gaps in rural than urban subscribers. Locality was also a great determinant of operator choice in the comparative research, and such demographic factors as gender, age and type of connection influenced the routes of satisfaction in the structural models. Indian mobile satisfaction state findings indicate that Indian mobile satisfaction operates in a non-coherent national mechanism but in segment-differentiated mechanisms. The third goal is thus achieved: the study provides a differentiated evaluation of the evidence strength that can be used to make the recommendations formulated in the following section. 
The evaluation also offers academic and practical importance in that it explains the dimensions that have strong evidence to initiate action and those that need additional (primary) research to enhance the empirical argument.  Further detail can be seen when the literature review is critically compared to the data analysis in this respect. The transient dimensional hierarchy across contexts had been suggested in the literature review. The data analysis indicated that there is a change in hierarchy based on measurement approach and based on subscriber segment. This paradigm shift does not undermine the three-dimensional framework but qualifies the practical implications of the same. The operators are not capable of acting on a single fixed dimensional priority but, rather, need to be capable of acting on the interaction structure and the segmentation patterns revealed in the corpus. A segmentation-aware reading of the evidence is also beneficial to regulators in the process of refining Quality of Service benchmarks. The conclusion on the strength of evidence thus makes the review practical since it is based on the observed graded consistency that is indeed apparent in the Indian post-2019 evidence base.
[bookmark: _Toc241852209]5.3 Recommendations
[bookmark: _Toc241852210]5.3.1 Prioritise Network Reliability Investment in Underserved Geographies
Telecom operators in India are advised to channel capital expenditure towards enhancing network overlay in regions where service fadeouts continue to occur. The thematic analysis established quality of the network as the most powerful and effective predictor of subscriber satisfaction throughout the corpus. The highest level of satisfaction gaps obtained in the analysis was in reliability, with levels above thirty per cent below expectations. In the comparative operator study, the gaps of rural service were about thirty-seven per cent greater than the urban gaps. The research issue has clarified the lack of a centralised evidence base on prioritising investment; the recommendation addresses the issue of this research in the network aspect. The operators are to overlay their coverage footprint on the regulatory Licensed Service Areas and to establish which districts have the greatest gaps between expectations and perceptions. The targeted infrastructure upgrades in those districts should also comprise more cell-site density, backhaul capacity additions and a priority in deployment of the newer generations of wireless technology. Investment must be gradual and be compared to regulatory Quality of Service standards that the national regulator recently tightened. Such investment should be measured not just in the growth of subscribers, but also in the decreased turnover of high-value data subscribers. This proposal fills the gap in the research due to fragmented evidence by converting the corpus into an actual investment focus that can be integrated and taken into action by the operators on the ground.
[bookmark: _Toc241852211]5.3.2 Strengthen Digital Customer Support with Proactive Service Recovery
The operators are advised to invest in digital support systems that provide proactive complaints, and quick service recovery. In the thematic analysis, customer support was found to be a trust-building activity that transforms baseline service delivery into long-term subscriber service. In the evidence reviewed, support failures resulted in a disproportionate negative reaction among subscribers compared to network incidents. The regulatory landscape has introduced stepped, graded penalties for failures in successfully resolving complaints within timelines and responding to outages. The identified research gap in terms of inconsistent support evidence supports the application of a capabilities-based instead of homogeneous investment strategy. Automated escalation of high-severity complaints and real-time complaint tracking should be combined by the operators. 
Service recovery cases can be managed by having trained agents, and first-line queries can be managed under multilingual artificial-intelligence-supported chatbots. Response metrics have to be published quarterly and be compared with the regulatory standards. Training programmes for empathy and assurance behaviours in agent interactions should also be invested in because these dimensions had the highest path coefficients to the commitment of the corpus. During proactive service recovery, disgruntled subscribers will be converted into true custodians by way of properly engaging them and showing responsiveness. This recommendation plays a role in the response to the problem statement, as it provides the operators with an evidence-based framework for prioritising the support-quality investment in the narrowed regulatory environment.
[bookmark: _Toc241852212]5.3.3 Develop Transparent Value-Based Pricing Strategies for Subscriber Retention
Transparent pricing structures which clearly articulate service value to subscribers should be embraced by operators. The thematic analysis revealed that perceived value was a mediating conduit between service quality and satisfaction, and strong effects in the structural equation studies. Price fairness had a positive coefficient of importance on satisfaction in the corpus, whereas it did not have an effect on organisational efficiency and competency. The gap in the study of mediation readings warrants an approach of value based and not wholly price-based, competitive approach. Operators are supposed to come up with tariff schemes in a manner that they match price levels and level of service delivered and explain this match via transparent bundling. Promotional services that would tie the network performance assurances with the reasonable price would improve retention. Communication of pricing should emphasise quality-price ratios and not headline pricing per se. The analysis should be segment-specific in pricing, with the segment-specific weighting patterns reflected in the price: the price-sensitive segments react the most to the value-for-money framing, and the heavy data users to the reliability guarantees implicit in the price. This solution will deal with the problem statement by providing operators with an evidence-based pricing framework that is consistent with regulatory limits as well as the preferences of subscribers in terms of value. It also attempts to fill in the research gap surrounding direct-versus-mediated effects of values by not using one as the other, but as complementary, so that the two mechanisms do not act alone but interactively.
[bookmark: _Toc241852213]5.3.4 Adopt a Three-Dimensional Integrated Measurement Framework
Operators need to embrace a three-dimensional combined measurement framework on network, support and value levels at the same time. The fourth thematic analysis theme helped to determine that the independence between dimensions brings about Indian subscriber satisfaction and loyalty as opposed to one overall dominant driver. Single-dimensional measurement therefore runs the risk of not seeing the trade-offs and complementarities observed in the corpus. This gap in research related to methodological plurality is why it is important to use a hybrid method of measurement that consists of conventional survey-based structural models together with regulatory quality indicators and the analysis of industrial sentiment. Operators are encouraged to develop internal dashboards that report metrics of network performance, support metrics of perceived value, and responsiveness metrics. A combination of high network execution with low support execution, or high worth perception with low network reliability, ought to be recognised by cross-dimensional heatmaps. The segment-differentiated strategies suggested above should be allowed in the segment-level breakouts. The framework is to be periodically updated quarterly to reflect the regulatory quality indicators cycle, and benchmarked against competing operators by use of available regulatory data in the public domain. This recommendation will help solve this problem statement because it will provide operators with a decision-support framework instead of diagnostic tools based on dimensions. It also closes the gap in research on cross-dimensional interaction since that interaction is directly incorporated into continuous measurement of operators.
[bookmark: _Toc241852214]5.4 Future Recommendations
The research has been based on secondary evidence and on the reflexive thematic analysis. This synthesis should be further enhanced by the collection of primary data by future researchers to further fortify the Indian mobile telecom evidence base. A primary survey on fresh subscriber responses with a large sample size using structural equation modelling would be used to determine whether the four themes remain operational within the stricter 2024 regulatory regime. The longitudinal panel research may look at the changing weighting of the three dimensions over time among subscribers as the five-generation network rollout is being tested. Demographic moderators and locational moderators: Segment-specific research may further enrich knowledge about the impact of moderating factors on satisfaction in the Indian context. Univariate quantitative structural test with mixed-method designs such as quantitative testing plus qualitative subscriber interviews would deepen the interpretive nature of the evidence base. The current study is a mapped blueprint to such primary research and points out where each of the suggested extensions will be of the greatest essence.
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Figure A1: PRISMA flow diagram showing the identification, screening, eligibility and inclusion stages of the corpus construction process.
[bookmark: _Toc241852217]A.2 Database Search Log
The database searches were conducted between 1 and 18 September 2026. The primary Boolean string was adapted to each database's syntax and matched against titles, abstracts and keywords. Supplementary searches combining the same terms with named Indian operators were used where general searches returned unmanageable result sets. Table A1 records the exact string, search date and retrieved count per database.
	Database
	Search string
	Date
	Records

	Scopus
	(TITLE-ABS-KEY("mobile internet" OR telecom OR telecommunication) AND TITLE-ABS-KEY("service quality" OR SERVQUAL OR "network quality" OR "customer support" OR "perceived value") AND TITLE-ABS-KEY("customer satisfaction" OR "customer loyalty") AND TITLE-ABS-KEY(India OR Indian))
	01 Sep 2026
	58

	Emerald Insight
	("mobile internet" OR telecom OR telecommunication) AND ("service quality" OR SERVQUAL OR "network quality" OR "customer support" OR "perceived value") AND ("customer satisfaction" OR "customer loyalty") AND (India OR Indian)
	05 Sep 2026
	41

	Web of Science
	TS=("mobile internet" OR telecom OR telecommunication) AND TS=("service quality" OR SERVQUAL OR "network quality" OR "customer support" OR "perceived value") AND TS=("customer satisfaction" OR "customer loyalty") AND TS=(India OR Indian)
	10 Sep 2026
	47

	Google Scholar
	"mobile internet" OR telecom "service quality" "customer satisfaction" India 2019..2026
	15-18 Sep 2026
	41

	Total retrieved
	
	
	187

	Duplicates removed
	
	
	42

	Unique records
	
	
	145



[bookmark: _Toc241852218]A.3 Full-Text Exclusion Log
Of the 56 full-text articles assessed for eligibility, 46 were excluded. Table A2 summarises the exclusion reasons by category, with an illustrative example per category. The complete list of excluded records is available on request from the researcher.
	Exclusion reason
	Count
	Illustrative example

	No reported statistics (methodological transparency)
	18
	Descriptive subscriber survey reporting proportions only, no inferential tests or path coefficients

	Insufficient methodological rigour
	12
	Small-sample study without stated sampling frame or validity testing

	Thematic mismatch with focal dimensions
	10
	Study on telecom branding or employee satisfaction, not subscriber service quality

	Duplicate authorship across venues
	6
	Conference and journal version of the same empirical study

	Total excluded at full-text stage
	46
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[bookmark: _Toc241852220]B.1 Coding Procedure Overview
The ten papers in the analytical corpus were coded manually in a spreadsheet across six phases following Braun and Clarke (2019). Each code was linked back to a specific source passage identified by paper, section and page. Candidate themes were constructed from clusters of related codes and reviewed twice against the full corpus. The final theme set reflects both the three focal dimensions (deductive) and the cross-dimensional interaction pattern that emerged inductively from the coded data.
[bookmark: _Toc241852221]B.2 Sample Coded Passages
Table B1 presents a sample of coded passages across the ten papers, showing the extracted passage, the assigned code, and the theme to which the code contributed. The complete coding spreadsheet is available upon request from the researcher.
	Source paper
	Extracted passage (paraphrased)
	Assigned code
	Theme

	Kalia et al., 2021
	Empathy predicted commitment at β=0.353; reliability had no significant effect on trust or commitment
	empathy-commitment-path; reliability-non-significant
	T2, T4

	Jhamb et al., 2020
	Largest expectation-perception gap in reliability at −1.589 (31.5% below expectation)
	reliability-gap
	T1

	Jhamb et al., 2020
	Correlation of service quality perception with price sensitivity, r = 0.729
	value-sensitivity-link
	T3

	Sravanthi (2024)
	Only infrastructure parameter met expectations; 21 of 22 parameters showed significant gaps
	infrastructure-expectation-met; sector-wide-gaps
	T1, T4

	Sravanthi (2024)
	Rural gap approximately 37% larger than urban gap; χ²=47.942 for locality and operator choice
	locality-operator-association
	T1, T4

	Roy (2022)
	Only 5.57% of subscribers were very satisfied; price range significant at p=0.000
	satisfaction-distribution; price-direct-effect
	T3

	Singh et al., 2024
	SQ→satisfaction β=0.657; satisfaction→loyalty β=0.279; direct SQ→loyalty β=0.346
	satisfaction-mediator
	T3, T4

	Hussain et al., 2019
	Network quality retained as sixth independent dimension; sensitivity analysis stable across weights
	network-independent-dimension; method-robustness
	T1, T4

	Gautam (2019)
	Transmission quality strong predictor of customer value; R²=0.424 for value, 0.803 for satisfaction
	transmission-value-link; mediation-value
	T3

	Pramilamani and Saravanan, 2024
	Pricing and value-added services cited as key loyalty drivers; R²=0.348 for satisfaction-loyalty
	value-loyalty-driver
	T3, T4

	Ajith Kumar and Suresh Chandra, 2024
	Call-drop rate: 0.51% Airtel, 0.58% VI, 1.03% BSNL (objective infrastructure data)
	infrastructure-performance
	T1 (context only)

	Kukreja and Ajagaonkar, 2021
	Network coverage and customer service cited as top two operator-choice factors
	network-choice-factor; support-choice-factor
	T1, T2



B.3 Code-to-Theme Mapping
Table B2 shows the full set of codes grouped by theme. Codes that fed into more than one theme are repeated under each theme to make the overlap explicit.
	Theme
	Codes grouped under theme

	T1: Network quality primacy
	reliability-gap; infrastructure-expectation-met; network-independent-dimension; infrastructure-performance; locality-operator-association; network-choice-factor; sector-wide-gaps

	T2: Customer support as trust-building
	empathy-commitment-path; responsiveness-complaint-link; support-choice-factor; service-encounter-trust; assurance-trust-path

	T3: Perceived value as mediator
	value-sensitivity-link; price-direct-effect; satisfaction-mediator; transmission-value-link; mediation-value; value-loyalty-driver; satisfaction-distribution

	T4: Cross-dimensional interaction and consistency
	reliability-non-significant; sector-wide-gaps; method-robustness; locality-operator-association; satisfaction-mediator; value-loyalty-driver; segment-moderation



[bookmark: _Toc241852222]B.4 Reflexive Memos
Memo 1: Emergence of Theme 4 (cross-dimensional interaction)
In the course of the second coding, I have realised that there are quite a number of papers which found strong direct effects of a given dimension, and considerable mediation by another. Kalia et al. 2021) was more empathetic than reliable, and Singh et al. (2024) was more satisfied as a mediator than quality and loyalty; Gautam (2019) was more customer value as a mediator. No one-dimensional claim was over the corpus. It is this interaction pattern that I therefore pre-specified in the research questions that I formulated a fourth theme. The theme balances the seeming contradictions between studies as outcomes of co-operation as opposed to rival dimensions' primacy.
Memo 2: Treating objective infrastructure data as context, not satisfaction evidence
Ajith Kumar and Suresh Chandra (2024) do not cite satisfaction scores based on surveys but give the call-drop rates and market share. The market share and CAGR values were used as proxies for the satisfaction of the subscribers in early coding. Reflectively, they are market results which could be influenced by a plethora of factors other than satisfaction, and hence I limited the coding of Ajith to objective infrastructure performance. Such a decision preserves an interpretive limit between the measurement of subjective satisfaction and the market outcome data.
Memo 3: Handling associations versus causation in Sravanthi
The chi-square test of Sravanthi proves the existence of a statistically significant correlation between locality and selection of operators. This had been a causal statement in my imagination about the rural infrastructure generating dissatisfaction, which I associated as causal during initial encoding. On rereading, I reconstructed the code to locality-operator-association and re-positioned it within Themes 1 and 4 as an example of patterning and not causality. The trend of the relationship fits the premise of the statistical test rather than exaggerating the expectation-perception disparities in urban settings, which agrees with the greater attempt of the association in country regions.
Memo 4: Keeping within-model constructs
Singh et al. (2024) were the first to indicate evidence of mediating perceived value. The structural model of the paper includes service quality, customer satisfaction, trust, loyalty and CSR, and none of the perceived value constructs. There is no possibility of estimating a variable that is not represented in a model and assuming that it will be a mediator in that model. I thus re-coded the evidence provided by Singh on mediation as a satisfaction mediator and not as a value mediator, and Gautam (2019) as main within-corpus mediation of value evidence.
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Figure 2.2: Chained service-quality - satisfaction - loyalty model
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Figure 2.3: Perceived value as mediator between service quality and satisfaction
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Figure 4.1: Reported path coefficients across the ten-paper corpus
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