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ABSTRACT 
Branding is powerful instrument of demand creation and demand retention. Consumers are aware of and prefer a particular brand when it is available for 

purpose. In the era of information explosion, mobile phones are one of the most popular and effective tool which are used to communicate one person to 

another. Indian Mobile Phone industry is one of the fastest growing industries in the world. Mobile phone service providers are the main drivers; whereas 

equipment manufacturers are witnessing growth. In this light, the present study deals with consumer perceptions towards brand preference of Mobile Phone 

service providers in Nagapattinam District. The present study has been conducted a total of 150 respondents were selected who include the individual consumers 

with the help of convenience random sampling technique. The study has brought out mobile phone users of various mobile Phone service providers such as Aircel, 

Airtel, BSNL, TATA Docomo, Vodafone, Reliance and few other players. The objectives of this study were to assess the level of brand awareness and factors 

underlying customer care, coverage, performance, Pricing, accessibility and to offer the best of services. 

 

KEYWORDS 
Brand preference, Consumer perception, Mobile service providers. 

 

INTRODUCTION 
his study aims at analyzing the brand preference of mobile phone service providers in Nagapattinam District.  In Indian environment, mobile phones are 

unavoidable one and most of the consumers should like to use mobile phones for the purpose of Communication, Education, Environment, 

Entertainment, etc.  Mobile phone and mobile service industry have played a major role in all walks of life all over the world.  This study has undertaken 

to identify the behavior pattern of consumers towards the brand preference of mobile network services. 

 

IMPORTANCE OF THE STUDY 
Mobile phone industry market is the fastest developing sector as well as the most competitive markets in the present day of world business environment. In the 

present society have known the importance and access globally with the use of mobile phones, mobile phone services are becomes more common for all age 

groups without any discrimination.  There is a wide variety of mobile phone services providers and mobile phone brands exist in the market.  The decision where 

to buy or not depends in the mainly on the consumer motive.  An attempt has been made by the researcher to know the brand preference of consumer in the 

society regarding periodical offers, call charges, network coverage, and monthly rent and value added service. 

 

STATEMENT OF THE PROBLEM 
The problem has to be undertaken for this study towards the brand preference and behavior pattern of using the mobile phone services.  For this purpose, 

preference status of consumers are to be analyzed on what basis of consumers’ prefer their  brands, which are the factors influencing them to buy such brand 

and also how buying motive is created are analyzed and concluded the extract buying behavior of the consumer. 

 

OBJECTIVES OF THE STUDY 
The following objectives are framed for this study.   

� To ascertain the reasons for preferring a particular brand of mobile phone service. 

� To study the factors influencing to the choice of selection from various mobile phone service provider. 

� To identity the most popular brand of mobile phone service providers in Nagapattinam District. 

� To analyze and understand the level of satisfaction of mobile phone service users in Nagapattinam District. 

� To sum up the findings and to offer suitable suggestions.  

 

HYPOTHESIS 
The study is based on the following hypothesis framed: 

1. There is no significant relationship between the age of the respondents and the impact of influenced by advertisement towards mobile service brand 

preference. 

2. There is no significant relationship between occupational status of the respondents and the impact of influenced by advertisement towards mobile service 

brand preference. 

 

SCOPE OF THE STUDY 
In order to know the details about consumer brand preference of mobile phone service providers in Nagapattinam District.  This study makes an attempt to 

analyze the various factor influencing a consumer while purchasing and using particular mobile phone service i.e., knowledge of consumers about the various 

attributes like, call charges, periodical offers, monthly rental, network coverage and also know the reason for choosing particular brand  of mobile phone service. 

 

 

 

 

 

 

T 
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RESEARCH METHODOLOGY 
The methodology used in the study is explained below. 

DATE AND SOURCES OF DATA 

The present study has been formed with primary data and secondary data.  The primary data has been collected though the issue of questionnaire to the 

respondents in Nagapattinam District.  Some other information related to brand preference were collected from secondary sources like, books, journals, 

magazines, newspapers, internet sources, etc. 

SAMPLE SIZE AND DESIGN 

A total of 150 respondents from the Nagapattinam district were selected for the study.  Convenience random sampling method has been adopted for collecting 

the response from the respondents.  The selected sample respondents of the study are to be included the different demographical and geographical factors such 

as occupation, age, income, educational background and etc. 

RESEARCH DESIGN 

Research design constitutes the blue print of data collection, measures and analysis of data.  In specific terms, a research design is the arrangement of conditions 

for collection and analysis of data in a manner that aims to combine relevance to the research prose with economy in procedure.  Here in this study the 

researcher used Descriptive Research Design, which is concerned with describing the characteristic of a particular individual, or of a group.   

AREA OF THE STUDY  

The study area is limited to Nagapattinam District, Tamil Nadu.  Nagapattinam is an Agricultural area. It is the fast developing district of Tamil Nadu and it is 

poised for spectacular growth in the near future. 

TOOLS USED FOR ANALYSIS AND INTERPRETATION  

Statistical tools such as chi-squire test, tables and simple percentage have been used for analysis and interpretation of the data. 

 

LIMITATATIONS OF THE STUDY 
The study has limitations is execution which are listed below. 

1. The study is limited to Nagapattinam District limit only.  

2. The sample taken from the study comprises of 150 respondents. 

3. The period of the study is restricted from March 2013 to August 2013 only. 

 

DATA ANALYSIS AND INTERPRETATION 
TABLE NO. 1: AGE GROUP 

S. No. AGE No. of Respondents Percentage 

1 Less than 20 12 08 

2 21-30 74 49 

3 31-40 37 25 

4 41-50 21 14 

5 More than 51 06 04 

 Total 150 100 

Source: Primary Data 

The age group of the respondents is presented Table No.1, which shows that, out of 100 percent respondents, majority 49 percent respondents were of the age 

21-30 years age group and the lowest been the above 51 years age group i.e., 4 percent. Some 25 percent respondents were age group between 31-40 years. 14 

percent respondents are age group between 41-50 years. 8 percent respondents below 20 years old out of 100 percent. 

 

TABLE NO. 2: EDUCATIONAL QUALIFICATIONS 

S. No.  EDUCATIONAL QUALIFICATIONS No. of Respondents Percentage 

1 Illiterate 06 04 

2 School level 31 21 

3 Graduate 53 35 

4 Post Graduate 37 25 

5 Professional 23 15 

 Total 150 100 

Source: Primary Data 

Educational qualifications achieved by the sample respondents shows in Table No.2. Out of 150 respondents, 35 percent of the respondents hold the first 

degree. 25 percent respondents achieved Post Graduate degree. 21 percent respondents studied School level of education. 15 percent of them got professional 

degree. Remaining 4 percent of the respondents are illiterate in the study area. 
 

TABLE NO. 3: OCCUPATIONAL STATUS 

S. No. OCCUPATIONL STATUS No. of Respondents Percentage 

1 Agriculturists 17 11 

2 Business men 29 19 

3 Employed 36 24 

4 Self- employed 26 17 

5 Professional 42 28 

 Total 150 100 

Source: Primary Data 

Table 3 shows the result of occupational status of the respondents. It shows that 28 percent of the respondents are professional. 24 percent of them are 

employed. 19 percent respondents are business men. 17 percent are self-employed. Remaining 11 percent of them are agriculturists. 
 

TABLE NO. 4: MONTHLY INCOME 

S. No. MONTHLY INCOME No. of Respondents Percentage 

1 Less than Rs.5,000 21 14 

2 Rs.5,001 to Rs. 10,000 28 19 

3 Rs.10,001 to Rs.15,000 30 20 

4 Rs.15,001 to Rs. 20,000 33 22 

5 Above Rs. 20,001 38 25 

 Total 150 100 

Source: Primary Data 
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Table 4 shows that the monthly income of the sample respondents in the study area. It reveals that most of the consumer respondents i.e., 25 percent are got 

monthly income above Rs.20, 001. A very few respondents i.e., 14 percent of them got monthly income below            Rs. 5,000. 22 percent have incomes 

between Rs. 15,001 to Rs.20, 000. 20 percent respondents have monthly income between Rs.10, 001 to Rs. 15,000.19 percent respondents are earned monthly 

income between Rs. 5,001 to Rs.10, 000. 

TABLE NO. 5: SOURCES OF BRAND AWARENESS 

S. No. SOURCES No. of Respondents Percentage 

1 Advertisements 114 76 

2 Dealers 12 08 

3 Family members 08 05 

4 Friends 10 07 

5 Relatives 06 04 

 Total 150 100 

Source: Primary Data 

Table 5 shows that, sources of brand awareness to purchase the particular mobile phone service in the study area. Out of 100 percent respondents, majority 76 

percent of them are information gathered from advertisements like, television, news paper, etc. 8 percent respondents get sources from the mobile phone 

service dealers. 5 percent of them get know information about the service from their family members. 7 percent respondents get sources from their friends and 

only 4 percent of them mobile service brand awareness from their relatives. 

Chi-Square test has been applied to find out if there is any significant difference between age of the respondents and the impact of influenced by 

advertisements towards mobile phone service opted by them at 5% level of significance. 

 

TABLE NO. 6: AGE OF THE RESPONENTS AND THE INFLUENCING FACTOR ON MOBILE SERVICE BRAND SELECTION 

S. No. AGE Influenced by Advertisement Not Influenced by Advertisement Total 

1 Less than 20 06 06 12 

2 21-30 58 16 74 

3 31-40 30 07 37 

4 41-50 16 05 21 

5 More than 51 04 02 06 

 Total 114 36 150 

Source: Primary Data 

Hypothesis: There is no significant relationship between age of the respondents and the impact of influenced by advertisements towards mobile service brand 

preference.                    

Calculated value of Chi-Square test is 3.54. Table value of Chi-Square test at 5% level of significance for d.f is 9.49. Since, calculated value (3.54) is less than the 

table value. Therefore, the hypothesis is accepted. Thus, there is exists a relationship between the age of the respondents and the influenced of advertisement 

on mobile phone service brand selection. 

Chi-Square test has been applied to find out if there is any significant difference between occupational status of the respondents and the impact of influenced by 

advertisements towards mobile phone service opted by them at 5% level of significance. 

 

TABLE NO. 7: OCCUPATIONAL STATUS AND THE INFLUENCING FACTOR ON MOBILE SERVICE BRAND SELECTION 

S. No. OCCUPATIONAL STATUS Influenced by Advertisement Not Influenced by Advertisement Total 

1 Agriculturists 12 05 17 

2 Business men 21 08 29 

3 Employed 27 09 36 

4 Self- employed 18 08 26 

5 Professional 36 06 42 

 Total 114 36 150 

Source: Primary Data 

Hypothesis: There is no significant relationship between occupational status of the respondents and the impact of influenced by advertisements towards mobile 

service brand preference. 

The table value of Chi-Square test for 4 d. f at 5% level of significance is 9.49. The calculated value of Chi-Square is 3.10, which is less than the tabulated value. 

Hence the hypothesis may be accepted. Thus we conclude that, there is exists a relationship between occupational status and the influenced of advertisement 

on mobile phone service brand selection. 

 

TABLE NO. 8: COMPANY WISE MOBILE PHONE SERVICE OWNED BY THE RESPONDENTS 

S. No. NAME OF THE COMPANY No. of Respondents Percentage 

1 Aircel                   27 18 

2 Air Tel 31 21 

3 BSNL 25 17 

4 Reliance 09 06 

5 TATA Indicom 06 04 

6 Uninor 05 03 

7 Vodafone 47 31 

 Total 150 100 

Source: Primary Data 

Table 8 indicates that the company wise mobile phone service owned by the sample respondents in the study area. Out of 150 respondents, 31 percent of them 

have Vodafone service. 21 percent respondents are used to Airtel service. The third position got to Aircel service like 18 percent. 17 percent of them are having 

BSNL mobile service. 6 percent got Reliance.4 and 3 percent respondents are used to TATA Indicom and Uninor mobile phone services respectively. 
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TABLE NO. 9: YEARS OF USING MOBILE PHONE SERVICES 

S. No. YEARS OF USING No. of Respondents Percentage 

1 Less than 1 year 33 22 

2 1-3 years 45 30 

3 4-6 Years 27 18 

4 7-9 Years 24 16 

5 Above 10 Years 21 14 

 Total 150 100 

Source: Primary Data 

Table 9 shows that the years of using mobile phone services by the sample respondents. Out of 150 respondents, majority 30 percent of them are used their 

mobile service 1-3 years. 22 percent respondents are using their mobile phone service. 18 percent respondents are used their mobile service 4-6 years. 16 

percent of them used their mobile service 7-9 years. Remaining 14 percent of them used their mobile phone service above 10 years. 

 

TABLE NO. 10: CONSUMER PREFERENCE ON MOBILE PHONE SERVICE PROVIDERS ON THE BASIS OF PLAN 

S. No. MOBILE PHONE SERVICE PROVIDERS No. of Respondents TOTAL 

Post-Paid Pre-Paid  

No. % No. % No. % 

1 Aircel 05 03 22 15 27 18 

2 Air Tel 04 02 27 19 31 21 

3 BSNL 09 06 16 11 25 17 

4 Reliance 01 01 08 05 09 06 

5 TATA Indicom 01 01 05 03 06 04 

6 Uninor 01 01 04 02 05 03 

7 Vodafone 11 07 24 47 47 31 

 Total 32 21 118 79 150 100 

Source: Primary Data 

Table 10 highlights that, consumer preference on mobile phone service providers on the basis of plan. Majority of 79 percent have pre-paid and remaining 21 

percent respondents have post-paid plan. In pre-paid plan, 24 percent respondents used Vodafone service and 19 percent respondents used to Airtel service. In 

post-paid plan, 7 percent respondents used Vodafone service and 6 percent respondents used to BSNL mobile service among the sample respondents. 

 

TABLE NO. 11: MONTHLY MOBILE EXPENDITURE 

S. No. MONTHLY EXPENDITURE No. of Respondents Percentage 

1 Less than Rs.350                   45 30 

2 Rs.351 to Rs.700 38 25 

3 Rs.701 to Rs.1,000 30 20 

4 Rs.1,001 to 1,350 24 16 

5 Above Rs.1,351 13 09 

 Total 150 100 

Source: Primary Data 

Table 11 shows that, monthly mobile expenditure spent by the sample respondents. Out of 150 respondents, majority 30 percent said that spent less than 

Rs.350 as their usage of mobile phone service. 25 percent of them spent their mobile charges between Rs. 351 to Rs.700. 20 percent said that pay the 

expenditure between Rs.701 to Rs.1, 000. Next 16 percent of them spent Rs.1, 001 to Rs.1, 350. Only 9 percent say that spent above Rs.1, 351 per month on 

mobile phone service. 

TABLE NO. 12: FACTORS MOTIVATE TO PURCHASE THE MOBILE PHONE SERVICES 

S. No. MOTIVATING FACTORS No. of Respondents Percentage 

1 Call charges                   15 10 

2 Customer care services 24 16 

3 Facilities/plan 48 32 

4 Network coverage 54 36 

5 Quality of service 09 06 

 Total 150 100 

Source: Primary Data 

Table 12 shows that factors motivate to purchase a particular mobile phone service. 36 percent respondents prefer network coverage as the most primary factor 

motivates to buy a particular brand of service. 32 percent respondents have motivating factor for purchase decision on facilities/plan. 16 percent of them who 

prefer customer care service as their deciding factor to buy a particular mobile phone service. 10 percent respondents who prefer for only call charges and 

remaining 6 percent of them have reported quality of service is the most important factor for choosing a particular brand.          

 

TABLE NO. 13: REASON BEHIND FOR SELECTING OR USING OF MOBILE PHONE SERVICE 

S. No. REASON BEHIND FOR SELECTING OR USING OF MOBILE PHONE SERVICE No. of Respondents Percentage 

1 Free SMS 26 17 

2 Roaming facilities 18 12 

3 Add-on card 22 15 

4 Access to recharge credit 40 27 

5 Value-Added services 44 29 

 Total 150 100 

Source: Primary Data 

Table 13 reveals that reason behind for selecting a particular mobile phone brand service. Out of 100 percent respondents, majority of 29 percent respondents 

are selecting a particular brand for value-added services. Another 27 percent respondents selecting the particular mobile phone services are access to recharge 

card facilities. 17 percent respondents who are selecting for free SMS facilities. 15 percent respondents reason behind for using Add-on card services. Remaining 

12 percent respondents select for roaming facilities.  
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TABLE NO. 14: CONSUMER SATISFACTION LEVEL ON THE PERFORMANCE OF SERVICE PROVIDERS 

S. No. LEVEL OF SATISFACTION No. of Respondents Percentage 

1 Highly satisfied                   32 21 

2 Satisfied 86 58 

3 Neutral 16 11 

4 Dissatisfied 09 06 

5 Highly Dissatisfied 07 05 

 Total 150 100 

Source: Primary Data 

Table 14 clearly shows that the level of satisfaction among the users of mobile phone service in the study area. It is seen from the analysis that, out of 150 

sample respondents, 58 percent are satisfied about their mobile service. 21 percent of the respondents who are using their mobile service highly satisfied. 11 

percent of them stated about their mobile service neutral. 6 percent respondents expressed their opinion about their mobile service dissatisfied. Only 5 percent 

of them stated highly dissatisfied about their mobile phone service. 

 

TABLE NO. 15: CONSUMERS’ OVERALL EXPERIENCE OF GETTING, OWNING AND USING THE PARTICULAR MOBILE PHONE SERVICE PROVIDERS 

S. No. OVERALL EXPERIENCE No. of Respondents Percentage 

1 Excellent 41 27 

2 Good 75 50 

3 Fair 30 20 

4 Poor 04 03 

5 Hopeless - - 

 Total 150 100 

Source: Primary Data 

Table 15 shows that consumers overall experience of getting, owning and using a particular mobile phone service providers. Majority 50 percent respondents 

say that owning and using mobile phone service experience are ‘Good’. 27 percent of them feel that overall experiences of their mobile phone service are 

‘Excellent’. 20 percent respondents state that using their mobile service ‘Fair’. Only 3 percent respondents treat their mobile phone service connection 

experience are ‘Poor’. None of them state that overall experience are ‘Hopeless’. 

 

FINDINGS 
• Majority 49 percent of the respondents belong to the age group between 21-30 years. 

• Out of 150 respondents, majority 35 percent respondents hold the first degree of educational qualification. 

• Majority 28 percent respondents are professional as the major user of mobile service in the study area. 

• Maximum 25 percent of respondents belong to income group above Rs.20, 001 as their monthly income. 

• Nearly 76 percent respondents have reported that they have awareness about the mobile service through advertisement. 

• Most of the respondents i.e., 31 percent prefer Vodafone among various mobile service brands. 

• Out of 100 percent, 30 percent respondents are using their mobile service 1-3 years. 

• Most of the consumers prefer pre-paid plan to be more economical as compared to    post-paid plan. 

• Majority of subscribers are paying monthly expenditure for their mobile service      Rs.351 to Rs.700. 

• Majority 36 percent of the respondents have reported that, the network coverage is the most important factor for choosing a particular mobile brand 

service. 

• Majority 29 percent consumers considered Value-Added service features as a reason behind for selecting a mobile brand service. 

• Among the total respondents, majority 58 percent consumers satisfied about their mobile service. 

• Majority 50 percent respondents state that overall experience of getting, owning and using the particular mobile service are ‘Good’. 

 

SUGGESTIONS 
• Mobile phone service providers especially BSNL should launch their recharge coupons made easily available for all the shops. 

• BSNL service providers should try to give more new connections made easily and simplified. 

• Uninor, TATA Docomo service providers should be developed adequate network facilities to the rural area so as to enable to attract the more number of 

customers. 

• Mobile phone service providers should introduce new type of Value-Added service offered to their existing as well as new customers. 

• Most of the customer unaware of periodical offers of mobile phone service providers; aggressive advertisements should be launched to create more 

awareness of these offers. 

• Mobile phone service providers should try to reduce or drop the tariff rate for SMS. 

• All the mobile phone service providers should obtain feedback from the customers so as to enable improved their mobile service. 

• All the mobile phone service providers should be introduced credit account to their customers. Therefore the use of these services should be promoted 

among the subscribers. 

 

CONCLUSION 
In India, a number of mobile phone service providers companies competing to provide efficient and quality services to their customers. Government and private 

service operators are competing at close margin and are trying to provide multiple value-added services to people. Hence the mobile phone service operators 

should strive to provide cost effective quality equipments, affordable and competitive call tariffs for connectivity at various levels and customized services in 

order to satisfy and delight their consumers. 
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