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ABSTRACT 

     This project report depends upon 

Telecom division as the Telecom section is 

making at an all things considered incredible pace. 

This task titled on "Customer Satisfaction 

Towards Reliance JIO" is being coordinated to see 

factors and give dynamic 4G LTE consolidation 

and quick Wi-Fi associations of Reliance JIO at all 

spots of Hyderabad. RJIL has suitably indicated 

veritable catch try and watching rules consistence 

of its 4G compose brisk remote web, calls, video 

and instructing association all over nation. To see 

all the underneath structures in the zone and set up 

contacts with the structure proprietor/association 

and expand them the upsides of quick web and 

4G availability. This 4G is available in all the 

floors of the structure, shopping edifices, 

Hospitals. 

 

INTRODUCTION 

Progress rise and fall on the peaks of 

incredible upheaval in Communication, 

expedited by new advancements and 

constrained uniquely by human 

imagination
1
. The media transmission 

division stayed a supervisor in the year 1991 

among the most happening areas in India 

after the Globalization of India. The steady 

years watches keen and hair-rising changes 

came in the territory of give interchanges. 

Over the ongoing years a dependably 

developing number of affiliations both 

outside, neighborhood, come into cell 

affiliation, affiliation market and offers 

colossal number of relationship to the 

general open.  

A buyer might be intimated anybody busy 

with assessing, confirming, utilizing or 

discarding associations which he expects 

will fulfill his needs. On the off chance that 

any designer makes out the showing 

programming engineer disregarding the 

customer inclinations, he can't in any way at 

all accomplish his convincing targets. A 

creator should strategy his age and 

dispersing to suit the buyer's 

accommodation as opposed to his own. 

From now on a marketing expert must 

discover continuously progressively about 

the buyers, with the target that the things 

can be passed on in such a style to offer 

satisfaction to them.  

Despite the route that in the year 1989 

remote advancement was less striking in 

India. In the time of 1999 the proportion of 

remote customers has gone up by 13 lakh. 

In risen the amount of customers of Cell 

Phone customers had climbed to One 

Million in the year 2000. In the cash related 

year March, 2010-2011 there was a sharp 

shoot up of 227.27 million customers in the 

division of Indian Telecom, before the end 

up of 30th November, 2015 there was 

81.90% of move in teledensity. The alliance 

is re-planning to fulfill the creation need for 

accommodating and helpful administrations. 

It will isolate our flexible relationship from 

our foes through pushing energy for 

progress, stream and customer affiliations, 

giving both a remarkable customer 

experience and ordering worth. The 

association is vivifying our retail impression 

to another Reliance JIO thought passing on 

an isolated customer experience. A point of 

assembly of our affirmation to customers is 

to ensure that their particular specialists in 
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store trade all their own stand-out data to 

their new LYF phone empowering them to 

leave the store with their phone totally 

obliging. Wide starters of our new thought 

store over all business divisions have 

demonstrated major increments in the two 

approaches and buyer dedication. The new 

thought will be taken off altogether all 

through the going with pending years. 

 

OBJECTIVE OF THE STUDY 

1. To study in detail Customer Satisfaction 

level on Reliance JIO things and 

associations.  

 

2. To discover the market potential and 

market way of Reliance JIO things and 

organizations  commitments in 

HYDERABAD. 

SCOPE OF THE STUDY 
• This itemized study covers Customers 

about Reliance JIO during the various 

zones of HYDERABAD..  

• The study assess to Measure Customer 

satisfaction by the JIO Customers 

Through audit So that affiliation would 

no uncertainty come up to the craving 

estimation of its customer.  

• The association can come up to the 

yearning just by finding the issue that 

customer are looking during their 

acquisition of Reliance JIO things.  

• The subject has been taken for the 

assessment as it expects key occupation 

in the achievement of Telecom part. No 

association can consider selling their 

thing without having fulfilled customer. 

No association can get by in long keep 

running without coming up to the 

satisfaction estimation of customer.  

 

In short it is the segment of satisfaction that 

is partner between end-customer and mates. 

For whatever timeframe that the association 

can fulfill its customer, customer would stay 

in the section of solid customer. In this 

manner it is incredibly chief to comprehend 

the customer satisfaction and to quantify the 

satisfaction level time to time as there is 

continually level of headway.  

 

 

RESEARCH METHODOLOGY  

RESEARCH DESIGN:  

 

The inspiration driving this specific 

methodology is to structure the technique of 

research. This joins the general 

arrangement, the testing framework, the 

data gathering system and examination 

philosophy of investigation. In short it is the 

component of satisfaction that is partner 

between end-customer and sidekicks. For 

whatever time assignment that the 

association can fulfill its customer, 

customer would stay in the section of 

unflinching customer. Consequently it is 

incredibly fundamental to comprehend the 

customer satisfaction and to check the 

satisfaction level time to time as there is 

continually level of progression.  

 

Test Size  

Test size implies the amounts of 

respondents the specialist examines have 

decided for the investigation of review. I 

have picked 300 example units from market 

and individual customers.  

 

Testing Technique  

 

The example setup gives information on the 

target information and last example sizes. I 

used passed on invaluable looking at 

audited in inquire about. 

 

EXAMINING AREA: HYDERABAD.  

Information gathering mechanical assembly  

 

I, have used Questionnaire, as the 

investigation instrument to coordinate the 

market survey. The survey involved shut 

completed requests arranged with the goal 

that it ought to gather most noteworthy 

information possible.  
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The survey was a mix of 15 inquiries. If 

choices are given it is easier for the 

respondent to respond from the choices 

rather they think and answer in like manner 

it requires lesser venture. Since the keep 

responding and one has tick mark the right 

choice as necessities be.  

 

Information was assembled through two 

sources:  

 

Essential Source: Primary information was 

assembled clearly from the customers 

through a study.  

 

Auxiliary Source: The optional source was 

the association site and my partners.  

 

Information Analysis  

 

Information examination was done 

essentially from the information assembled 

through the customers. The information 

Collected from auxiliary sources is 

moreover used to separate on one explicit 

parameter.  

 

Subjective investigation was done on the 

information assembled from the essential 

similarly as auxiliary Sources. 

LITERATURE REVIEW 

The reason for this exploration by Baig, 

Ahsan Jamal, and Abdul Rahim 

Batavia(2014) is to recognize the effect of 

brand picture, customer satisfaction and 

commercials on brand satisfaction of Sting 

(caffeinated drink) with uncommon 

spotlight on Karachi and this effect has been 

seen by the information acquired from the 

shoppers of Karachi, Pakistan. For this 

reason, essential information were gathered 

through shut finished poll and auxiliary 

information were gathered through research 

paper, articles, and books. Respondent's age 

was over 18 years which incorporates 

families, working ladies, representatives, 

college understudies and different people. 

An example of 200 people were gathered by 

utilizing non-likelihood testing procedure 

for example Comfort inspecting. To 

examination the information SPSS 

programming has been utilized. A few test 

like, Reliability test, Correlation and 

Regression Analysis, ANOVA and 

Coefficients were applied to dissect the 

effect of autonomous factors for example 

brand picture, customer satisfaction and 

notice on subordinate variable, brand 

satisfaction. The outcomes demonstrate that 

lone customer satisfaction is unequivocally 

constructive corresponded and has gigantic 

effect on the brand satisfaction of Sting 

(caffeinated drink) and individuals like and 

purchase Sting (caffeinated drink) the 

individuals who like it however PepsiCo 

should be buckle down for making it best
2
.  

 

In the first place, the examination expects 

to explore by Hameed, Farhina (2013) the 

impact of publicizing spending on brand 

satisfaction. Second, to test the interceding 

job of store picture, saw quality and 

customer satisfaction in previously 

mentioned relationship. A quantitative 

methodology was utilized, utilizing 15-

thing, 5-point Likert scale survey controlled 

to 360 members. Information from the 

departmental stores are utilized to analyze 

the immediate and aberrant effect of 

promoting spending on brand satisfaction. 

Corroborative Factor Analysis and 

Structural Equation Modeling were 

completed utilizing Amos-18 to assess the 

outcomes. The examination discovered 

complex consequences of publicizing 

spending on brand satisfaction. The 

outcomes indicated inconsequential direct 

effect of promoting spending on apparent 

quality and brand satisfaction where as huge 

direct effect on customer satisfaction and 

store picture. Be that as it may, store picture 

and saw quality are affirmed as middle 

people in the connection between 

publicizing spending and brand satisfaction. 

The consideration of brand trust variable 

can all the more likely portray the 

relationship of promoting going through 

with brand satisfaction. The consequences 
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of the investigation features the benefit of 

promoting spending in building brand 

satisfaction that recommends chiefs of the 

departmental stores should give 

accentuation on publicizing spending and on 

store picture that lead towards brand 

satisfaction. It adds to the present 

assemblage of information by improving the 

comprehension of publicizing spending and 

brand satisfaction. The significant 

commitment of this examination is the 

correlation of hypothetical model with 

intervening model to assess the impact of 

publicizing spending on brand satisfaction 

along store picture, saw quality and 

customer satisfaction
3
. 

 

The reason for this study was finished by 

Hyun, Sunghyup Sean, Wansoo Kim, and 

Myong Jae Lee (2011) was twofold: to 

research the basic connections between 

supporters' passionate reactions actuated by 

promoting, their apparent worth, and their 

social goals in the chain café industry; and 

to explore which traits of publicizing bear 

the most grounded effect on conduct 

expectations. In view of the writing survey, 

six evaluative components of publicizing 

were inferred: significant news, brand 

fortification, incitement, compassion, 

nature, and disarray. Hypothetical 

connections between these six evaluative 

measurements and supporters' enthusiastic 

reactions, saw esteem, and conduct 

expectations were inferred dependent on the 

writing survey. Following the assortment 

and examination of information acquired 

from chain eatery benefactors, it was 

discovered that four elements of promoting 

specifically (important news, incitement, 

compassion, and commonality) significantly 

affect actuating enthusiastic reactions in 

supporters. Among the four measurements, 

incitement was found to hold up under the 

most critical impact on supporters' 

passionate reactions. It would thus be able 

to be expressed that publicizing instigated 

enthusiastic reactions emphatically impact 

supporters' apparent worth. During this 

examination, it was discovered that the 

degree of excitement instigated by 

publicizing plays a directing capacity in the 

connection between supporters' enthusiastic 

reactions and indulgent worth. The potential 

translations of these discoveries and their 

administrative ramifications are talked 

about in the last piece of this article
4
. 

 

According to the research carried by 

Cengiz, Ekrem, Hasan Ayyildiz, and 

Bünyamin Er(2007) The present 

investigation analyzes the connections 

between picture, promoting effectiveness, 

customer satisfaction, customer desire, saw 

quality, saw esteem, customer grievance and 

customer satisfaction. These factors are 

progressively perceived as being 

wellsprings of upper hand. Nonetheless, 

minimal experimental research has been 

directed to analyze these factors at the same 

time and their associations with post-buy 

conduct particularly administration 

associations like banks. The present 

investigation was along these lines intended 

to build up a comprehension of the 

connections between these factors and their 

impact on satisfaction. An integrative model 

was created and tried by utilizing 

information gathered from the customers of 

Turkish banks. The outcomes uncover that 

bank picture and promoting productivity 

impact customer satisfaction and 

predecessors of satisfaction altogether
5
. 

 

As indicated by the research conducted by 

Hsu, Ker-Tah (2012) explores the 

influential publicizing and useful 

promoting impacts of CSR activities on 

corporate notoriety and brand value 

dependent on the proof from the extra 

security industry in Taiwan. The 

examination discovers, first, policyholders' 

recognitions concerning the CSR activities 

of life coverage organizations effectsly 

affect customer satisfaction, corporate 

notoriety, and brand value. Second, the 

promoting impacts of the CSR activities on 

corporate notoriety are just instructive. 
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Third, the effects of CSR activities on 

brand value incorporate enlightening 

publicizing and powerful promoting 

impacts. This examination contributes the 

writing by express characterizing the 

promoting impacts of CSR activities. 

Following the initial step made by 

McWilliams et al. (Diary of Management 

Studies 43(1):1–18, 2006), the speculations 

of this investigation take shape their 

applied structure. The got outcomes right 

now recognize the useful promoting 

impacts and convincing publicizing 

impacts of CSR activities
6
. 

 

DATA ANALYSIS 

TABLE 

1. Age Group Of Respondents 

 

Interpretation: 

 20% of the respondents are in age of 

20 to 25 years.  

 26.66% of the respondents are 

between age of 25 to 35 years.  

 30% of the respondents are between 

the age of 30 to 35 years.  

 23.33% of the respondents are more 

than age of 35 years old. 

2. Occupation Of The Respondents 

 

 
INTERPRETATION: 

• 16.66% of the respondents are Students 

who are utilizing Cell Phones  

• 26.66% of the respondents are 

Businessmen.  

• 30% of the respondents are from 

Private delegates.  

• 26% of the respondents are Govt. 

Administrations 

 

3.  Do You Own A Mobile Phone? 

 

 
INTERPRETATION: 

• 100% of the respondents are only 

Mobile customers. 
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4. Do You Have Idea In Regard To 

Reliance JIO?  

     a) Yes           b) No 

 

 
INTERPRETATION: 

• 93.33% of respondents know about 

Reliance JIO.  

• 6.66% of respondents don't know about 

Reliance JIO 

 

5.  Which Service Privider Do You 

Operate? 

 

 
Interpretation: 

• 30%  Airtel customers  

• 23.33% are Reliance JIO  customers.  

• 20%  are Idea customers.  

• 26.66%  are Vodafone customers 

 

6. Monthly Expenditure On  Mobiles (In 

Rs)? 

 

 
Interpretation: 

• 35.71% of respondents use monthly.  

• 32.14% of respondents are month users.  

• 28.57% of respondents are monthly use.  

• 10.71% of respondents are month users. 

 

7. From Which Source You Came To 

 Know About Reliance JIO? 

 

 
INTERPRETATION: 

a) 32.14% of respondents are 

acknowledged by News paper.  

b) 21.42% of respondents are 

acknowledged by Advertisement.  

c) 28.57% of respondents are Mouth 

attention.  

d) 17.85% of respondents are Hoardings 

8. What Is The Duration Of You Using  

Reliance JIO Services 
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Interpretation: 

• 42.85% of respondents who are using less 

than one Month  

• 35.71% of respondents are client’s more 

than 2 but less than 3 months.  

• 14.28% of respondents are client of use 

more than  4 less than 5 months.  

• 0% of respondents  are not clients. 

 

9. According To Your Which Feature Was 

Best Which Convinced To Use Reliance 

JIO? 

 

 
Interpretation: 

• 21.42% Of Respondents Are Induced 

With Accessibility.  

• 57.14% Of Respondents Are Induced 

With Plan.  

• 14.28% Were Influenced By The 

Advertisements.  

• 7.14% Are Influenced With Liberality. 

 

10. Any Reason For  Reliance JIO 

Services? 

 

 
Interpretation: 

• Half Of Respondents Are Worthy To 

Data Services.  

• 28.57% Of Respondents Are Worthy To 

Call Rates.  

• 14.28% Of Respondents Are Worthy To 

Network Coverage.  

• 7.14% Of Respondents Are Worthy To 

Value Added Services. 

 

11. Why Did You Choose This Service 

Provider? 

 

 
Interpretation: 

• 14.28% Of Respondents Are Picked To 

Unlimited Calling Services.  
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• 35.71% Of Respondents Are Picked To 

Unlimited Data Services..  

• 7.14% Of Respondents Are Picked To 

Unlimited SMS Services..  

• 42.85% Of Respondents Are Picked To 

All Services. 

 

12. Do You Call At Customer Care? 

 

 
INTERPRETATION: 

• 28.57% of respondents are made call 

customer care day by day.  

• 50% of respondents are made call 

customer care week by week.  

• 14.28% of respondents are made call 

customer care month to month.  

• 7.14% of respondents are made call 

customer care once in a while. 

 

FINDINGS,SUGGESTIONS, 

CONCLUSION 

FINDINGS 

Coming up next are the disclosures of the 

assessment.  

1. Respondents are content with Reliance 

JIO,and 29.77% of respondents are not 

fulfilled. Since still they have arrange 

issue in immense rural regions.  

2. Reliance JIO has wide market gotten in 

Hyderabad . LYF handsets are 

extraordinarily referenced in the market 

by its customers.  

3. Most of the customers are gotten a kick 

out of the chance to buy and utilize the 

LYF handsets since its bit of slack is 

extraordinarily high in the area of 

Hyderabad.  

4. Customers are satisfied the 4G 

boundless associations as relationship 

with others associations.  

5. Reliance JIO is the market director in 

Hyderabad areas, all the customers are 

supported its things and associations.  

6. Reliance JIO is improved the potential 

bit of the pie in Hyderabad.  

7. Highly test among various mobiles 

Samsung, Redmi, HTC. In any case, 

LYF handsets are persistently 

maintained by the customers.  

8. Wide structure thought is available in 

Hyderabad districts.  

9. LYF handsets are very selling things in 

Hyderabad markets. Since endless 4G 

plans are considered by customers.  

 

At last it might be said that there are an  

incredible arrangement of level of Reliance  

JIO flaunt in not too far-expelled future 

 

SUGGESTIONS 

1. In the present time and place diagram the 

Reliance JIO must focus on 

commonplace areas to get the exhaustive 

system thought and store up the nation 

people interest. Because most by a wide 

edge of regular residents are not having 

the data about Reliance JIO.  

2. Spread out the thought about Reliance 

JIO in colossal run of the mill zones.  

3. Replenish the things on Retailer's shop 

on right time, where it is inadequate. 

4.Remove(exterminate) the issue of 

calling blockage and call drop.  

5. Make the progress of Reliance JIO by 

putting hoardings, sheets, notices, and 

neon (electric) sign sheets in every zone. 
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It should be fused turn of phrase "LYF 

DEKHO LYF JAISI".  

6. Get the responsibility from existing 

customers about Reliance JIO and take 

the reference for making new customers.  

 

8. We should endeavor structure a not too 

terrible relationship with all retailers, 

commendation, acknowledgment and 

regard on a couple of occasion for our 

retailers would strengthen a lot.  

 

9. The customer care people and what's 

more laborers in Reliance JIO should 

attempt to pass on brand Reliance JIO 

while chatting with people.  

 

10. Enhance the market way and offers in 

each market and give the high test to 

others association. 

 

CONCLUSION 

Reliance JIO has changed into a productive 

brand in India and giving customer commitment 

is to be there head motive.It gives unfathomable 

free calling and data associations and SMS 

advancing as people are effectively dependent 

upon it in their very much arranged lives like 

wide framework solidification and awesome 4G 

services.Because 3G associations was unfit to 

meet out customer needs and wants.That's the 

explanation 4G has been progressed for Indian 

customers.  

 

Reliance JIO has deflect free and wide 

structure thought, dumbfounding 4G plans and 

customer benefits likewise as lifetime contorting 

wildly benefits. Giving purchaser loyalty is the 

most significant improvement of the association 

as they are to be satisfied and gives Internet get to 

advancing, for instance, Wide framework joining 

and unfathomable 4G benefits as they are 

essential and progress influenced stuff required 

by about everybody in the current condition,  

 

Reliance JIO is a home brand association and 

a particularly rising brand in India and will be 

profitable in abroad market in bleeding edge 

years. It has plug up free and wide structure, 

flabbergasting 4G plans and customer 

associations to cover no doubt the best region.  

 

From the nuances it will generally speaking be 

analyzed that 80% of Reliance JIO customers 

expected to remain with Reliance JIO and totally 

fulfilled. Furthermore mind blowing number of 

customers who are glad to transform from their 

different endorsers demonstrated essentialness 

for Reliance JIO. Reliance JIO is getting the wide 

zone of Indian markets effectively step by step. 

Henceforth, these bits of data prompt a stunning 

future for the organization. It tends to be said that 

in not very far-expelled future, the association 

will influence in the telecom business. 
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