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INTRODUCTION

In the year 1858, when the first trans-Atlantietgbph cable was built from
England to the United States and Queen VictoriaRnedident Buchanan exchanged
messages, a writer for the Times of London raved

“Tomorrow the hearts of the civilized world will &ein a single pulse,
and from that time forth forevermore the continéxigisions of the earth
will, in a measure, lose those conditions of time aistance which now

mark their relations.”

The progress of mankind is associated with the axgé of information —
the communication. The word communication comesmfrthe Latin word
communis meaning “commorf. Communication has several elements of its own,
which make up the process of communication. Theaadement of technology
contributed various technical means for effectigeanmunication. Technology in
communication eliminates time lags and space baiexlalt facilitates an active
interaction between people sitting across the wdrtee telecommunication services
have splendid influence in the lives of the peoplee services include basic
landline voice services, broadband internet, molmiee, video, video calling, video
streaming, games on demand, location based sera@esnany other value added

services.

The modern telecommunication systems are indelbt#ukt electrical speech
machine, the telephone invented by Alexander GraBal in 1876. The great
invention of telephone paved the way for the dewalent of Information and
Communications Technology (ICT). The telecommunmdcat services started
flourished with the expansion of land-line (fixeshd or wire line) telephone
networks. The telecommunication services in Inchd been the monopoly of the

1 http://www.elon.edu/e-web/predictions/150/1830.xhiretrieved on 04.07.2013.

Malra Treece. (1991). Successful CommunicationBfosiness and Professions™(&d.). Allyn
and Bacon, USA, p. 2.

®  http://fi.edu/franklin/inventor/bell.html, retried on 04.07.2013.



government sector till early 1990s. There was huggnand for telephone

connections but the supply was highly limited. A&tttime the telephone spread in
India was 0.8 per hundred persons as against thiel woeerage of 10 per hundred
persons

The post liberalization period was favorable fore tiklevelopment of
telecommunication services sector in India. Thenope up of the telecom sector
attracted domestic and foreign private investmefitsee entry of private sector
telecom service providers led the way for enharcmedpetition in the market. The
initial growth rate was very less in mobile segmeduné to varied reasons such as
premium pricing of services, lower network coveragel relatively high cost of
mobile instruments. The continuous innovationseichhology and marketing along
with liberalization make the Indian telecom sectoonducive for rapid
developments. This facilitated telecom services the Indian consumers at
affordable prices. The mobile telecom service meks shifted their pricing
strategies from premium pricing to penetrationipgc The convenience of mobiles
phones and the low pricing of services attractedenamd more customers to the
mobile telecommunication services. If mobile pharas a luxury in early periods of
2000s, it became a basic necessity later on. Adepitethe trend shows that the
market of mobile telecom services in India is rapidpproaching the stage of

saturation.
1. Statement of the problem

The Indian telecommunication services sector hakengone revolutionary
changes during the past two decades. The declifendfine services and amazing
growth of mobile telecom services were the noteghges. Kerala among the States
in India is forerunner in the advancement of tetecwnication services. Tele
density, the total of telephones per 100 inhalstaig considered as one of the

parameters for any country’s development. The delasity in India as on March

4 National Telecom Policy, 1994, Government of IndRetrieved from http://dot.gov.in/telecom-

polices/national-telecom-policy-1994.



2013 is 73.32% and that of Kerala is 96.09%his shows the clear indication of

market saturation in Kerala.

The landline segment was the major telecom busimes$sdia till private
sector telecom service providers started mobilectghmunication services in the
year 1996. The focus of public sector telecom serprovider — the BSNL (Bharat
Sanchar Nigam Limited) was in landline telecom m&w till their entry in mobile
telecom market of Kerala in the year 2002. The ipubéctor telecom companies
were forced to practice modern concepts of margetiranagement, which were
totally alien to them in the monopoly era. The impoce has been shifted from
service provider to customer. The customers becarmoee educated and more
demanding. The customers are impatient for gettiegservices to their individual
needs and expect them to be offered at lower pricéabsequently the telecom
market of Kerala became highly competitive with &mdry of various domestic and
foreign telecom service providers. The fast growsgcond generation mobile
telephony substituted landlines. The landline inustarted declining in Kerala
from the year 2006 onwards. This in turn adversélgcts BSNL, since it occupies
the major stake of landline segment. Even in thelinke stage, private sector

providers could be able to sustain their landline tonnections.

The BSNL started 3G mobile telecom services in keby the year 20009.
After a gap of one and a half years private telesemvice providers Tata Docomo,
Airtel, Vodafone and ldea started 3G mobile sewige Kerala. The market
developments show that, even though BSNL was tlye ame 3G telecom service
provider in Kerala during the one and half yea®siqd, it could not capitalize the
first mover advantage. The private operators withovative marketing strategies

create strong competition to BSNL in 3G services.

Telecom service providers require innovative mamnkgtstrategies for
existence and excel in the market, especially i s$hturated market. Telecom
service providers experimented many strategic ntiagdkenitiatives in Kerala. The

strategies significantly vary from public sector gavate sector and operator to

® Press releases on subscriber data, March 201%cdrel Regulatory Authority of India.

www.trai.gov.in



operator. To ascertain the marketing strategieputilic sector and private sector
telecom service providers in Kerala, and the BSNin@ the only public sector
telecom service provider, the topic of the study weentified and titled as “A study
on marketing strategies of BSNL in telecommunicatservices - A comparative

study with private sector telecommunication seryigaviders in Kerala”.

This study was an attempt to identify and illugratifferent marketing
strategies adopted by the public sector telecomicgeprovider BSNL and major
private sector telecom service providers in prodadferentiation, pricing,
advertisement and sales promotion. The strategiesatket third generation mobile
telephony are also included in the study. The stedgiuates delivery of service
benefits, customization, customer support servigaslity of service, brand value,
promotional offers, competitiveness in pricing, amethical practices of the public
and private sector telecom service providers inalkeerAn attempt is also made to
identify the important factors and its effects tethto customer satisfaction and

customer loyalty of mobile telecom consumers ofafaer
2. Review of literature

An extensive search conducted to identify existiteyature in the area of
study. The researcher comprehensively reviewedptiegious studies related to
growth, development and innovations in telecommation services, the practice of
marketing management in telecommunication serviees] various marketing
strategies and its applications by telecommunioasiervice providers. The reviews
of literature facilitated theoretical back grourml the study, brought clarity and

focus to the research problem and helped the @s&rato identify the research gap.

George P. Wioschis & Gilbert A. Churchill Jr. (1978tudied the consumer
behaviour of adolescents. This study found thatesmtents in higher social classes
had significantly greater economic motivations é@nsumption. Thus, marketing
communications stressing the economic or functiasakects of the product may be
relatively more effective when directed at adolessen middle social classes than

at those in lower social classes. The effectivepéssarketing communications may

® George P. Wioschis & Gilbert A. Churchill Jr. (97An Analysis of the Adolescent Consumer.
Journal of Marketing, Summer 1979, American Markgtssociation, pp. 40-48.



differ according to the age of the adolescent coresuThe comparative advertising
directed at young people may be relatively moreati¥e among older adolescents
than younger adolescents, since the older group bedi®r able to cognitively

differentiate and retain such advertising contd@iie findings also suggest that the
importance of product attributes considered in gleni making may vary with age.

Consequently, marketers might benefit by isolatlygage group the significant

product attributes used in young people’s consutieersion making processes and
adjusting their marketing and promotional mixesoadmgly.

Parasuraman A. et al. (19883tudied service quality and identified its
contributing factors. The factors are tangibilitgliability, responsiveness, assurance
and empathy. They developed a multiple-item scale rheasuring consumer
perceptions of service quality. The authors stdbted the initial instrument was
refined, condensed, and validated through seveemes of data collection and
analysis. Data for testing and refining the instemtnwere obtained from customers
spread across five different service categoriepliapce repair and maintenance,
retail banking, long-distance telephone, securitieskerage, and credit cards. The
authors claimed that extensive statistical analykdata from five different samples
of respondents yielded a highly reliable and valdtrument (SERVQUAL)
containing 22 items. They grouped the items in SERML into the five distinct
dimensions: (i) Tangibles: Physical facilities, gmment, and appearance of
personnel (ii) Reliability: Ability to perform thpromised service dependably and
accurately (iii) Responsiveness: Willingness tophalstomers and provide prompt
service (iv) Assurance: Knowledge and courtesympleyees and their ability to
inspire trust and confidence (v) Empathy: Caring amdividualized attention the
firm provides to its customers. The further refirg and reassessment of the
SERVQUAL scale was suggested again by Parasuramaet Al. (199 The
standard five-dimensional structure of SERVQUAL lecserves as a meaningful

" Parasuraman A., Valarie A. Zeithaml, and Leonar®érry. (1998). SERVQUAL: A Multiple-
Item Scale for Measuring Consumer Perceptions pfiG&eQuality. Journal of Retailing, Volume
64, Number 1, Elsevier Science Publishing Company, pp. 12-40.

Parasuraman A., Valarie A. Zeithaml, and Leonard Berry. (1991). Refinement and
Reassessment of The SERVQUAL Scale. Journal ofilRgtavVolume 67, Number 4, Elsevier
Science Publishing Company Inc., pp. 420-450.



framework for tracking a firm’s service quality pemmance over time and
comparing it against the performance of competitbrgshe guidelines for usage of
this scale, it was suggested that, since the SERMQW the basic skeleton
underlying service quality, it should be used im d@ntirety as much as possible.
While minor modifications in the wording of iteme tdapt them to a specific
setting are appropriate, deletion of items coufécifthe integrity of the scale and

cast doubt on whether the reduced scale fully captservice quality.

David L. Loudon and Albert J. Della Bitta (1993) their book ‘Consumer
Behavior’ describe the consumer characteristicsyiremmental influence on
consumer behaviour, individual determinants of comsr behaviour and consumer
decision process. Consumer decision processeseaogilted in a four-stage model
consisting of problem recognition, information sdaland evaluation, purchasing
process and post purchase behaviour. The signticam marketers of problem-
recognition stage of consumer decision making @m®ds that the process can be
effectively measured and can be used to developeaalllate marketing strategies.
The authors observed that the demographic chaistatersuch as age, income, sex,
occupation, location, race, marital status and atiluc of consumers are easily
guantifiable and they enable the marketer to desaiccurately and specifically to

understand better consumer characteristics.

Paul Fifield and Colin Gilligan (1995)in their book ‘Strategic Marketing
Management’ observed that the marketing strategpfisenced by organisations
market position. The market leaders typically mvariably have the largest market
share and, by virtue of their position, are ablelétermine the nature, bases and
intensity of competition. The market challengersehaather smaller share of the
market and adopt an aggressive position by attgakia market leader or others in
the industry in an attempt to strengthen their tpmsi and perhaps gain the
leadership position. The market followers pursuss laggressive strategies, avoid
direct confrontation and are generally willing wcapt current market structure and

°® David L. Loudon and Albert J. Della Bitta. (1998)onsumer Behavior, {4ed.). McGraw-Hill
Inc., New York, pp. 33-35, 485-488.

19 paul Fifield and Colin Gilligan. (1995). StrategiMarketing Management. Butterworth-
Heinemann Ltd., Oxford, pp. 104-105.



status quo. The market nichers concentrate théartefupon small and often
specialised parts of the market and in this wayichvead-on fights and develop

detailed but specific market knowledge.

Athreya M. B. (1996} in the article, ‘India's telecommunications poli¢y
paradigm shift’ observed that India's telecommuiiocs sector is undergoing
significant change. This paper examines three phasehange. First, there was a
policy vacuum almost up t01990. Second, there wsiifa in telecommunications
policy brought about by a paradigm shift in goveemtneconomic policy. Third,
difficulties were experienced in implementing thewnpolicy. Finally, the paper

considers the future for the Indian telecommunazatisector.

Fornell C. et al. (1996 in their research paper titled ‘The American
customer satisfaction index: Nature, purpose, amdirfg’ argued that perceived
quality, which had been explained as the servedketiar evaluation of recent
consumption experienced, would have a direct ansitipe impact on overall
customer satisfaction. In their development of Ameerican Customer Satisfaction
Index (ACSI), they concluded that overall custonsatisfaction, especially for
ACSI, has three antecedents, which are: perceigadce quality, perceived value

and customer expectation.

Valarie A. Zeithaml and Mary Jo Bitner (1998)n their book ‘Services
Marketing’ explains that intangibility, heterogetyei and inseparability of
production/consumption lead services to possesh lagels of experience and
credence properties, which in turn make them maficult to evaluate than
tangible goods. In addition to the traditional fd®s, the services marketing mix
includes people, physical evidence and process.pEople are all human actors
who play a part in service delivery and thus infice the buyer’'s perceptions;

namely, the firm’s personnel, the customer, ancerttustomers in the service

1 Athreya M. B. (1996). India's telecommunicatiomsigy: A paradigm shift. Telecommunications

Policy, Vol. 20, No. 1, Elsevier Science Ltd., pf-22.

2 Fornell C., Johnson M. D., Anderson, E. W., Cha& Bryang B. E. (1996). The American
customer satisfaction index: Nature, purpose, amirfg. Journal of Marketing, 60, pp. 7-18.

13 valarie A. Zeithaml and Mary Jo Bitner. (1996). Bees Marketing. McGraw-Hill Companies,

Inc., New York, pp. 18-27, 105, 397.



environment. The physical evidence is the enviramnie which the services are
delivered and where the firm and customer interacti any tangible components
that facilitate performance or communication of gervice. The process is the
actual procedures, mechanisms, and flow of aatwithy which the services are
delivered. They stated that from customer’s pofntiew, the most vivid impression
of service occurs in the service encounter, or“thement of truth,” when the
customer interacts with the service firm. From ¢ihganisation’s point of view, each
encounter thus presents an opportunity to proveotential as a quality service
provider and to increase customer loyalty. Thetegjias to be followed when too
low demand are: (i) Use sales and advertising toease business from current
market segments (i) Modify the service offeringaggpeal to new market segments
(ii) Offer discounts or price reductions (iv) Mdgihours of operation and (v) Bring

the services to the customers.

James W. Peltier and John A. Schribrowsky (189%)their article ‘The use
of need-based segmentation for developing segnpecifc direct marketing
strategies’ argued that increasing costs, competitand consumer scepticism
present serious challenges to the growth of dimeantketing. The future success of
direct marketing firms rests with their ability &xploit their inherent competitive
advantages. One critical advantage is their abibtyarget very specific groups of
customers with individualized marketing programshisT article supports a
segmentation approach to targeting customer grdagsed on both the needs
underlying a purchase and descriptive buyer dagade@ntifying the reasons “why”
people buy, and their key “evaluative” criteriaredit marketers can generate
sustainable competitive advantages in their semadkets through individualized

products/services, offers, messages, and othemkeleting mix strategies.

Banwari Mittal and Julie Baker (1998)in their paper ‘The services
marketing system and customer psychology expldmua services marketing
system. It consists of seven Ps (Booms & Bitnei81)9 Four of these are the

14 James W. Peltier and John A. Schribrowsky. (1997 use of need-based segmentation for

developing segment-specific direct marketing stjie® John Wiley & Sons, Inc., and Direct
Marketing Educational Foundation, Inc.,Volume 1unber 4, pp. 53-62.

15 Banwari Mittal and Julie Baker. (1998). The seesienarketing system and customer psychology.

Psychology & Marketing Vol. 15(8), John Wiley & Sgninc., pp. 727-733.



conventional four Ps of the marketing mix, compgsiproduct, price, place, and
promotion. Product translates for services as serdesign, and place as location
and distribution (e.g., distance to service sitesne delivery, 24-hour availability,
etc.). Price and promotion have common meaningyémds and services. To these
four Ps are added three other Ps, unique to servie®ple (service employees who
produce and deliver the service), process (theicemproduction procedures and
protocol), and physical facilities (the surrounding which the service production is
housed). These three Ps comprise the service deBystem. The interface between
the customer and the service delivery system iséimeice encounter. The authors
proposed that it is useful to think of both thetouser and the service encounter as
part of the services marketing system, becausese¢hgce encounter is where the
service actually happens. Furthermore, the custoimenot merely a passive
recipient of the service product; rather, he or atieially helps produce the service.
Without his or her participation, no matter howelbrand perfunctory, the service

could not happen.

Carl E. Batt and James E. Katz (199%)onducted a study on Consumer
spending behaviour and telecommunications servicesnong telecom customers
of United Sates. They concluded that beyond basial ltelephone, long distance,
and cable TV, most current telecom services withim US market are perceived
luxuries. To most consumers, they are neither daily important nor exciting.
Moreover, demand is limited by narrow acceptablegpranges, budget constraints,
and assimilation habits. Regarding market segmentahere is strong evidence for
the 80/20 rule. While 80% of consumers sharply tlitheir final purchase
considerations, the remainder defend much greaeitianal spending. These
‘heavy telecom spenders’ tend to be young and tdobically oriented. Moreover,
they generally perceive telecom services as ndwsssather than as luxuries, view
many services as fun and exciting, and expect twstgute telecom for other
expenditures. On the other hand, heavy spendeglyr&ave more disposable

income than do average consumers.

16 carl E. Batt and James E. Katz. (1998). Consumpending behavior and telecommunications
services: A multi-method inquiry. TelecommunicasoRolicy, Vol. 22, No. 1, Elsevier Science
Ltd., pp. 23-46.



Seungjae Shin et al. (1998)studied pricing strategies suitable for
telecommunications industry. They observed thadéwise a customer oriented
pricing strategy thorough analysis of customerdl loehaviour pattern is required.
They suggest Strategic Information Management 8yste a strong tool to get the

customers’ call behaviour pattern and to formuédpropriate pricing strategies.

Adrian Payne and Pennie Frow (1999)n their paper ‘Developing a
Segmented Service Strategy: Improving Measurememadlationship Marketing’
addressed the need for the development of a segtheatvice strategy. A four step
framework for developing a segmented service gyaie proposed. They are:
Define the market structure, Segment the custorase land determine segment
value, Identify segments’ service needs and Implgraegmented service strategy.
Marketing activity directed at retaining customeas be expensive, and needs to be
closely evaluated against measured results. Thet msascessful retention
programmes in the future will segment customerom@icg to their existing and
potential lifetime profitability and identity theyie and frequency of marketing
activity that should be directed at each segmentreMrefined segmentation
strategies, based on service requirements andvee[a@rformance represent a great

opportunity for increased long-term profitability.

Pinaki Das and Srinivasan P. V. (1999)n their paper ‘Demand for
telephone usage in India’ estimates price elas&ipf demand for aggregate
telephone usage in India using alternatively natidavel time series data and a
panel data set consisting of annual observation$%mdian States. It also makes
use of individual call data obtained from Publidl@ifices (PCOs) to obtain own
price elasticities of local and long distance cakparately. The price elasticity of
long distance calls is much higher than that olestim developed countries. Price

elasticity of demand for local calls, however, aggeto be comparable to that in

7 Seungjae Shin, Gilju Park, Wonjun Lee, and Sune#.L(1998). How to Make Telecom Pricing

Strategy Using Data Warehouse Approach. Pro¢' ABihual Hawaii International Conference on
System Sciences, IEEE., pp. 55-60.

18 Adrian Payne and Pennie Frow. (1999). Develogingegmented Service Strategy: Improving

Measurement in Relationship Marketing. Journal afrkéting Management 15, pp. 797-818.

1 pinaki Das and Srinivasan P. V. (1999). Demandtétephone usage in India. Information

Economics and Policy 11, Elsevier Science B. V.,157-194.
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most other countries. These elasticities imply thatcurrent level of cross subsidy
is sub-optimal and raising government resourcesutfit an increase in the price-
cost mark-up on long distance traffic can be highlgfficient. This justifies the

current restructuring of telecom tariffs in India.

Jha S. M. (20089 argued that sky is the limit for marketing of sees.
Innovation is the key element in services marketirtiere are a number of services
likely to be productive if the policies and strag=gare innovated. Communication
services are one among them waiting for a majongbaHe suggested five levels of
product as: core services, generic product, exgestevices, augmented services
and potential services. The author added thatdelewnication services play an
incremental role in the multi dimensional developitactivities. A well functioning
telecommunications network is an essential compoateconomic infrastructure.
The application of modern marketing principles gletommunication services
would make ways for generation of profits and ahesdime would also make the
service affordable to the users at large. The ¢efeorganisations need to bridge
over the gap between the services-promised andcseroffered. It is right to
mention that the first and foremost task before tlepartment of
Telecommunications in the Indian perspective is ifgprove the quality of

employees.

Lars Grenholdt et al. (2008)studied the relationship between customer
satisfaction and loyalty based on European Cust&@atsfaction Index (ECSI). The
basic ECSI model is a structural equation modeh Watent variables. The model
links customer satisfaction to its determinants,andturn, to its consequence,
namely customer loyalty. The determinants of custosatisfaction are perceived
company image, customer expectations, perceivedityjuend perceived value
(‘'value for money’). Perceived quality is concefijudivided into two elements:
“hard ware’, which consists of the quality of theoguct/service attributes, and

"human ware’, which represents the associated mgstonteractive elements in

2 Jha S. M. (2000). Services Marketing. HimalayalBhing House, Mumbai, India, pp. 27, 51-55,
590.

2L Lars Grgnholdt, Anne Martensen and Kai Kristeng2000). The relationship between customer
satisfaction and loyalty: cross-industry differepc€otal Quality Management, Vol. 11, Nos. 4/5
& 6, pp. 509-514.
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service, i.e. the personal behaviour and atmospifettee service environment. The
authors claimed that the Danish applications of H@&SI model have been very
good. The model fits well in Denmark and seems gosbfficiently flexible for
different industries.

Lee J. and Feick L(2001f* suggested that the opinions of consumers
regarding pricing plan, coverage of the callingaatee clarity of sound, precision of
billing of services and easy access to provider @mmarily be considered for

measuring the customers satisfaction of cellulabite customers.

Phil Stone (200} in book ‘Make Marketing Work for You’ explains the
marketing techniques to boost the profits. Accagdim him marketing concentrates
are selling the right products at right price i tight place at the right time. The
five essential components of essential strategy (gr@otential customers must be
made aware of the company’s existence (ii) Theydrteeknow what product the
company is offering (iii) The customers must beiseld how the products will
satisfy their needs (iv) The customers must peectie company’s product as being
the best to suit their needs (v) They must be pelsd actually to make a purchase.
The author observed that marketing is a never gndmcess — the organisation
must review the performance if they want to rethieir competitive advantage. He
remind the organisation to keep track on what tbenpetitors are doing and
concentrate on fulfilling the desires of consumerthe market.

Peter McBurney et al. (2002)in their article ‘Forecasting market demand
for new telecommunications services: an introductisuggested that while
developing marketing strategies for telecommunicatservices, in addition to
conventional ‘Four Ps of marketing - Product, Priédomotion and Place’,

marketers need to consider a fifth P, the PerrisSibe argument is supported by

2 Lee J. and Feick L. (2001). The impact of switghosts on the customer satisfaction-loyalty
link: Mobile phone service in France. Journal of@®s Marketing, 15(1), pp. 35-48.

% phil Stone. (2001). Make Marketing Work for Ydtiow To Books Limited. United Kingdom,
pp. 11, 28-30, 89.

Peter McBurney, Simon Parsons, and Jeremy Gr2662]. Forecasting market demand for new
telecommunications services: an introduction. Talérs and Informatics 19, Elsevier Science
Ltd., pp. 225-249.
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the fact that most telecommunications services a@stroountries are regulated, to a

greater or lesser extent, by telecommunicationsipéaws and agencies.

Ramaswamy V. S. and Namakumari S. (2602xplain that marketing
strategy is the complete and unbeatable plan, degdigpecifically for attaining the
marketing objectives of the firm/business unit. Tharketing objectives indicate
what the firm wants to o achieve; the marketingtstyy provides the design for
achieving them. The formulation of marketing stggteonsists of three main tasks:
selecting the target market, positioning the offied assembling the marketing mix.
The authors stated that competitive advantageasebl linked to strategy. It is
through strategy that a firm creates a competgigreantage; and it is by putting its
competitive advantage to use that a firm actuafpgrates its strategy. Strategy
creates and also uses competitive advantage.

Zig Ziglar (20025° stated that people buy what they want when theyt ita
more than they want the money it costs. He expltiat each sale close should be
an educational process by which sales person deetabraise the value of the
product or service in the prospect’'s mind. Selimgssentially a transfer of feeling.
The author cited Anthony J. Allessandra (1982) desscribing the reasons for
customer defection. In the average business 68f#teofustomers who quit trading
with them left because of indifference and appalack of interest on the part of the
seller's employees, 14% left because of unadjustedblaints, 9% left because they
could buy at lower prices elsewhere, 5% left to bioyn friend or relative, 3%

moved to another area and 1% were lost througthdeat

Antreas D. Athanassopoulos and Anastasios lliakiaso(2003§” in their
paper ‘Modelling customer satisfaction in Teleconmioations: assessing the effects

of Multiple transaction points on the perceived ¥gperformance of the provider’

% Ramaswamy V. S. and Namakumari S. (2002). MargetManagement - Planning,
Implementation and Control. Macmillan India Ltd WM Delhi, pp. 137-150.

% 7ig Ziglar. (2002). Zig Ziglar's Secrets of Clagithe Sale. Magna Publishing Co. Ltd., Mumbai,
India, pp. 31, 47, 83, 111.

Antreas D. Athanassopoulos and Anastasios lliakms. (2003). Modelling customer

satisfaction in Telecommunications: assessing ffexts of Multiple transaction points on the

perceived Overall performance of the provider. Batidn and Operations Management, Vol. 12,
No. 2, Summer 2003, pp. 224 -245.
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explain customer satisfaction of residential custsmof a major European
telecommunications company. Customer satisfactionseen as the overall
performance of the telecommunications company steguinom adequate service
provision, value for money, loyalty, and relatioipsinanagement. Corporate image
has a positive effect on the overall perceivedgrerénce of the telecommunications
organization. The corporate image of an organimaticespective of the market
conditions, cannot be built and sustained withtnet &ssistance of the incidence-

driven performance.

Roland T. Rust et al. (200%)described that customer equity is made up of
three components and key drivers (i) Value eq@iystomers’ objective assessment
of the utility of a brand based on perceptions whafiven up and what is received.
Three drivers of value equity are quality, pricel @onvenience. (ii) Brand equity:
Customers’ subjective and intangible assessmetfiteolbrand, above and beyond its
objectively perceived value. Three key drivers odridl equity are customer brand
awareness, customer brand attitudes, and custoeneepiion of brand ethics. (iii)
Relationship equity: Customers’ tendency to sticthwihe brand, above and beyond
objective and subjective assessment of the braodl key drivers of relationship
equity are loyalty programs, special recognitiod tneatment programs, community

— building programs and knowledge building programs

Tomi T. Ahonen et al. (200%) explained in their book ‘3G Marketing —
Communities and Strategic Partnerships’ that, in9089 mobile operators
underutilised marketing and only focused on rapigamsion of capacity and
connecting new subscribers. Modern marketing isiegdor the success of today’s
mature and competitive mobile services industrye $hccess in 3G is dependent on
successfully buildings strategic partnership by etong issues from market
intelligence to sales channel support. The authmsserved that with more
enlightened customers becoming increasingly sekeetith more operators, and as
more players enter the mobile telecom markets,ntlaeketing tools and process

% Roland T. Rust, Valarie A. Zeithaml, and Katherlremon. (2004). Customer - Centered Brand
Management. Harvard Business Review, September, pp04.10-118.

2 Tomi T. Ahonen, Timo Kasper and Sara Melkko. @0BG Marketing - Communities and
Strategic Partnerships. John Wiley & Sons, Ltdgl&nd, pp. 1-2, 31-33, 298-299.
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need to be increasingly refined and upgraded. @maranust learn to stop trying to
offer everything to everybody under identical cdiwtis and terms. The real world
of profitability and customer orientation requirdscussed marketing efforts
especially segmentation. It is vital that the frtne staff is well trained, has right
attitude of customer service, and is motivated dtsf/ the customer. The new
mobile industry will be fighting against the entceed ‘conventional wisdom’ in

telecoms, the internet and content industries. Mangvators will face obstruction

from those who say it cannot be done. Because pieedsof growth of mobile

telecom services will be so great, the winninghis environment requires courage
to take a bold stand and follow - through. Accogdito the authors the next

generation wireless is not about technology, @lisbout marketing.

Aaker A. David (2005f explains about strategic options in his book
‘Strategic Market Management’. The strategic ogiovill specify three things: (i)
Value propositions — what the offering provideghe buyer and user of the product
or service. The value proposition is not limiteduactional benefits but can include
social, emotional and self- expressive benefiiy.Assets and Competences - the
bases for sustainable competitive advantage Hiifjctional strategies and programs
- to support the value proposition and developnagat enhancement of the assets
and competencies. These strategies and programswawe such functional areas
such as manufacturing, distribution, informatiorchteology, quality, customer
relationships brand building, and communicationsakeéx further stated that
segmentation is often the key to developing suatdéncompetitive advantage. In
strategic context, segmentation means the ideatidic of customer groups that
respond differently from other groups to compegitofferings. The development of
a successful segmentation strategy requires theeptualisation, development and

evaluation of a targeted competitive offering.

Chin Chin Wong and Pang Leang Hiew (20B5tudied the correlations
between factors affecting the diffusion of mobilgeztainment in Malaysia. The

% Aaker A. David. (2005). Strategic Market Managemd" ed.). Wiley India (P.) Ltd., New
Delhi, pp. 33, 44-45.

3L Chin Chin Wong and Pang Leang Hiew. (2005). Therdlations between Factors Affecting the
Diffusion of Mobile Entertainment in Malaysia. ICES, Xi'an, China, pp. 615-621.
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study deals with a timely issue and provides amwee of the current state of
deployment of mobile entertainment services in Msia from consumers’
perspectives. Based on available statistics, ieroi@r local telcos to be successful,
a substantial end user market needs to be crelavedhis to occur, current (and
potential) users of mobile devices not only needbéopersuaded that the new
applications and services on offer are useful aldvant to their lives; suitable
pricing scheme must be adjusted in order to engeuraass market adoption of
mobile entertainment services in Malaysia. The ssscof mobile services
deployment in the future depends ultimately ondhecessful development and the
satisfaction of an end user market rather thannieahdevelopment. The youth are
the most fertile groups for absorbing and incorpogathe changes in mobile

communications development.

Dan Steinbock (20083 in his book ‘The Mobile Revolution — The Making
of Mobile Service Worldwide' explains about the #&gion of mobile
communication services worldwide. It explains abtw growth of multimedia
messaging services, location based services, mphibme television and mobile
value added services in third generation and fogetheration platform, particularly
in the markets of Europe, United States and As@fieaThe author detailed about
the evolution of wireless telephony from maritimarikets in 1890s to Multimedia
cellular markets in 2000s. The author stated thaSouth Asia, India will be a
significant engine of global subscriber growth. Hmiggested operational
effectiveness and strategy are two basic ways ridividual companies to set
themselves apart from the rest. With strategic tosng a company may use
mobility, among other things to provide differentay of services or different

customer relationship arrangements.

John W. Mullins et al. (200%) stated that market orientation has significant

positive effect on various dimensions of performegnacluding return on assets,

% Dan Steinbock. (2005). The Mobile Revolution — TMaking of Mobile Service Worldwide.
Kogan Page, London, pp.16-25, 36-38.

33 John W. Mullins, Orville C. Walker Jr., Harper \Boyd Jr. and Jean-Claude Larreche. (2005).
Marketing Management - A Strategic Decision-Makikgproach, (% ed.), McGraw-Hill Irwin,
New York, pp. 21-30.
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sales growth and new product success. The guides lfior market oriented
management are: create customer focus throughautbtisiness, listen to the
customer, define and nurture distinctive competenedine marketing as market
intelligence, target customers precisely, manage piofitability, nor for sales

volume, make customer value the building starfHetcustomer define the quality,
measure and manage customer expectations, butloheeisrelationship and loyalty,
define business as a service business, commit mbincous improvement and
innovation, manage culture along with strategy atrdcture, grow with partners
and alliances, and destroy marketing bureaucralbg. primary focus of marketing
strategy is to effectively allocate and coordinaisources and activities to
accomplish the firm’s objectives within a specificoduct market. Therefore the
critical issue concerning the scope of marketimgtegyy is specifying the target
markets for a particular product or product lineexl firms seek competitive
advantage and synergy through a well - integratexyrpm of marketing mix

elements (the 4Ps of product, price, place, prambptiailored to the needs and
wants of potential customers in that target markbe product life cycle (PLC) is a
concept holds that a product’s sales change ower ith a predictable way and that
products go through a series of five distinct ssagetroduction, growth, shakeout,
maturity and decline. The PLC concept is extremgbluable in helping

management look into the future and better antiegpand changes will need to be

made in strategic marketing programs.

Jun Xue and Bin Liang (2005)studied the customer loyalty of Chinese
telecommunication industry. The study observed thatmajor driving factors of
customer loyalty of Chinese telecommunication indusare service quality, trust,
switching cost and staff loyalty. Judging from enwgal results, the authors argued
that high quality of service is conducive to thenfation and development of
customer loyalty. Trust is a prerequisite of repasing, became the key element of
customer loyalty. Even though switching cost bearsobvious influence on long-
term purchase, recommendation and expected remachat according to many

indications, the influence on loyalty brought bye tewitching cost should not be

3 Jun Xue Bin Liang. (2005). An Empirical Study ofislomer Loyalty of the Telecommunication
Industry in China. ICEC’05, Xi'an, China, pp. 33823
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neglected. Staff loyalty is an external reasonnftuence customers’ loyalty. It is
generally considered that cultivating staff loyaisya good method to strengthen

competitiveness of an enterprise.

Vinnie Jauhari (20085 in her research article “Information Technology,
Corporate firms and Sustainable development: Le§son cases of success from
India,” explains the E-Chopal initiatives of M/sQTin north Indian States. The
conventional channel of selling soya takes procergmost of Rs 700/ton. The ITC
could reduce the procurement cost to Rs 200/tamugir E-Chopals. ITC started the
process of disintermediation. On an average thengetip of an E-Chopal cost
around Rs 40000/. Hence by providing the inforntatiocess to the farmers through
ICT (Information and Communication Technology), thalue is added directly.
Value addition of products and services produceduiral markets are possible

through proper information and communication flow.

Jaishri Jethwaney and Shruti Jain (2606)n their book ‘Advertising
Management’ elaborate advertising, sales promadimh public relations and their
effects on brand building. An individual customensd is bombarded day in day
out by various messages. Due to media proliferatibare is more exposure to
commercial messages. The individual can feel miadigue due to the information
overload. The mind is a wonderful mechanism and&nibws how to perceive
selectively. Known as the process of selective gqgron, the individual is capable
of seeing, hearing, and reading the massages titahrhis individual value system.
This makes the job of advertisers all the moreidift as it is not enough to just
position a product vis-a-vis other products. Thaystalso find a place in the mind
of the individual consumer to enable him to retdi@ message about the concerned
product. The position of the brand is the percepiidrings about in the mind of a
target customer. He suggested that creative thgnidather than analytical thinking is

required for developing effective advertisements.

% Vinnie Jauhari. (2005). Information Technology,r@arate firms and Sustainable development:
Lesson from cases of success from India. Journdkofices Research, Volume 5, Number 2, pp.
76-85.

% Jaishri Jethwaney and Shruti Jain. (2006). Adsiag Management. Oxford University Press,
New Delhi, India, pp. 7-17.
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Joe Peppard and Anna Rylander (2608) their paper ‘From Value Chain
to Value Network: Insights for Mobile Operators’tnioduce the value network
concept and illuminates on its value creating logdic illustrate its application, the
provision of mobile services and content is explot@ identify potential strategic
implications for mobile operators. Mobile contentiaservices is the future: a world
where customers will, through a hand held devi@nsact banking services, make
purchases, access news and stories, play gamesyieos and TV, gamble, etc.
However, it is unlikely that today’s mobile openatall be able to develop the types
and range of content and services that consumélrsnaieasingly demand. They
may not even wish to. A host of different playensthe mobile ecosystem are
already jockeying for position, including infrastture, content providers, content
aggregators, software developers and device manuéas. This ecosystem is a set
of firms that co-create value. Those who understined sources of value in the

network and are able to exploit them will be thamdrs.

Mark Daniel (2006% explains business strategy as the art and sciehce
informed action to achieve a specific vision, amravching objective, or a higher
purpose for a business enterprise. He describd#Raj strategy as Right Process,
Right attitude, Right people, Right content, Ritidught, Right creativity and Right
results. The author sated that the ability to daustomer relationships to a higher
level is an essential element in strategic assagsamsl valuation. All variables of
product, brand and service have to be taken castrategic evaluation. Competitive
differentiation in the areas that matter to custmrend the business system are a
critical end point of successful strategy. Optiavisich truly create “clear water”
between a business and its rivals will create Ibathediate and future value for the

firm.

Mathur U. C. (2006Y stated that marketing success comes from Innayatio

Quality and Service. According to him the producteptance takes mainly four

37 Joe Peppard and Anna Rylander. (2006). From Vé&lhain to Value Network: Insights for

Mobile Operators. European Management Journal 2yINos. 2—3, Elsevier Ltd., pp. 128-141.

3 Mark Daniel. (2006). The Elements of Strategypécket guide to the essence of successful

business strategy. Palgrave Macmillan, New Yopk,1p2, 53-54.

39 Mathur U. C. (2006). Strategic Marketing ManagameText and Cases. Macmillan India Ltd.,
New Delhi, pp. 110-111.
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steps: Product knowledge or awareness comes frorarteging, Interest in the
product, which makes prospective customers obtaimeninformation about the
product, judging the value of the product, andttla stage, when the customer tries
out the product before adopting it. Even for the qoiality product, communications
with the customers like Creative advertisementsesSaromotion and Publicity are

vital.

Pat Weymes (2008) in his book ‘Win - Win Sales management - A
powerful new approach for increasing sales fromryeam’ explains that there are
four areas in which a sales manager requires aecumgormation: The level of
service expected by the customer, the current lef/edervice given by the sales
person, the service levels provided by the compsalgs team and the level of
service provided by the competitors. He furthersatianust be easier to hold on to
an old customer than to get a new one and reséaddtates it is also up to five
times less expensive. It is difficult to calculatee actual cost of customer loss
through poor service but it probably involves: coktegal action or advice, loss of
revenue through customer refusal to pay, loss ohagament and staff time
investigating details, loss of sale or a custorfess of sales through people who
heard about the company failure and cost of repiathe business that has been
lost. Outstanding service never happens by accidens always the result of
outstanding teamwork by motivated people suppoadie@nthusiastic management

selling goods and services to customers.

Priyanka Kokil and Manoj Kumar Sharma (2086in their paper titled,
‘Strategic Flexibility: Study of Selected Teleconor@panies in India’, compare
Bharti Tele-Ventures Limited (BTVL), the Airtel an8harat Sanchar Nigam
Limited (BSNL)'. They observed that the challengeposed on the Indian telecom
market are increasing day by day because of theteefmnologies and knowledge.
India offers vast scope for growth. There is gresgd of Indian Telecom companies
to be flexible. The authors concluded that the mtanky flexibility of BSNL is low

0 pat Weymes. (2006). Win - Win Sales managemextpowerful new approach for increasing
sales from your team. Pentagon Press, New Delh#{igd, 199-203.

“1 Priyanka Kokil and Manoj Kumar Sharma. (2006).a&gic Flexibility: Study of Selected
Telecom Companies in India. Global Journal of HéxiSystems Management, Vol. 7. Nos. 3 &
4, pp. 59-66.
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and that of Airtel is high. The BSNL Tariffs plaase not that much flexible. The

Airtel tariff plans are very flexible according tbe customer requirements. They
provide easy recharge coupons and top-up rechatyar®s which were not yet

implemented by BSNL. The Airtel launched new scherilee ring tones, games

etc. The customer satisfaction through new sesyinoew schemes, good quality,
and cost is most important parameters by whichamgpany can withstand in the
competitive market. As it is observed that in theeeof BSNL where the tariff plans
are of low cost, but due to the poor quality ofvgers and customer care the ARPU
and market share are low. In the case of Airta,ftmdamentals of cost and quality
are met and the various flexibilities have becorhe tbases for enhanced

competitiveness.

The report on quality of service and customer ftion survey (20065 of
Telecom Regulatory Authority of India assesseddinality of service and customer
satisfaction of basic land line telephone serviaed cellular mobile telephone
services in India. The parameters taken for thisessmment in cellular mobile
telephone services are satisfaction in provisiors@ifvice, billing, help services,
network performance, maintainability, satisfactioith supplementary services, and
overall customer satisfaction. The parameters tdkerbasic landline telephone
services are provision of telephone after registnabf demand, fault incidences,
fault repair by next working day, mean time for agp metering and billing
credibility, customer care promptness in dealinghwequest for telephone shift,
request for closure, request for additional facidittivation, answering of customer

calls, and time taken for refund of deposit after tlosure.

Tanguturi and Harmantzis (2008)in their paper titled “Migration to 3G
wireless broadband internet and real options: Tdme cof an operator in India”
detailed about the different generations of molm@nmmunications. The paper

focuses on third generation wireless technologmesan alternative technologies for

*2 The Report on Quality of Service and Customer s&attion Survey. (2006). An Objective

Assessment of the Quality of Service of basic sewviand cellular mobile service, conducted by
TUV South Asia Pvt. Ltd., Mumbai for Telecom Regduoly Authority of India, pp. 34-35.

Venkata Praveen Tanguturi and Fotios C. Harmant26€06). Migration to 3G wireless
broadband internet and real options: The case oparator in India. Telecommunications Policy,
30, Elsevier Ltd., pp. 400-419.
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wireless local area networks. The authors predentetolutionary migration path
from second to third generation systems. Technoédgeconomic and behavioural
factors related to decision-making towards the atign are proposed. This paper
has presented the case of BSNL, the national ineanmbelecommunications
provider in India. The case study reports brieflyBSNL'’s service offerings to its

customers, its strengths and its market position.

Vishal Sethi (2008} in his edited work ‘Communication Services in di
1947 to 2007 observed that development of comnatiwn infrastructure being
crucial to the growth of vital sectors like agricwk, industry etc. The demand for
communication facilities has continuously beenngsoutstripping the growth and
creating conditions of shortage and congestion. touggh cost and poor quality of
services, it was recognised that capacities muparek much more rapidly and
competition be introduced to improve the qualitysefvice and encourage induction
of new technology. Communications has become ealheémportant in recent
years because of the enormous growth of informatchnology and its potential
impact on rest of the economy.

Zillur Rahman (2006} studied the service quality in Indian cellular
telecommunication industry. This study deals wikie tmeasurement of service
quality at cellular retails outlets in the Indiamveonment with a focus on
perception and expectation of service quality fribi customers’ perspective. The
research was conducted via a structured questienhase on SERVQUAL model.
The service providers Airtel, BSNL, Hutch and Idw& considered for the study.
The study was conducted in fifty districts of treianal capital region of Delhi. The
Indian cellular telecommunication industry receivatbng rating on the tangibles
dimensions, particularly the employees’ neat arafgssional appearance, and low
rating on empathy dimension, particularly servicevlers’ interest difference. The
tangible dimension has been shown to be an aspsetwce quality that is extremely

important to customers. The comparison among eellulelecommunication

4 Vishal Sethi. (2006). Communication Servicesridia 1947 to 2007. New Century Publications,
New Delhi, pp. 1-14.

4 Zillur Rahman . (2006). Superior service quaiityindian Cellular Telecommunication Industry.
Services Marketing Quarterly, 27:4, pp. 115-139.
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companies offers several competitive insights. Widgel is the highest out-
performing company. The Airtel hold an advantagerowthers in the area of
perceived tangible, reliability, responsiveness ampathy. Hutch holds an

advantage over others in the area of assurance.

Carmen Antén et al. (200*)studied the mediating effect of satisfaction on
consumers’ switching intention. This article preegdevidence that some service
provider behaviours precipitate relationship disgoh, whereas other behaviours
create a predisposition to switch. This differeffe& is observed through the
mediating effect of customer satisfaction. Whilepservice quality and low firm
commitment undermine consumer satisfaction and loewy an indirect effect on
switching intentions, price unfairness and angerdents have a strong effect on
switching, both directly and indirectly through isédction. The study suggests that
poor quality and the perception of a weak commitneerack of interest on the part
of the firm towards consumers are variables thadigpose to relationship
dissolution, insofar as they progressively undeantonsumers’ trust in the firm.
The empirical test has demonstrated that the de#feict of these variables on
switching intention is not even significant, altighuthey do positively affect
dissatisfaction. Along with these variables, it l@en shown that other factors act
as immediate triggers of the switching intentioamely a price policy perceived as
being unfair and consumers’ experience of a cdnfecevent or an episode that
generates their suspicion. Their effect on switghimtention is strong and
significant. Thus, these are variables that préaipithe switching intention and
predominate over any other motive of “disenchanti#ére consumer may have.
The results advance the idea that the intentionetminate the relationship is
immediate when the firm takes certain measuresltnegun unfair pricing or a
conflict with the customers, but other actions aitirigs in their performance, for
example poor service quality or low commitmenttie tustomer, do not lead to an
immediate switch. Instead, these factors creatmatigdaction or unhappiness that is

the true cause of the termination in the end. Wébards to the management

% Carmen Antén, Carmen Camarero, and Mirtha Carré2607). The Mediating Effect of
Satisfaction on Consumers’ Switching Intention. dP®fogy & Marketing, Vol. 24(6), Wiley
InterScience, Wiley Periodicals, Inc., pp. 511-538.
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implications, the diagnosis of the motives behindsumers’ decisions to terminate
the relationship may serve as guidelines for congsawishing to avoid customer

defection.

Chatura Ranaweera (2007)n his research paper titled ‘Are satisfied long-
term customers more profitable? Evidence from thlecbommunication sector’
challenged the traditional dominant view, that oostr satisfaction, in the long
term, leads to customer loyalty and that loyal eongdrs are profitable customers.
Companies strive to establish long-term customatiomships based on the premise
that long-term customers with positive attitudidapositions (and therefore, loyal)
are in general more profitable than others. Resudticate that such generalisations
may be tenuous. While some effects of satisfaciind duration on behavioural
intentions were found to support predominant bgligf research, results were
mixed. The combined effects of satisfaction andation on behavioural intentions
indicated that long-term customers might not neardlgsbe more profitable than
new customers. The data for this study were obtidineugh a large-scale survey of
3,000 fixed line telephone customers in south-eadimgland. These findings add
an important cautionary note to firms who formultiteir marketing strategies with
the fundamental aim of establishing and maintainitopg-term customer
relationships, or indeed, believe that long-terratemers with a positive attitudinal
disposition are essentially profitable customers.

David L. Kurtz and Louis E. Boone (203%)explain the strategic
implications of marketing in the Zkentury in their book ‘Principles of Marketing’.
They described that unprecedented opportunitie® leawmerged out of electronic
commerce and computer technologies in businesseradvances and innovations
have allowed organisations to reach new markethjcee selling and marketing
costs, and enhance their relationship with custenserd suppliers. As a new
universe for consumers and organisations is creategketers must learn to be

creative and think critically about their environmieThey must constantly look for

" Chatura Ranaweera. (2007). Are satisfied long-temstomers more profitable? Evidence from
the telecommunication sector. Journal of TargetiMgasurement and Analysis for Marketing,
Vol. 15, 2, Palgrave Macmillan Ltd., pp. 113-120.

8 David L. Kurtz and Louis E. Boone. (2007). Prisies of Marketing, (12 ed.). South-Western,
Thomson Learning Inc., New Delhi, p. 32.
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ways to create loyal customers and build long-tewtationships with those
customers, often on a one-to-one basis. The masketest be able to do this faster
and better than the competition. And they must aonhtheir business according to
highest ethical standards.

Hugh Burkitt and John Zealley (2087)observed that marketing function,
especially in a large global company, faces enosnthallenges. Competition is
more intense in virtually every industry. The cuatrenarketing landscape is most
complex it's ever been. Media fragmentation andscomers’ segmentation demand
more sophisticated and differentiated strategiebe Tharacteristics of great
marketing are cleaver use of research and insighdyvative product development,
internal marketing, informative and attractive nethkg communications and a new
approach to distribution. They assured that, itpassible to translate a niche

positioning with the right strategy into a mainatreproposition.

Jean-Jacques Lambin et al. (2088xpressed that the philosophy at the root
of marketing - what may be called the market oa@#ah concept - rests on the
theory of individual choice through the principlé @onsumer sovereignty. They
identify two faces of marketing process as (i) Bimtegic marketing process, the
analysis oriented approach and (ii) The Operationatketing, the action oriented
approach. The authors proposed the definition akatang process as: In a market
economy, the role of market-driven management isldsign and promote, at a
profit for the firm, added value solutions to pempihd/or organisation’s problems.
They further explain that the terdesignrefers to strategic marketing and the term
promoteto operational marketing: by added value solutione means products or
services satisfying customers’ needs better thampetitors’ offerings. The authors
also mentions about the role of marketing commuimna mix. Marketing
communication refers to all the signals or messagesle by the firm to its
customers, distributers, suppliers, shareholdetgjicp authorities and its own
personnel. The four major tools called the commatmo mix are advertising,

9" Hugh Burkitt and John Zealley. (2007). MarketiBgcellence — Winning companies reveal the
secrets of their success. Wiley India Pvt. Ltd.wNgelhi, pp. 1-7, 52.

%0 Jean-Jacques Lambin, Ruben Chumpitaz and Isat8gtiling. (2007). Market -Driven
Management: Strategic and Operational Marketin®f! €8.). Palgrave Macmillan, New York, 6,
236-248, 362-363.
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personal selling, promotion and public relationslthdugh these means of
communication are different, they are highly commpdatary. The authors suggest
differentiation is one of the generic strategieshia existing market. Differentiation
can take many forms: Brand image, technology, featucustomer service, dealer
network and so on. Differentiation protects thenfirom the five competitive forces
- rivalry among existing firms, threat of new emii§ bargaining power of suppliers,
bargaining power of buyers and threat of substiputalucts - proposed by Michel
Porter. Other generic strategies in the existingketaare overall cost leadership and
focusing on the needs of a particular segment. Tdescribe alternative growth
strategies such as: (i) Penetration Strategy: asaresales of existing products in the
existing market (ii) Market Development Strategyicrease sales of existing
products in the new market (iii) Product Developm8irategy: increase sales of
existing markets with new or modified products.) (lategrative growth: to grow
within the industrial chain, e.g. Forward integoati Backward integration and
Horizontal integration (v) Diversifications: to gvooutside the industrial chain. A
market leader can envisage different strategiesh sas Primary demand
development, Defensive strategies, Aggressive egfied and De-marketing
strategies. The marketing strategies may be Matketllenger like lateral attacks
aim to confront the leader over one or anothertesgra dimension for which it is
weak or ill prepared. The marketing strategies ramp be like market follower
strategies pursue a policy of peaceful coexistamgceadopting same attitude as

market leader.

Rao U. S. and Sai Sangeet (2067 their study titled “Strategies for
succeeding at the Bottom of Pyramid (BOP) markeT@éfecom Services Sector”
describe the opportunities of marketing of telecsenvices among the poor, the
bottom of the economic pyramid. The authors citedKCPrahalad and Allen L.
Hammond (2002), denotes that around 4 billion peapkhe world at the bottom of
the economic pyramid with a purchasing power of UKDO0 per year or less. The

bottom of pyramid market is a huge opportunity wagitto be tapped. The BOP

®l Rao U. S. and Sai Sangeet. (2007). Strategiesucreeding at the Bottom of Pyramid (BOP)
market in Telecom Services Sector. Conference mb&|Competition & Competitiveness of
Indian Corporate, IIM Kozhikode, pp. 1-12.
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consumers may also take up the role of intermexfiaiithe challenge is to identify
and accept the uniqueness of these markets antbdesteategies to suit their needs.
These consumers should be pushed higher up the c¢akin by a process of co-
creation which would benefit both the company ai a®the BOP community. By

working closely with their customers, service pdwrs can co-create value and
deliver innovation that will form the basis for anspetitive advantage and mutual

Success.

Sadia Jahanzeb and Sidrah Jabeen (206fdied churn management in the
telecom industry of Pakistan. The two telecom serproviders selected for the
study are Telenor and Ufone. The objectives oféisearch are to provide an insight
into rapidly emerging issue of churn in telecomtseof Pakistan, describe the
relevant aspects of churn management strategiegamge their effectiveness in
customer retention. The study reveals that subswildlissatisfaction with any
dimension of price, voice quality and network cags are the main reasons for

customer churn at both Ufone and Telenor.

Samantan S. K. et al. (2067empirically proved that access price or fixed
monthly fee for mobile services is the major fadiwat governs the percentage of
people subscribing (penetration) to the servicdserd exists a strong negative
correlation between access price and penetrationsutfscription for mobile
telecommunication services in developing and dgedocountries. The call charge

has less of an impact on the penetration.

Sridhar Varadharajan (2007 studied the factors affecting growth of mobile
telecom services in India. He observed that quidpl@yment, competition,
advancement in technologies, and reduced prices pavpelled the growth of

mobile services in India. The traditional fact@tsch as income, population and

2 gadia Jahanzeb and Sidrah Jabeen. (2007). Chamagement in the telecom industry of
Pakistan: A comparative study of Ufone and TeleDatabase Marketing & Customer Strategy
Management Vol.14, 2, Palgrave Macmillan Ltd., pp0-129.

Samantan S. K., Woods J. and Ghanbari M. (200@actt of price on mobile subscription and
Revenue. Journal of Revenue and Pricing Managerweht,7, 4, Palgrave Macmillan, pp. 370-
383.

Sridhar Varadharajan. (2007). Analysis of Inter-iRagl Mobile Services Growth in India.
Proceeding of 8 Conf. Telecomm Techno-Economics, Vol. 1, IEEE., p#.
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fixed line penetration do not have any significanpact on the growth of mobile

subscription.

Xavier M. J. (2007F in his book, ‘Strategic Marketing: A guide for
developing sustainable competitive advantage’ explthat a business strategy can
be evolved through: (i) Long term planning for thiem. (ii) Capability —
opportunity fit, i.e. finding a fit between therfits capabilities and opportunities in
the environment. (iii) Planning to gain competitimdvantage and (iv) Copability
(copying + ability) in a turbulent environment. Tlathor suggested that the
marketing mix element s (product, price, place g@mdmotion) offered by the
competitors can be used to analyse the relativengtins and weakness of their
offerings. He observed that advances in telecomeoation and IT (Information
Technology) have reduced the barriers of time dadepfor business. He describes
that the competition can be studied using varioosdets such as: (i) The game and
sports model - A level playing ground is offeredalb competitors (ii) The life
model - Traditional marketing theory discusses stducompetition in terms of
product life cycle. (iii) The biological model - Hssumes that the resources are
limited and whichever ‘corporate animal’ is effiostein resource conversion will
survive in long run. (iv) The economic model - Aotiog to basic economics,
markets begin as monopolies, then move toward pdyoand eventually toward
pure competition (v) The war model - The war moda$ had greatest impact on
business strategies. The most common forms of wategies are: (a) Defensive
war fare - the strong competitive moves are blogkgdOffensive war fare - find a
weakness in the leader and attack that point (@hkihg war fare - move to an
uncontested area (d) Guerrilla warfare - find ans&gf of the market small enough
to defend.

Abdolreza Eshghi et al. (2008)attempted to identify the underlying service
- related factors and to understand their impacotustomer satisfaction, repurchase

intention and recommendation of service to othems the Indian mobile

5 Xavier M. J. (2007). Strategic Marketing: A guider developing sustainable competitive
advantage. Response Books, New Delhi, pp. 12, 2d7254-255.

% Abdolreza Eshghi, Sanjit Kumar Roy and Shirshe@anguli. (2008). Service Quality and
Customer Satisfaction: An Empirical Investigation Indian Mobile Telecommunications
Services. The Marketing Management Journal, VolaBdssue 2, pp. 119-144.
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telecommunications market. They identified six dast relational quality,
competitiveness, reliability, reputation, suppcghtiires and transmission quality
represent the underlying dimensions by which Indmabile phone customers assess
the quality of their service. They examined the actpof above factors on customer
satisfaction, repurchase intention and recommeowlati services to others. It is
found that relational quality, competitivenessiafglity, reputation and transmission
guality factors emerged as significant predictdrsustomer satisfaction. Repurchase
intention is influenced by relational quality, coetiiveness, reliability and
transmission quality. Finally, relational qualitygompetitiveness, reliability,
reputation and transmission quality emerged as ifgignt predictors of

recommendation of services to others.

Chirag V. Erda (2008] in his paper titled ‘A comparative study on buying
behaviour of Rural and Urban consumer on mobilenphim Jamnagar District’,
indicates that the rural customers are less qudlityctions and brand conscious
compared to urban customers. For the study, heatetl data from 400 mobile
users, 200 each from rural and urban areas frormagen District. The study
indicates that rural consumer mostly use friendg, and mobile phone retailers as
source of information. The author argue that ireotd utilise the immense potential
of rural market in India, companies need to develppcific marketing strategies
and action plans taking into account the compleix afefactors that influence
consumer behaviour. Rural marketing cannot sucdeb@ marketing strategy and
action plans are only extrapolation or minor mawifions of the urban marketing

strategy and plans.

Dong-Hee Shin and Won-Yong Kim (2088)nvestigate switching barriers
under the mobile number portability (MNP) in theSUmobile market. The findings
indicate that customer satisfactions, switching ribes, and demographics

significantly affect subscribers’ intent to switcAmong them, switching barriers

" Chirag V. Erda. (2008). A comparative study onibgybehaviour of Rural and Urban consumer
on mobile phone in Jamnagar District. MarketingRaral consumers — Understanding and
tapping the rural market potential. Conference Bedings, 1IM Kozhikode, pp. 1-14.

8 Dong-Hee Shin and Won-Yong Kim. (2008). Forecastiustomer switching intention in mobile
service: An exploratory study of predictive factamsmobile number portability. Technological
Forecasting & Social Change 75, Elsevier Inc.,§53-874.
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had the most significant influence, which raiseguastion of the effectiveness of
MNP. The MNP in the U.S. mobile market is intendeglay an important role in

lowering switching costs which can increase thelleeampetition among providers.

Fre de’ric Jallat and Fabio Ancarani (208&xplain the application of yield
management and dynamic pricing in telecommunicatisector. The subject of
yield management and dynamic pricing is relatedhst of price discrimination,
which is to take the profit opportunity of priciraxcording to different customer
perceived value. Yield management can be helpfaldoage capacity-related issues
and to maximize profits. In order to make the mokttheir existing network,
telecom operators have to take into account thaboiléy of people who are ready to
postpone their calls in order to get a better deah more competitive multi-media
environment, pricing and discount strategies argswa promote their business. In
order to exploit the full potential of yield managent and dynamic pricing
strategies, telecommunication firms are requested ldverage the existing
knowledge of their customer base and to improvthribugh adequate customer
relationship management (CRM) activities. As a eguuence, demand calibration is
very important before a telecommunication compdairgkis of optimizing revenue —
as it is the case for traditional yield managem@&wemand calibration is usually
defined as a function of price elasticity, timestigty (length of time consumers
could wait before placing their phone call) anddiwolatility (consumers’ tendency
to accept changes in rates over time). Since teedemunications are undergoing
a process of increasing competition and dynamio/eaence, yield management
and dynamic pricing strategies could be usefullgliag to preserve and increase
profitability.

Kevin Lane Keller (2008§ describes about brand building, brand measuring
and managing brand equity in his book ‘Strategiarier Management’. He cited
American Marketing Association (AMA) to define bdarA brand is a ‘name, term,

sign, symbol, or design, or a combination of themended to identify the goods

9 Fre’de’ric Jallat and Fabio Ancarani. (2008).|¢imanagement, dynamic pricing and CRM in
telecommunications. Journal of Services Market#®J6, Emerald Group Publishing Limited, pp.
465-478.

0 Kevin Lane Keller. (2008). Strategic Brand Managem- Building, Measuring and Managing
Brand Equity. Pearson Education Inc., New Delhi,3p 60, 415-416.
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and services of one seller or group of sellerstartifferentiate them from those of
competition”. The strategic brand management poaesolves: (i) Identifying and

establishing brand positioning. (i) Planning amdplementing brand marketing
programs. (iii) Measuring and interpreting brandf@enance and (iv) Growing and
sustaining brand equity. The author explains ab¥oung and Rubicam’s

development of its Brand Asset Valuator (BAV), whimeasures brands on five
fundamental measures of equity value and in terfves laroad array of perceptual
dimensions. The five key components in BAV areDjifferentiation - measures the
degree to which a brand is seen as different frtmars. (ii) Energy - measures the
brand’s ability to meet future consumer needs atichc new customers. (iii)
Relevance - measures the breadth of a brands’ kpipe&a not necessarily its
profitability. (iv) Esteem - measures how well thrand is regarded and respected

in short, how well it's liked. (v) Knowledge - meass how familiar and intimate

consumers are with brand.

Lucio Fuentelsaz et al. (2008)n their study titled “The evolution of mobile
communications in Europe: The transition from tkeahd to the third generation”
examined the history, evolution and configuratiéthe mobile telecommunications
industry in the European Union. The research fozutseinterest on the different
roles played by the regulator in Europe and inotbgions of the world (mainly the
US). The diffusion of GSM (Global System for Mobiommunication) was
extraordinarily fast in Europe, mainly due to tlimption of a unified standard from
inception. This rapid diffusion has resulted iniarportant competitive advantage
for European operators. Interestingly, while thgutator acted similarly in the case
of UMTS (Universal Mobile Telecommunications Sysgnthe development of the
latter has faced many problems and, presentlylifitssion is still low (about 5% in
the EU). The paper also offers basic informationnuarket structure that may be
useful for extracting some preliminary conclusicaisout the degree of rivalry
within the industry and the differences that candbserved between European

countries. The earliest applications of mobile camioations date back to the

1 Lucio Fuentelsaz, Juan Pablo Mai'cas, and Yolandm. (2008). The evolution of mobile
communications in Europe: The transition from thecamd to the third generation.
Telecommunications Policy, 32, Elsevier Ltd., pp64 449.
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1920s, but the credit for the first mobile phonatigibuted to Martin Cooper who,
when working for Motorola in 1973, made the firstofic call placed on a portable
cellular phone in the US. The most of the pionesttiatives of mobile
communication took place in the United States atli&ginning of the 1980s, which
gave this country an initial advantage. The Confaiilen of European Post and
Telegraph (CEPT) in 1982 decided to set a new aligitandard and created a
working group to develop a mobile network withoouhdaries inside the continent.
The group was called Group Special Mobile (GSM). &sesult of transfer of
responsibilities, the function of elaborating th8Nb specifications was passed from
the CEPT permanent group to ETSI (European Teleaamuations Standardization
Institute). The CEPT Group Special Mobile becameEA'S| Technical Committee
GSM. The technology was named as GSM (Global System Mobile
communication), the first deployment with limitedrgices took place in 1991. At
the end of the year 1993, GSM technology had owernillion users and coverage

in the main cities.

Nag A. (20085 describes that marketing strategy is the partusirtess or
corporate strategy. Corporate strategy gives bddattions to the way a company
should look for business opportunists and investmiarketing strategy looks at
ways and means of competing effectively in the retafdace. Corporate strategy
relates to the entire organisation and all fun&lowr operational areas -
manufacturing, marketing, finance, and HR. Markgsitrategy should be consistent
with overall company objectives and goals in terofsgrowth market share,
product-market diversifications and profitabilitfyhe internal competences equip
companies to face, among others, the external amwient for formulating and
implementing marketing strategies. The environmefaiztors a business strategist
should reckon with are: political factors, econonfactors, sociological factors,
Government policies, technology, competition, intediaries and suppliers. A
standard marketing plan consists of: key targéisatson review, SWOT (Strength,
Weakness, Opportunities and Threat) analysisesfyab achieve targets, marketing

mix for achieving the strategy and action plan. Tive important factors which

2 Nag A. (2008). Strategic Marketing,"{2d.). Macmillan Publishers India Ltd., New Delpp. 7-
11, 140-141, 200-201.
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influence consumer buying process are: Product mandd Buying situation,
Customer motivation, Role agents in decision makagcial and personal factors.
Segmentation is the key to positioning and is dls® first step in developing
strategy. Proper segmentation defines the domamwndaries of competition. The
author stated that differentiation is a base teqmior strategy in marketing. Every
company has to project the marketing package dearelift from its challengers or
competitors. And, differentiation can be done onnyavays - technology, raw
material, product, quality, packaging and servigles Assembling and managing the
marketing mix is the basic marketing task; andndieg the marketing mix into a
winning combination is a matter of strategy. Mamkgtsuccess and failure depend
to a large extend, on the choice and a balancéeofrtarketing mix. In services
marketing specific strategies are required to deti intangibility, heterogeneity,
inseparability and perishability. In a compreheasinarketing strategy for services
the role of ‘people factor’ must also be highlightéle quoted Peter F. Drucker that:
‘Business has only two basic functions - Marketmgl Innovation’.

Orville C. Walker Jr. and John W. Mullins (2088)efines strategy as to
specify (i) What(objective to be accomplished), (Where(on which industries and
product market to focus), and (iow (which resources and activities to allocate to
each product-market to meet environment opporesiiand threats and gain a
competitive advantage). The primary focus of mankestrategy is to effectively
allocate and coordinate marketing resources anditaes to accomplish the firm’s
objectives within a specific product market. Then seek competitive advantage
and synergy through a well-integrated program ofrkeing mix elements
(primarily the 4 Ps of product, price, place andrpotion) tailored to the needs and
wants of potential customers in that target markefferentiation is the powerful
theme in developing business strategies as welhaketing. As Michel porter
points out, “A company can outperform its rivaldyoifi it can establish a difference
that it can preserve. It must deliver greater vatueustomers or create comparable
value at lower cost or both”. Most of the time diffntiation is why people buy.

The differences may be physical or perceptual. Tlreepmmend suitable marketing

8 Orville C. Walker Jr. and John W. Mullins. (2008)arketing Strategy: A Decision - Focussed
Approach, (7 ed.). McGraw-Hill International Irwin, New Yorkpp 6-7, 154-155.
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strategies for different stages of product lifeleydMass-market penetration, niche
penetration and skimming are the strategies seitf&n pioneers at introductory
stage. Market leaders may adopt marketing stragegieh as position defence,
flanker, confrontation, market expansion, or sgetevithdrawal at growth market
stage. Share growth strategies for followers aptél attack, leapfrog, flanking and
encirclement, or guerrilla attack. Differentiatiom quality of service and other
product attributes is one of the strategic choicesatured markets. Harvesting,
maintenance, profitable survivor and niche are dhable strategies in declining

markets.

Paul R. Timm (2008} in his book ‘Customers Service: Career Success
through Customers Loyalty’ explains about the pssctor developing the skills,
attitudes, and thinking patterns needed to winarust satisfaction and loyalty. The
process includes developing: (i) A heightened amess of challenges and
opportunities in customer service (i) The williregs and ability to gather
performance-enhancing feedback (iii) Specific béhag that engage customers
(iv) Telephone techniques for excellent serviceT(g ability to create friendly web
sites, personable email, and clear written messtgesdelight customers (vi)The
tools for dealing with and recovering unhappy costcs (vii)An understanding of
the powerful impact of giving customers more thhaayt anticipate (viii) Specific
techniques for exceeding expectations in valuegrin&tion, convenience, and
timing thus creating greater customer loyalty (¢ ability to lead, expand, and
empower the service process (x) Specific behavitmrpersonal and professional
success (xi) Skills for managing others in the piirsf service excellence and (xii)
An understanding of the future directions in custenservice. The author states
that the ideal goal in most business is to createnprship with customers. He
argued that an emotional connection with custonmersrucial to building loyal

relationships.

® Paul R. Timm. (2008). Customers Service - CaBerrcess through Customers Loyalty, (4th ed.).
Pearson Education, Inc., New Delhi, p. 13.
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Rick Ferguson and Bill Brohaugh (2088jn their paper ‘Telecom’s search
for the ultimate customer loyalty platform’ examsnéhe telecommunications
industry in USA and attempt to discover how sometlod major players are
engaging their customers while trying to constadtlyersify their service offerings.
They find that companies with sound customer gjiage can use this as a
differentiator in an increasingly muddled market. dn increasingly competitive
market, customer loyalty efforts can play a majartgn the attraction of new
customers and the retention of current ones. Companust transition to offer a

suite of services as “bundling” strategies proéterand further ignite pricing wars.

Sanjay Kumar Singh (2008)in his paper ‘The diffusion of mobile phones
in India’ viewed that the increase in mobile phortess been phenomenal in
comparison with landlines since the introductionnebbiles in the country. The
main aim of the paper is to estimate future treamut analyse the pattern and rate of
adoption of mobile phones in India. It is found ttmaobile-density (number of
mobile phones per 100 inhabitants) in India wiltrease from 8.1 in 2005-2006 to
36.51in 2010-2011 and 71 in 2015-2016. Consequethiymobile subscriber base is
projected to increase from 90 million in 2005-2@6&33 million in 2010-2011 and
nearly 900 million in 2015-2016. The projected dagrowth in the mobile
subscriber base will have important implicationg foture plans of mobile
operators, infrastructure providers, handset sappind vendors. Mobile operators
should be ready with contingency plans to deployl aperate infrastructure
including customer care, billing, applications,.gfaster than that they might have
initially planned. Analysis of the level and growith tele-density (total number of
telephones per 100 inhabitants) in developed cmsteveals that the saturation
level of tele-density in developing countries coblkel anywhere between 120 and
150 telephones per 100 inhabitants. Therefore, ldewve countries that are late
adopters of telephones are likely to experiencataration level of mobile-density
between 100 and 120 mobile phones per 100 inhabit&ince India is a late

% Rick Ferguson and Bill Brohaugh. (2008). Telecormséarch for the ultimate customer loyalty
platform. Journal of Consumer Marketing 25/5, Erwe@roup Publishing Limited, pp. 314 -318.

 sanjay Kumar Singh. (2008). The diffusion of mebjihones in India. Telecommunications
Policy 32, Elsevier Ltd., pp. 642—651.
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adopter of telephones, its saturation level of hesbtensity is likely to be between
100 and 120 mobile phones per 100 inhabitants.

Shanthi Venkatesh (2008) in her paper ‘Analysis of gaps in
telecommunication services - a study with respectérvice gaps in fixed-line
segment’ examines the expectations and satisfatévesls of the service users,
using fixed-line telephone services, and identiffesservice gaps. She recommends
that the initial and immediate action the BSNL re¢al take is to replace the old
instruments with the state-of-art instruments wattmpatibility to all the value
additions offered by the service provider. Vigor@ades promotion activities need
to be undertaken by BSNL, by building on its stithngf being the largest telephone
service provider of the peninsula, in order to withe switch-over rate. The
private service providers need to explore newenaes of the market and capitalize
on its present upswing. The market potential ofertban 60% is unexplored which
the private players need to target. The privatgguishould also involve in sales
promotion activities, in order to educate the usmrstheir relative strengths, and
capitalize on the switch-over attitude of the useorder to increase their market

share.

Abhishek Khanna and Nitin Navish Gupta (200®) the article ‘Uptake of
3G Services in India’ observed that 3G technology $ignificant potential in India-
rural and urban. The beginning of 2009 was marked mmomentous development
in the Indian telecom market - the advent of tlgetheration (3G) networks. The
availability of 3G, coupled with reasonable prickens, affordable handsets and
compelling services, can revolutionise the Indieledom market. The technology
savvy urban subscribers will increasingly adopt S€&vices. Due to inadequate
fixed line infrastructure, rural India offers imnsmpotential for mobile broadband
services in areas such as agriculture, healthcadecation and governance.
According to Evalueserve estimates, the total neobilbscriber base in India will

reach nearly one billion by end of 2013. Evaluesaiso estimates that about 275

67 Shanthi Venkatesh. (2008). Analysis of gaps liecemmunication services - a study with respect
to service gaps in fixed-line segment. Innovativarkéting, Volume 4, Issue 1, pp. 64-76.

% Abhishek Khanna and Nitin Navish Gupta. (2009)tdlp of 3G Services in India. Evalueserve
White Papers, Evalueserve, Ltd., pp. 1-8.

36



million Indian subscribers will use 3G-enabled sazs, and the total number of 3G-

enabled handsets will reach close to 395 millionHgyend of the year 2013.

Christine Bailey et al. (2009 in their study titled ‘Segmentation and
customer insight in contemporary services marketprgctice: Why grouping
customers is no longer enough’ proposed that wahezempany is interacting with
an individual customer, aspects of the propositibat can be tailored to the
individual level will be most effectively informelaly one-to-one customer analytics
rather than just by using segment membership. Seigtnen is most likely to be
applicable to communications with new customersilevbustomer analytics and
propensity models (which predict the likelihoodawf individual customer acting in
a certain way, such as responding positively tofer) are most effectively used
with existing customers where transactional histdgta are available. Highly
sophisticated companies will not only manage theieractions with and tailor
offerings to selected customer groups on an indalidbasis, but will also measure
the likelihood of customers taking up new offeringgng customer analytic data
and propensity modelling, which when combined vadgmentation programmes
will allow the measurement of customer lifetimeusbnd the dynamic optimisation

of market segments.

Das Gupta Devashish and Sharma Atul (260#) the research paper titled
“Customer Loyalty and Approach of Service Provided® Empirical Study of
Mobile Airtime Service Industry in India”, examinie customer loyalty in mobile
telecommunication services. The authors explait sleavices are always unique
from a marketing perspective due to their intargihture. Especially in the case of
a service like mobile airtime service where ther@o service encounter, attributes
required for brand loyalty become more complex.sTdnticle tests the relationship
of customer loyalty and the approach of serviceviplers in India. The study reveals

that 40% of consumers are not satisfied by thewvise provider. The consumer is

89 Christine Bailey, Paul R. Baines, and Hugh Wils@®09). Segmentation and customer insight in
contemporary services marketing practice: Why girmgigustomers is no longer enough. Journal
of Marketing Management, Vol. 25, No. 3-4, WestbBublishers Ltd, pp. 227-252.

° Das Gupta Devashish and Sharma Atul. (2009). @usto_oyalty and Approach of Service
Providers: An Empirical Study of Mobile Airtime Séze Industry in India. Services Marketing
Quarterly, 30: 4, Routledge Informa Ltd., Englapg, 342-364.
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forced to continue with their service provider heyt do not want their number to
change. The study suggests that the service pmvit®/e to provide service with
reliable quality without any hidden price. Thesee dhe two most important

determinants of consumer satisfaction and hendemes loyalty.

Fujun Lai et al. (2009} studied the relations among service quality, value
image, satisfaction, and loyalty in customers @hanese mobile communications
company. The study reveals that service qualitgatly influences perceived value
and image perceptions, the value and image infeiesatisfaction, the corporate
image influences value, and both customer satisfa@nd value are significant
determinants of loyalty. Thus, value has both aedirand indirect (through
satisfaction) impact on customer loyalty. Otheriatales mediate the impact of both

service quality and corporate image on customealtpy

Gheorghe Meghkan and Georgeta-Miilina Meghian (2009% analyses the
emerging demand of telecommunication services andumption behaviour of the
youngsters aged between 20 and 29 years old fromio@, Romania. The
competition is very intense in this segment. Yot@gschoosing mobile telephony
service providers in a rational way based on serguaality, cheapest tariffs and

attractive offers.

lan N. Lingsand Gordon E. Greenley (206%tudied the impact of internal
and external market orientations on firm perforn@ganthis paper examines the
impact of internal marketing, operationalized asea of internal market-oriented
behaviours on market orientation and consequentjarosational performance. It
provides the first quantitative evidence to supgbg long held assumption that
internal marketing has an impact on marketing ssgcerhey collected data from

UK retail managers and analysed using structurabon modelling. These data

™ Fujun Lai, Mitch Griffin, and Barry J. Babin. (@8). How quality, value, image, and satisfaction

create loyalty at a Chinese telecom. Journal ofrigss Research, 62, Elsevier Inc., pp. 980-986.

2 Gheorghe Megkan and Georgeta-Milina Meghian. (2009). Analysis of the Emerging

Demand of Telecommunication Services. Annals ofdhéversity of Petrgani, Economics, 9(4),
Romania, pp. 63-68.

 lan N. Lings and Gordon E. Greenley. (2009). Thwpact of internal and external market

orientations on firm performance. Journal of SgaeMarketing, Vol. 17, No. 1, Taylor &
Francis, pp. 41-53.
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indicate significant relationships between intermadrket orientation, employee
motivation and external marketing success (marketentation, financial

performance and customer satisfaction). The resists support previous findings
indicating a positive impact of external marketeotation on customer satisfaction

and financial performance.

Ingo Vogelsang (2009)in his article ‘The relationship between mobil@lan
fixed-line communications: A survey’ explains theawhatic worldwide increase in
mobile communication that has led to more thailliib users has over the last few
years been accompanied in wealthy countries bygaifiant decline in fixed
network subscriptions. Such fixed-to-mobile subsiin (FMS) is at the center of
his literature survey. Theoretical models explainiRMS are scarce and are
inconclusive regarding the balance between sulistit@and complementarity of the
fixed and mobile sectors. Empirical explanationggki on the interaction of positive
cross-elasticities of demand and reductions in faohielative to fixed
communications prices. FMS is also supported bwtiked declines in mobile
network costs, network effects in demand and quatitprovements of mobile
services. The policy consequences of FMS stem filmenpotential reductions in
market power of operators in fixed-line markets dram the ability of mobile

operators to enable universal service.

Ken Kwong-Kay Wong (20095 in his article titled ‘Potential moderators of
the link between rate plan suitability and custoteeure: A case in the Canadian
mobile telecommunications industry’ observed thatthe competitive wireless
telecommunications market, customer retention heasoine a priority to many
carriers, as they face high customer acquisitiost @and high churn rate. Prior
literature has found that wireless customers oftebscribe to inappropriate rate
plans, and thus overpay for their services. Thiseaech aims to improve the

understanding of rate plan optimization as a custa@nure maximization strategy

™ Ingo Vogelsang. (2009). The relationship betweesbite and fixed-line communications: A
survey. Information Economics and Policy 22, Elee8. V., pp. 4-17.

5 Ken Kwong-Kay Wong. (2009). Potential moderatdrthe link between rate plan suitability and
customer tenure: A case in the Canadian mobilecdetenunications industry. Journal of
Database Marketing & Customer Strategy Managem¥ot, 16, 2, Palgrave Macmillan,
pp. 64-75.
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in the wireless telecommunications industry. Thiotlge analysis of 1249 Canadian
wireless customers, the author confirms that ‘pdé@ suitability’ plays a significant
role in affecting customer tenure in the wireleste¢communications industry.
Customers with optimal rate plans are found to sigyificantly longer with the
wireless carrier than those with non-optimal ondse author argues that wireless
carriers should consider matching their custome@ptimal rate plans for retention

purpose.

Lifang Peng and Xiaoli Zhan(2009Y°®, in the study of service innovations
model for Chinese telecom operators - China Mobite as an example, analysed
Chinese telecom operators’ environment and judded the service innovations
determine success or failure of corporate operatioc@nly by continuously
promoting the service innovations, improving seswjiality, offering more value to

customers can obtain and retain more customerganccompetitive advantage.

Mathew P. T. (2009§ studied the marketing challenges and opportunities
for BSNL in the mobile sector in the liberalisatioenvironment of
telecommunication services in India. He observedt tBSNL functions as a
bureaucratic organisation, with top down approaoh decision making and
implementation. In such an organisation initiatigenot rewarded. Even though
employees generate information about the marketcaistomers, the same is not
being utilised properly. He concluded that therehigh price sensitivity in the
market and perceived differences in the brandsramsy, the BSNL should focus on
quality of service and ready to respond to comipetit service improvements,
additives like new value added services and aiteactall rates etc. The BSNL
should improve the quality of the network and alde same should be
communicated to the customers. BSNL should comewith more attractive
customer specific tariff pans which will help th@ntpany to survive in the
completion and increase the customers base, mahege, minutes of usage and
hence the total revenue. Presently the mobile mdrée high growth rate, BSNL

8 Lifang Peng and Xiaoli Zhang. (2009). The studysefvice innovations model for Chinese
telecom operators - China Mobile Ltd. as an examEE., pp. 669-675.

" Mathew P. T. (2009). Liberalisation of telecomrwation sector in India - Marketing challenges
and opportunities for BSNL in the mobile sector.PHThesis. Kannur University, Kerala, pp. 8,
317-323.
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should try to encash the opportunity and improve tharket share. The BSNL

should ensure easy availability of all productgdaustomers.

Pedro S. Coelho and Jorg Henseler (260@pnducted two large-scale,
representative, cross-sectional studies in diffessmvice industries based on the
ECSI (European Customer Satisfaction Index) framtkwadlrhey found that
customization increases perceived service quatitgtomer satisfaction, customer
trust, and ultimately customer loyalty toward avess provider. Customization has
both direct and mediated effects on customer lgyait interacts with the effects of

customer satisfaction and customer trust on loyalty

Philip Kotler et al. (20097 stated that marketer’s task is to devise marketing
activities and assemble fully integrated marketipgogrammes to create,
communicate and deliver value for customers. Thiaxs cited McCarthy’s (2002)
classification of these activities as marketingix tools of four broad kinds, which
he called the four Ps of marketing: product, prigace and promotion. The book
emphases that the marketing strategy formulationamly based on the elements of

marketing mix.

Raja B. Shekhar and Udaya Bhaskar N. (280sudied the celebrity impact
on consumer behaviour with reference to prepaid ilmobervice providers
specifically Airtel, Reliance, BSNL, Vodafone andeh in select urban and semi
urban areas of Andrapradesh, India. The study iitkshtfive most important
factors- call rates, clarity of voice, good signalstwork coverage, and value added
services which influences consumers to purchasedlenobnnection. The celebrity
endorsements generated higher purchase intentimhpasitive attitudes toward the
advertisements in urban area compared to semi anen

8 pedro S. Coelho and Jérg Henseler. (2009). @maBustomer Loyalty through Service

Customization. Emerald Group Publishing Limited, pf27.

" Philip Kotler, Kevin Lane Keller, Abraham Koshy darMithileshwar Jha. (2009). Marketing
Management-A South Asian Perspective”(@8.). Pearson Education, India, New Delhi, pp224-

8 Raja Shekhar B. and Udaya Bhaskar N. (2009). A @oative Study of Celebrity Impact on
Consumer Behavior with Reference to Prepaid MoBigvice Providers in Select Urban and
Semi Urban Areas. International Journal of Businé&ssearch, Volume 9, Number 1,
pp. 103-107.
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Ramo Barrena and Mercedes Sanchez (Z00@)the research paper titled
‘Using Emotional Benefits as a Differentiation $&gy in Saturated Markets’
observed that the high level of product substitutio most consumer markets often
makes it difficult to match supply with demand, esplly in sectors with mature,
saturated markets with intense competition and gh hdegree of product
differentiation. The difficulty of using technicalharacteristics such as quality
and/or price to differentiate products suggests tharketers could profit from
gaining more insight into the way in which consushgsurchase decisions are
influenced by their perceived emotions. As far las tonsumer decision-making
process is concerned, the results reveal a cattgjree of complexity. The purchase
decisions of each segment were found to involvierint attributes, consequences,
and values, thus confirming the positive segmematprocess, based on the
emotions perceived at the time of purchase. It lshaalso be noted that
psychological issues are gaining weight in the sleni process, which increases in

complexity as the number of perceived emotionsrise

Rob Markey et al. (2008 in their article ‘Closing the Customer Feedback
Loop’ observed that it's never been more importémt keep the customers
companies already have - it's much cheaper thanideg new ones. Many
companies have succeeded at retaining customeaiskyg them simple feedback-
and then empowering the frontline employees tosadttly on that feedback. At
middle management level customer input can infleedecisions on everything
from where the company will compete to product d®weent, pricing, policies and
processes. The direct input from customers can tieptop management make
strategies coherent.

Shu-Ling Liao et al. (2008} investigates factors of marketing

communications and consumer characteristics tltatcie reminder impulse buying

8 Ramo Barrena and Mercedes Sanchez. (2009). Usingti@hal Benefits as a Differentiation
Strategy in Saturated Markets. Psychology & Margt\ol. 26(11), Wiley Periodicals, Inc., pp.
1002-1030.

8 Rob Markey, Fred Reichheld and Andreas Dullwel2009). Closing the Customer Feedback
Loop. Harvard Business Review South Asia, Deceribé®, pp. 25-29.

8 Shu-Ling Liao, Yung-Cheng Shen, and Chia-Hsien.GR009). The effects of sales promotion

strategy, product appeal and consumer traits omreEmimpulse buying behaviour. International
Journal of Consumer Studies, 33, Journal compiladackwell Publishing Ltd., pp. 274-284.
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behaviour. They studied the antecedent, processcandequence approach to
investigate the essential differences between menimmpulse buying and pure
impulse buying. The results of study reveal thamingler impulse buying
significantly differs from pure impulse buying onotivation, buying goal and
decision evaluation. The consumers who engagenmncer impulse buying have
more rational motivation, more utilitarian goalsddess regret response than those
who participate in pure impulse buying. The constsmého engage in pure impulse
buying have more emotional motivation and more hedgoals than those who
participate in reminder impulse buying. They furte&amine how sales promotion
strategy might affect reminder impulse buying, wittoduct appeal and consumer
traits as moderating factors. Both sales promdioategy and its interaction effects
with product appeal are found to have significarfluences on reminder impulse
buying. Specifically, an instant reward promotionorpotes stronger reminder
impulse buying than a delayed-reward promotion.tarmore, both a utilitarian
product appeal with a price discount promotion arfeedonic product appeal with a
premium promotion can encourage greater remindgoulee buying. Before
deciding to use a promotion, marketers should fatsntify whether the product
value is utilitarian or hedonic in the marketplathe marketers can use the benefit-
matching framework — that is, utilitarian produaniefits map to monetary-based
promotions and hedonic product benefits map to ramatary-based promotion — to

select appropriate promotion tools.

Sidharth Sinha (2008} observed that Economic reforms and liberalisation
have converted BSNL and MTNL from state-owned matep to players in a
highly competitive market with no social or othe@mrcommercial objectives. They
will have to be run like other private sector teleccompanies if they are to survive
and prosper. The government’s existing Navarati@ypavhere limited autonomy
is granted on the basis of size, profitability andominal listing, is not appropriate
for SOEs (State Owned Enterprises) competing figreath the private sector.
These firms need autonomy not because they arenmpakofits on the basis of their

monopoly position but because they have to competan equal footing with the

8 Sidharth Sinha. (2009). Corporate GovernancetateSOwned Enterprises: The Case of BSNL.
Economic & Political Weekly Vol. XLIV No 41, Octob009, pp. 47 - 54.
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private sector. All parts of the government, staytfrom the prime minister and
extending to various government committees, resagtiie need for autonomy with
appropriate corporate governance. The key requimemsea competent board with
adequate powers. The role of the board is likelgganore crucial than even in the
case of private companies. Given the historicahdggthis will require a complete
break from the current system of SOEs being cdettdby sector ministries. The
control will have to pass on to either an indep@t@gency or in the interim to the
finance ministry. In the absence of corporate goaece changes, the only

alternative will be privatisation.

Udechukwu Ojiako and Stuart Maguire (2009onducted a case study
based on principles originating from a customereeigmce program instituted by
British Telecommunications (BT). They define thestmer experience as an
articulation of the personal interaction, experasjanemories and opportunities that
an organization provides existing and potentiakamers that substantially exceed
their expectation to a degree that a lifelong reteship is established between the
customer and the service provider. Usually, sugheagnces can be assessed from
various perspectives, including products, servicese, functionality, applicability
and ease of use, reliability, advertising, and pgolg. It is only through an
amalgamation of improved processes, products, @syiand systems, combined
with a change of culture, behaviour, and businedfook, that the company can
deliver an improved service to its customers. heotto understand best practices in
customer-focused change, this study investigates dustomer-oriented strategies
facilitate the enhancement of service experienbés paper has implications for all
organizations concerned with the retention of @xjstustomers and the acquisition
of new customers in a dynamic business environmenbusiness management,
strategy formulation represents one of the mostomant activities of an
organization. The central theme running throughbig case study is the need for
organizations to recognize that, for change styatedoe successful, it needs to be

systematically designed, planned, and implememearder to produce a desirable

8 Udechukwu Ojiako and Stuart Maguire. (2009). Swpkhe perfect customer experience: a case
study of British Telecom. Strategic Change, 18,eWilnterScience, John Wiley & Sons, Ltd., pp.
179 -193.
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and predictable outcome. In this a key part of sfiategy formation is to get inside
the minds of their customers. The strategic changg be as dramatic as realigning

the focus of the firm from being product-led to kedrled.

Vanniarajan T. and Gurunathan P. (2008}udied the relationship between
service quality and customer loyalty among mobééeghone customers. They
empirically established the relationship by analgsilata collected from 627 mobile
customers of Tamilnadu, India. The respondentsraialy the customers of Aircell,
Airtel and BSNL. The authors identified three mafactors of service quality as
Core Service Quality, Network quality and Value eddservice quality. These
elements have significant direct positive effectcostomer satisfaction and indirect
positive effect on customer loyalty through custorsatisfaction. The analysis
results reveal that customer satisfaction is thestmmportant determinant of

customer loyalty.

Zi-yang Cheng and Shou-lian Tang (2009)n their research paper
‘Economic Analysis of Pricing Methods of Telecomn8ees’, discuss the pricing
methods of the telecom services. The study pointstlmat the telecom operators
pursuing the maximum of profit set higher priceantlthey do when pursuing the
maximum of social welfare. This paper shows thgtlated, flexible discriminatory
pricing based on two-part tariff is the developmigahd of telecom services, which
is determined by the characteristics of the telesemvices, competition, demand-

price elasticity and other factors.

Simon Gyasi Nimako et al. (20#8)empirically assessed the overall
customer satisfaction with service quality delivkit®ey mobile telecommunication
networks in Ghana. They use the MnCSI (Minnesotat@ner Satisfaction Index)

to measure the customer satisfaction. The findindate that the overall customer

8 vanniarajan T. and Gurunathan P. (2009). Servicali§ and Customer Loyalty in Cellular
Service Market: An Application of ‘Sem’. Journal Miarketing & Communication, Vol. 5, Issue
2, pp. 45-54.

87 Zi-yang Cheng and Shou-lian Tang. (2009). Econofmialysis of Pricing Methods of Telecom
Services. IITA International Conference on ServiG&sence, Management and Engineering,
IEEE., pp. 315-320.

8 Simon Gyasi Nimako, Foresight Kofi Azumah andrfeia Donkor. (2010). Overall Customer
Satisfaction in Ghana Telecommunication Networksplications for Management and Policy.
ATDF Journal, Volume 7, Issue 3/4, pp. 35-49.
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satisfaction significantly differs among mobile eéebm networks in Ghana.
Irrespective of mobile telecom network in Ghana ¢thetomer satisfaction is low;

neither equal to nor better than desire and expentaf customers.

Jarmo Harno (2018} investigates the third generation mobile
telecommunication systems (3G) diffusion challengethe situation where large-
scale mobile data service usage has not yet bribkengh. The paper first analyzes
incumbent mobile operator business prospects amge [Western-European country.
The results suggest that rollout of the most adedravailable 3G technologies pay
back through increased data service usage andueseén the situation of declining
voice revenues. The study discusses differentryionodels and demonstrates that
the flat rate pricing of data services, supplem@éntéh certain conditions, supports
the large-scale take-up of mobile data servicebottsts the usage of mobile data
services and provides a competitive and sustairaidmess model for the operators

and other market actors at the same time.

Lukasz Grzybowski and Chiraz Karamti (20¥0analyses the development
of mobile telephony in France and Germany in 199822 The results suggest a
significant difference between price elasticity dgdmands in these two countries.
The consumers perceive mobile telephony as a sutiestor fixed-line connection

in France and as a complement in Germany.

Narayana M. R. (2018) studied the substitutability between Mobile and
Fixed Telephones in India. Substitutability betwerabile and fixed phones has
become an important consequence of telecom seet@gudlation in India since
1991. This paper estimates the socio-economic métants of household demand
for mobile and fixed phones, and tests for sultstiility between mobile and fixed

phones. The results show that the nature and matgndf determinants are different

8 Jarmo Harno. (2010). Impact of 3G and beyond teldigyodevelopment and pricing on mobile
data service provisioning, usage and diffusionefreltics and Informatics, 27, Elsevier Ltd., pp.
269-282.

Lukasz Grzybowski and Chiraz Karamti. (2010). Cetitfwn in Mobile Telephony in France and
Germany. Journal compilation, The University of Maaster and Blackwell Publishing Ltd.,
Oxford, pp. 1-23.

Narayana M. R. (2010). Substitutability betweenhito and Fixed Telephones: Evidence and
Implications for India. The Applied Regional Scienconference (ARSC), Blackwell Publishing
Asia Pvt. Ltd., pp. 1-21.
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between mobile and fixed phones. Estimated crose tasticity offers empirical
evidence for substitutability rather than completagty between fixed and mobile

phone services.

Nicoletta Corrocher and Lorenzo Zirulia (20%0)studied the pricing
strategies of mobile communications operators aby land examine the role of
demand characteristics in the development of neiff @lans. In so doing, they
depart from a traditional industrial organizatiggpeoach to price discrimination and
interpret new tariff plans as innovations. Theyuardghat the development of new
tariff plans is strongly related to the users’ euaeristics and behaviour, which act
both as a source of information and as an incefbtivéhe implementation of firms’
pricing strategies. In this framework, the dematfielcés firms’ choices in two ways.
First, the ability to design different tariff plarsrelated to the degree of information
the firms have on users’ needs and behaviour. irhes fwith a relatively larger
installed user base are more able to segment thieetrinan the firms with fewer
customers. Therefore they possess a comparativantdye in terms of the
opportunity to introduce new tariff plans. Secomientives to develop innovative
pricing schemes depend upon the level of marketai@n. The number of users in
the market for a specific product/service determitiee incentives for firms to
innovate. However, as different categories of uappear in the market, the positive
effect of the demand size on the innovation is cedu As a consequence, firms
need to avoid the risks associated with demandrdgdeeity by introducing
improvement innovations and by exploiting the olleseze of the market and the
existence of local network externalities. The emplrevidence is consistent with
their theoretical propositions. In particular, fsmvith a large installed user base
tend to develop more tariff plans and to ‘spec&lin improvement innovations as
compared to firms with a small installed user bdsarthermore, as the market
grows, firms tend to develop improvement innovaiavith the aim of exploiting
the overall market size and competing for groupsoofsumers.

%2 Nicoletta Corrocher and Lorenzo Zirulia. (201Demand and innovation in services: The case of
mobile communications. Research Policy, 39, ElseBie/., pp. 945-955.
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Pat Wellington (20165 describes fundamentals of effective customer care.

He identified six elements of customer satisfactithrey are: Product or Service,
Sales, After sales, Location, Time and Culturee fdctors he considered in product
or service elements are availability, product dyalservice quality, packaging,
image value for money and fulfilment of expectasioBales element comprising of:
honest, legal and decent marketing, proper vedmahtunication, wholly welcoming
and frictionless purchasing environment, and kndgdable, responsive, empathetic,
trustworthy and loyal staff. After sales elemennsists of Acknowledging and
honouring customer’s lifetime value to the compamd complaint handling by
enabled and empowered staff responding immediatebyrteously, honestly
sympathetically and thoroughly. Location elementalslewith access to the
organisation, security and comfort, and web-basecthasing. The time factor
considers convenient business hours, availability pooducts and speed of
transaction. The culture element deals with etivigkingly helpful, honest, internal
and external relationships aspects. He suggested appropriate methods to get a
clear and continuing picture of customers needaggions.

Philip Kotler et al. (2016} introduced Marketing 3.0, a new generation
concept of value driven marketing. The concept @irkating 1.0 is belongs to
product centric era. The view of marketing 2.0 he ttustomer centric era. The
present scenario of marketing is witnessing manke8.0 the values driven era. In
marketing 3.0 the objective of marketing is make thorld a better place. The
companies see the market as customers with mind laea spirit. The key
marketing concept is values. The value propositemesat functional emotional and
at spiritual levels. The marketing 3.0 concerns dommunities of consumers,
employees, channel partners and shareholders.crédes of Marketing 3.0 are: (i)
Love your customers, Respect your competitordD@lver great value to customers
through touching their emotions and spirit. Thehatd quoted Donald Calneas:
“The essential difference between emotion and reasothat emotion leads to

% pat Wellington. (2010). Effective Customer Cétegan Page Limited, India, New Delhi, pp. 6-19.

° Philip Kotler, Hermawan Kartajaya and Iwan Setiawg2010). Marketing 3.0 from Products to
Customers to Human Spirit. Wiley India Pvt. Ltdew Delhi, pp. 3-7, 169-178.
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actions while reasons lead to conclusions”. Furttoee companies have to respect
competitors. It is the competitors that enlargewhele market, because without any
competitors an industry will grow more slowly. iBe sensitive to change, be ready
to transform. (iv) The organization has to makeaillues clear and don’t surrender
them: If two products are of equal quality, pedigled to purchase the one that has
the stronger brand reputation. (v) Customers arersié: A Global segment demands
products of global quality but local features agtsly lower prices. (vi) Always
offer a good package at a fair price: True markgignfair marketing, where product
and price must match. (vii) The digital presencke Tompanies that can straddle
the digital divide - the socio cultural differendestween those who have access to
digital technology and the internet and those whpo’td- will grow their customer
base. The e-presence will make the company alwegdable for the customers.
(viii) Get the Customers: Look upon the customerswastomers for life. Ensure the
delivery of deep rational and emotional satisfactim the customers. In the
saturated market the emotional satisfaction oveglageirational satisfaction. (ix)
Service: Serve customers sincerely with completpathy, then they carry away the
positive memories with the experience from the canyp (x) Always refine the
business process in terms of quality, cost andreisti Never engage in deceit or
dishonesty with regard to quality, quantity, detiwvéme or price. (xi) Use Wisdom:
Wise managers consider more than the financial ainglaa decision, especially the

social impact.

Rajasekhara Mouly Potluri and Hailemichael W. Haata{20105° assessed
and reviewed fixed-line telecom customers’ peraeptf the quality of after-sales
services provided by Ethiopian Telecom. The majeasons of customer
dissatisfaction are lack of clarities of bills, agd in making decisions on
complaints, telephone interruptions during raingssms, old cables and networks,
damaged and stolen cables, frequency of faultdraaduptions. Nearly 40 per cent
of respondents have negative assessments of theofa@mployees in delivering

good quality after-sales service.

% Rajasekhara Mouly Potluri and Hailemichael W. Haata (2010). Assessment of after-sales
service behaviors of Ethiopia Telecom customersicAfi Journal of Economic and Management
Studies, Vol. 1 No. 1, Emerald Group Publishing itéd, pp. 75-90.
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Roland T. Rust et al. (2018)in their article ‘Rethinking Marketing’
observed that, never before have customers expéctécteract so deeply with
companies, and each other, to shape the produgtseawices they use. To compete
in this aggressively interactive environment, comes must shift their focus from
driving transaction to maximising customer valudeTkey distinction between a
traditional and a customer-cultivating company hattone is organised to push
products and brands whereas the other is designeerte customers and customer
segments. In the latter, communication is two wag adividualised, or at least
tightly targeted at thinly sliced segments. If cusér service must be outsourced,
the functions should report in to a high-level ined customer manager, and its IT
infrastructure and customer data must be seamlaestsdgrated with company’s
customer base. Once companies make the shift fraarketing products to
cultivating customers, they will need new metrics gauge the strategy’s
effectiveness. First, companies need to focusdasgroduct profitability and more
on customer profitability. Second, companies neegdy less attention to current
sales and more to customer life time value. Thomnpanies need to shift their
focus from brand equity (the value of the brandgustomer equity (the sum of the
life time values of their customers). Fourth, compa need to pay less attention to
current market share and more attention to custaqaity share (the value of a
company’s customer base divided by the total vafube customers in the market).

Shalini N. Tripathi and Masood H. Siddiqui (20Y®onducted an empirical
investigation of customer preferences in mobilevises. The study explains how
consumers trade off among available attributes evhélecting a mobile service
package. They identified six specific attributesmedy connectivity of network,
customer service, tariff of mobile services, variet plans, value added services
and technology deployed by network. The customersorded the greatest

importance to the connectivity of network attriqutellowed by customer service

% Roland T. Rust, Christine Moorman and Gaurav Bh#P010). Rethinking Marketing. Harvard
Business Review South Asia, January-February 2641.086-93.

9 Shalini N. Tripathi and Masood H. Siddiqui. (201@n empirical investigation of customer

preferences in mobile services. Journal of TargetMeasurement and Analysis for Marketing
18, Macmillan Publishers Ltd., pp. 49 - 63.
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and tariff of mobile services. However, customdex@d relatively less importance

for variety of plans, value added services andreldyy deployed by network.

Victor Danciu (2010% in the paper titled ‘The Gravity Law of Marketing
A Major Reason for Change to a Better Performareogilains that companies
develop marketing strategies only for success. Babner or later, even the most
successful strategies begin to wear out and lage ithpact on the performances of
the company. This phenomenon is known as stra@dgficor wear-out. It makes
strategy progressively fail to maintain the compsngerformance. The mutual
attraction between the marketing strategy and #réopnance of the company is
known as the law of marketing gravity. Once a miankestrategy loses impact on
the marketing performance as a result of the lamarfketing gravity a fundamental
change is needed. This paper is aiming to pointlmatt companies must recognize
the limited viability of their marketing strategjadentify the causes of the strategic
wear out and implications of the law of the mankgtgravity. Once a marketing
strategy loses its impact, a fundamental changestapture the lost position is
needed in order to avoid the risk of lowering tlogalty of customers and of
competitive oblivion. The starting point of sucltlzange involves a new marketing

thinking.

Asha K. Moideen (2011 in her doctoral study assesses the impact of
marketing strategies in the gold ornament markéteshla. The study illustrates the
influence of product, price, place, promotion andogle oriented marketing

strategies in the gold ornament market.

Audhesh K. Paswan et al. (201%) studied the relationship between
relationalism (i.e. extent to which relational ngrmguide the interactions between
business partners) in marketing channels and magkettrategy. Data were

collected from managers responsible for marketimgy @hannels management in US

% Victor Danciu. (2010). The Gravity Law of Markegin A Major Reason for Change to a Better
Performance. Theoretical and Applied Economicsux XVII, No. 4(545), Romania, pp. 7-18.

% Asha K. Moideen. (2011). The impact of marketingtegies in the gold ornament market of
Kerala. Ph.D. Thesis. Mahatma Gandhi Universityraie p. 70.

10 Audhesh K. Paswan, Charles Blankson and Franc@oaman. (2011). Relationalism in
marketing channels and marketing strategy. Europkamnal of Marketing, Vol. 45, No. 3,
Emerald Group Publishing Limited, pp. 311-333.
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pharmaceutical firms. They measured the construsitsg a five-point Likert type
scale. Data were analysed using Principal Comporeralysis and Structural
Equation Modelling. They find that aggressive mérig strategy and price
leadership strategy are positively associated wli level of relationalism in
marketing channels. In contrast, product speciitingfocus) strategy is negatively
associated with the level of relationalism in mairige channels. Thus, the intuitive
appeal of developing close relationships with symplain partners may work very
well if the firm wants to adopt an aggressive mérkpas well as a price leadership
strategy, because the channel partners see a éomgkenefit in it and may be
willing to forgo short terms losses or hardshipswidver, close relationships with
channel partners may prevent a firm from adoptipgaaluct focus strategy because
the parties may not see a long term benefit in it.

The concept of telecom leapfrogging is elaboratgdChun-Yao Huang
(2011)°% It is widely observed that people in developingimtries have been able
to skip landline-based telecommunication systemsdlgctly adopting mobile
phones and enjoying their convenience. Such anredisen is usually labelled as
leapfrogging. Relative to landlines, a mobile systis relatively cost efficient in
infrastructure investment. Indeed, many people @vetbping countries benefit
greatly from the relatively accessible mode of nehelecom services. Telecom
leapfrogging happens in the within-country sensehist people directly jump to

mobile systems without the stepping stone of |aedli

Gloria K. Q. Agyapong (2011% studied the relationship between service
quality and customer satisfaction in the utilitydustry (telecom) in Ghana. The
study adapted the SERVQUAL model as the main fraonkvior analyzing service
quality. The data were collected from Vodafone cosirs of Ghana. He used
multiple regression analysis to examine the retetiips between service quality
variables and customer satisfaction. There is &ipeselationship between service
quality and customer satisfaction. Among the serviguality variables that

%1 Chun-Yao Huang. (2011). Rethinking leapfrogging the end-user telecom market.
Technological Forecasting & Social Change, 78,\#sdnc., pp. 703-712.

192 Gloria K. Q. Agyapong. (2011). The Effect of ServiQuality on Customer Satisfaction in the
Utility Industry — A Case of Vodafone (Ghana). imtational Journal of Business and
Management Vol. 6, No. 5, Published by Canadiané®af Science and Education, pp. 203-210.
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significantly affected customer satisfaction in@dudcompetence, courtesy,
tangibility, reliability, responsiveness and comneation. This finding has
important implications with regard to brand builgistrategies. Indications of a
successful brand building are found when compampies/iide quality services
relative to other companies within the same ingustris imperative for Vodafone
(Ghana) and other telecom firms, therefore, to owprcustomer services by giving

customers what they want and at the right time.

Harald Gruber and Pantelis Koutroumpis (20%1assessed the impact of
mobile telecommunications on economic growth usamnual data from 192
countries over the period 1990 - 2007. They foumat the impact is smaller for
countries with a low mobile penetration, usuallylmcome countries. While in low
income countries the mobile telecommunications rdoution to annual GDP
growth is 0.11%, for high income countries thif0i20%. The increasing returns
from mobile adoption are also emerging when assgshkie impact on productivity
growth. The authors recommended liberalization geedi along with appropriate
regulatory frameworks to promote mobile telecommations penetration.

Ho Kyun Shin et al. (2011* studied the relationship between consumer’s
preference and service attributes in mobile telenamication service in
Uzbekistan. The study investigates the subscribbeiaviour and perception
towards company loyalty, call and service qualitypbile phone expenses, and
pricing. The pricing appeared to be of high impoc&in almost all demographic
groups. In a country, where prices are relativeghlcompared to salaries, pricing
will always play the main role when selecting a it@bervice provider. The service
quality has significant impact on customer satisf@c The authors suggest that
offering discounts can concretely compensate custgmmobile carriers can grow

their subscribers’ base and maintain current sl

193 Harald Gruber and Pantelis Koutroumpis. (20119bM telecommunications and the impact on
economic development. Economic Policy, CEPR, Brijtpp. 387-426.

194 Ho Kyun Shin, Andrey Kim, and Chang Won Lee. (2D1Relationship between consumer’s
preference and service attributes in mobile telenamication serviceExpert Systems with
Applications, 38, Elsevier Ltd., pp. 3522-3527.
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Robert Wollan (2011§° observed that word of mouth, amplified by social
media, is the source the customers use the mosh wheiding whether to do
business with a service provider. He stated thaticee providers should consider
three main principles when developing differentlatdfers for customers. (i) Know
the customer like never before: Understand the deaphic variables within each
segment, including income, age, education, andfatus, as well as the behavioural
profiles that could define the segments. (i) Make offer clear and readily
understandable and present it in the customer's tamguage: In addition to
aligning offers with the likes and dislikes expex$sy each segment, providers
must work harder to present service offers in claaguage so as to avoid customer
confusion and frustration. (iii) Track offers totdemine which ones bring in new
customers and induce established customers to sperngt Examine social media
for evidence that customers are saying positivagthito their friends and

acquaintances about the offer.

Lekshmibhai P. S. (2012¥ studied the effect of advertisement on consumer
behaviour and brand preference with special reterém selected consumer durables
in Kerala. She observed that advertisements areriant in terms of enjoying and
gaining product information. The study reveals thaajority of the customers
change their brand preference due to advertisemé&ontshow the importance of
advertisements in marketing, she quoted Thoma®r3defi, (1743 -1826 AD) as:
‘The man who stops advertising to save money &eetie man who stops the clock

to save time’.

In the review of literature the researcher presertee concepts about
development perspectives of telecommunication sesyi theoretical aspects of
marketing strategies and its applications in tel@oanication services. The careful
review of literature has helped the researcherytahgsize prior studies and to

identify the important variables relevant to theea@ch problem. This review of

195 Robert Wollan. (2011). The Service Provider - ©6mser Paradox. Customer Relationship
Management, March 2011, Information Today Inc., ip11.

196 | ekshmibhai P. S. (2012). The effect of advertisemon consumer behaviour and brand
preference with special reference to selected aoasdurables in Kerala. Ph.D. Thesis. Mahatma
Gandhi University, Kerala, pp. 53, 256.
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literature became the basis of the developmentooteptual framework of the

research study.
3. Significance of the study

Telecom service has been recognized the world @av@n important tool for
socio-economic development for a nation. The tetenanication services are
inevitable to the modern world. The services argireg from basic wire line voice

services to third generation (3G) mobile telephalata services and beyond.

The continuous innovations in technology develofgbd platform for
telecommunication services from analog mobile vomsrvices in 1980s to
multimedia cellular services with mobile ultra-bdband (gigabit speed) access in
2010s. The highly informed customers demanded ébteb products and services.
Naturally marketing innovations became the unavdel@art of telecommunication
services. The interplay of continuous innovatianseichnology and marketing gave

birth to new products, processes and services.

The liberalization and privatization policies iatied in India from 1990s,
ended the monopoly of State owned entities in ¢gf@aunications services sector.
The entry of private sector telecom service pro@decluding foreign companies in
Indian telecom market creates utmost competitiorodict innovations, better
customer support services, superior quality ofisefxcompetitive pricing, attractive
promotional offers and effective marketing commatimn became mandatory for
telecom service providers to retain existing cugi@and to acquire new customers.
The telecom customers’ expectation about the sesvilecame inflated in Kerala
due to their experience in a competitive telecomrldvoThe mobile number
portability (MNP) allows customers to change molalgerators without changing
the mobile phone number. The telecom service operaghould strive hard to
design and implement marketing strategies to peobietter experience to customers
to exceed their expectations. The marketing sti@gegignificantly vary from public
sector to private sector and even operator to teradardly any serious research
study has ever been undertaken to analyses the etimyk strategies of
telecommunications services. The present studynisattempt to identify and

illustrate different marketing strategies adoptgdh®e public sector provider BSNL
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and the major private sector telecom service perygidn product differentiation,
pricing, advertisement and sales promotion. Theatexgies to promote third
generation mobile telecom services are also indunte the study. The study
evaluates delivery of core service benefits, custation, customer support
services, quality of service, brand value, promwlmffers, and competitiveness in

pricing of the private and public sector telecomviee providers in Kerala.

The public and private sector telecom service glerd have their own
strength and weakness in the design and execufionadketing strategies. The
study reveals the reflections of different markgtstrategies and its’ effects among
the customers. The comparative market performahtgecom service providers in
multiple planes illustrated in the study will helpem to have introspection so that
remedial measures may be instituted to solve trsoceésted problems or the

unsatisfactory situations.

This research will be helpful in understanding ssstul strategic initiatives
in marketing of telecommunication services. Itmgerative that the marketers must
have considerable knowledge of the consumer behawicformulate effective
marketing strategies. The research gives an insagbut consumer behavior of
Keralites, especially the consumers in telecomisesvsector. The study exposed
the important factors and its effects related tstaomer satisfaction and loyalty of

consumers of telecom services.
4, Scope of the study

In India the landscape of telecommunication sesvideanged dramatically
during the last decade. The monopolies of stateedwalecom business era ended
and market open to private investments. The eritmutiple foreign and Indian
private players in the telecom market intensified tompetition. In early 2000s,
customers were ready to wait for years to get pbddihtelephone services (POTS).
Worldwide advancement in Information and Communmicet Technology (ICT),
the favorable business environment in India, antbwations in marketing gave
exciting experiences to the customers. A competitelecommunications market
place demands that service providers offer a wamdtalternatives to meet the

diverse needs of customers. Marketing strategiearbe crucial for the existence of

56



telecom service providers. This research work isi@@mpt to study the marketing

strategies of public and private sector telecomiserproviders in Kerala.

The scope of the study is limited to identify ahdsitrate different marketing
strategies adopted by the public sector telecomicgeprovider BSNL and major
private sector telecom service providers for therkeiing of mobile telecom
services, third generation mobile telecom servitagjline telephone services, and

landline broadband services among the customeéfgmafla in general.

The study evaluates delivery of core service b&nefcustomization,
customer support services, quality of service, thramalue, competitiveness in
pricing, unethical practices and promotional offefsthe public sector and major
private sector mobile telecom service provider&Kéarala in a strategic marketing
perspective. An attempt is made to study the ingmbrtactors and its effects related

to customer satisfaction and loyalty of mobile ¢ele consumers of Kerala.
5. Objectives of the study
The objectives of the study are:

1) To study the product differentiation strategiesRafblic Sector Telecom
Service provider - BSNL and Private sector telecagrvice providers in

Kerala.

2) To study the pricing strategies of BSNL and Privsgetor telecom service
providers in Kerala.

3) To study the promotion strategies of BSNL and Revaector telecom

service providers in Kerala.

4) To evaluate the marketing strategies related totlivel generation (3G)
mobile telecommunication services of BSNL and prvaector mobile

telecom service providers in Kerala.

5) To ascertain the important factors and its effeckted to customer

satisfaction and loyalty of consumers of mobileteim services.
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6.

Hypotheses of the study

The major hypotheses formulated for the study are:

1)

2)

3)

4)

5)

There is significant difference between the prodiifferentiation strategies
of BSNL and private sector mobile telecom serviaevlers in Kerala.

There is significant difference between the pricgtgategies of BSNL and

private sector mobile telecom service provider&anala.

There is significant difference between the proomtstrategies of BSNL
and private sector mobile telecom service providekserala.

There is significant difference between the marigsttrategies related to the
third generation (3G) mobile telecommunication smy of BSNL and

private sector mobile telecom service providerKanala.

There is significant relationship between the gsmyvirelated factors
specifically service benefits, customer supporvises, quality of service,
competitive pricing, tariff variety and unethicalaptices in mobile telecom

services sector and customer satisfaction.
Research methodology

Research is the process of generating knowledget aleality. The word

researchis composed of two syllablesg and search The dictionary defines the

former as a prefix meaning again, anew, or ovemagad latter as a verb meaning

to examine closely and carefully, to test and tryto probe. Together they form a

noun describing a careful, systematic, patientysamt investigation in some filed

of knowledge, undertaken to establish facts orggples. Research is a structured

inquiry that utilizes acceptable scientific methlwgdyy to solve problems and creates

new knowledge that is generally applicdBie Scientific research is a systematic,

controlled empirical and critical investigation pfopositions about the presumed

197 Grinnel Richard Jr. (1993). Social Work, Reseaattu Evaluation, (4 ed.). F. E. Peacock
Publishers, lllinois, p. 4., as cited by Ranjit Kam(1999). Research Methodology — A step by
step guide for beginners. Sage publications LtdwNDelhi, p. 6.
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relationships about various phenom@faConsistent with this view Pawar B. S.
(2009)°° notes that the research process reflects theiyistit paradigm/view or

model of science (also referred to as natural seiamodel) and research. This
approach would imply that research involves a mesa# constructing conceptual
representations of the reality and then asseshmg:ttent to which the conceptual
representations or predictions made from them spmed with the observations

made from the empirical world.

Research methodology is the systematic processit@dtion, execution and
completion of a research study. Research methogalegcribes the methods of
formulating a research problem, conceptualizingesearch design, constructing
valid and reliable instruments for data collecti@glecting the sample frame,
collecting, processing, analyzing and interpretaaga, drawing conclusions and
writing the research report. The following sectioegplain and justify the

methodology used for conducting this research study
8. Research design

Research design is the blueprint to undertake Hreows procedures and
tasks required to complete the study. KerlingeB@)9° defines research design as
a plan, structure and strategy of investigatiort@aceived as to obtain answers to
research questions or problems. The plan is thelienscheme or program of the
research. It includes an outline of what the ingesor will do from writing the
hypotheses and their operational implications &ofthal analysis of data. Research
design constitutes the framework for data collectdesign, sampling design,
instrument development, data collection, data @siog and analysis of data
required for the research study.

198 Kerlinger Fred N. (1986). Foundations of Behavaduresearch, (3rd ed.). Holt, Rinehart and
Winston, New York, p. 10 as cited by Ranjit Kum@r999). Research Methodology — A step by
step guide for beginners. Sage publications LtdwNDelhi, p. 6.

199 Badrinarayan Shankar Pawar. (2009). Theory Buildior Hypothesis Specification in
Organizational Studies. Response Business books $age, New Delhi, p. 4.

10 Kerlinger Fred N. (1986). Foundations of Behavaduresearch, (3rd ed.). Holt, Rinehart and
Winston, New York, p. 279 as cited by Ranjit Kum@r99). Research Methodology — A step by
step guide for beginners. Sage publications LtdwNDelhi, p. 74.
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9. Pilot study

A pilot study was conducted with the help of thaftiquestionnaire. The
study helped the researcher to get accustomedtigtractual situation. The pilot
study was conducted among 60 respondents, twerdly salected from Kochi
Municipal Corporation, Kannur Municipality and Vanmapuram Panchayat of
Kerala State. The pilot study helped the researttheetect the deficiencies of the
guestionnaire. The irrelevant questions were remh@red more relevant questions
were added. The inputs of the respondents helpétetdify and change confusion
in wordings of certain questions. Minor modificaisoin the questionnaire were also
done to maintain the proper logical sequence. €abstic environment experienced
in the pilot study helped the researcher to retheequestionnaire for primary data
collection.

10. Structure of the questionnaire

The questionnaire is designed to collect infornmatiequired to answer the
specific objectives of the research study and doglly test the hypotheses. At most
care has been taken to use simple language anty atastatements. The questions

are arranged in logical sequence and are askedire@ manner.

The questionnaire for the survey is divided in segtions. The first section
deals with collection of personal data of the resjgmts. The data collected are
name, place of residence, locality, age, gendemcatbnal qualification,
employment status, and annual family income alonith wdetails of mobile
connections currently possessed by the respondibet.second section is used to
measure the core service benefits and supportcssrvextended by the most
preferred mobile service provider of the respond&he third section is a multiple
item scale to measure the service quality of mobiiene services. It is based on
the 22-item SERVQUAL scale developed by Parasuraaat al. (1991)"* for
measuring consumer perceptions of service qualitye scale is used with

appropriate modifications in the wording of itents ddapt them to the specific

M1 parasuraman A., Valarie A. Zeithaml, and Leonard Berry. (1991). Refinement and
Reassessment of The SERVQUAL Scale. Journal ofilRgtaVolume 67, Number 4. Elsevier
Science Publishing Company Inc., pp. 420-450.
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setting of mobile telecom services industry. Thertio section contains questions to
identify the brand value, variety of tariff plangricing strategy, and the
effectiveness of advertisements of the mobile sergroviders. The section five
consolidates the questions related to promotioffafsoand questions in section six
aims to measure the familiarity of respondents witbbsite of mobile service
providers and its user -friendliness. The sect@rea comprises of items to measure
the variables customer satisfaction and customgltyp The section eight deals
with questions in respect of marketing strategedated to the third generation (3G)
mobile communication services of telecom serviagviglers. The questions in last
two sections aim to measure the services marketspgcts of landline telephone

services and landline broadband internet servegsectively.

All variables are measured by using Likert scal¢hwive anchor points,
specifically Strongly Agree, Agree, Uncertain, js@e and Strongly Disagree. A

few dichotomous questions also included in the tjpm@saire wherever appropriate.

In order to get accurate responses from the regmsdthe researcher
promised to keep the confidentiality of data ansuesd to utilise the data only for

academic research purpose. The copy of questi@isagiven in the Appendix-I.
11. Collection of data

Primary data: The primary data for the study were collected wtitie
structured questionnaire and informal personaludisons with the respondents.

The researcher directly surveyed the respondengsiimynistering the questionnaire.

Sampling design: The mobile telephone customers of Kerala are the
population considered for the study. Stratified tstdge random sampling
technique, coming under the category of probabsli#gnpling designs is mainly used
for selecting the samples for the primary dataewibn. In the first stage, the entire
population is divided in to three strata, namelpam, semi-urban and rural. The
municipal corporations are identified as urban tetra the municipalities are
identified as semi-urban stratum and the panchergeidentified as rural stratum.

Sample sizeThe sample size of the present study is 1080 camgrbf 360

random samples each from each stratum. A samplE2@fcustomers each from
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Thiruvananthapuram, Kochi and Kozhikode municipaidporations represents the
urban stratum. A sample of 40 customers each frieenrine municipalities of

Kerala represents the semi- urban stratum. The straum is represented by 20
customers each from eighteen grama - panchay#tsrafa.

Rick C. Farr et al. (2004 suggests that the researcher never needs more
than a few hundred responses — even for a populafimne million. Crimp et al.
(1995)** observed that sample size anything larger tharad® below 500 is
appropriate for the research methods. Hyman e{28100}** argued that many
statisticians and researchers have already examihed statistical and cost
implications of different sample sizes and havenidied the appropriate sizes for
different types of studies. The authors concludeat the minimum sample size
required for conducting market studies as 500. ifedcby Andy Field (2009},
Comrey and Lee (1992) classify 300 as a good sasipée 100 as a poor and 1000
as excellent. Therefore it confirms that the sel@&ample size of 1080 is adequate

for the present study.

The municipal corporations of Thiruvananthapuramchi and Kozhikode
were selected for sample collection due their mgkure of urban characteristics.
The nine municipalities and eighteen grama - payatisawere selected through
simple random sampling method. Again through simipledom sampling method
two wards each from selected panchayats, two wagdsh from selected
municipalities and six wards each from selected ioipa@al corporations were
identified. This breakup helps the researcher &mtily minimum 10 respondents
from a ward. While 10 respondents were identifiedf each ward of a panchayat,
20 respondents were identified from each ward ofumicipality or corporation.

This is due to high population density of urban aathi urban areas as compared to

12 Rick C. Farr and Paul R. Timm. (2004). Businessdarch: An Informal Guide, Viva Books
Private Limited, New Delhi, p. 66.

13 Crimp M. and Wright L. T. (1995). The marketingsearch process, (4th ed.), Prentice Hall,
London, p. 218.

14 Hyman R. Michael and Sierra J. Jeremy. (2000).Kelimg Research Kit for dummies. Wiley
Publishing Inc., USA, pp. 217.

115 Andy Field. (2009). Discovering Statistics Usin@SS, (8 ed.). Sage Publications India Pvt.
Ltd., New Delhi, p. 647.
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rural areas. As the population is so large andctimaplete sampling frame is not
available, the researcher further utilised judgetalersampling to select the
respondents. Ranjit Kumar (206%) explains that the primary consideration in
judgemental or purposive sampling is the judgenoétie researcher as to who can
provide the best information to achieve the obyadiof the study. The researcher
only goes to those people who in his/her opiniom ldeely to have the required
information and be willing to share it. Utmost cdras been taken to ensure the
selected sample as the true representation of tineerse. The list of locality,

selected places and the sample size of primareguswiven in the Appendix-II.

Secondary data: The secondary data for this research study wdtected
from various resources like journals, articles, lmaltions, press releases, previous
study reports, working papers, University and lIMesources, and the internet. The
secondary data collected also from web sites of thepartment of
Telecommunications (DoT), Government of India, Tela Regulatory Authority of
India (TRAI), Telecom Service Providers, Cellulapédators Association of India
(COAI), Association of Unified telecom Service Piders of India (AUSPI) and
may other relevant sources. The data collected fftensecondary resources gave

considerable insight for the research study.
12. Reliability and validity

The questionnaire contains multi-item scales forasoeng different
variables. The measurement accuracy of a multi geale mainly depends on its
reliability and validity. The consistency and stdpi of the data collection
instruments determines its reliability. Naresh Kallwbtra et al. (2011)” explains
reliability as the extent to which a scale producessistent results if repeated
measures are made on the characteristic. RanjitaK#009j*® describes that in

social sciences it is impossible to have a rese&woh which is 100 per cent

116 Ranjit Kumar. (2009). Research Methodology — Apshy step guide for beginners,"{d.).
Dorling Kindersley India Pvt. Ltd., New Delhi, p79.

17 Naresh K. Malhotra and Satyabhushan Dash. (20MBrketing Research — An Applied
Orientation, (8 ed.). Pearson Prentice Hall, India, New Delh2§0.

118 Ranjit Kumar. (2009). Research Methodology — Apshy step guide for beginners,"{d.).
Dorling Kindersley India Pvt. Ltd., New Delhi, p56.
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accurate, not only because it is impossible torobtiie factors affecting reliability.
Some of these factors are: the wording of the guestthe physical settings, the

respondents’ mood and the nature of interaction.

Andy Field (2009)'° suggests spilt-half reliability method as the disp
way to do check the reliability of an instrumenhid method randomly splits the
data set into two. A score for each participarthen calculated based on each half
of the scale. If a scale is very reliable a pers@store on one half of the scale
should be same (or similar) to their score on tinrerohalf: therefore across several
participants, scores from the two halves of thestjoenaire should correlate
perfectly well. The correlation between the twoveal is the statistic computed in
the spilt half method, with large correlations lgeansign of reliability. The problem
with this method is that there are several wayshicth a set of data can be split into
two and so the results could be a product of theiwavhich the data were split. To
overcome this problem, Cronbach (1951) came up witheasure that is loosely
equivalent to splitting data in two in every pos$silway and computing the
correlation coefficient for each split. The averagethese values is equivalent to

Cronbach’s alphanf, which is the most common measure of scale riétyab
Cronbach’s, alpha is:

NZ%Cov
XX =
o2+ CoVitem

N = Number of items

Cov = Average covariance between items
o? = Item variance

CoVitem = Item covariance

The alpha coefficient takes the value between Olanithe value O indicates
no consistency and value 1 indicates complete stargly between the various
items of a multiple item scale. The value abovikifhplies the acceptable level of

reliability of the measuring scale.

119 Andy Field. (2009). Discovering Statistics UsingSS (8 ed.). Sage Publications India Pvt. Ltd.,
New Delhi, p. 674.
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Cronbach’s, alpha coefficient is computed for B# tmulti item scales used
in the questionnaire and the alpha values obtaivexé above 0.7. This ensures that

the reliability of the questionnaire is within theceptable level.

Validity is the ability of a measuring instrumerd tneasure what it is
designed to measure. While designing the questicnradl aspects of validity
especially: (i) face validity — the logical link tweeen the questions and the
objectives of the study, (ii) content validity ketquestions cover the full range of
the issue or attitude being measured, and (iiilstract validity — the theoretical and
logical support for what construct, the scale isngpemeasured were carefully
considered. The validity of the questionnaire waseased in the pilot study and

suitable corrections were made in the questionnai@rever appropriate.
13. Data analysis

The primary data collected were statistically pesesl, classified and
tabulated using suitable methods. The Statistiaak®ge for Social Sciences (SPSS
16.0) was used for data analysis. Appropriatesiiedl assessments and tests were
applied for data analysis and hypotheses testing.ré&sults are presented in tables.

The statistical techniques and tools used in theysare:
1. Frequency descriptive analysis.
2. Pearson's chi-square teg2)
3. Contingency table / Cross tabulation
4. Kolmogorov-Smirnov test
5. Shapiro-Wilk test
6. Levene’s test
7. Kruskal-Wallis test
8. Mann-Whitney U test
9. Correlation analysis

10. Logistic regression analysis

65



Frequency descriptive analysis

It is a way of presenting data that shows the nurobeases having each of
the attributes of a particular variable. Frequedegcriptive analysis converts large
sets of data to more meaningful, easier to intérmadues. It also summarizes the
data with useful statistical measures such as nmeadian, mode, variance, standard

deviation and range etc.
Pearson’s chi-square testy)

The chi-square tests for relatedness or indepeedapglies to the analysis
for the relationship between two categorical vagdfl’. The calculated value gf
is compared with its critical value at a particdrel of significance and degrees of
freedom. A small chi-square statistic indicates tha null hypothesis is correct and
that the two variables are independent of eachrofftee larger the observed (or
actual) frequency is in comparison with the expgdt hypothesized) frequency,
the larger the chi-square statistic. This indicates the difference is statistically

significant?.
Contingency table / Cross tabulation

The cross-tabulation analysis, also known as cgatiny table analysis, is
most often used to analyze categorical (nominalsunesnent scale) data. A cross-
tabulation is a two (or more) dimensional tablg tiegords the number (frequency)
of respondents that have the specific charactesistescribed in the cells of the
table. Cross-tabulation tables provide useful im@tion about the relationship

between the variables which leads to meaningferarices.
Kolmogorov-Smirnov test and Shapiro-Wilk test

The Kolmogorov-Smirnov test and Shapiro-Wilk testused for testing the
normality of distribution. These tests comparedberes in the sample to a normally
distributed set of scores with the same mean asmudatd deviation. If the test is

non-significant (p>0.05), it tell us that the disttion of the sample is not

120 Sheridan J. Coakes, Lyndall Steed, and Peta ©z{@D07). SPSS Version 13.0 for Windows,
Analysis without Anguish. Wiley Student Edition, M®elhi, p. 154.

121 paul Vogt W. (2005). Dictionary of Statistics aviéthodology. Sage Publications India Pvt. Ltd.,
New Delhi, p. 43.
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significantly differ from a normal distribution €. it is probably normal). If
however, the test is significant (p<0.05) then tfistribution in question is
significantly differ from a normal distribution é. it is non-normal). Andy Field
explains that the Shapiro-Wilk is more accuratenttiee Kolmogorov-Smirnov test.
He added that, if the analysis involves compariraugs, then what is important in
testing normality is consider the distribution irace group not the overall
distribution®.

Levene’s test

The Levene’s (Levene, 1960) test is used to assesdromogeneity of
variance of a sample distribution. It tests thd hypothesis that the variances in
different groups are equal. If the Levene’s tedignificant at g0.05 then we can
conclude that the null hypothesis is incorrect déimel variances are significantly

different - therefore, the assumption of homogegnefitvariance has been violated.
Kruskal-Wallis test

The Kruskal-Wallis (William Kruskal and W. Allen Wi, 1952) test is a
non-parametric test of statistical significance dusehen testing more than two
independent sampl&s It is one-way analysis of variance (ANOVA) fonkaorder
data and is based on medians rather than mearssait extension of the Mann-
Whitney U test to three or more groups. When thasKal-Wallis test leads to
significant results, then at least one of the sampt different from the other
samples. The test does not identify where the raiffees occur or how many
differences actually occur. Therefore the Mann-\Wéyttest is used to analyse post
hoc procedures for Kruskal-Wallis test. The Manninéy test would help analyze
the specific sample pairs for significant differeac However if we use lots of
Mann-Whitney tests, it will inflate the Type | erreate. Andy Field suggests
124

Bonferroni<” correction to ensure that Type | error don’t buifsito more than 0.05.

122 Andy Field. (2009). Discovering Statistics UsiBBSS (% ed.). Sage Publications India Pvt. Ltd.,
New Delhi, pp. 147 -150.

123 paul Vogt W. (2005). Dictionary of Statistics aviéthodology. Sage Publications India Pvt. Ltd.,
New Delhi, p. 166.

124 Andy Field. (2009). Discovering Statistics Us®BSS (% ed.). Sage Publications India Pvt. Ltd.,
New Delhi, p. 565.
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It just means that instead of using 0.05 as theativalue for significance for each
test, use a critical value of 0.05 divided by tlheniber of tests conducted. Therefore
in the post hoc analysis of Kruskal-Wallis testvé want to compare BSNL with
three other telecom service providers, three MarimtiVgy tests are suggested. On
application of Bonferroni correction, the critickvel of significance would be
0.05/3=0.0167, rather than to use 0.05.

Mann-Whitney U test

Mann-Whitney U tesf® is a test of statistical significance of differenc
between two groups. It is used when the dataviorgamples are measured on an
ordinal scale. It is a non-parametric equivalent-tifst. Although ordinal scales of
measurements are used with the Mann-Whitney testuraderlying continuous
distribution is assumed. This test is also usetktatsof the t-test with interval level

data when researchers do not assume that the piopslare normal.
Correlation analysis

Correlation is the extent to which two or more Yfsnare related (“co-
related”) to one another. This is usually expresasdnumber called correlation
coefficient, which varies from -1.0 to +1.0. Theretation coefficient -1.0 indicates
a perfect negative correlation and +1.0 indicatgsedect positive correlation. A
correlation coefficient zero means there is noti@hghip between the variables.
There are numerous ways to compute correlationficeefts depending on the
kinds of variables being studied. Among the moshrwmn are Pearson product-

moment, Spearman’s rho, and Kendall’s tau.
Logistic regression analysis

Logistic regression is used to predict a discretee@mme based on variables
which may be discrete, continuous or mixed. Thasdépendent variable may have
two or more than two discrete outcomes, the lagigigression is a commonly used
technique. Logistic regression computes the ladsddr a particular outcome. The
odds of an outcome are given by the ratio of tredability of it happening and not

125 paul Vogt W. (2005). Dictionary of Statistics aviéthodology. Sage Publications India Pvt. Ltd.,
New Delhi, p. 184.
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happening as: P / (1 - P), where P is the prolgtoli an event. There are some
mathematical issues in reporting these odds, sgaldbgarithms of these odds are
calculated. These values may vary from - infiniby+ infinity. A positive value
indicates that odds are in favour of the event emeht is likely to occur while a
negative value indicates that odds are againstvbat and the event is not likely to
occur. A change in one unit on the part of an ireejent variable will multiply the
odds by exp (B), where B is the logistic regressiogfficient for the independent
variable under consideration. The dependent variablogistic regression may have
two or more outcomes. If the dependent variabledmfstwo outcomes, the method
is called Binary Logistic Regression. However hiétte are more than two outcomes
associated with the dependent variable, the meithadlled Multinomial Logistic

Regressioff".
14. Chapterisation
The whole study is presented in five chapters.
% Introduction
% Chapter - |
The Telecommunication Services Industry — An Oveawi
« Chapter - II
Marketing Strategies of Telecom Service Providers
% Chapter - llI

Analysis of Marketing Strategies of BSNL and PreavaBector Telecom

Service Providers in Kerala
% Chapter - IV

The Findings of the Study
« Chapter -V

Suggestions, Recommendations and Conclusion

126 pjai S. Gaur and Sanjay S. Gaur. (2009). Statistilethods for Practice and Research — A Guide
to Data Analysis Using SPSS"{2d.). Response Books, India, pp. 121-122.
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15. Limitations of the study

+ The primary data is collected from the respondémtsugh a survey using
the questionnaire designed for the study. It idiadift to control certain
inherent limitations of social surveys such as rathias in responses of the
respondents. There are chances that the answéne oéspondents may be
influenced by their mood and cognitive limitationghe respondents may
interpret the questions differently resulting inaph responses. Although
utmost care has been taken to ensure the relalasihtl validity of the

guestionnaire, the possibility of such errors cartmeocompletely ruled out.

« The study is limited to identify and illustrate féifent marketing strategies
adopted by telecom service providers for the margetf mobile telephone
services, third generation mobile telephone sesyidandline telephone
services, and landline broadband services amoag cestomers of Kerala.
The marketing strategies related to wholesale legsirand Business to
Business (BB) solutions, offered by the telecom service prevédare not
considered in the study.

+ The market of telecommunication services in Keralaighly dynamic and
extremely competitive. Due to the frequent changesthe marketing
strategies of the service providers, the latesidseafter the primary data
collection process could not be included in thiglgt

Considering the scope and specific objectives efstindy, these limitations,
however, do not seriously affect the quality of tasearch work. An earnest attempt
has been made by the researcher to arrive at ngfahioonclusions through
systematic analysis of data.
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CHAPTER -1

THE TELECOMMUNICATION SERVICES INDUSTRY -
AN OVERVIEW



CHAPTER —|
THE TELECOMMUNICATION SERVICES INDUSTRY - AN OVERVI EW
“The Americans have need of the telephone, butavead. We have plenty
of messenger boys.”
- Sir William Preece.
Chief Engineer of the British Post Office, 1876
1.1  Introduction

The telecommunications sector plays a significamtiportant role in the
socio-economic development of the country. It dbotes to Gross Domestic
Product (GDP), generates revenue for the governarahtreates job opportunities.
The advancements in telecommunication servicesdmalfacilitated to bridge the
digital divide - the gap between haves and have-not information and
communication facilities. The Indian telecom seegicindustry has experienced
great changes and developments for the last twadésc Kerala among the States
in India is forefront in these developments. THedemmunication services industry
has progressed through telegraph services, lantiephony, mobile radio paging
services, first, second and third generation mdbikcom services. Now it is the era
of fourth generation mobile telecom services witiplssticated technology and

equipments.
1.2  The evolution of telecommunication services

The history of modern telecommunication servicegjimated with the
invention of electrical telegraph by an Americatisasturned inventor Samuel F. B.
Morsée' in 1837. The signals used for transmitting telpgranessages are called
Morse code. The British started telegraph servioelsdia at Calcutta in the year
1850. In addition to postal services, telegraplvises too became the part of long
distance communication. In 1854 the Telegraph Ads wenacted in India.

Subsequently a permanent Telegraph Departmentatagsand telegraph facilities

1 https://en.wikipedia.org/wiki/Telegraphy, retrieved 04.07.2013.
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were exposed to public trafficin Kerala the telegraph offices started functignat

Trivandrum, Kollam and Alleppey in the year 1864eTtelegraph service was the
one and only shelter for the instant long distasm®@munications for a long period.
The nationwide scattering and function of postcef§i have made the telegraph

services accessible for the people.

The revolution in the field of telecommunicatioarséd in the world with the
invention of telephone by Alexander Graham Bell876’. The Oriental Telephone
Company Limited of England opened telephone exobsireg Calcutta, Bombay,
Madras and Ahmadabad within five years after tivemtion of the telephone. But it
took quite a long time, to reach the telephonelifees at Kerala. The first manual
telephone exchange with 100 line capacity was liestan Kerala at Ernakulum
only in the year 1923. The telephone exchanges tlage key points in the
telecommunication networks. The switching systemstailed in the telephone
exchanges establish temporary connection betwdkmgcand called subscribers. In
early stages of telecom developments this proceasterconnection of telephone
lines was done manually at telephone exchangeslu@lig the automatic switching
systems started evolving. The first one in thisdkiwas automatic mechanical
switching system developed by Almon B. Strowgerl889, known as Strowger
switching system. The Travancore State Telephongte8y maintained by the
Travancore Electricity Department established thest fauto exchange in
Trivandrum in the year 1948. Subsequently the Tnewee State Telephone System

was taken over by the Indian postal departmen9501

The next evolution in the telecom networks wasithieduction of electro-
mechanical switching systems, generally known asscbar telephone exchanges.
These switches were fairly common in the developedntries during 1950s. In
Kerala the first cross-bar telephone exchange n&tslled at Ernakulam in the year
1968. In the year 1973, the first STD (subscribank dialing) route in Kerala
opened between Trivandrum and Kottayam. In 1978, fitst Trunk Automatic

2 http://lwww.frontline.in, retrieved on 04-07-2011

®  http://ffi.edu/franklin/inventor/bell.html, retried on 04.07.2013.
*  http:/len.wikipedia.org/wiki/Almon_Brown_Strowgeetrieved on 04.07.2013.

http://www.kerala.bsnl.co.in, retrieved on 04.@43.
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Exchange (TAX) commissioned in Trivandrum and ST@&vikes started from
Trivandrum to Delhi. In the same year, the telecamitation wing was separated
from Indian postal department and department afctghmunications (DoT) was
formed. In 1979 STD PCOs (Public Call Offices) opaéin Kerala. Although these
developments were taken place and a separate goeetrdepartment was formed
for telecom services, the progress of telecom sesvsector was substantially in a
very slow pace in Kerala. The accesses to thelielep services even through the
public call offices were alien to the vast majoritfygeneral public. They depended
on the telegraph service available through the pdtes for their immediate
communication needs at distant places. The telegsaprices were one of the major

businesses of post offices at that period.

The digital telephone exchanges were introduceldrala during the year
1985. By the year 1987, out of a 608 telephone axgés in Kerala, 434 telephone
exchanges had been interconnected by group ditaailify®. Within a short span of
ten years the digital switching systems replacédtalpredecessors. This sudden
technological change caused a crucial human resoigsue in the telecom
department, because the manpower requirementshémianagement of digital
telephone exchanges were very few as comparectteatier systems. The manual
telecom operators are not at all required in tiggali switching system. Even though
the excess employees were redeployed in clericghlo#imer cadres, the progressive
computerisation further complicated this issue. Tégacy of government setup,
interventions of trade unions, legal battles relai@® promotions and cadre issues
made human resource management still a compligatddem in DoT (Department
of Telecommunications) turned BSNL (Bharat Sandtigam Limited).

Although the telecom revolution was took placehe world, the telephone
facilities in India were confined only to the uppaass of the Indian society till
1990s. Even in the late 1990s, ten year old waitiaty were existed in the
telephone exchanges of Kerala to get the ordirdephone connections.

The telegraph services were quite popular tillitieoduction of subscriber’s

trunk dialing (STD) facility in landline telephoneetworks. In Kerala the STD

®  http://www.kerala.bsnl.co.in, retrieved on 04.@7.3.
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facility in telephones became widespread in thiedgtart of 1990s. The telegraph
service lost its glory with the further advancensemt landline and mobile

telecommunication networks. The 163-year-old telpgrservices in the country
were closed by July 2013. The huge shortfall ineree caused the closure of

telegraph services.

In India in late 1990s the access to internet sesviwas introduced in
landline networks in a very limited manner throwdjal-up modems. The speed of
data access was very low in this narrowband inteseevices. In early 2000s the
broadband internet services were introduced inalndihe broadband service
provides high speed access to the information sbhgdtway - the internet. The
broadband services have potential applicationseir-@¢ducation, tele-medicine,
e-governance, entertainment as well as employmenergtion by way of high
speed access to information and web-based comntiamcarhe demand for
broadband is primarily conditioned and driven bg ftenetration of internet and
personal computers. The penetration of broadbamelnet and personal computers
in the country was 0.02%, 0.4% and 0.8% respegtia¢lthe end of December,
2003. In order to accelerate the growth of broadbamwlises, the Government of
India introduced the broadband policy in 2004. Pladicy defines the broadband
connectivity as an ‘always-on’ data connection tisatble to support interactive
services including internet access and has thebdapaf the minimum download
speed of 256 Kilo bits per second (Kbps) to anviadial subscriber from the point
of presence (POP) of the service provider intending@rovide broadband service
where multiple such individual broadband connedioare aggregated. The
technology options to provide broadband services aptical fibre technologies,
digital subscriber lines (DSL) on landline coppeop, cable television network,
satellite media, and terrestrial wireless technieleg The broadband services
through the existing landline network became a goldpportunity for landline

telecom service providers.

" Broadband Policy, 2004, Government of India. Re®d from http://dot.gov.in/telecom-

polices/broadband-policy-2004.
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The landline subscriptions increased from 2.3 omllin the year 1981 to
32.44 million in the year 2080n India. The beginning of the twenty first centur
witnessed the world wide overwhelming growth of meltelecom services. In the
year 2002, with one billion users worldwide, mobilemmunications for the first
time surpassed fixed-line subscribers. Ingo Vogels§2009) describes the
phenomenon of FMS (Fixed to Mobile Substitutiofhie main explanatory factors
for the increased FMS in wealthy countries seelpetthe demand substitution from
large price reductions in mobile relative to fixeelvices and demand shifts arising
from network effects and the relative quality irese of mobile handsets or services.
Lower or reduced switching costs may have playedesmle, as has the stimulating
effect of the universal spread of mobile. The melslibscriptions exceeded fixed
line connections in India in the year 2004. Althbuthe mobile connections
overtook landline connections, the land line segmneas growing till the year 2006
and reported a subscriber base of 41.54 milliore Tndline industry has been
showing declining trends since 2006. The fixed gsowere widely substituted by
mobile phones in India due to convenience and lowing of the fast growing

mobile telecom services.

At this declining stage of landline telephone seesi the landline broadband
services gave some hope to the landline telecomcssrsector. To an extent the
broadband services provide value addition to thdliae telephone services. In the
wired access category, the landline broadband @sntiost preferred technology
option as it constitutes 84.81% of total broadbanbscriber®. Chun-Yao Huang
(2011)* elaborated that people in developing countriesehbgen able to skip
landline-based telecommunication systems by direadlopting mobile phones and
enjoying their convenience. Such an observatiarsiglly labelled as leapfrogging.

Relative to landlines, a mobile system is relativebst efficient in infrastructure

8 Report on Telecom Sector in India: A Decadal i0f2012). Telecom Regulatory Authority of

India, p. 5.

Ingo Vogelsang. (2009). The relationship betweewsbile and fixed-line communications: A
survey. Information Economics and Policy 22, Elee8. V, pp. 4-17.

% The Report on Indian Telecom Services Performamdieators, January — March, 2013. Telecom

Regulatory Authority of India, pp. 27-29.

1 Chun-Yao Huang. (2011). Rethinking leapfrogging the end-user telecom market.

Technological Forecasting & Social Change, 78, \B¢sdnc, pp. 703—712.
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investment. Indeed, many people in developing acmsbenefit greatly from the
relatively accessible mode of mobile telecom sewicTelecom leapfrogging
happens in within-country sense in which peoplediy jump to mobile systems
without the stepping stone of landlines.

The present developments in telecommunication sesvsector show that
the leapfrogging is not only applicable to landliieéephone services but also to
landline broadband services. The advancementsrefess broadband services raise
unpleasant signals for the landline broadband sesviln India the broadband
customer base fetched 164.81 million by March 2@@t of this, 143.20 million
customers (86.88%) belong to wireless broadbandcest The wireless broadband
services become increasingly favourable to theoomsts than the wired access
broadband services. The upcoming mobile teleconerggéions will probably make

the wireless broadband more and more advantagedhe tustomers.

In India by the end of March 2013, the number @&f lgndline subscriptions
came down to 30.21 million. The public sector lamelltelecom service providers
are BSNL and MTNL. The private sector landline ¢tel® service providers are
Reliance, Bharati Airtel, Tata, Quadrant, Sistema ¥odafone. Even in the decline
stage of the landline industry the private sectoovigers have substantially
improved their positions. The BSNL is the most adely affected service provider

in the down turn of landline industry.

During the pre-liberalization regime in the countrhe business of
telecommunication services was fully managed umgeernment monopoly. The
whole telecom business in all regions other thamildai and Delhi were carried out
directly by the government department, the Depantnad Telecommunications
(DoT). In Mumbai and Delhi the telecom business whs monopoly of a
Government owned company called MTNL (Mahanagaref®bne Nigam
Limited). The Government of India corporatized tbperations and telecom
business wing of DoT on®10ctober 2000 and named it as Bharat Sanchar Nigam
Limited (BSNL). The BSNL operates as a public seetoterprise. Initially BSNL
concentrated only on fixed line (landline) telecbmsiness. By the end of the year

2002, BSNL also started operating mobile commuinoadervices.

76



1.3  The mobile revolution

In the world scenario of telecommunication develepts, the mobile (radio)
telephony also started evolving along with the ditelephone networks. In 1895,
Guglielmo Marconi transmitted wireless signals asra distance of more than a
mile, an event that may consider the birth of r&diburing the initial periods, the
progress of radio access communication systemsvesasslow. It began to grow
gradually with the advent of radio engineeringclenics and enhanced electronic
computing power. During the Second World War radlephony links were utilized
for military gains. Hand-held radio transceiversdmae available from 1940s. In the
United States, engineers from Bell Labs began ttkkwa a system to allow mobile
users to place and receive telephone calls frononaabiles, leading to the
inauguration of mobile service on"l3une 1946 in St. Louis, Missouri, USA.

During the same period, along with mobile telephonyobile paging
services also appeared in the telecom world. Tlgempaas primarily a one-way
communication system that receives and displaysenignor text messages. One of
the first practical paging services was launched980 for physicians in the New
York City. Physicians paid US$12 per month for sleevice and carried a 200 gram
pager that would receive messages within 40 kilensefrom a single transmitter
tower. The system was manufactured byReevesoun@ompany and operated by
Telanswerphon&®

The Motorola was the first company to produce adhaid mobile phone.
On 39 April 1973 Martin Cooper, a Motorola engineer anecutive, made the first
mobile telephone call from handheld subscriber gmeint in front of reporters,
placing a call to Dr. Joel S. Engel of Bell LabsSA}*. The further developments in
mobile telephony gave birth to the first generat{@@®) mobile telecommunication
services. The first generation mobile networks tned in early 1980s were
designed with primary focus on voice communicatiensnalog in nature - and

facilitated localized wireless services. The majiost generation systems were

12 Dan Steinbock. (2005). The Mobile Revolution — Tineking of Mobile service worldwide.
Kogan Page, London, p. 36.

13 http:/fen.wikipedia.org/wiki/Pager, retrieved on@2.2013.
14 http://en.wikipedia.org/wiki/History_of mobile_phes, retrieved on 04.07.2013.
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AMPS (Advance Mobile Phone System) of United StateA&merica, TACS (Total
Access Communications System) of Europe and NMTrdNoMobile Telephony)
of Scandinavian countries. The systems were knosvfcelular systems because
coverage areas were split into smaller areas dis*c®r facilitating frequency
reuse. Each cell is served by a Base TransceiatioS8t{BTS) commonly known as
mobile tower. The use of first generation mobileedcem services was limited
mainly in developed counties. The first generaservices didn't have any root in
India.

The public access mobile telecommunication servicedia started with
mobile radio paging services. India opened up R&Hging Service in the year
1992 and awarded licenses for 27 cities and 19l&Sir(States) through an open
tendering process. The service was commerciallpdiaed in 1995. The licensed
radio paging service providers in Kerala waB&L WirelesqCircle paging license
including cities of Ernakulam and TrivandrunBunwire Mobile (Circle paging
license excluding cities of Ernakulam and TrivamdyuTelesistem(City paging
license to operate on cities of Ernakulam and Twavam), andEider PWI Com
(City paging license to operate on Trivandrum cififfie Government fixed ceiling
for the tariff of radio paging services. The cagnfixed on rental wer& 150 for
both numeric and alphanumeric pagers. This celiagsince been revised by TRAI
(Telecom Regulatory Authority of India) 8175 an® 300 per month for numeric
and alphanumeric pagers respectively. It is intergdo look at the cost of pagers
available at that time in India. The costs varyhwiiinctional utility of the devices
such that the cost of numeric pager was of therat® 1300. The indicative prices
of alpha numeric pagers werR:1500 for single line page® 1600 for two line
pager, an& 2000 for four line pager. In March 2000, the pagestomer base in

Kerala was nearly fifteen thousand against theonatifigure of 7.33 lakHs.

The great success in continued research and dewetdp of mobile
telephony caused the worldwide commercial launchsedond generation (2G)

public access mobile phone services in 1990s. Thesystems were digital in

15 Consultation Paper on Radio Paging Servicesdialr(2000). Telecom Regulatory Authority of
India. www.trai.gov.in
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nature, had enhanced voice capability, better ragectrum management, wider
coverage area and better mobility. The prominentt@&inologies are European
based GSM (Global System for Mobile Communicatitethnology developed by
the CEPT (Confederation of European Post and Tabdgrin association with ETSI
(European Telecommunications Standardization utsdt and the CDMA (Code
Division Multiple Access) based mobile technologgveloped byQualcomm

Incorporated an American global semiconductor compényhese technologies
were mainly used for mobile voice services. The t2Ghnologies support data

services with low bit rates, ranging from 9.6 Kip<.4.4 Kbps.

The second generation mobile communication servitaged in India in
1996. In Kerala the services started in the sanse. y&t that time the mobile
telephony was not a threat to paging services duts fuxurious nature. But in the
subsequent years the cost of the cellular telepla@as/coming down very fast. The
radio paging industry struggled hard to sustainaiehile the pager companies
targeted customers those who could not afford regbilones but wish to remain
stay connected while away from the normal workplacéome. In order to attract
this segment, the radio paging service providefsred affordable communication
facility, in conjunction with the availability ofyblic call offices (PCO). But in due
course the mobile telecom services became cheagdanare widely available. This

caused the disruption of pager innovation.

In early 2000s the focus of wireless companiegdesthifo enhance data rates
due to high market expectations for the same. Adements were made to 2G
technologies to meet the market requirements. Byy#ar 2001, improved versions
of second generation technologies such as GPRSe(@eRacket Radio Service),
EDGE (Enhanced Data for GSM Evolution) and CDMA @001x RTT (Radio
Transmission Technology) were introduced. Thesdn@ogies are commonly
known as 2.5G technologies, offering data servisesh as voicemail, e-mail,
location-based services (LBS), web surfing and rotireommerce applications with

% https://en.wikipedia.org/wiki/Qualcomm, retrieved 04.07.2013.
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data speed of the order of 384 KbpsThe 2.5G mobile telecom services
popularized in India from the year 2005 onwardsesehservices are still widely
used in the country due to the barriers in the adement of third generation (3G)
technologies.

The third generation mobile communication systenm®mpse faster
communication services, including voice, video ahata with seamless global
roaming. This technology was born resulted from\isgon of ITU (International
Telecommunication Union). The ITU introduced thenaept of 3G technology in
the mid-1980s known as IMT-2000, (International Meblelecommunications -
2000). The IMT-2000 was the result of collaboratmnmany entities, inside the
ITU and agencies outside the ITU such as 3GPP dT@Gieneration Partnership
Project), 3GPP2 (Third Generation Partnership etoj@vo), and so on. The 3GPP
group was responsible for the development and dgraitthe UMTS (Universal
Mobile Telecommunications Systems) technology. UMTS is the evolutionary
3G system of the GSM (Global System for Mobile cammation) family. The
3GPP2 group was responsible for the development stathdardization of
CDMAZ2000 (Code Division Multiple Access 2000) ba#@ systenmts. The ITU’s
global standard for 3G, the IMT-2000 had openedwhg for enabling innovative
applications and services like multimedia entertant, infotainment and location-
based services. Ori'Dctober 200%, the 3G services were commercially launched
by NTT DoCoMo in Japan. According to ITU, 3G seescshould provide data rates
of 144 Kbps for vehicular, 384 Kbps for pedestriand 2 Mbps for indoor

environment.

On 11" December 2008, India entered the 3G arena witHaimech of 3G
enabled mobile and data services by the governmemied telecom company,
Mahanagar Telephone Nigam Limited (MTNL) in Delmdathen in Mumbai.
MTNL has become the first 3G mobile service provide India. After MTNL,

7 vVenkata Praveen Tanguturi, Fotios C. Harman{2i806). Migration to 3G wireless broadband
internet and real options: The case of an operiatdndia. Telecommunications Policy, 30,
Elsevier Ltd, pp. 400-419.

18 http://www.itu.int/osg/spu/imt-2000/technology.Hfmetrieved on 04.07.2013.
19 https://en.wikipedia.org/wiki/3G, retrieved on 02.2013.
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another State owned operator Bharat Sanchar Nigamteld (BSNL) launched 3G
services on 2% February 2009 in Chennai and later launched 3Gmatte. The

auction of 3G wireless spectrum was announced inl 010 and 3G Spectrum
allocated to private 3G service providers on 1gt&aber 201%.

Even though the initial growth rate was very lowniobile segment due to
varied reasons such as premium pricing of servieger network coverage and
relatively high cost of mobile handsets, the subsat favourable policy matter
decisions of the government, ever growing mobilecmnication technologies and
competition among mobile service providers helpedbite telecom services
industry to grow in India in a rapid manner. The bil® phone subscriptions
enhanced from the relatively small figure of 1.8Bion in March 2006 to 867.8
million in March 2013. The number of mobile telecsarvices providers became 13
by March 2013. The service providers and their riaghare are Airtel (21.69%),
Vodafone (17.56%), Reliance (14.17%), ldea (14.Q1BGNL (11.66%), TATA
(7.65%), Aircel (6.92%), Uninor (3.65%), Sistema3(@%), MTNL (0.58%), Loop
(0.35%), Videocon (0.23%), and Quadrant (0.16%).

The fourth generation mobile telecom services ntatkas 4G LTE (Long
Term Evolution) is a standard for wireless commatian of high-speed data for
mobile phones and data terminals. It is based onT8MUniversal Mobile
Telecommunications Systems) network technologiesieasing the capacity and
speed using a different radio interface togetheéh wbre network improvements.
This standard is developed by the 3GPP. The wofids generally available LTE
service for the public was launched by ediaSonera ABthe dominant telephone
company and mobile network operator in Sweden dntarfd. The services were
launched in Oslo, Norway and Stockholm, Sweden 14" December 2009.
Samsung introduced world’s first LTE Mobile phone ®eptember 2010. The LTE
specification provides downlink peak rates of 300l and uplink peak rates of
75 Mbps. The LTE has the capacity to manage fastimgomobiles and supports

multi-cast and broadcast streams. The evolutiomphagressed and the next stage of

20 http://en.wikipedia.org/wiki/3G_adoption, retrielen 04.07.2013.

2L Report on Telecom Sector in India: A Decadal iRr0f2012). Telecom Regulatory Authority of
India, p. 5.
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LTE is LTE advanced, which was standardized in M&611. The LTE advanced
networks will provide mobile ultra-broadband (gigadpeed) access. The services
are expected to start functioning in the year 284@f2 In India the 4G services
were introduced at Kolkata by the telecom seryioevider Airtel on 10" April
2012°,

1.4  The developments of telecom services industry in Kala

The Indian telecom industry has experienced an mgagrowth and
development particularly in mobile communicatioester during the last decade.
The contribution of Kerala in this achievement @ntnendable. The tele density,
the total of telephones per 100 inhabitants, issiciared as one of the parameters
closely related to the development of a State. dVerall tele density in Kerala is
96.09% against the national figure 73.32% as ohMarch 2013". In Kerala the
urban and rural tele densities are 196.11% and 36d.9espectively. The
corresponding values in India are 146.96% and 44.0Zhe advancements in
telecommunication services sector in Kerala ardestifrom these figures. The data
reveals that an urban Keralite holds two telephamesan average. In Kerala the
mobile phone and landline subscriptions reached8%0@&khs and 30.65 lakhs
respectively in March 203 This indicates the trends of market saturation in

Kerala.
1.4.1 Landline telecom services sector in Kerala

The landline telephone industry of Kerala was tranapoly of DoT turned
BSNL till the year 2004. The private telecom seevigroviders Reliance, Bharati
Airtel and Tata started their landline telecom &=y in Kerala in the years 2004,
2005 and 2006 respectivély The subscriber base of land line services in lera

was growing till 2007. The reported landline sulizar base was 36.78 lakhs in the

% http:/len.wikipedia.org/wiki/LTE_(telecommunicatip retrieved on 04.07.2013.

% http:/len.wikipedia.org/wiki/4G, retrieved on 0%.2013.

2 Report on Indian Telecom Services Performancécéors, January - March, 2013. Telecom

Regulatory Authority of India, p. 7.

% Press releases on subscriber data, March 201%cdrel Regulatory Authority of India.

www.trai.gov.in

% Source: Association of Unified telecom Serviceviters of India. www.auspi.in
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same year. In the year 2006 mobile subscriptionsassed fixed line connections in
Kerala. The mobile phone becomes the substitutanidiine connections due to the
positive cross price elasticity of demand. Thedab#.1 shows landline connections
in Kerala pertaining to various telecom servicevpaters during the period 2006-2013.

The percentage market share of service provideralso indicated in the table.

Table 1.4.1

Landline connections in Kerala 2006-2013
(Percentage market share within brackets)

Service Providers
Year : : Total
BSNL Airtel Reliance Tata
2006 3571683 11672 7313 184 3590852
(99.47) (0.32) (0.2) (0.01) (100)
2007 3630567 26790 20602 554 3678513
(98.7) (0.72) (0.56) (0.02) (100)
2008 3586119 38917 44006 3656 3672698
(97.64) (1.06) (1.2) (0.1) (100)
2009 3463628 50774 55525 6443 3576370
(96.85) (1.42) (1.55) (0.18) (100)
2010 3345461 51808 51808 9641 3458718
(96.72) (2.5) (2.5) (0.28) (100)
2011 3182212 55037 53194 10346 3300789
(96.41) (2.67) (1.61) (0.31) (100)
2012 3065384 55778 56298 12336 3189796
(96.1) (2.75) (2.76) (0.39) (100)
2013 2943505 55971 54014 11328 3064818
(96.04) (1.83) (1.76) (0.37) (100)

Source: Data extracted from Press releases onrgudysdata from March 2006 to March
2013. Telecom Regulatory Authority of India. wwwitgov.in

In Kerala the telecom industry witnessed huge disections of fixed line
telephones and tremendous additions of mobile helegs from the year 2007
onwards. The effective price per minute usage imllae was? 1.5 till the year

2005 and was reduced to less than a rupee in Z01t2can be noticed that the

27 Source: Study Paper on Indicators for Telecomn@10(2005). Telecom Regulatory Authority of
India). Study paper No. 2/2005.

2 gource: BSNL Landline tariff card, March 2012. walisnl.co.in
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landline industry is facing declining stage of pwotdlife cycle, as customers are
being switched over to mobile services. The corsrgce and very low pricing
offered by mobiles services cannot be counterbathriy landline industry. An
interesting fact is that even though the total rearghares of all of the private
operators are nearly 4%, they are trying to mainttaeir subscriber base even in the

decline stage of landline telecom industry.

The graphical representation of declining trendslasfdline industry of
Kerala during the period from 2006 to 2013 is shdt figure 1.4.1. The service

provider BSNL is the major contributor for the deel of the landline industry in

Kerala.
Figure 1.4.1
The declining trends of landline industry in Kerala
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Source: Data extracted from Press releases onrsudrsdata from March 2006 to March
2013. Telecom Regulatory Authority of India. wwwitgov.in

1.4.2 Mobile telecom services sector in Kerala

In Kerala at the city of Kochi, the telecom servmm®vider Escotel started
mobile communication services in the year 1996et_an, in the same year another
service provider BPL also started mobile commuicatservices in the State.
Escotel and BPL were the two operators in Kerdllthe year 2001. At that time the
mobile phone was a status icon among the uppes stasety in Kerala. The growth
rate of mobile telecom services was very slow dyrihat period. The mobile

subscriber base reached a relatively low figure3df9 lakhs at the end of the
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year 2001. The effective mobile call charges dudf§8-1999 periods wefe 16/-
per minute and the mobile incoming calls were albargeabl®&. Further to the
implementation of NTP 1999, there was trend in ofida in tariff of mobile
communication services. The mobile call chargesiced toZ 4/minute by March
2002. At the end of the year 2002, the telecomiserproviders Airtel and BSNL
entered into the mobile telecom market of Keralle Tnitial penetration pricing
strategy of BSNL became a major breakthrough iniladériff. The tariff had been
reduced to less than a rupee per minute and ingpeaifis of mobile telephones
became free. Gradually the competition in the neotglecom market enhances and
price war begins. In the year 2003, Reliance aladex] mobile telecommunication

services in Kerala.

The table 1.4.2 shows the details of subscribee Esmobile telecom
service providers in Kerala during the period frd897 to 2004. The competition in
the market caused further reduction in call chargesthe end of year 2004 the

mobile customer base in Kerala became 20.21 lakhs.

Table 1.4.2

Mobile subscriber growth in Kerala from 1997 to 20@
(Subscribers in lakhs & percentage market share-witin brackets)

Semnvice | 1997 | 1998| 1999 2000 2001 2002 2003  20p4
Provider
Escotel 009 | 023 | 041 | 1.25| 1.99 | 2.44 | 339 | 545
(64.29)| (57.5) | (50.62)| (50.4) | (57.02)| (45.95)| (32.5) | (26.96)
BPL 005 | 017 | 04 | 1.23| 15 | 1.48 | 203 | 3.71

(35.71)| (42.5) | (49.38)| (49.6) | (42.98)| (27.87)| (19.46)| (18.36)

Aittel ] ] ] ] ] 0.66 | 1.31 | 3.32
(12.43)| (12.56)| (16.43)

0.73 3.5 6.7

BSNL - - - - "~ | (13.75)| (33.56)| (33.15)
Reliance - - - - - - 0.2 1.03

(1.92) | (5.1)
ot 014 | 04 | 081 | 248 | 349 | 531 | 10.43 | 20.21

(100) | (100) | (100) | (100) | (100) | (100) | (100) | (100)

Source: Data extracted from Cellular Operators gisgion of India, www.coai.com and
Association of Unified telecom Service Providersrafia, www.auspi.in

2 Study Paper on Indicators for Telecom Growth. 800 elecom Regulatory Authority of India.
Study paper No. 2/2005.
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The figure 1.4.2 shows the market performance obua telecom service

providers in Kerala during the period from 1992@04.

Figure 1.4.2

Market performance of mobile telecom service providrs in
Kerala from 1997 to 2004
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Source: Data extracted from Cellular Operators giséon of India, www.coai.com and
Association of Unified telecom Service Providersrafia, www.auspi.in

It is evident from the figure 1.4.2 that, the pemi@ance of BSNL was
awesome during this period even though it was e dattrant. Subsequently at the
end of the year 2004, the Idea cellular bought tlertelecom company Escafel
In the year 2005 Tata Teleservices also enterethenmobile telecom services
market and the number of mobile operators becaméansiKerala. The mobile
telecom service providers in Kerala as on Decenfff5 with their respective
subscriber base and market share (shown in bracket®e: BSNL (11.89 lakhs,
36.18%), Idea (7.66 lakhs, 23.31%), Airtel (5.1khis, 15.74%), BPL (4.26 lakhs,
12.96% ), Reliance (2.52 lakhs, 7.67%) and Tatd6(lakhs, 4.14%). The total

mobile customer base became 32.86 lakhs.

In the year 2006, BPL was taken over by HutchisseaE and the mobile
services were branded as Hutch. Subsequently iid,200tch was taken over by
Vodafone. The presence of multiple operators furth@osted the competition in

mobile telecom market of Kerala. The BSNL continadhe top in market share

30 http://en.wikipedia.org/wiki/ldea_Cellular, retvied on 04.07.2013.
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till the year 2007. The market share of BSNL wasl2% with 23.97 lakhs of
mobile connections as per the figures in August720he Idea was at the second
position with a market share of 22.21% and subsciriiase of 20.33 lakhs. At the
same time, the total mobile customer base of Kemahanced to 91.53 lakhs.

In the year 2008, the Idea became the number ohderservice provider in
Kerala in terms of market share. The Idea condigtéeeps its first position from
that time onwards. The BSNL stood in the secondepla the year 2008 and the
Vodafone was the close follower. In the year 2089 Yodafone pushed the BSNL
to the third place. In the same year, three moeraiprs namely MTS, Aircel, and
Uninor entered in the market of mobile telecommatian services in Kerala. The
competition became extremely tight in Kerala withiiscumbent operators and the
three new entrants. By the year 2010, the comgpetitas between Vodafone and
BSNL for the second place, and Vodafone won it. $hiescriber base and market
share of Idea, Vodafone and BSNL were 60.01 |ak®®.06%), 46.3 lakhs
(17.02%), and 44.92 lakhs (16.51%) respectivelye Tiobile customer base in
Kerala became 196.28 lakhs. One more mobile telexenvice provider Videocon
started services in Kerala in the same year. Inydag 2011, the BSNL had taken
back its second position from Vodafone. It can &éensthat during the period 2012-
2013, the BSNL with its second position, creatasgtocompetition to the Idea, the
market leader. As on $March 2013, the mobile subscriber base and matiate
of ldea, BSNL and Vodafone in Kerala were 79.21htak25.81%), 77.23 lakhs
(25.17%), and 62.02 lakhs (20.21%) respectively toedtotal mobile subscriber
base became 306.89 lakhs. The table 1.4.3 showdetiads of mobile subscriber
base of various telecom service providers in Kedalang the period from August
2007 to March 2013.

Among the new comers, the market performance otehilwas quite
interesting. Within a short span of three yearsth®yend of 2011, it could gather
7.23 % market share with 24.06 lakhs of connectinriéerala. But in the next year
their market share and subscriber base declined. sTivscriber base drastically
reduced to 1.04 lakhs as or®3dlarch 2013. This shows the clear indication ofrthe
market withdrawal. The service provider Uninor eeteinto Kerala market in the
year 2009 and withdrew the operations in Januarg320Their maximum
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achievement in customer base was during the yead,2®ith 6.94 lakhs of
connections and a market share of 2.09%. The Vateostarted mobile
telecommunication services in Kerala during ther @40 and ended their business
in December 2012. Their peak performance was iryélae 2011 with 3.63 lakhs of
connections with a market share of 1.09%. The reobérvice provider MTS
entered in the year 2009 and their glorious pewad the year 2012 with 6.51 lakhs
of connections and a market share of 1.95%. By M&@13, their market share

declined to 1.56% (4.8 lakhs of connections.).

Table 1.4.3

Mobile subscriber growth in Kerala from 2007 to 2.3
(Subscribers in lakhs & percentage market share - ithin brackets)

sService |54, 2008 2009 2010 2011 2012 2013
Provider
dea 20.33 | 34.4 48.6 60.01 | 72.45 | 77.31 | 79.21
(22.21) | (25.45) | (24.76) | (22.06) | (21.76) | (23.18) | (25.81)
BsnL | 2397 | 27.95 35.6 4492 | 62.73 742 | 77.23
(26.19) | (20.68) | (18.14) | (16.51) | (18.84) | (22.26) | (25.17)
Vodafone| 135 | 2429 | 3655 46.3 56.7 60.03 | 62.02
(14.75)| (17.98) | (18.62) | (17.02) | (17.04) | (18.01) | (20.21)
Airtel 12.38 | 18.42 28.4 33.3 34.8 35.3 | 35.02
(13.53) | (13.63) | (14.47) | (12.24) | (10.46) | (10.59) | (11.41)
Reliance| 15:86 | 23.09 28.9 36.75 | 41.65 | 35.08 | 29.4
(17.32)| (17.09) | (14.72) | (13.51) | (12.52) | (10.52) | (9.58)
TATA 5.49 6.98 13.76 | 25.55 | 2423 | 23.03 | 18.17
(6) (5.17) | (7.01) | (9.39) | (7.28) | (6.91) | (5.92)
MTS ] ] 0.86 2.64 5.61 6.51 4.8
(0.44) | (0.97) | (1.69) | (1.95) | (1.56)
Aircel ] ] 2.69 16.13 | 24.06 | 17.08 | 1.04
(1.37) | (5.94) | (7.23) | (5.12) | (0.34)
Uninor ) ] 0.92 3.8 6.94 4.36 )
(0.47) (1.4) (2.09) | (1.31)
Videocon ] ] ] 2.6 3.63 0.5 ]
(0.96) | (1.09) | (0.15)
Total | 9153 | 13513 | 196.28 | 272 332.8 | 333.4 | 306.89
(100) | (100) (100) (100) (100) (100) | (100)

Source: Data extracted from Press releases onrgdasdata from August 2007 to March
2013. Telecom Regulatory Authority of India. wwwitgov.in
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The graphical representation of relative marketfquerance and growth
trends of mobile telecom service providers in Kamdliring the period from 2007 to
2013 is shown in figure 1.4.3.

Figure 1.4.3

Market performance of mobile telecom service providrs in
Kerala from 2007 to 2013
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Source: Data extracted from Press releases on ridrsdata from August 2007 to March 2013.
Telecom Regulatory Authority of India. www.trai.gov

1.5 Mobile number portability

The mobile number portability (MNP) allows custoséo change mobile
operators without changing the mobile phone numBgar to the implementation
of MNP, customers were predominantly reluctant watch their mobile network
operator because they would have to change thebilenphone number. The
changing of mobile telephone numbers can be a nt&gonvenience and a potential
barrier preventing the customers from taking adsgatof the options available in a
hyper competitive telecommunications market analisging to the repeatedly

unlikable customer experiences.
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The implementation of MNP all over the country sdrin January 2011. In
total of 84.26 million porting requests in Indidl tlanuary 2013, 3.55 million
requests are from Kerdfa The implementation of MNP changed the customeaemo
powerful than ever. The MNP created new opportesiind improved the customer
experiences. The telecom service providers are ethepto innovate their services

to retain existing customers especially in the rsatal telecom market of Kerala.
1.6  Future developments of telecom services in India

The continuous advancements in telecom technolagaes birth to fourth
generation (4G) mobile communication services agygbhd. The ongoing research
and developments will produce next generations .sApart from the conventional
voice, video and data applications, the hand-hetbilm phone in future will
become an intelligent device with multiple enhanests. It may be used to monitor
and control resources at far off places. The rempgrations and control of office
resources, house and house hold appliances likegeedttors, air-conditioners,
ovens, washing machines etc. may be possible witther ICT (Information and

Communications Technology) revolutions.

The future developments of telecom services indrate envisioned in the
National Telecom Policy 20¥2 The goal of the policy is to provide secure,
reliable, affordable and high quality converge@t¢elmmunication services anytime,
anywhere for an accelerated inclusive socio-ecoaa®velopment. The missions of
the policy are: (i) To develop a robust and seectme-of-the-art telecommunication
network providing seamless coverage with specialigoon rural and remote areas
for bridging the digital divide and thereby fa@li¢ socio-economic development.(ii)
To create an inclusive knowledge society througblifgration of affordable and
high quality broadband services across the naffi@h.To reposition the mobile
device as an instrument of socio-economic empowetroicitizens. (iv) To make
India a global hub for telecom equipment manufaestuand a centre for converged

communication services. (v) To promote Research Badelopment, Design in

31 Source: Data extracted from Press releases oscsbér data on March 2013. Telecom
Regulatory Authority of India. www.trai.gov.in

32 National Telecom Policy, 2012, Government of Indetrieved from http://dot.gov.in/telecom-
polices/office-memorandum-regarding-national-tefegmolicy-2012.
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cutting edge ICTE (Information and Communicationgcfinology Enabled)

technologies, products and services for meetingninastructure needs of domestic
and global markets with focus on security and giteehnologies. (vi) To promote
development of new standards to meet national rexpgeints, generation of IPRs
(Intellectual Property Rights) and participation imternational standardization
bodies to contribute information of global standarthereby making India a leading
nation in the area of telecom standardization.) (Vio attract investment, both
domestic and foreign. (viii) To promote creationais through all of the above.

The world now becomes more interconnected. The ldeneent of ICT
networks and the services are important for achgeveconomic and social
objectives. With the emergence of high bandwidtiia deonnectivity, the ICT
providers can offer powerful and innovative newvesss like cloud computing,
which provide a platform for users with the oppaoity to gain access to

computational resources and applications beyonskethraditionally feasible.

The customers constantly search for reduced priogstoved quality of
service, better experiences and value added ssrvitke telecom customers’
expectation on the quality of service is very higliKerala due to their experience in
an exceptionally competitive telecom world. Therefthe telecom operators should
strive hard to consistently exceed the expectatmnsustomers. In the saturated
telecom market of Kerala, it will be a hectic tdsk telecom service providers to
devise appropriate marketing strategies to retdieirtcustomers and attract
customers from competitors. In the next chapterjoua marketing strategies
practiced by BSNL and private sector telecom servicoviders in Kerala are
discussed in detail.
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CHAPTER - 11

MARKETING STRATEGIES OF TELECOM SERVICE
PROVIDERS



CHAPTER -1l

MARKETING STRATEGIES OF TELECOM SERVICE PROVIDERS
“We don’t care. We don’t have to. We're the phoampany.”

- Lily Tomlin
American Actress, 1976.

2.1 Introduction

The American actress Lily Tomlin’'s (1976) quote wikothe marketing
attitude of telephone companies in the landlinepiebny dominant period of
telecommunication services in the Unites State® ditation was fully relevant in
the context of Indian telecommunication servicestaetill the mobile revolution
started in mid-2000s. The liberalisation and pisaton initiated in India during
1990s caused major reforms in telecommunicatiomgices sector. The telecom
policies rooted in liberalisation and privatisati@gime paved the way for entry of
foreign and domestic private sector telecom congsam India. The monopoly of
government sector in telecommunication serviceseéndnd the private sector
players began to expand telecom markets in an giwgermanner. The business
strategies of private sector players make them neapellent market performers
than the government sector service provider BSNlaniof the private sector
providers have become the preferred brands of ot The service provider
Airtel became the top market performer in termgetécom market share in India.
At present the second, third, and fourth positiomsterms of mobile telecom
subscriber base in India are occupied by the sempioviders Vodafone, Reliance
and Idea respectively. The DoT (Department of Tatemunications) turned BSNL
with 160 years of legendary telecom experiencenuia became fifth in mobile

telecom market performance.

The telephone density in India in early 1990s wasua 0.8 per hundred
personS. It had been greatly improved to 73.32% in 2018e fiumber of mobile

1" National Telecom Policy, 1994, Government of éndretrieved from http://dot.gov.in/telecom-

polices/national-telecom-policy-1994.
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telecom services providers in India became 13 bycM&013 with a subscriber
base of 867.8 million. The service providers andirtimarket share are Airtel
(21.69%), Vodafone (17.56%), Reliance (14.17%)al(e1.01%), BSNL (11.66%),
TATA (7.65%), Aircel (6.92%), Uninor (3.65%), Sista (1.37%), MTNL (0.58%),
Loop (0.35%), Videocon (0.23%), and Quadrant (0.1.6%he advancement of
telecommunication services in Kerala is considgraigh; the telephone density in
Kerala became 96.52% in 2013. The mobile subschbse in Kerala as on March
2013 is 306.89 lakhs. The service provider Idethéstop market performer in the
mobile telecom services sector of Kerala in terfnmarket share. The public sector
service provider BSNL is the immediate follower. eTimobile telecom service
providers and their market share in Kerala durimg period are: Idea (25.81%),
BSNL (25.17%), Vodafone (20.21%), Airtel (11.41%¢liance (9.58%), TATA
(5.92%), MTS (1.56%), and Aircel (0.34%)

The market performances of the organisations areapity driven by their
marketing strategies. The marketing strategy ctsmsié the analysis, strategy
development and implementation activities in: depelg a vision about market(s)
of interest to the organisation, selecting markegedt strategies, setting objectives
and developing, implementing and managing the ntiaugkgorogram designed to
meet the value requirements of the customers ih gerket target. The marketing
strategy seeks to deliver superior customer valpyecdmbining the customer-
influencing strategies of the business into a coatéd set of market driven actions.
Strategic marketing provides the expertise for mmmental monitoring, for
deciding what customer groups to serve, for guigirgduct specifications, and for
choosing which competitors to position against. thstomers’ value requirements
must be transferred into product design and praclugiuide lines. Market targeting
and positioning strategies for new and existingdpods guide the choice of

strategies for marketing program componénts

Press releases on subscriber data, March 20lecdhe Regulatory Authority of India.
www.trai.gov.in

®  David W. Cravens and Nigel F. Piercy. (2009)a®gic Marketing, (8 ed.). Tata McGraw-Hill,
New Delhi, pp. 29-35.
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The successful marketing strategies are formulatedugh the right
combination of services marketing mix, the seven dpecifically product, price,
place, promotion, people, physical evidence andtgs®. Therefore the product
strategy, pricing strategy, distribution (placejastgy, promotion strategy, people
strategy, physical evidence strategy and proceategy are widely utilised by the
telecom service providers to design, develop, difieate and implement their
marketing strategies. The various marketing strasegf telecom service providers
based on services marketing mix are discussedt#il ds follows.

2.2 Product strategies

The basic essentials of product in mobile telec@rvises are its core
functional benefits. The key functional benefiesied by majority of the mobile
telecom customers are voice clarity, geographieavark coverage and easiness to
get connected to the network. The frequent trargelutside the State consider
roaming facility and the internet savvy customeyssider the easiness in activation
of internet services also as the core service bendh third generation (3G)
services along with these characteristics, the bereefits also include easiness in

handset settings for mobile internet facility apeed of data access.

The product is lifted to the augmented level witlitable customer support
and customer care activities and the maintenantegbflevel of quality of service.
The customer support activities related to the heot@lecom services are: easiness
to get a new mobile connection - the SIM (Subscridentity Module) card with
friendly processes and procedures, availabilitgnobile service recharge facility or
recharge cards at convenient locations (for prepagtomers), helpful assistance
from retailers, and customer convenient bill paymécilities (for post-paid
customers). The customer care activities are: essiin activation of additional
services, easiness in deactivation of servicedeaas and when required, easiness
to access customer care helpline, easiness tthgeight customer care person on
the phone to get the required support or infornmatiand the ability to solve

problems at customer care.

The quality of service and brand value of telecamvise providers are also

reflected in product related strategies. The fivaimct dimensions of quality of
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service suggested by Parasuraman A. et al. (198 tangibility, reliability,
responsiveness, assuranaged empathy The elements ofangibility are physical
facilities, equipments, and appearance of personiia reliability is concerned
with ability to perform the promised service depainlg and accurately.
The responsivenesss the willingness to help customers and to previompt
service. Theassurancedeals with the knowledge and courtesy of employees
their ability to inspire trust and confidence irstamers. Thempathyis concerned
with caring and individualized attention the firnnopides for its customers. The
features, benefits, quality, and the identity of firoduct are emerged through the
brand name. The corporate image of the serviceigeovs reflected in the brand
value. According to Philip Kotler (1995)a brand is a name, term, sign, symbol, or
design, or a combination of them which is intentiedlentify the goods or services

of one seller or group of sellers, and to differaietthem from those of competitors.

The telecom service providers mainly segmentedctisomers based on
demographic profiles such as age, gender, locélitpan or Rural), educational
levels, employment status and income. The corefb€nequirements are different
for different segments, accordingly the companiesitpning their products for
targeting the specific segments. The post-paidocusts are considered as premium
category as they are high paying group and veryiteaumbers (approximately 3%

of mobile customer baseds compared to prepaid customers.
2.3  Pricing strategies

The pricing strategy has direct impact on revenue arofit of any
organisation. Even though the pricing is simply ¢éixehange value of the product or
service, the pricing strategies depend on the abgscof pricing. The objectives of
pricing are different for different service provide The objectives may be to

produce fair profit, profiteering, market growthrjge leadership or to enhance the

* Parasuraman A., Valarie A. Zeithaml, and Leonard@érry. (1998). SERVQUAL: A Multiple-
Item Scale for Measuring Consumer Perceptions ofiG&eQuality. Journal of Retailing, Volume
64, Number 1, Elsevier Science Publishing Company, pp. 12-40.

Philip Kotler. (1995). Marketing Management — Aysds, Planning, Implementation, and
Control, (8" ed.). Prentice Hall of India, New Delhi, p. 444.

The report on Indian Telecom Services Performandieators, March 2013. Telecom Regulatory
Authority of India, p. 37.
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image of the firm to attract more customers or tmategically counter the
competitors. In Kerala during mid-2000s, with theegence of multiple telecom
operators, the competition in the mobile markeptel up and price wars start.
Pricing became the major strategy of all telecorarafors. Varieties of tariff plans
are introduced by the telecom service providersattoact customers of multiple
segments. Special Tariff Vouchers (STV) for voidata and SMS allows customers
to make calls, SMS and access internet companratiatl low-priced rates,
sometimes on unlimited manner. When one operatégrodaces an STV,
immediately others launched competitive versionavid M. J. (2007) described
copability (copying + ability) as a marketing sa@y in a turbulent environment. As
the patent rules and intellectual property rights aot applicable in copying a
strategy introduced by one telecom service prositgrothers, copability became a

widely utilised strategy among the telecom serpicviders.

In addition to STVs, top-up recharge cards, eledtraecharge facility,
credit recharge facility, validity extenders, segarand combo tariff structures for
voice, data and SMS were also introduced in theketaExclusive tariff plans are
launched for closed user groups such as friendgrdo family, official groups, or
business groups. Customised special tariff packdgesindividuals were also
offered by certain telecom service providers. ldidrthe customers are enjoying one
of the lowest mobile tariffs in the wofld This is mainly due to the intense

competition in pricing among mobile telecom senypceviders.
2.4  Distribution (place) strategies

The distribution strategy is to provide effectiviage convenience for the
customers to avail products and services of the@cgeprovider. It is related to the
distribution pattern, channel management, and leetaietwork of the telecom
service providers. The private sector providersnigadopted intensive distribution
strategy, which involves the use of all possibldats to distribute the products and
services. The public sector provider BSNL in theiah stages mainly resorted to

Xavier M. J. (2007). Strategic Marketing: A guider developing sustainable competitive
advantage. Response Books, New Delhi, p. 12.

Report on Telecom Sector in India: A Decadal iRro2012). Telecom Regulatory Authority of
India, p. xi.
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exclusive distribution strategy, in which the otgleleal exclusively the BSNL

products.
2.5 Promotion strategies

The effectiveness of marketing mostly depends omption - the integrated
marketing communication. There are several waysptomote the products.
The telecom companies use a mix of various promatiotools such as:
advertisements, sales promotion, direct sellinggnts; experiences and public
relations. Philip Kotler (2008)cited the model for predictive measurements of
advertising effectiveness proposed by Robert Jidgevand Grey A. Steiner (1961)
to explain the hierarchy of effects of advertisetaeiReferring to this model the
suggested advertisements tasks of telecom serwiceidprs are: (i) to build
awareness about the products and knowledge asdsegathe brand (ii) to create
liking, preference and faith for the service pravridii) to act as reminder to
stimulate repeat association with the service plavand (iv) to convince customer

that the decision to continue with the service mewis a right choice.

The telecom companies use multitude of sales promotools. The
prominent among them are: promotional phone callsthte customers, price
reduction offers, extra talk time offers, SMS pagkaffers, internet package offers,
free trial of newly introduced services, free add@IM card, facility to make calls
even at zero balance on credit basis for prepasiomers, extending continued
services even at non-payment of bills due to delayoversight for post-paid
customers, displays and demonstrations at the pbseles, and specialized pricing
offers exclusively for individual customers. Thelesapromotion helps telecom
operators to create stronger and quicker buyeoressgs, including short-run effects
such as highlighting product offers and boosting $slagging sales. According to
Philip Kotler (20093° sales promotion offer have three distinctive bisefi)
Communication: They gain attention and may leadctiresumer to the product. (ii)
Incentive: They incorporate some concession, inghgce or contribution that gives

°  Philip Kotler, Kevin Lane Keller, Abraham Koshyd Mithileshwar Jha. (2009). Marketing
Management-A South Asian Perspective'{#8.). Pearson Education, New Delhi, pp. 462-463.

1 bid., p. 476.
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value to the customer and (iii) Invitation: Theyglide distinct invitation to engage
in the transaction at sight. The sale promotiohnegues and its attractiveness vary
from one telecom service provider to another. Theststent attractiveness of the
offers creates positive word of mouth about thedem service provider. The
advertisements and sales promotion along with publations and publicity can be

extremely effective for telecom service marketers.

In this computer era, internet is an effective madifor marketing
communication. All the telecom service providersénavebsites, which act a touch

point for internet accustomed customers.

2.6  Service related marketing strategies — people, phgsl evidence and

process

The services are primarily intangible, the cust@mare searching for
evidence of service in every interaction they hewth the organisation. The three
major categories of evidences as experienced bguk®mers are people, process
and physical evidence. These elements are refésrad additional marketing mix

for services or additional 3Ps of services markgtin

People: All human elements involved in service delivery service
assurance influence the buyer's perceptions. Thstomer care personnel,
maintenance staff, persons representing the om#ons the customers, and other
customers in the service environment play vitaésoin services marketing. The
private telecom service provider’s strategicallynage the people element primarily
through outsourcing. The customer care and calregrersonnel are professionally
trained employees provided by external agencieg fBlecom service providers
extend excellent backend support for the outsouoteiomer touch points. They
utilise the IT capabilities for extending servieethese touch points which in turn

reflect in the customer service.

Although the private telecom companies seem to davbrect personal
contact with the customers, they have a limited Ibemof experience centres or
relationship centres or customer care centres at toans and cities. These centres
are managed by the franchisees. The service prowiiledictate the terms to the

franchisee with respect to code of conduct, drede cpersonal grooming, telephone
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etiquettes, expected attitude and behaviour tohbevs by the employees engaged
by the franchisees while interacting with customditse franchisee also benefitted
from the win-win business relationships. The frasebs hire employees with
extreme dealing skills and impart them sufficienoWwledge along with adequate IT
support to deal with customers. It is observed tihat employees at customer

support centres are youngsters especially females.

The BSNL manages their customer contact pointelgridprough their own
resources and employees. The general observatiowssthat the employees at
customer touch points lack soft skills and knowkedg deal with customers as
compared with the private sector providers. Theslipport is inadequate to deal
with customers. The workforce is also aged. Thenteaance personnel of BSNL in
landlines are highly unprofessional in appearaskél sets, knowledge level and
even at attitude and behaviour towards customehe government employee

attitude is predominant in BSNL.

Physical evidence:The physical evidence is the environment in witlod
service is delivered and where the firm and customiract, and any tangible
components that facilitate performance or commuitinaof the service. The private
telecom service providers are keen in proving tipeesence through employee
dresses, uniforms, brochures, tariff booklets, mess cards, and glow sign boards
etc. The ever-changing tariff is immediately updaa&d made available to retailers
and customers. Their physical presence is evidest & the remote rural villages
of Kerala. The BSNL mainly rely upon their custonuare centre and telephone
exchange network for proving the physical presen&e.part of creating the
tangibility, the telecom service providers seemoftter newly introduced value
added services to customers for free trail fomatéd period. This is followed by
various sales promotion techniques to enthuse tomers to become the
subscribers of the services. The advertisementardimgs, events, and public

relations also help building the physical evidence.

Process:The actual procedures, mechanisms, and flow ofites by which
the service is delivered are termed as processpiliiate sector providers widely

utilise the retailer network to distribute theioducts and services. The process and
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procedures to avail mobile connections and assmtiservices from private sector
providers are very simple as compared to BSNL. Thetailers are motivated by
trade schemes, incentives and proper back end gupppush their products. Even
though the BSNL procedures and process have beprowed from the highly
bureaucratic DoT era, it is still below the comfme’ benchmarks. The single
window concept is not yet a reality in BSNL esplgiavith respect to landline

segment.

2.7 Review of marketing strategies practiced by the tecom service

providers in Kerala

The market pioneer strategy was adopted by thecseproviders Escotel
followed by BPL when they introduced mobile telecservices in Kerala in the
year 1996. They maintained the position as produaivators as the services were
new-to-the-world products. Orville C. Walker Jr. @t (2008} suggest three
important strategic marketing programs for pioneefhey are mass-market
penetration, niche penetration and skimming. Theamskng was the strategy

adopted by early mobile service providers in Kerala

The ego bolstering needs of upper -upper segmeeaa were stimulated
by these telecom companies to market the servides.mobile network coverage
was available only in main cities. At that peridte tmobile phone was a status
symbol rather than a utility service. The outgoirgl charges were more than
% 32/- per minute and incoming call charges w&fe/- per minute. Gradually they
reduced the tariff. During 1998-99 periods the @ffee call charges decreased to
3 16/- per minute. The mobile call charges furthextuced t& 4/minute by March
20024,

The high end positioning of mobile services wenatinued till the entry of
the service providers Airtel and BSNL in the mobildecom market of Kerala
during the later part of the year 2002. The maekgtansion was the growth market
strategy adopted by BSNL. They differentiated thedpct offering targeted to the

1 Orville C. Walker Jr. and John W. Mullins. (2008)arketing Strategy: A Decision - Focussed
Approach, (7 ed.). McGraw-Hill International Irwin, New Yorkpp 177-202.

12 study Paper on Indicators for Telecom Growth. 0@ elecom Regulatory Authority of India.
Study paper No. 2/2005.
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needs of various potential segments. The BSNL ait tintroductory stage itself

differentiated their mobile telecom service with ximaum geographical coverage
and connectivity. In order to accelerate the magkgiansion they also practiced
penetration pricing strategy. The BSNL introducadft plans with outgoing call

charges as low &1/- per minute. The BSNL was the first mobile ¢tele operator

in Kerala introduced tariff plans with incoming lsafree of charge. The BSNL
became the market leader in Kerala within threersye8ubsequently all mobile
operators adopted market follower strategy and haoiicoming calls became
absolutely free. The competition in the market gedly enhanced. The minimum
effective local call charges in cellular mobile \8ees declined to 77 paise per
minute by September 2053 In the year 2004, Escotélwas taken over by the
service provider Idea. The market was further egpdrwith the entry of the service
providers Reliance and Tata tele services. The googluct benefit of mobile

telecom service, the geographical network coverage substantially improved in
Kerala due to the share-growth strategies of tHeviers. The focus of the telecom
service providers gradually shifted from the upped the middle class to the

common people of Kerala.

In the growth stage of mobile telecom service inrdfe the service
providers widely utilised the pull strategy to prata their product and services. In a
pull strategy the manufacturer uses advertisingmption, and other forms of
communication to persuade consumers to demandrtuigt from intermediaries,
inducing the intermediaries to order'®it The advertisement with celebrity
endorsement is a strategy followed by many comgataeoull the customers. The
choice of the celebrity is critical. The celebrdlgould have high recognition, high
positive affect, and high appropriateness to tloelpet. Celebrities such as Amitabh
Bachchan, Sachin Tendulkar, Shah Rukh Khan, AisyavBai and Sourav Ganguly

* Ppress Release No. 49/1/ 2004, datBd)&nuary 2004, Telecom Regulatory Authority of #ndi
New Delhi. www.trai.gov.in

14 http://en.wikipedia.org/wiki/ldea_Cellular, retvied on 04.07.2013.

15 Philip Kotler, Kevin Lane Keller, Abraham Koshyd Mithileshwar Jha. (2009). Marketing
Management-A South Asian Perspective(&8.). Pearson Education, New Delhi, p. 402.
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are big brands themselV&sThe inclusion of celebrities in advertisementsem

certain risks. The celebrity might hold out foraager fee at contract renewal time or
withdraw. And just like movies and records, celgbdampaigns can sometimes be
expensive flops. The celebrity might lose popwaat even worse, get caught in a

scandal or embarrassing situation

The BPL advertisements were endorsed by the popldayalam cine artist
Mohanlal. In the year 2006, BPL was taken over loycHison Essar and the mobile
services were branded as Hutch. The advertisenetegy of Hutch had given a
positive edge for the promotion of their produckart other telecom service
providers. The pug dog advertisement of Hutch withcaptiorfWhere ever you go
our network follows”was so popular at that time. Even after the takeof/élutch
by Vodafone in the year 2007, the pug dog advernt&s# continued.

The celebrity endorsement advertisement strategglss followed by the
Idea Cellular with the actor Abhishek Bachchan aidel with the cricketer M. S.
Dhoni. The Bharti Airtel, which used several ceigbs from Shah Rukh Khan to
Kareena Kapoor to Sachin Tendulkar to A. R. Rahrmearlier, now features
unknown faces for itsJo tera hai, wo mera hai...'series. Tata Docomo had
endorsement deal with the actor Ranbir Kapoor. Tdita Indicom and the Reliance
promoted their services with Kajol and Hrithik Rashrespectively. The BSNL
formerly used celebrities Preity Zinta, Deepika #amhe and Abhinav Bhindra in
their advertisements. The celebrity endorsemeattegfy was not adopted by the

service provider Vodafone.

In the growth stage of mobile telecom services stiduin Kerala, the
telecom service providers were very keen in desmniand publishing
advertisements in popular media. As part of theeetthement strategy the telecom
companies inserted catching captions and ad slogatiseir advertisements. The
noticeable stuff among them are: IdeAn‘Idea can change your lifeAirtel:
‘Express Yourself’BSNL: ‘Connecting India Faster’and MTS:'A step ahead’

5 Philip Kotler, Kevin Lane Keller, Abraham Koshyd Mithileshwar Jha. (2009). Marketing
Management-A South Asian Perspective(&8.). Pearson Education, New Delhi, p. 8.

I \bid., p. 469.
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Previously Vodafone was usin@/herever you go Our network followsignifying

the importance of network coverage the servicenTthey used the taglinéBower

to you’ and ‘Make the most of Nowto describe the usefulness of various value
added services. To show the customer care effeetss Vodafone used another
caption‘Happy to Help: The lowest ever tariff of telecom services duehyper
competition in the market and the trends of masiagtiration negatively reflected in
the revenue of the service providers. As part dticeng the operational expenditure,
recently the telecom companies put restrictions tbbaeir ad campaigns. The
advertisements became very rare for BSNL as cordptsethe private sector

providers.

The BSNL was the market leader till 2007. In thery2008, the private
sector provider ldea through the frontal attacktstyy captured the major market
share and became the market leader. In the fratitadk strategy, where the market
for a product is relatively homogeneous, with femtapped segments and at least
one well-established competitor, a follower wantingcapture an increased market
share may have little choice but to tackle a majmpetitor head-on. Such an
approach is most likely to succeed when most exjstustomers do not have strong
brand preferences or loyalties, the target comgrstiproduct does not benefit from
positive network effects, and the challenger's weses and competencies-
particularly in marketing - are greater than theyéa competitor’s. In general, the
best way for a challenger to effectively implemarftontal attack is to differentiate
its product or associated services in ways thdebeteet the needs and preferences
of many customers in the mass market. If the chgde can support those
meaningful product differences with strong promotior an attractive price that
became a sustainable competitive advarifagde Idea implemented frontal attack
strategy against BSNL by differentiating its prottuand services accessible to all

segments with attractive pricing, advertisementssale promotion techniques.

In the year 2009 the service providers Tata DocomM®dS, Aircel, and
Uninor and started mobile telecommunication sessiceKerala. By the year 2010

the service provider Videocon also entered in tlobila telecom market of Kerala.

18 Orville C. Walker Jr. and John W. Mullins. (2008)arketing Strategy: A Decision - Focussed
Approach, (7 ed.). McGraw-Hill International Irwin, New Yorkpp 223-224.
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The mobile network coverage of these operators kmaised only in cities and
towns. They primarily adopted flanking and encinoéat strategies and sometimes
guerrilla attack to compete with market giants sashidea, BSNL and Vodafone. A
flank attack is appropriate when the market carbiméken into two or more large
segments, when the leader and or other major caiongsehold strong position in the
primary segment, and when no existing brand fudliysées the needs of customers
in at least one other segment. A challenger magbbeto capture a significant share
of the total market segment by concentrating prilpwasn one large untapped
segment. This usually involves developing prodeettdres or services tailored to
the needs and preferences of the targeted custonogsther with appropriate
promotional and pricing policies to quickly buildlsctive demand. An encirclement
strategy involves targeting several smaller untdpgreunderdeveloped segments in
the market simultaneously. The idea is to surraimedeader’s brand with a variety
of offering aimed at several peripheral segmentss Btrategy makes most sense
when the market is fragmented into many differeppligations segments or
geographical regions with somewhat unique needasbtes. When well- established
competitors already cover all major segments of ttegket and the challenger’s
resources are relatively limited, flanking, en@rolent or all-out frontal attacks may
be impossible. In such cases, the challenger magheed to making surprise raids
against its more established competitors calledrijiaeattacks®. The newly entered
operators concentrated mainly in urban and senarudreas. Although their mobile
coverage was limited only in cities and towns, tlstnategically positioned their
mobile telecom services as the second option foamuKeralites. They positively
differentiated their services in other elementsnafketing mix especially in pricing
and promotion. Tata Docomo became the most suctemsiong the new entrants
with these strategies. The Aircel initiated gu&rdttack with attractive 2G internet

economic packages for the segment of students @urth.y

The late entrants attack the leading telecom serpioviders with loss
leader pricing strategy and explored the urban gtarkn the loss leader pricing an

initial low price is charged in the hope of gettingpre business at subsequently

¥ Orville C. Walker Jr. and John W. Mullins. (2008)arketing Strategy: A Decision - Focussed
Approach, (7 ed.). McGraw-Hill International Irwin, New Yorkpp 225-226.
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better prices. The risk associated with the inloal price is that, it may become the
price for all times to come. They targeted the arpauth with attractive voice and
data plans. The availability of affordable dual Sibbile phones in the market also
became great support for their strategy. The lowing became prevailed among
these operators because they are also lacking diree lienefit issue of mobile
telecom service, the sufficient mobile network gage. In practice the customers
began to primarily utilize these mobile connectiomshe available coverage areas.
These telecom service providers also focused theneset of non-moving urban

customers.

In the year 2009 itself, when Tata DoCoMo firstraaiuced pay per second
billing, it was an innovative pricing strategy ihet extremely competitive Indian
telecom market. Immediately all other operatorsabee the followers of this
strategy and also started offering pay per secdadspin 2012 TRAI (Telecom
Regulatory Authority of India) intervened and omtrthat there has to be at least
one tariff plan each for both post-paid and pretmibscribers with pay per second
pulse across all service providers so as to endiglesubscribers to compare the

tariffs offered by different service providers.

The strategic attacks of new entrants’ further faé® the competition in the
market. The market leaders resorted to positioerssf strategies. The most basic
defensive strategy is to continually strengthertrangly held current position- to
build an impregnable fortress capable of repelltigcks by current and or future
competitors. This strategy is nearly always the paa leader’'s share-maintenance
efforts. By shoring up an already strong positidime firm can improve the
satisfaction of current customers while increashwattractiveness of its offering to
new customers with needs and characteristics situiléhose of earlier adopté?s
The Idea is the most successful mobile telecomaeprovider in Kerala with their
position defense strategy. The Idea consistentiyntaas their market leadership in
mobile telecom services for the last six years. $hevice providers BSNL and
Vodafone are also successful to an extent in posdefense, and occupy the second

and third positions respectively in the market.

20 QOrville C .Walker Jr. and John W .Mullins. (2008)arketing Strategy: A Decision - Focussed
Approach, (7 ed.). McGraw-Hill International Irwin, New Yorkpp 215-216.
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The prominent private sector telecom service prenad established
distinctive channel management systems to delhar products and services. The
Airtel distribution strategy was proclaimed agsatch box strategy where ever
match boxes are available, Airtel mobile telecomdpicts such as SIM (Subscriber
Identity Module) cards and recharge coupons are wmgariably available. This
strategy was also adopted by almost all prominenaie players. The private
telecom service providers ensure maximum reack atailability of their products
at almost all the multi brand retail outlets of Kex Thus the private sector
providers mainly adopted this intensive distribntistrateg$’, which involves the

use of all possible outlets to distribute theirdarots and services.

At the same time every private service provideemtits to enhance the
extraction - the percentage share of sales of fr@ducts at each retailer outlet
through push strategy. A push strategy uses theufacturer's sales force, trade
promotion money, or other means to induce the nméeliaries to carry, promote,
and sell the product to end usérsThis leads to launch of very attractive trade
schemes for the retailer network. The push of toelycts of a particular service
provider certainly depends on the attractivenesdrade schemes and backend
support extended to the retailer network. Thiststya makes prominent private

service providers’ products available at every nao# corner of Kerala.

In the earlier stages the public sector provideNB&dopted the exclusive
distribution strategy to distribute their producésmd services. The exclusive
distribution strategy means selling a company'sipots/brands in a market through
the outlets that deals exclusively in company'sdpaits and do not sell any
competing brands. These are company’s authorisedrsbms or outlets and the
company has direct control over price, promotiord anventory etc. of the
product®. In this strategy BSNL primarily utilised its oveuistomer service centres,

telephones exchanges, and exclusive franchiseakdatistribution of products and

2L Nag A. (2008). Strategic Marketing,"{2ed.). Macmillan Publishers India Ltd., New Delhi,
pp. 143-144.

2 philip Kotler, Kevin Lane Keller, Abraham Koshya Mithileshwar Jha. (2009). Marketing
Management-A South Asian Perspective(#8.). Pearson Education, New Delhi, p. 402.

2 Nag A. (2008). Strategic Marketing,"{2ed.). Macmillan Publishers India Ltd., New Delhi,
pp. 143-144.
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services till the year 2008. The government legawy bureaucratic nature of BSNL
customer care centres were incapable of competitiy aistribution network of
major private sector service providers. Even thoB§MNL appointed franchisees for
channel management, the same were not effectivenas private players'.
Eventually BSNL realised the situation and triedbtald the retail networks for

intensive distribution. This attempt is being cangd.

The landline telecom industry in Kerala has beeclitiag since the year
2007. As the part of profitable survivor stratethe landline service providers are
trying value addition of landline services by exteny broadband internet facility to
the landline customers. The service providers clemsthe landline broadband
services as an essential factor for the sustenaintzndline industry. The landline
tariff normally consists of two components - thate¢ and the usage. The private
landline service provider the Reliance has provithedtariff options without rental
component and offered it to the customers with esagarges only, to get a
competitive advantage. Even though BSNL introdugedpaid tariff plans in
landline services it was not clicked. The discaumting was the subsequent pricing
strategy adopted by BSNL in landline segment. Tihepduced landline tariff plans
with discounted annual rental basis. This helpetB& ensure a committed period
of at least one year from plan opted landline ausis. The private sector landline
telecom service providers Reliance, Tata and Aatkelpted the market development
strategy by exploring the opportunities in corperaegments. They focused on
urban business customers such as upcoming tekblereoms, residential flats and

other business establishments.

The prominent landline service provider BSNL expemted product
bundling of landline services with their mobileeebm services. In this product
bundling strategy, BSNL issued mobile connectioree fof cost to all of their
landline customers with mobile numbers matched withlandline numbers. They
promote the program labelled ‘#ome SIM’campaign. The customers are offered
with unlimited free calls between their landlinedamobile connections. This
became a boost up for the landlines connectionshatiged them to enhance the

mobile customer base. The mobile telecom serviawigers also practiced the
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bundled offer of mobile connection and handsebrhiter to attract the lower-lower
segment, the MTS offered handset with mobile conmie@s low ag 600/-

The events and experiences put forth to the custroan be used for
enhancing the brand value and boosting the salespiiblic sector service provider
BSNL repeatedly conducts the events called BSMlas.Special event pricing is
the strategy adopted by BSNL in these events. énsfiecial event pricing strategy
sellers will establish special prices in certaicasions to draw in more custonférs
These events help tangibilizing the service offggsirand provide the physical

evidence for the customers.

The physical representation in services has a gwothotional appeal to
customers. The physical evidence strategy of thwicge providers Idea and
Vodafone were proved through two well-liked Malaal television programmes,
‘Theldea Star Singerand‘The Vodafone Comedy Stars’

The mobile telecom service provider Idea has bgensoring thddea Star
Singer programme in the television channel Asianet siB066. It is a popular
Malayalam music reality-television competitionpadcast regularly from Monday
to Friday. The program aims to discover the youngmising music talents in
Kerala and the winner is determined by the vievesid panel of judges based on the
contestant’s skill in singing. This television pragime has enhanced the brand

image of Idea among the domestic viewers.

The Vodafone Comedy Stamwas a popular Malayalam comedy reality-
television competition, broadcast regularly by thkeannel Asianet and was
sponsored by Vodafone. The Vodafone got betterrhgrihis programme in their

brand building among the viewers.

Jean-Jacques Lambin et al. (2007) cited multifaptotfolio grid suggested
by Abell and Hammond (1979) to describe variousiad® of strategies based on
market attractiveness and brand strength of &firBivestment is a strategy aimed

2 Philip Kotler, Kevin Lane Keller, Abraham Koshyd Mithileshwar Jha. (2009). Marketing
Management-A South Asian Perspective(#8.). Pearson Education, New Delhi, p.14.

% Jean-Jacques Lambin, Ruben Chumpitaz and Isaldleuiling. (2007). Market-Driven

Management: Strategic and Operational Marketindf ¢2.). Palgrave Macmillan, New York,
pp. 231-232.
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at leaving markets or segments of low attractivermssegments where the firm
does not have the capacity to acquire or sustaongpetitive advantage. The private
sector service providers Videocon and Uninor halready implemented the

divestment strategy and withdrew from the telecamvises market of Kerala and

the service provider Aircel is at the verge of timtegy implementation.

The primary focus of marketing strategies of tetec®ervice providers is to
seek competitive advantage and synergy through l&kinegrated program of
services marketing mix elements (the 7 Ps of prpdpce, place, promotion,
people, physical evidence and process) tailoreitidaneeds and wants of potential
customers in that target market. The differentratis the powerful theme in
developing marketing strategies. As Michel Portemfs out, “A company can
outperform its rivals only if it can establish dfelience that it can preserve. It must
deliver greater value to customers or create coatgp@wvalue at lower cost or both”.
The differentiation protects the firm from the figempetitive forces - rivalry among
existing firms, threat of new entrants, bargainpmwver of suppliers, bargaining
power of buyers and threat of substitute produgi®posed by Michel Porter. Most
of the time differentiation is why people buy. Téferences may be physical or
perceptual. The differentiation can take many formoduct, customer support
services, quality of service, brand image, pricipgnmotions, retailer networks and
so on. The telecom service providers tested manketiag strategies based on

marketing mix elements and tried to differentidite services from the competitors.

From the foregoing discussions, it is clear that thifferent strategies
adopted by both BSNL and private sector servicevigess have different
dimensions of impact in their marketing process.the following chapter the
analysis and interpretations of marketing strategié BSNL and private sector

telecommunication service providers in Kerala assented.
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CHAPTER -l

ANALYSIS OF MARKETING STRATEGIES OF BSNL AND PRIVAT E
SECTOR TELECOM SERVICE PROVIDERS IN KERALA

3.1 Introduction

This chapter deals with the analysis of primaryadatllected to study the
marketing strategies of public sector telecommuroaservice provider BSNL in
comparison with private sector telecommunicatiowvise providers in Kerala. The

Statistical Package for Social Sciences (SPSS ¥&8)used for the data analysis.

The primary data collection for the study was carteld for a six months
period from July 2012 to December 2012. During fhexiod, there were ten mobile
telecom service providers in Kerala specificallged, BSNL, Vodafone, Airtel,
Reliance, Tata, Tata Docomo, MTS, Aircel and Uniramong the various mobile
telecom service providers in Kerala, BSNL (Bharabh&ar Nigam Limited) is the
one and only telecom operator in public sector utide ownership of Government
of India. The other telecom service providers inrdf@ are private sector
organisations. The mobile subscriber base in Kemalaan March 2013 is 306.89
lakhs. More than 70% of mobile telecom market slrat€erala is vested with three
telecom operators namely Idea (25.81 %), BSNL (Z&)land Vodafone (20.21%).
Even though Airtel is in fourth place in Kerala lwia market share of 11.41%, they
are the top among telecom mobile service providerkdia in terms of market
sharé. Hence BSNL along with these three major telecamvise providers are
primarily considered for the data analysis pertagnio the comparative study of
marketing strategies. However the services marmgetinpects of other mobile
telecom service providers and their marketing stiigs relevant to the context are
also included in the study. In the data analysisnafketing of 3G mobile telecom
services, the service provider Tata Docomo is misluded in the study, taking into
account its’ a vital role in 3G segment. Analysfsservices marketing aspects of
landline and landline broadband internet servicestese part of the study.

! Press releases on subscriber data, March 201fcofe Regulatory Authority of India.

www.trai.gov.in
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3.2

The data analysis pertaining to the study is prteskin eight sections.

. The descriptive statistics of the study sample.

. Analysis of product differentiation strategies oSBL and private sector

mobile telecom service providers in Kerala.

. Analysis of pricing strategies of BSNL and privaector mobile telecom

service providers in Kerala.

. Analysis of promotion strategies of BSNL and presaector mobile telecom

service providers in Kerala.

. The effect of service related factors on custonatisfaction and customer

loyalty of customers of mobile telecommunicationvezes.

. Third generation (3G) mobile telecommunication gss. Analysis of

marketing strategies of BSNL and private sector iteotelecom service

providers in Kerala.

. Analysis of demographic profile of respondents gmeference for a

particular mobile telecom service provider.

. Analysis of services marketing aspects of landane landline broadband

internet services.
The descriptive statistics of the study sample

The mobile telephone customers of Kerala are thpailation considered for

the study. Stratified multistage random samplinghteque, coming under the

category of probability sampling designs is maued for selecting the samples for

the primary data collection. In the first stages #imtire population is divided in to

three strata, namely urban, semi-urban and rurdak Municipal corporations are

identified as urban stratum, the municipalities @entified as semi-urban stratum

and the panchayat are identified as rural strafline sample size of the present

study is 1080 comprising of 360 random samples demim each stratum. The

distribution of sample respondents by locality ghate of residence is given in the
table 3.2.1.
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Table 3.2.1

Distribution of sample respondentsby locality and place of residence

SI.No. Locality Place of residence Frequency | Percent

Urban Thiruvananthapuram Corporatior| 120 11.1

2 Urban Kochi Corporation 120 111
3 Urban Kozhikode Corporation 120 11.1
4 Semi-Urban Neyyattinkara Municipality 40 3.7
5 Semi-Urban Punalur Municipality 40 3.7
6 Semi-Urban Pala Municipality 40 3.7
7 Semi-Urban Chalakudi Municipality 40 3.7
8 Semi-Urban Vadakara Municipality 40 3.7
9 Semi-Urban Malappuram Municipality 40 3.7
10 Semi-Urban Kalpetta Municipality 40 3.7
11 Semi-Urban Kannur Municipality 40 3.7
12 Semi-Urban Kasaragod Municipality 40 3.7
13 Rural Chenkal Panchayat 20 1.9
14 Rural Chirayinkeezhu Panchayat 20 1.9
15 Rural Ambalapuzha South Panchayat 20 1.9
16 Rural Thrikkunnapuzha Panchayat 20 1.9
17 Rural Vazhakkulam Panchayat 20 1.9
18 Rural Choornikkara Panchayat 20 1.9
19 Rural Mattathur Panchayat 20 1.9
20 Rural Mundoor Panchayat 20 1.9
21 Rural Kongad Panchayat 20 1.9
22 Rural Wandoor Panchayat 20 1.9
23 Rural Kodur Panchayat 20 1.9
24 Rural Kadalundi Panchayat 20 1.9
25 Rural Kakkodi Panchayat 20 1.9
26 Rural Ambalavayal Panchayat 20 1.9
27 Rural Thirunelly Panchayat 20 1.9
28 Rural Panoor Panchayat 20 1.9
29 Rural Peralassery Panchayat 20 1.9
30 Rural Udma Panchayat 20 1.9

Total 1080 100.0

Source: Primary Survey.
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A sample of 120 customers each from Thiruvananttaapu Kochi and
Kozhikode municipal corporations represents theamrbtratum. A sample of 40
customers each from the nine municipalities of Kerapresents the semi- urban
stratum. The rural stratum is represented by 2@oers each from eighteen grama
- panchayats of Kerala. The municipal corporatioh3hiruvananthapuram, Kochi
and Kozhikode were selected for sample collectioa their high nature of urban
characteristics. The nine municipalities and eightggrama - panchayats were

selected through simple random sampling method.

In addition to the locality and place of residenttes demographic variables
of sample respondents collected for the study gee gtoup, gender, educational
gualifications, employment status and annual farmigome. The distribution of
sample respondents by age group is given in thie &R.2. It shows that nearly

47% of the respondents belonging to the age grpup 80 years.

Table 3.2.2
Distribution of sample respondentsby age group
Age group (in years) Frequency | Percent

<20 93 8.6
20-30 416 38.5
30 -40 278 25.7
40 - 50 207 19.2
50 - 60 63 5.8

> 60 23 2.1
Total 1080 100.0

Source: Primary Survey.

The distribution of sample respondents by gendgien in the table 3.2.3.

It shows that male respondents are 63% and feragpmndents are 37%.

Table 3.2.3
Distribution of sample respondentsby gender
Gender Frequency Percent
Male 680 63.0
Female 400 37.0
Total 1080 100.0

Source: Primary Survey.
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The distribution of sample respondents by educatignalification is given
in the table 3.2.4. It can be seen that 60% of $amgspondents belonging to high
educational profile, possessing the qualificaterel of graduation and above.

Table 3.2.4
Distribution of sample respondentsy educational qualification

Educational qualification Frequency|Percent

Below 10th standard 120 11.1

10th Standard pass - Below Graduat 316 29.3

Graduation and Above 313 29.0

Professional / Technical Degree 331 30.6

Total 1080 100.0

Source: Primary Survey.

The distribution of sample respondents by employsttus is given in the
table 3.2.5. The employment status is categorizedeight segments namely
Government Service, Private Sector, Business, 8smfeal, Self Employed,
Student, Retired and House Wife.

Table 3.2.5
Distribution of sample respondentsy employment status
Employment status Frequency Percent
Government Service 122 11.3
Private Sector 184 17.0
Business 132 12.2
Professional 106 9.8
Self Employed 188 17.4
Student 229 21.2
Retired 33 3.1
House Wife 86 8.0
Total 1080 100.0

Source: Primary Survey.
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The distribution of sample respondents by annuallfaincome is given in
the table 3.2.6. It can be seen that 44% of samgdpondents belonging to low

income group, their annual family income is lesmthwo lakhs.

Table 3.2.6
Distribution of sample respondentsy annual family income
Annual family income Frequency Percent
(in lakhs of Rupees)
<2 480 44.4
2-5 436 40.4
5-10 123 114
>10 41 3.8
Total 1080 100.0

Source: Primary Survey.

The mobile customer base in Kerala as on March 20B86.89 lakhs. The
mobile telecom service providers in Kerala andrthespective market shares as on
March 2013 are: Idea (25.81%), BSNL (25.17%), Vodaf (20.21%), Airtel
(11.41%), Reliance (9.58%), Tata (5.92%), MTS (%56and Aircel (0.34%)
Here Tata represents the Tata group including Datomo. The market leader is
Idea and the immediate followers are BSNL and Vodeaf In the beginning of the
year 2013 Uninor withdrew from the telecom markieKerala. The distribution of
most preferred mobile service providers of the dam@spondents is given in the
table 3.2.7. It can be seen that the percentageseptation of mobile service
providers in the primary survey has high correlatath their actual market shares.

This ensures the high reliability of the study sé&mp

2 Press releases on subscriber data, March 201fcofe Regulatory Authority of India.
www.trai.gov.in
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Table 3.2.7

Distribution of most preferred mobile service provders of
sample respondents

Mobile Service Provider| Frequency | Percent| Cumulative percent
Idea 264 24.4 24.4
BSNL 255 23.6 48.1
Vodafone 229 21.2 69.3
Airtel 122 11.3 80.6
Reliance 79 7.3 87.9
Tata 12 11 89
Aircel 17 1.6 90.6
MTS 22 2 92.6
Uninor 15 14 94
Tata Docomo 65 6 100
Total 1080 100

Source: Primary Survey.

3.3  Analysis of product differentiation strategies of EENL and private sector

mobile telecom service providers in Kerala
Hypothesis 1

There is significant difference between the prodiifferentiation strategies

of BSNL and private sector mobile telecom serviaevlers in Kerala.
Variables considered for the analysis of product dierentiation strategies

The variables considered for the analysis of prodifterentiation strategies
of mobile telecom service providers in Kerala dbasic core service benefits,
supplementary core service benefits, customer stgeovices related to product
availability, customer support services relatedt@uer care, the quality of service

and the brand value.

The basic core service benefits are measured byteéhes voice clarity,
geographical network coverage, and easiness toagetected to the network. The
supplementary core benefits are measured by ths iteaming facility and easiness

in the activation of internet services. The custorsepport services related to
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product availability comprises of easiness to gat mobile connection, availability
of recharge facility at convenient locations, retaisupport for the prepaid
customers, convenience of payment of post-paid,laihd special care for the post-
paid customers. The customer support servicessrelaistomer care are measured
by easiness to activate additional services, essittedeactivate additional services
- if required, easiness to access customer camiriel easiness to get the right
customer care person on the phone and ability e qroblems at customer care
touch points. The service quality of mobile phoreviees is measured by the 22-
item SERVQUAL scale. The brand value of mobile gar\providers is measured

based on the concepts of Young and Rubicam’s Blasét Valuator (BAV).

All items of the variables are measured by Likecal8 with five anchor
points, specifically Strongly Agree, Agree, UncartaDisagree and Strongly

Disagree.

All the variables considered for the analysis obduct differentiation
strategies of mobile telecom service providerssmgarately tested with following
hypotheses.

3.3.1 Basic core service benefits of mobile telecom seces

The variable considered for the analysis is basie service benefits of
mobile telecom services. The items used to medbereariable basic core service
benefits are: ‘The mobile connection provides decglvoice clarity’, ‘The mobile
connection provides excellent geographical netwoaarkerage’, and ‘It is very easy

to get connected to the network’.
Hypothesis 1.1

The delivery of basic core service benefits spedliy voice clarity,
geographical network coverage, and easiness tocgetbected to the network
significantly differ between BSNL and private sectmobile telecom service

providers in Kerala.
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Normality of sample distribution

The Kolmogorov-Smirnov test and Shapiro-Wilk test ased to verify the
normality of distribution of variables ‘Excellentoie clarity’, ‘Excellent
geographical network coverage’, and ‘Very easy ¢b gpnnected to the network
(Easy to make or receive calls)’ pertaining to thebile service providers Idea,
BSNL, Vodafone and Airtel. The test results showet sample distributions of the

variables are significantly non-normal.
Homogeneity of variance of sample distribution

The Levene’s test is used to verify the homogeneftyariances of the
variables ‘Excellent voice clarity’, ‘Excellent gg@phical network coverage’, and
‘Very easy to get connected to the network (Easymiake or receive calls)’
pertaining to the mobile service providers IdeaNBSVodafone and Airtel. The
test results showed that the variances of the gréwawe heterogeneous variances.
Therefore the Kruskal-Wallis test is used to tés Hypothesis 1.1. The Mann-

Whitney U test is used for the non-parametric st procedures.
Testing of hypothesis: Kruskal-Wallis test

The summary of ranked data corresponding to thiables ‘Excellent voice
clarity’, ‘Excellent geographical network coveragahd ‘Very easy to get connected to
the network’ of the mobile service providers IdBSNL, Vodafone and Airtel has been

computed with Kruskal-Wallis test. The test resaftsgiven in the table 3.3.1.

Table 3.3.1

Mean ranking of core benefits delivered by mobileervice providers based on
Kruskal-Wallis test

_ Mean rank
Mobile
Service N Excellent voice Excellent Very easy to get
Provider clarit geographical connected to the
y network coverage network.
Idea 264 417.67 482.37 398.83
BSNL 255 429.43 461.91 460.37
Vodafone 229 433.38 399.62 414.35
Airtel 122 490.75 346.22 502.58
Total 870
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The table 3.3.2 shows the test statistic for theskKal-Wallis test based on
core benefits delivered by the mobile service piexs, the associated degrees of

freedom and the significance. As the number of head®rvice providers considered

for analysis is four, the degrees of freedom welltbree.

Table 3.3.2

Kruskal-Wallis test statistics based on core bend§ delivered by
mobile service providers

Excellent voice |Excellent geogra hicavery easy to geconnected
Details . geograp the network (easy to make @
clarity network coverage .
receive calls)
Chi-Squarg 10.961 40.325 23.063
Df 3 3 3
Asymp. 012 000 000
Sig.
Grouping Variable: Mobile Service Provider

The table 3.3.3 shows the descriptive statisticshef variables ‘Excellent

voice clarity’, ‘Excellent geographical network @age’ and ‘Very easy to get

connected to the network’ pertaining to the molsggvice providers Idea, BSNL,

Vodafone and Airtel.

Table 3.3.3
Descriptive statistics of core benefits deliveredyomobile service providers
Mobile Excelle_nt voice | Excellent geographical (\:/;:x:;?é E[z ?ﬁé
Service | N clarity* network coverage* network*
Provider
Mean | Std. Dev. Mean Std. Dev.| Mean  Std. Dev
Idea 264 4.13 .593 4.12 .716 3.64 .838
BSNL 255 4.15 .669 4.00 .937 3.84 914
Vodafonel 229 | 4.20 499 3.84 .750 3.69 .855
Airtel 122 4.30 .691 3.56 1.013 4.01 .886
Total 870 4.18 .610 3.93 .858 3.76 .880

* Measured on a 5-point Likert Scale, Strongly Qisse =1, Disagree=2, Uncertain=3, Agree = 4,
Strongly Agree=5; Mean Value of the Scale = 3.
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The summary of Kruskal-Wallis test statistics shawitable 3.3.2 indicates
that the significance value is 0.012 for the vdadBgxcellent voice clarity’, 0.00 for
the variable ‘Excellent geographical network cogeraand 0.00 for the variable
‘Very easy to get connected to the network’. Theatues are less than 0.05.
Therefore, it can be concluded that the deliverybasic core service benefits
specifically voice clarity, geographical networkveocage, and easiness to get
connected to the network significantly differ beemeBSNL and private sector
telecom service providers in Kerala. The value eimranking based on Kruskal-
Wallis test given in table 3.3.1 indicates that mhebile service provider Airtel has
significantly higher levels of values in respecttbé variables ‘Excellent voice
clarity’ and ‘Very easy to get connected to thenwek’ than that of the other mobile
service providers. In respect of the value of thgable ‘Very easy to get connected
to the network’, the Airtel is followed by the sex® provider BSNL. The mobile
service provider Idea has significantly higher lsvm the value of the variable
‘Excellent geographical network coverage’, than akieer mobile service providers.
In respect of the geographical network coveragddba is followed by BSNL. The
descriptive statistics of the variables given ie thble 3.3.3 also agrees to these

findings.

Basic core service benefits of mobile telecom seres: post hoc procedures for
the Kruskal-Wallis test

The Kruskal-Wallis test results shows that thewi of basic core service
benefits specifically voice clarity, geographicatwork coverage, and easiness to
get connected to the network significantly diffetweeen BSNL and private sector
telecom service providers in Kerala. But it doestibw where the difference lie.
Hence Mann-Whitney U test has done for post hoceauores for the Kruskal-
Wallis test. As the study is focused on the comipagatudy of marketing strategies
of private sector telecom service providers and BSiNconcise set of comparison
would be, to compare each private sector mobilgicmprovider against BSNL.

The post hoc procedures for the comparative stugty a
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(1) Post hoc test 1: The Idea compared to the BSNL
(2) Post hoc test 2: The Vodafone compared to the BSNL
(3) Post hoc test 3: The Airtel compared to the BSNL

As three Mann-Whitney U tests are suggested foiptist hoc analysis, in
order to reduce the Type | error, Bonferroni caice is applied and the critical

value of significance is computed as 0.0167.

1. The ldea Compared to the BSNL: Mann-Whitney U test
The summary of ranked data corresponding to thiablas ‘Excellent voice

clarity’, ‘Excellent geographical network coveragahd ‘Very easy to get connected
to the network’ of the mobile service providersddend BSNL has been computed
with Mann-WhitneyU test. The test results are given in the table43.3

Table 3.3.4

Mean ranking of core benefits delivered by Idea andBSNL based on
Mann-Whitney U test

_ Mean rank
Mobile
Service N Excellent voice Excellent Very easy to get
Provider clarit geographical connected to the
y network coverage network.
Idea 264 256.67 264.94 241.96
BSNL 255 263.45 254.89 278.68
Total 519

The table 3.3.5 shows the test statistic for thendaNhitney test on the
focused comparison of the variables ‘Excellent eoiclarity’, ‘Excellent
geographical network coverage’, and ‘Very easy ¢b @pnnected to the network’

pertaining to the mobile service providers Idea B&INL.

® Andy Field. (2009). Discovering Statistics UsiB§SS, (3 ed.). Sage Publications India Pvt.
Ltd., New Delhi, p. 565.
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Table 3.3.5

Mann - Whitney U test statistics based on core befies delivered by
Idea and BSNL

Excellent voice Excellent Very easy to get connecte
Details . geographical to the network (easy to
clarity )
network coverage make or receive calls)
Mann-Whitney Ul  32781.000 32357.000 28897.500
Wilcoxon W 67761.000 64997.000 63877.500
Z -.630 -.849 -3.143
Asymp. Sig.
(2-tailed) 529 .396 .002
Grouping Variable: Mobile Service Provider

The summary of Mann — Whitney test statistics shawntable 3.3.5
indicates that the observed significance valueghef variables ‘Excellent voice
clarity’, and ‘Excellent geographical network comge’ are greater than 0.0167,
these variables do not significantly differ betwele@ mobile service providers Idea
and BSNL. But the observed significance valueshef\tariable ‘Very easy to get
connected to the network’ is less than 0.0167|gmiBcantly differs between the
mobile service providers Idea and BSNL. The valfienean ranking based on
Mann-Whitney U test given in table 3.3.4 indicatiest the mobile service provider
BSNL has significantly higher levels in the valuetloe variable ‘Very easy to get
connected to the network’ than Idea. So it candreluded that BSNL is positively
differentiated the core benefit characteristicsriveasy to get connected to the

network’ from the mobile service provider Idea.
2. The Vodafone compared to the BSNL: Mann-Whitney U ést

The summary of ranked data corresponding to thialas ‘Excellent voice
clarity’, ‘Excellent geographical network coveragahd ‘Very easy to get connected
to the network’ of the mobile service providers démhe and BSNL has been

computed with Mann-Whitney test. The test results are given in the tal8e53.
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Table 3.3.6

Mean ranking of core benefits delivered by Vodafoneand BSNL based on
Mann-Whitney U test

_ Mean rank
Mobile
Service N Excellent voice Excellent Very easy to get
Provider clarit geographical network | connected to the
y coverage network.
Vodafone| 229 243.75 224.31 229.00
BSNL 255 241.38 258.84 254.62
Total 484

The table 3.3.7 shows the test statistic for thenddaNhitney test on the
focused comparison of the variables ‘Excellent goiclarity’, ‘Excellent
geographical network coverage’, and ‘Very easy ¢b @pnnected to the network’

pertaining to the mobile service providers Vodafand BSNL.

Table 3.3.7

Mann- Whitney U test statistics based on core beni&f delivered by
Vodafone and BSNL

Excellent Excellent Very easy to get
Details ) .. |geographical network  connected to the
voice clarity
coverage network.
Mann-Whitney U 28912.000 25031.500 26106.500
Wilcoxon W 61552.000 51366.500 52441.500
z -.227 -3.048 -2.256
Asymp. Sig. (2-tailed .820 .002 .024
Grouping Variable: Mobile Service Provider

The summary of Mann — Whitney test statistics shawntable 3.3.7
indicates that the observed significance valueghef variables ‘Excellent voice
clarity’, and ‘Very easy to get connected to théwwek’ are greater than 0.0167,
these variables do not significantly differ betwettie mobile service providers
Vodafone and BSNL. But the observed significandaesof the variable ‘Excellent

geographical network coverage’ is less than 0.0it6significantly differs between
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the mobile service providers Vodafone and BSNL. Valeie of mean ranking based
on Mann-Whitney U test given in table 3.3.6 indgsatthat the mobile service
provider BSNL has significantly higher levels irethalue of the variable ‘Excellent
geographical network coverage’ than Vodafone. Smait be concluded that BSNL
is positively differentiated the core benefit claeaistics ‘Excellent geographical

network coverage’ from the mobile service providedafone.
3. The Airtel compared to the BSNL: Mann-Whitney U teg

The summary of ranked data corresponding to thiaas ‘Excellent voice
clarity’, ‘Excellent geographical network coveragahd ‘Very easy to get connected
to the network’ of the mobile service providerstairand BSNL has been computed

with Mann-Whitney U test. The test results are given in the tat8e83.

Table 3.3.8

Mean ranking of core benefits delivered by Airteland BSNL based on
Mann-Whitney U test

_ Mean rank
Mobile "
Service N Excellent voice Excellent Very easy to get
d : geographical connected to the
Provider clarity
network coverage network.
BSNL 255 180.60 204.18 183.07
Airtel 122 206.56 157.26 201.40
Total 377

The table 3.3.9 shows the test statistic for thendaNhitney test on the
focused comparison of the variables ‘Excellent eoiclarity’, ‘Excellent

geographical network coverage’, and ‘Very easy db @nnected to the network

pertaining to the mobile service providers Airtetla@BSNL.
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Table 3.3.9

Mann- Whitney U test statistics based on core beni&f delivered by
Airtel and BSNL

. Excellent
. Excellent voice , Very easy to get
Details . geographical
clarity connected to the network
network coverage

Mann-Whitney U 13412.500 11683.000 14042.500

Wilcoxon W 46052.500 19186.000 46682.500

Z -2.540 -4.207 -1.680
Asymp. Sig.
(2-tailed) .011 .000 .093
Grouping Variable: Mobile Service Provider

The summary of Mann — Whitney test statistics shawntable 3.3.9
indicates that the observed significance valueshefvariable ‘Very easy to get
connected to the network’ are greater than 0.0it6does not significantly differ
between the mobile service providers Airtel and BSNBut the observed
significance values of the variables ‘Excellent graphical network coverage’ and
‘Excellent voice clarity’ are less than 0.0167, dbevariables significantly differ
between the mobile service providers Airtel and BSTNhe value of mean ranking
based on Mann-Whitney U test given in table 3.Bddates that the mobile service
provider BSNL has significantly higher levels irethalue of the variable ‘Excellent
geographical network coverage’ than Airtel. Soahde concluded that BSNL is
positively differentiated the core benefit charastes ‘Excellent geographical
network coverage’ from the mobile service providertel. The value of mean
ranking based on Mann-Whitney U test also indicatest the mobile service
provider Airtel has significantly higher levels tine value of the variable ‘Excellent
voice clarity’ than BSNL. So it can be concludedatthAirtel is positively
differentiated the core benefit characteristics c&ent voice clarity’ from the

mobile service provider BSNL.
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3.3.2 Supplementary core benefits of mobile telecom senas

The variable considered for the analysis is suppteary core benefits of
mobile telecom services. The items used to medbkareariable supplementary core
benefits are: “The roaming facility is excellenthch It is very easy to activate

internet services'.
Hypothesis 1.2

The delivery of supplementary core benefits spedlify roaming facility and
easiness to activate internet services signifigadhffer between BSNL and Private

sector mobile telecom service providers in Kerala
Normality of sample distribution

The Kolmogorov-Smirnov test and Shapiro-Wilk test ased to verify the
normality of distribution of variables ‘Excelleraming facility’ and ‘Very easy to
activate internet services’ pertaining to the melservice providers Idea, BSNL,
Vodafone and Airtel. The test results showed thanh@e distributions of the

variables are significantly non-normal.
Homogeneity of variance of sample distribution

The Levene’s test is used to verify the homogeneftyariances of the
variables ‘Excellent roaming facility’ and ‘Very gato activate internet services’
pertaining to the mobile service providers IdeaNBSVodafone and Airtel. The
test results showed that the variances of the gréwapwe heterogeneous variances.
Therefore the Kruskal-Wallis test is used to tés Hypothesis 1.2. The Mann-

Whitney U test is used for the non-parametric host procedures
Testing of hypothesis: Kruskal-Wallis test

The summary of ranked data corresponding to theahlas ‘Excellent
roaming facility’ and ‘Very easy to activate intetrservices’ of the mobile service
providers Idea, BSNL, Vodafone and Airtel has besmputed with Kruskal-

Wallis test. The test results are given in thea&bB.10.
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Table 3.3.10

Mean ranking of supplementary core benefits deliveed by mobile service

providers based on Kruskal-Wallis test

_ _ Mean rank
Mobile Service : -
Provider N Excellent roaming Very easy to activate
facility internet services
ldea 264 396.94 432.59
BSNL 255 514.22 412.45
Vodafone 229 392.08 406.86
Airtel 122 435.91 543.73
Total 870

The table 3.3.11 shows the test statistic for thaskal-Wallis test based on

supplementary core benefits delivered by the molsiégvice providers, the
associated degrees of freedom and the signific&sthe number of mobile service

providers considered for analysis is four, the degrof freedom will be three.

Table 3.3.11

Kruskal-Wallis test statistics based on supplements core benefits
delivered by mobile service providers

Very easy to activate internet services

Details Excellent roaming facility
Chi-Square 44.231 32.808
df 3 3
Asymp. Sig. .000 .000
Grouping Variable: Mobile Service Provider

The table 3.3.12 shows the descriptive statistfcth® variables ‘Excellent

roaming facility’ and ‘Very easy to activate intetnservices’ pertaining to the

mobile service providers Idea, BSNL, Vodafone armdef




Table 3.3.12

Descriptive statistics of supplementary core bene§ delivered by
mobile service providers

_ _ Excellent roaming Very easy to activate
Mobile Service | facility * internet services *
Provider
Mean Std. Dev. Mean Std. Dev.
Idea 264 3.39 .815 3.50 719
BSNL 255 3.83 .800 3.43 .805
Vodafone 229 3.40 .659 3.41 .654
Airtel 122 3.52 .845 3.89 .902
Total 870 3.54 799 3.51 772

* Measured on a 5-point Likert Scale, Strongly Qise =1, Disagree=2, Uncertain=3,
Agree=4, Strongly Agree=5; Mean Value of the Scak

The summary of Kruskal-Wallis test statistics showiable 3.3.11 indicates
that the significance value is 0.000 for the vdaabExcellent roaming facility’, and
‘Very easy to activate internet services’. Theskies are less than 0.05. Therefore,
it can be concluded that the delivery of supplemmgntore benefits specifically
roaming facility and easiness to activate intersetvices significantly differ

between BSNL and private sector telecom serviceigess in Kerala.

The value of mean ranking based on Kruskal-Wadks given in table 3.3.10
indicates that the mobile service provider BSNL bamificantly higher levels in
the value of the variable ‘Excellent roaming fagilithan the other mobile service
providers. The descriptive statistics of the vadsalExcellent roaming facility’
given in the table 3.3.12 also indicate comparétitégh value of mean for BSNL
than the other mobile service providers.

The value of mean ranking based on Kruskal-Wadig &lso indicates that
the mobile service provider Airtel has significanligher levels in the value of the
variable ‘Very easy to activate internet servicdsan the other mobile service
providers. The descriptive statistics of the vdaalvery easy to activate internet
services’ given in the table 3.3.12 also agredhisofinding.
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Supplementary core benefits of mobile telecom seas: post hoc procedures
for the Kruskal-Wallis test

The Kruskal-Wallis test results shows that the @l of supplementary
core benefits specifically roaming facility and ie@ss to activate internet services
significantly differ between BSNL and private sectelecom service providers in
Kerala. But it doesn’t show where the differenee lHence Mann-Whitney U test
has done for post hoc procedures for the Kruskdli$\tast. As the study is focused
on the comparative study of marketing strategiepriMate sector telecom service
providers and BSNL, a concise set of comparisonlavba, to compare each private
sector mobile service provider against BSNL. Thetpwooc procedures for the

comparative study are:

(1) Post hoc test 1: The Idea compared to the BSNL
(2) Post hoc test 2: The Vodafone compared to the BSNL
(3) Post hoc test 3: The Airtel compared to the BSNL

As three Mann-Whitney U tests are suggested inpths¢ hoc analysis, in
order to reduce the Type | error, Bonferroni caiicet is applied and the critical

value of significance is computed as 0.0167.
1. The ldea compared to the BSNL: Mann-Whitney U test

The summary of ranked data corresponding to theallas ‘Excellent
roaming facility’ and ‘Very easy to activate intetrservices’ of the mobile service
providers Idea and BSNL has been computed with M&hitneyU test. The test

results are given in the table 3.3.13.

*  Andy Field. (2009). Discovering Statistics UsiB§SS, (3 ed.). Sage Publications India Pvt.

Ltd., New Delhi, p. 565.
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Table 3.3.13

Mean ranking of supplementary core benefits delivexd by
Idea and BSNL based on Mann-Whitney U test

_ ) Mean rank
Mobile Service : - :
Provider N Excellent roaming | Very easy to activate internet
facility services
Idea 264 226.08 266.09
BSNL 255 295.11 253.70
Total 519

The table 3.3.14 shows the test statistic for treniM Whitney test on the
focused comparison of the variables ‘Excellent no@nfacility’ and ‘Very easy to

activate internet services’ pertaining to the meiérvice providers Idea and BSNL.

Table 3.3.14

Mann - Whitney U test statistics based on
supplementary core benefits delivered by Idea and &8\L

Details Excellent roaming facility very easy égr?/?éigste interne
Mann-Whitney U 24706.000 32053.000
Wilcoxon W 59686.000 64693.000
Z -5.604 -1.028
Asymp. Sig. (2-tailed .000 .304
Grouping Variable: Mobile Service Provider

The summary of Mann — Whitney test statistics shawntable 3.3.14
indicates that the observed significance valuagheivariable ‘Very easy to activate
internet services’ is greater than 0.0167, thisalde does not significantly differ
between the mobile service providers Idea and B®Nit.the observed significance
values of the variable ‘Excellent roaming facilitg’less than 0.0167, it significantly
differs between the mobile service providers Idad BSNL. The value of mean
ranking based on Mann-Whitney U test given in té&b®13 also indicates that the
mobile service provider BSNL has significantly héghevels in the value of the

variable ‘Excellent roaming facility’ than Idea. 8acan be concluded that BSNL is
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positively differentiated the supplementary corendd@# characteristics ‘Excellent

roaming facility’ from the mobile service providietea.
2. The Vodafone compared to the BSNL: Mann-Whitney U ést

The summary of ranked data corresponding to theahlas ‘Excellent
roaming facility’ and ‘Very easy to activate intetrservices’ of the mobile service
providers Vodafone and BSNL has been computed Mahn-WhitneyU test. The
test results are given in the table 3.3.15.

Table 3.3.15

Mean ranking of supplementary core benefits delivexd by
Vodafone and BSNL based on Mann-Whitney U test

Mobile Mean rank
Service N Excellent roaming | Very easy to activate
Provider facility internet services
Vodafone 229 206.07 241.40
BSNL 255 275.22 243.49
Total 484

The table 3.3.16 shows the test statistic for trenM Whitney test on the
focused comparison of the variables ‘Excellent no@nfacility’ and ‘Very easy to
activate internet services’ pertaining to the mmlsiérvice providers Vodafone and
BSNL.

Table 3.3.16

Mann- Whitney U test statistics based on
supplementary core benefits delivered by Vodafonenal BSNL

. Excellent roaming | Very easy to activate
Details o i )
facility internet services

Mann-Whitney U 20855.000 28945.500

Wilcoxon W 47190.000 55280.500
V4 -5.865 -181
Asymp. Sig. (2-tailed) .000 .856

Grouping Variable: Mobile Service Provider
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The summary of Mann — Whitney test statistics shawntable 3.3.16
indicates that the observed significance valugb®ivariable ‘Very easy to activate
internet services’ is greater than 0.0167, thisalde does not significantly differ
between the mobile service providers Vodafone ai8NIB But the observed
significance values of the variable ‘Excellent raagnfacility’ is less than 0.0167, it
significantly differs between the mobile serviceyiders Vodafone and BSNL. The
value of mean ranking based on Mann-Whitney Uda&n in table 3.3.15 indicates
that the mobile service provider BSNL has signiittyahigher levels in the value of
the variable ‘Excellent roaming facility’ than Vddae. So it can be concluded that
BSNL is positively differentiated the supplementargre benefit characteristics

‘Excellent roaming facility’ from the mobile sera@rovider Vodafone.
3. The Airtel compared to the BSNL: Mann-Whitney U teg

The summary of ranked data corresponding to theablas ‘Excellent
roaming facility’ and ‘Very easy to activate intetrservices’ of the mobile service
providers Airtel and BSNL has been computed witmi&VhitneyU test. The test
results are given in the table 3.3.17.

Table 3.3.17

Mean ranking of supplementary core benefits delivexd by
Airtel and BSNL based on Mann-Whitney U test

_ ) Mean rank
Mobile Service : :
Provider N Excellent roaming | Very easy to activate
facility internet services
BSNL 255 199.89 171.27
Airtel 122 166.24 226.07
Total 377

The table 3.3.18 shows the test statistic for trenM Whitney test on the
focused comparison of the variables ‘Excellent no@nfacility’ and ‘Very easy to
activate internet services’pertaining to the molslkervice providers Airtel and
BSNL.
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Table 3.3.18

Mann- Whitney U test statistics based on
supplementary core benefits delivered by Airtel andBSNL

Details

Excellent roaming

Very easy to activate

facility internet services
Mann-Whitney U 12778.500 11033.000
Wilcoxon W 20281.500 43673.000
z -2.994 -4.872
Asymp. Sig. (2-tailed) .003 .000

Grouping Variable: Mobile Service Provider

The summary of Mann — Whitney test statistics shawntable 3.3.18
indicates that the observed significance valuethefvariables ‘Excellent roaming
facility’ and ‘Very easy to activate internet sex®$’ are less than 0.0167, these
variables significantly differ between the mobiénsce providers Airtel and BSNL.
The value of mean ranking based on Mann-Whitneg&t given in table 3.3.17
indicates that the mobile service provider BSNL bamificantly higher levels in
the value of the variable ‘Excellent roaming fdagilithan Airtel. So it can be
concluded that BSNL is positively differentiatedethsupplementary benefit

characteristics ‘Excellent roaming facility’ frorhe mobile service provider Airtel.

The value of mean ranking also indicates that tlobila service provider
Airtel has significantly higher levels in the valwé the variable ‘Very easy to
activate internet services’ than BSNL. So it carcbecluded that Airtel is positively
differentiated the supplementary benefit charasties ‘Very easy to activate

internet services’ from the mobile service proviB&NL.

3.3.3 Customer support related to product availability of prepaid mobile

telecom services

The variable considered for the analysis is thdotosr support related to
product availability of prepaidobile telecom services. The items used to measure
the variable are: ‘It is very easy to get a new ieobonnection’, ‘The mobile
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service recharge facility / recharge cards arelavia at convenient locations’, and

‘The retailers of the service provider extend hallgistomer support’.
Hypothesis 1.3

The customer support services specifically easirtesget new mobile
connection, availability of recharge facility at ns@nient locations and retailer
support for the prepaid customers significantlyfedifoetween BSNL and private

sector mobile telecom service providers in Kerala.
Normality of sample distribution

The Kolmogorov-Smirnov test and Shapiro-Wilk test ased to verify the
normality of distribution of variables ‘Very easy gjet new mobile connection’,
‘Prepaid recharge available at convenient locatioasd ‘Retailer support’
pertaining to the mobile service providers IdeaNBSVodafone and Airtel. The
test results showed that sample distributions efuairiables are significantly non-

normal.
Homogeneity of variance of sample distribution

The Levene’s test is used to verify the homogeneityariances of the
variables ‘Very easy to get new mobile connectidRiepaid recharge available at
convenient locations’ and ‘Retailer support’ periag to the mobile service
providers ldea, BSNL, Vodafone and Airtel. The tessults showed that the
variances of the groups have heterogeneous vasamberefore the Kruskal-Wallis
test is used to test the Hypothesis 1.3. The Mamhitr®y U test is used for the non-

parametric post hoc procedures.
Testing of hypothesis: Kruskal-Wallis test

The summary of ranked data corresponding to thablas ‘Very easy to get
new mobile connection’, ‘Prepaid recharge availatieconvenient locations’ and
‘Retailer support’ of the mobile service providédea, BSNL, Vodafone and Airtel
has been computed with Kruskal-Wallis test. The tesults are given in the
table 3.3.19.
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Table 3.3.19

Mean ranking of customer support (product availabiity) of prepaid mobile
telecom services based on Kruskal-Wallis test

_ Mean rank
Mobile :
Service N Very easy to get new| Prepaid recharge Retailer
Provider . , available at
mobile connection . : support
convenient locations
Idea 264 449.14 406.41 474.78
BSNL 255 215.41 334.33 195.28
Vodafone 229 454.92 405.63 463.02
Airtel 122 470.86 398.79 44411
Total 870

The table 3.3.20 shows the test statistic for theskal-Wallis test based on
customer support related to the product availgbditprepaid services extended by
the mobile telecom service providers, the assatidegrees of freedom and the
significance. As the number of mobile service ptdevs considered for analysis is

four, the degrees of freedom will be three.

Table 3.3.20

Kruskal-Wallis test statistics based on customer qport (product availability)
of prepaid mobile telecom services

Very easy to get Prepaid recharge | Retailers extend customer

Details new mobile available at convenien| support for prepaid
connection locations customers
Chi-Square 230.985 21.128 273.238
df 3 3 3
Asymp. Sig. .000 .000 .000

Grouping Variable: Mobile Service Provider

The table 3.3.21 shows the descriptive statistidh@ variables ‘Very easy
to get new mobile connection’, ‘Prepaid rechargailable at convenient locations’

and ‘Retailer support’ pertaining to the mobile véeg providers Idea, BSNL,

Vodafone and Airtel.
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Table 3.3.21

Descriptive statistics of customer support (productvailability)
of prepaid mobile telecom services

Very easy to get Prepaid recharge
Mobile new mobile available at Retailer support*
Service N connection and * | convenient locations*
Provider
Mean | Std. Dev. Mean Std. Dev| Mean Std. Dev.
Idea 264 452 574 4.57 .496 4.35 .656
BSNL 255 3.53 .904 4.26 .820 3.01 .908
Vodafone 229 4.53 .617 4.56 537 4.29 741
Airtel 122 4.59 .566 4.50 .678 4.24 642
Total 870 4.24 .836 4.46 .657 3.92 .963

* Measured on a 5-point Likert Scale, Strongly @ige =1, Disagree=2, Uncertain=3,
Agree=4, Strongly Agree=5; Mean Value of the Scak

The summary of Kruskal-Wallis test statistics shawiable 3.3.20 indicates
that the significance value is 0.000 for the vdgalbVery easy to get new mobile
connection’, ‘Prepaid recharge available at coremnilocations’ and ‘Retailer
support’. These values are less than 0.05. Therefocan be concluded that the
customer support services specifically easinesgeb new mobile connection,
availability of recharge facility at convenient &imns and retailer support for the
prepaid customers significantly differ between BShhd private sector telecom

service providers in Kerala.

The value of mean ranking based on Kruskal-Wadks given in table 3.3.19
indicates that the private sector telecom serviowigers have significantly higher
levels in the value of the variables ‘Very easyge&t new mobile connection’,
‘Prepaid recharge available at convenient locatjoasd ‘Retailer support’ than
BSNL. The descriptive statistics of the variablegeg in the table 3.3.21 also agrees

to these findings.

Customer support related to product availability of prepaid mobile telecom

services: post hoc procedures for the Kruskal-Wals test

The Kruskal-Wallis test results shows that the @ustr support services

specifically easiness to get new mobile connectawajlability of recharge facility
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at convenient locations and retailer support far pinepaid customers significantly
differ between BSNL and private sector telecom iserproviders in Kerala. But it

doesn’t show where the difference lie. Hence Marmtid¢y U test has done for
post hoc procedures for the Kruskal-Wallis test. tAs study is focused on the
comparative study of marketing strategies of pevaector telecom service
providers and BSNL, a concise set of comparisonlavba, to compare each private
sector mobile service provider against BSNL. Thetpooc procedures for the
comparative study are:

(1) Post hoc test 1: The Idea compared to the BSNL
(2) Post hoc test 2: The Vodafone compared to the BSNL
(3) Post hoc test 3: The Airtel compared to the BSNL

As three Mann-Whitney U tests are suggested foiptiet hoc analysis, in
order to reduce the Type | error, Bonferroni caiceC is applied and the critical

value of significance is computed as 0.0167.
1. The ldea compared to the BSNL: Mann-Whitney U test

The summary of ranked data corresponding to thablas ‘Very easy to get
new mobile connection’, ‘Prepaid recharge availatieconvenient locations’ and
‘Retailer support’ of the mobile service provideldea and BSNL has been

computed with Mann-Whitney test. The test results are given in the table23.3

Table 3.3.22

Mean ranking of customer support (product availabiity) of prepaid mobile
telecom services of Idea and BSNL based on Mann-Whey U test

Mean rank
Mobile : :
Service | N | Veryeasytoget| Prepaidrecharge Retailers extend
Provider new mobile available at customer support for
connection convenient locations| prepaid customers
Idea 264 300.86 251.82 313.36
BSNL | 255 159.45 208.27 147.00
Total 519

® Andy Field. (2009). Discovering Statistics UsiB§SS, (3 ed.). Sage Publications India Pvt.

Ltd., New Delhi, p. 565.
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The table 3.3.23 shows the test statistic for trenM Whitney test on the
focused comparison of the variables ‘Very easy @b igew mobile connection’,
‘Prepaid recharge available at convenient locatioasd ‘Retailer support’
pertaining to the mobile service providers Idea B&INL.

Table 3.3.23

Mann - Whitney U test statistics based on customeupport (product
availability) of prepaid mobile telecom services ofdea and BSNL

Very easv to get new Prepaid recharge
Details y easy to get available at convenien| Retailer support
mobile connection .
locations

Mann-Whitney U 10107.500 21337.500 7246.000

Wilcoxon W 36672.500 47902.500 33811.000

z -12.559 -3.977 -14.145
Asymp. Sig.
(2-tailed) .000 .000 .000

Grouping Variable: Mobile Service Provider

The summary of Mann — Whitney test statistics shawntable 3.3.23
indicates that the observed significance valugb®ariables ‘Very easy to get new
mobile connection’, ‘Prepaid recharge available canvenient locations’ and
‘Retailer support’ are less than 0.0167. Theretbese variables significantly differ
between the mobile service providers Idea and BSMNie value of mean ranking
based on Mann-Whitney U test given in table 3.312@icates that the mobile
service provider Idea has significantly higher lewa values of the variables ‘Very
easy to get new mobile connection’, ‘Prepaid regbaavailable at convenient
locations’ and ‘Retailer support’ than BSNL. Sacén be concluded that Idea has
positively differentiated the customer support gy specifically easiness to get
new mobile connection, availability of rechargeiliaicat convenient locations and

retailer support for the prepaid customers fromntiodbile service provider BSNL.
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2. The Vodafone compared to the BSNL: Mann-Whitney U ést

The summary of ranked data corresponding to thablas ‘Very easy to get
new mobile connection’, ‘Prepaid recharge availadtleconvenient locations’ and
‘Retailer support’ of the mobile service providarsdafone and BSNL has been
computed with Mann-Whitney test. The test results are given in the tal8e23.

Table 3.3.24

Mean ranking of customer support (product availabiity) of prepaid mobile
telecom services of Vodafone and BSNL based on MaiWihitney U test

) Mean rank
Mobile
Service N | Very easy to get new Prepaid recharge availablel Retailer
Provider mobile connection | at convenient locations | support
Vodafone 229 287.01 236.89 294.46
BSNL 255 153.32 196.90 146.6Y
Total 484

The table 3.3.25 shows the test statistic for trenM Whitney test on the
focused comparison of the variables ‘Very easy @b igew mobile connection’,
‘Prepaid recharge available at convenient locatioasd ‘Retailer support’

pertaining to the mobile service providers Vodafand BSNL.

Table 3.3.25

Mann - Whitney U test statistics based on customesupport (product
availability) of prepaid mobile telecom services o¥/odafone and BSNL

Very easy to get Prepaid recharge
Details new mobile available at convenient| Retailer support
connection locations
Mann-Whitney U 8697.500 18722.500 7169.000
Wilcoxon W 35262.500 45287.500 33734.000
z -12.163 -3.744 -12.890
Asymp. Sig. (2-tailed .000 .000 .000
Grouping Variable: Mobile Service Provider
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The summary of Mann — Whitney U test statisticsvamon table 3.3.25
indicates that the observed significance valugb®ariables ‘Very easy to get new
mobile connection’, ‘Prepaid recharge available canvenient locations’ and
‘Retailer support’ are less than 0.0167. Thereftirese variables significantly differ
between the mobile service providers Vodafone a&iNIB The value of mean
ranking based on Mann-Whitney U test given in taBl8.24 indicates that the
mobile service provider Vodafone has significarttlgher levels of values for all
these variables than that of BSNL. So it can becleoled that Vodafone has
positively differentiated the customer support gy specifically easiness to get
new mobile connection, availability of rechargeiliacat convenient locations and

retailer support for the prepaid customers fromntiodile service provider BSNL.
3. The Airtel compared to the BSNL: Mann-Whitney U teg

The summary of ranked data corresponding to thablas ‘Very easy to get
new mobile connection’, ‘Prepaid recharge availatieconvenient locations’ and
‘Retailer support’ of the mobile service providefsrtel and BSNL has been
computed with Mann-Whitney test. The test results are given in the table?8.3

Table 3.3.26

Mean ranking of customer support (product availabiity) of prepaid mobile
telecom services of Airteand BSNL based on Mann-Whitney U test

_ Mean rank
Mobile :
Service N Very easy to get | Prepaid recharge .
. . Retailer
Provider new mobile available at
: : , support
connection convenient locations
BSNL 255 133.65 160.16 132.61
Airtel 122 245.00 188.00 247.23
Total 377

The table 3.3.27 shows the test statistic for trenM Whitney test on the
focused comparison of the variables ‘Very easy @b gew mobile connection’,
‘Prepaid recharge available at convenient locatioasd ‘Retailer support’
pertaining to the mobile service providers Airtetla@BSNL.
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Table 3.3.27

Mann - Whitney U test statistics based on customeupport (product
availability) of prepaid mobile telecom services oAirtel and BSNL

. Very easy to get new| Prepaid recharge available atf Retailer
Details . . : ;
mobile connection convenient locations support
Mann-Whitney 4173.500 10271.500 3934.500
Wilcoxon W 30738.500 36836.500 30499.500
z -10.744 -2.725 -10.556
Asymp. Sig.
(2-tailed) .000 .006 .000
Grouping Variable: Mobile Service Provider

The summary of Mann — Whitney test statistics shawnable 3.3.27
indicates that the observed significance valugb®ariables ‘Very easy to get new
mobile connection’, ‘Prepaid recharge available canvenient locations’ and
‘Retailer support’ are less than 0.0167. Theretbese variables significantly differ
between the mobile service providers Airtel and BSTWhe value of mean ranking
based on Mann-Whitney test given in table 3.3.2bcates that the mobile service
provider Airtel has significantly higher levels wélues of the variables ‘Very easy
to get new mobile connection’, ‘Prepaid rechargailable at convenient locations’
and ‘Retailer support’ than BSNL. So it can be doded that Airtel has positively
differentiated the customer support services sipadly easiness to get new mobile
connection, availability of recharge facility at ns@nient locations and retailer

support for the prepaid customers from the molateise provider BSNL.

3.3.4 Customer support related to product availability of post-paid mobile

telecom services

The variable considered for the analysis is thdotosr support related to
product availability of post-paithobile telecom services. The items used to measure
the variable are: ‘It is very easy to get a new meobonnection’, ‘The payment of
bills can be done conveniently’ and ‘The post-paigtomers are getting special

care from the service provider'.
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Hypothesis 1.4

The customer support services specifically easirtesgiet new mobile
connection, convenience of payment of post-paig bihd special care for the post-
paid customers significantly differ between BSNId amivate sector mobile telecom

service providers in Kerala.
Normality of sample distribution

The Kolmogorov-Smirnov test and Shapiro-Wilk test ased to verify the
normality of distribution of variables ‘Very easyg get new mobile connection’,
‘Post-paid bill payment is convenient’ and ‘Speaiake for post-paid customers’
pertaining to the mobile service providers IdeaNBSVodafone and Airtel. The
test results showed that sample distributions efutiriables are significantly non-

normal.
Homogeneity of variance of sample distribution

The Levene’s test is used to verify the homogeneftyariances of the
variables ‘Very easy to get new mobile connectidRost-paid bill payment is
convenient’ and ‘Special care for post-paid cust@npertaining to the mobile
service providers Idea, BSNL, Vodafone and Airfdie test results showed that the
variances of the groups have heterogeneous vasamberefore the Kruskal-Wallis
test is used to test the Hypothesis 1.4. The MamitWy U test is used for the non-
parametric post hoc procedures.

Testing of hypothesis: Kruskal-Wallis test

The summary of ranked data corresponding to thablas ‘Very easy to get
new mobile connection’, ‘Post-paid bill payment@venient’ and ‘Special care for
post-paid customers’ of the mobile service prosdetea, BSNL, Vodafone and
Airtel has been computed with Kruskal-Wallis teBhe test results are given in the
table 3.3.28.
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Table 3.3.28

Mean ranking of customer support (product availabilty) of post-paid mobile
telecom services based on Kruskal-Wallis test

_ Mean rank
Mobile —— :
Service N Very easy to Post-paid bill Special care for
Provider get new mobile payment is post-paid
connection convenient customers
Idea 35 56.80 49.00 60.31
BSNL 25 29.04 47.60 18.66
Vodafone 29 61.72 66.86 70.55
Airtel 15 63.73 41.07 55.77
Total 104

The table 3.3.29 shows the test statistic for theskal-Wallis test based on
customer support (product availability) of postepaervices extended by the mobile
telecom service providers, the associated degreégerlom and the significance.

As the number of mobile service providers considei@ analysis is four, the

degrees of freedom will be three.

Table 3.3.29

Kruskal-Wallis test statistics based on customer qport (product availability)
of post-paid mobile telecom services

: Very easy to get nev| Post-paid bill payment | Special care for post-
Details : : . : .
mobile connection is convenient paid customers
Chi-Square 26.218 12.619 49.391
df 3 3 3
Asymp. Sig. .000 .006 .000
Grouping Variable: Mobile Service Provider

The table 3.3.30 shows the descriptive statistidh@ variables ‘Very easy

to get new mobile connection’, ‘Post-paid bill pagmh is convenient’ and ‘Special

care for post-paid customers’ pertaining to the iheadervice providers Idea, BSNL,

Vodafone and Airtel.
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Table 3.3.30

Descriptive statistics of customer support (productvailability)
of post-paid mobile telecom services

_ Very easv to get new Post-paid bill Special care for
Mobile mo)t/)ile c)(;nngction* payment is post-paid
Service | N convenient * customers*

Provider
Mean Std. Dev. Mean Std. Dev Mean Std. Dey,.
Idea 35 4.49 .507 4.26 .950 4.09 .818
BSNL 25 3.80 577 4.28 .843 2.64 .569
Vodafone| 29 4.59 501 4.79 412 4.38 .820
Airtel 15 4.60 .632 4.27 .458 4.00 .378
Total 104| 4.37 624 4.41 T71 3.81 976

* Measured on a 5-point Likert Scale, Strongly @ige =1, Disagree=2, Uncertain=3,
Agree=4, Strongly Agree=5; Mean Value of the Scak

The summary of Kruskal-Wallis test statistics showiable 3.3.29 indicates
that the significance value is 0.000 for the vdealbiVery easy to get new mobile
connection’ and ‘Special care for post-paid cust@néhe significance value is
0.006 for the variable ‘Post-paid bill payment aeenient’. These values are less
than 0.05. Therefore, it can be concluded that ¢dhstomer support services
specifically easiness to get new mobile connecttonyenience of payment of post-
paid bills and special care for the post-paid austs significantly differ between

BSNL and private sector telecom service provideiserala.

The value of mean ranking based on Kruskal-Wadks given in table 3.3.28
indicates that the private sector telecom serviowigers have significantly higher
levels in the values of the variables ‘Very easyé&b new mobile connection’ and
‘Special care for post-paid customers’ than BSNhe T™escriptive statistics of the
variables given in the table 3.3.30 also agredbdee findings. The value of mean
ranking also indicates that Vodafone has signitiganigher levels in the value of
the variable ‘Post-paid bill payment is conveniethtan the other mobile telecom
service providers. The descriptive statistics of thariable also agrees to this

finding.
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Customer support related to product availability of post-paid mobile telecom

services: post hoc procedures for the Kruskal-Wal§ test

The Kruskal-Wallis test results shows that the @ustr support services
specifically easiness to get new mobile connecttonyenience of payment of post-
paid bills and special care for the post-paid austs significantly differ between
BSNL and private sector telecom service providar&erala. But it doesn’t show
where the difference lie. Hence Mann-Whitney U thas done for post hoc
procedures for the Kruskal-Wallis test. As the gtiglfocused on the comparative
study of marketing strategies of private secta@dei service providers and BSNL,
a concise set of comparison would be, to compark pavate sector mobile service

provider against BSNL. The post hoc procedureshfercomparative study are:
(1) Post hoc test 1: The Idea compared to the BSNL
(2) Post hoc test 2: The Vodafone compared to the BSNL
(3) Post hoc test 3: The Airtel compared to the BSNL

As three Mann-Whitney U tests are suggested foiptist hoc analysis, in
order to reduce the Type | error, Bonferroni caiice€ is applied and the critical

value of significance is computed as 0.0167.
1. The ldea compared to the BSNL: Mann-Whitney U test

The summary of ranked data corresponding to thablas ‘Very easy to get
new mobile connection’, ‘Post-paid bill payment@venient’ and ‘Special care for
post-paid customers’ of the mobile service prowsdatea and BSNL has been

computed with Mann-Whitnely test. The test results are given in the table33.3

® Andy Field. (2009). Discovering Statistics UsiB§SS, (3 ed.). Sage Publications India Pvt.
Ltd., New Delhi, p. 565.
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Table 3.3.31

Mean ranking of customer support (product availabilty) of post-paid mobile
telecom services of Idea and BSNL based on Mann-Whey U test

Mean rank
Mobile T _
Service N Very easy to get Post-paid bill Special care for
Provider new mobile payment is post-paid
connection convenient customers
Idea 35 37.36 30.79 40.69
BSNL 25 20.90 30.10 16.24
Total 60

The table 3.3.32 shows the test statistic for trenM Whitney test on the
focused comparison of the variables ‘Very easy @b igew mobile connection’,
‘Post-paid bill payment is convenient’ and ‘Spedaiake for post-paid customers’

pertaining to the mobile service providers Idea B&INL.

Table 3.3.32

Mann - Whitney U test statistics based on customesupport (product
availability) of post-paid mobile telecom servicesf Idea and BSNL

Very easy to get new Post-paid bil Special care for
Details y easy to get payment is pec.
mobile connection : post-paid customers
convenient
Mann-Whitney U 197.500 427.500 81.000
Wilcoxon W 522.500 752.500 406.000
Z -4.188 -.166 -5.551
Asymp. Sig.
(2-tailed) .000 .868 .000
Grouping Variable: Mobile Service Provider

The summary of Mann — Whitney test statistics shawnable 3.3.32
indicates that the observed significance valudefvariables ‘Very easy to get new
mobile connection’ and ‘Special care for post-paidtomers’ are less than 0.0167.
Therefore these variables significantly differ beén the mobile service providers

Idea and BSNL. The value of mean ranking based anrv\hitney test given in
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table 3.3.31 indicates that the mobile service igiervidea has significantly higher
levels of values of the variables ‘Very easy to geww mobile connection’ and
‘Special care for post-paid customers’ than BSN&.itScan be concluded that Idea
has positively differentiated the customer supperwices specifically ‘Easiness to
get new mobile connection’ and ‘Special care far plost-paid customers’ from the
mobile service provider BSNL. As the observed digance value of the variable
‘Post-paid bill payment is convenient’ is greateart 0.0167, the variable does not

significantly differ between the mobile service yiders Idea and BSNL.
2. The Vodafone compared to the BSNL: Mann-Whitney U ést

The summary of ranked data corresponding to thablas ‘Very easy to get
new mobile connection’, ‘Post-paid bill payment@venient’ and ‘Special care for
post-paid customers’ of the mobile service prowdsdéodafone and BSNL has been

computed with Mann-Whitney test. The test results are given in the tal8e33.

Table 3.3.33

Mean ranking of customer support (product availabilty) of post-paid mobile
telecom services of Vodafone and BSNL based on MaWihitney U test

_ Mean rank
Mobile :
Provider : is convenient post-p
connection customers
Vodafone 29 35.36 32.12 38.41
BSNL 25 18.38 22.14 14.84
Total 54

The table 3.3.34 shows the test statistic for trenM Whitney test on the
focused comparison of the variables ‘Very easy @b igew mobile connection’,
‘Post-paid bill payment is convenient’ and ‘Speatake for post-paid customers’

pertaining to the mobile service providers Vodafand BSNL.
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Table 3.3.34

Mann - Whitney U test statistics based on customeupport (product
availability) of post-paid mobile telecom servicesf Vodafone and BSNL

Very easy to get Post-paid bill Special care for
Details new mobile payment is post-paid
connection convenient customers
Mann-Whitney U 134.500 228.500 46.000
Wilcoxon W 459.500 553.500 371.000
z -4.497 -2.752 -5.674
Asymp. Sig. (2-taileg .000 .006 .000
Grouping Variable: Mobile Service Provider

The summary of Mann — Whitney test statistics shawntable 3.3.34
indicates that the observed significance valugb®ariables ‘Very easy to get new
mobile connection’, ‘Post-paid bill payment is cenient’ and ‘Special care for
post-paid customers’ are less than 0.0167. Thexetoese variables significantly
differ between the mobile service providers Vodafand BSNL. The value of
mean ranking based on Mann-Whitney test given liet8.3.33 indicates that the
mobile service provider Vodafone has significartigher levels of values for these
variables than BSNL. So it can be concluded thadafone has positively
differentiated the customer support services sjpatly ‘Easiness to get new mobile
connection’, ‘Convenience of payment of post-paits’band ‘Special care for the

post-paid customers’ from the mobile service prewviBSNL.
3. The Airtel compared to the BSNL: Mann-Whitney U teg

The summary of ranked data corresponding to thablas ‘Very easy to get
new mobile connection’, ‘Post-paid bill paymentavenient’ and ‘Special care for
post-paid customers’ of the mobile service prowsdairtel and BSNL has been
computed with Mann-Whitney test. The test results are given in the tal8e33.
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Table 3.3.35

Mean ranking of customer support (product availabilty) of post-paid mobile
telecom services of Airteand BSNL based on Mann-Whitney U test

_ Mean rank
Mobile —— :
Service N Very easy to | Post-paid bill | Special care
Provider get new mobile | payment is for post-paid
connection convenient customers
BSNL 25 15.76 21.36 13.58
Airtel 15 28.40 19.07 32.03
Total 40

The table 3.3.36 shows the test statistic for trenM Whitney test on the
focused comparison of the variables ‘Very easy @b rgew mobile connection’,
‘Post-paid bill payment is convenient’ and ‘Speaiake for post-paid customers’

pertaining to the mobile service providers AirtedaBSNL.

Table 3.3.36

Mann - Whitney U test statistics based on customeupport (product
availability) of post-paid mobile telecom servicesf Airtel and BSNL

: Very easy to get newPostpaid bill payment|  Special care for
Details . . . : )
mobile connection is convenient post-paid customers
Mann-Whitney U 69.000 166.000 14.500
Wilcoxon W 394.000 286.000 339.500
z -3.730 -.690 -5.125
Asymp. Sig.
(2-tailed) .000 490 .000
Grouping Variable: Mobile Service Provider

The summary of Mann — Whitney test statistics shawntable 3.3.36
indicates that the observed significance valugb®ariables ‘Very easy to get new
mobile connection’ and ‘Special care for post-paidtomers’ are less than 0.0167.
Therefore these variables significantly differ beén the mobile service providers
Airtel and BSNL. The value of mean ranking basedviamn-Whitney test given in
table 3.3.35 indicates that the mobile service ipl@vAirtel has significantly higher
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levels of values of the variables ‘Very easy to getw mobile connection’ and
‘Special care for post-paid customers’ than BSNait®an be concluded that Airtel
has positively differentiated the customer supperwices specifically ‘Easiness to
get new mobile connection’ and ‘Special care f@ plost-paid customers’ from the
mobile service provider BSNL. As the observed digance value of the variable
‘Post-paid bill payment is convenient’ is greateart 0.0167, the variable does not

significantly differ between the mobile service yiders Airtel and BSNL.
3.3.5 Customer care services of mobile telecom servicequiders

The variable considered for the analysis is theotnsr care services of
mobile telecom service providers. The items usedn&asure the variable are:
‘Activation of additional services can be done vergsily’, ‘Deactivation of
additional services, if required, can be done \aagily’, ‘It is very easy to access
customer care helpline’, ‘It is easy to get thehtigustomer care person on the

phone’, and ‘The ability to solve problems at costo care is excellent'.
Hypothesis 1.5

The customer care services specifically easinessactovate additional
services, easiness to deactivate additional serviéerequired, easiness to access
customer care helpline, easiness to get the riggtbmer care person on the phone
and ability to solve problems at customer careicgmtly differ between BSNL

and private sector mobile telecom service providekserala.
Normality of sample distribution

The Kolmogorov-Smirnov test and Shapiro-Wilk test ased to verify the
normality of distribution of variables ‘Very easy tctivate additional services’,
‘Very easy to deactivate additional services-if uieed’, ‘Very easy to access
customer care helpline’, ‘Very easy to get the trighstomer care person on the
phone’, and ‘Ability to solve problems at custonoare’ pertaining to the mobile
service providers Idea, BSNL, Vodafone and Airfghe test results showed that

sample distributions of the variables are signifttanon-normal.
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Homogeneity of variance of sample distribution

The Levene’s test is used to verify the homogeneftyariances of the
variables ‘Very easy to activate additional sersicéVery easy to deactivate
additional services-if required’, ‘Very easy to ass customer care helpline’, ‘Very
easy to get the right customer care person on kbumg, and ‘Ability to solve
problems at customer care’ pertaining to the mokdevice providers Idea, BSNL,
Vodafone and Airtel. The test results showed thatuariances of the groups have
heterogeneous variances. Therefore the KruskaliVédist is used to test the
Hypothesis 1.5. The Mann-Whitney U test is usedtifigr non-parametric post hoc

procedures.
Testing of hypothesis: Kruskal-Wallis test

The summary of ranked data corresponding to theblas ‘Very easy to
activate additional services’, ‘Very easy to deat additional services-if
required’, ‘Very easy to access customer care imepl'Very easy to get the right
customer care person on the phone’, and ‘Abilitystdve problems at customer
care’ of the mobile service providers Idea, BSNlgddfone and Airtel has been

computed with Kruskal-Wallis test. The test resalts given in the table 3.3.37.

Table 3.3.37

Mean ranking of customer care servicesf mobile service providers based on
Kruskal-Wallis test

Mean rank
Mobile Very easy | Very easy to| Very easy to| Very easyto| Solve
Service | N to deactivate access get the right | problems
Provider activate | additional customer customer at
additional | services, if care care person | customer
services required helpline on the phone care
Idea 264 463.60 385.55 443.64 398.42 42414
BSNL 255| 350.18 451.31 367.67 450.93 429.2p
Vodafone| 229 | 494.11 460.62 474.40 417.40 443.2P
Airtel 122 | 443.02 463.38 486.65 517.48 458.5[L
Total 870
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The table 3.3.38 shows the test statistic for theskal-Wallis test based on
customer care services of the mobile service persidthe associated degrees of
freedom and the significance. As the number of head®rvice providers considered

for analysis is four, the degrees of freedom welltbree.

Table 3.3.38

Kruskal-Wallis test statistics based on customer ¢a servicesof
mobile service providers

Very easy to Very easy to

Very easy to deactivate Very easy to get the right Solve

. activate o access problems at
Details - additional customer care
additional . .. |customer care customer

) services, if X person on the

services : helpline care

required phone
Chi-Squard 57.029 17.828 33.514 24.722 2.306
df 3 3 3 3 3
Asymp. Sig .000 .000 .000 .000 511
Grouping Variable: Mobile Service Provider

The table 3.3.39 shows the descriptive statistidh@ variables ‘Very easy
to activate additional services’, ‘Very easy to ceeate additional services-if
required’, ‘Very easy to access customer care imgpl'Very easy to get the right
customer care person on the phone’, and ‘Abilitystdve problems at customer

care’ pertaining to the mobile service providesadBSNL, Vodafone and Airtel.

Table 3.3.39
Descriptive statistics of customer care servicesf mobile service providers

Very easy to very easy to Very easy to get
y easy deactivate Very easy to Y ylog Ability to solve
activate additional access customer] e ANt CUSIOMEN |- opie e o
Mobile iti . ] -
Servi N add|t.|ona|* services-if care helpline * care person*on the customer care *
ervice services required * phone
Provider
Std. Std. Std. Std. Std.
Mean Dev. Mean Dev. Mean Dev. Mean Dev. Mean Dev.

Idea 264 4.27 .663 3.20 873 3.5b .966 3.54 .849 50 3[ .915
BSNL 255 3.91 .716 3.46 .75y 3.19 1.0973.71 974 3.50 .967
Vodafongq 229 4.36 .596 3.47 .809 3.69 .967 3.91 .875 3.68 83.
Airtel 122 4.20 .667 3.46/ 1.022 3.71 | 1.032] 3.98 .876 3.58 1.09(

Total 870 4.18 .685 3.39 .85#4 3.50  1.0353.67 .907 3.53 .948

* Measured on a 5-point Likert Scale, Strongly Bise =1, Disagree=2, Uncertain=3, Agree=4,
Strongly Agree=5; Mean Value of the Scale = 3.
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The summary of Kruskal-Wallis test statistics showiable 3.3.38 indicates
that the significance value is 0.000 for the vdgabVery easy to activate additional
services’, ‘Very easy to deactivate additional sms-if required’, ‘Very easy to
access customer care helpline’, and ‘Very eas)etdlge right customer care person
on the phone’. These values are less than 0.05efne, it can be concluded that
the customer care services specifically easinesactivate additional services,
easiness to deactivate additional services - ifiired, easiness to access customer
care helpline, and easiness to get the right cumtarare person on the phone
significantly differ between BSNL and private sectelecom service providers in
Kerala. The significance value is 0.511 for thaalkale ‘Ability to solve problems at
customer care’. As it is greater than 0.05, it barconcluded that the customer care
services specifically ‘Ability to solve problems atustomer care’ doesn’t
significantly differ between BSNL and private sectelecom service providers in

Kerala.

The value of mean ranking based on Kruskal-Wadiss given in table 3.3.37
indicates that the private sector telecom serviceigers have significantly higher
levels in the values of the variables ‘Very easyadtivate additional services’, and
‘Very easy to access customer care helpline’ th&NRB The value of mean ranking
also indicates that mobile telecom service proad@ENL, Vodafone and Airtel
have significantly higher levels in the values tbe variable ‘Very easy to
deactivate additional services-if required’ thaa thobile telecom service provider
Idea. It can also be observed that the value ohmaaking is significantly higher
for the service providers Airtel and BSNL in respetthe variable ‘Very easy to
get the right customer care person on the phorai the mobile telecom service
providers Vodafone and Idea. The descriptive siegi®f the variables given in the

table 3.3.39 also agrees to these findings.

The Kruskal-Wallis test results shows that a défee exists; it doesn'’t
show where the difference lie. Hence Mann-Whitnest thas done for post hoc
procedures for the Kruskal-Wallis test. As the gtigifocused on the comparative
study of marketing strategies of private sectagdei service providers and BSNL,
a concise set of comparison would be, to compark pavate sector mobile service
provider against BSNL.
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Customer care services of mobile telecom service quiders: post hoc

procedures for the Kruskal-Wallis test.

The Kruskal-Wallis test results shows that the @uw&r care services
specifically easiness to activate additional s@wjeasiness to deactivate additional
services - if required, easiness to access custoarerhelpline, easiness to get the
right customer care person on the phone and ahdigolve problems at customer
care significantly differ between BSNL and privagsctor telecom service providers
in Kerala. But it doesn’t show where the differetiee Hence Mann-Whitney U test
has done for post hoc procedures for the Kruskali¥\tast. As the study is focused
on the comparative study of marketing strategieprifate sector telecom service
providers and BSNL, a concise set of comparisonlavba, to compare each private
sector mobile service provider against BSNL. Thetpooc procedures for the

comparative study are:
(1) Post hoc test 1: The Idea compared to the BSNL
(2) Post hoc test 2: The Vodafone compared to the BSNL
(3) Post hoc test 3: The Airtel compared to the BSNL

As three Mann-Whitney U tests are suggested foiptist hoc analysis, in
order to reduce the Type | error, Bonferroni caiicet is applied and the critical

value of significance is computed as 0.0167.
1. The ldea compared to the BSNL: Mann-Whitney U test

The summary of ranked data corresponding to theablas ‘Very easy to
activate additional services’, ‘Very easy to deat additional services-if
required’, ‘Very easy to access customer care imepl‘'Very easy to get the right
customer care person on the phone’, and ‘Abilitystdve problems at customer
care’ of the mobile service providers Idea and BShds been computed with
Mann-WhitneyU test. The test results are given in the tablet8.3

" Andy Field. (2009). Discovering Statistics UsiB§SS, (3 ed.). Sage Publications India Pvt.
Ltd., New Delhi, p. 565.
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Table 3.3.40

Mean ranking of customer care servicesf Idea and BSNL based on
Mann-Whitney U test

Mean rank
Mobile Very easy | Very easy to| Very easy| Very easy to Solve
Service | N | {0 activate| deactivate | to access| get the right roblems at
Provider additional | additional | customer | customer care pcustomer
services | services, if care person on the care
required helpline phone
Idea 264 293.05 239.73 282.88 24473 258.46
BSNL | 255 225.78 280.98 236.32 275.81 261.6p
Total 519

The table 3.3.41 shows the test statistic for trenM Whitney test on the
focused comparison of the variables ‘Very easy d¢bvate additional services’,
‘Very easy to deactivate additional services-if uieed’, ‘Very easy to access
customer care helpline’, ‘Very easy to get the trighstomer care person on the
phone’, and ‘Ability to solve problems at custonoare’ pertaining to the mobile

service providers ldea and BSNL.

Table 3.3.41

Mann - Whitney U test statistics based on customerare services of
Idea and BSNL

Very easy to Very easy to
Very easy to deactivate Very easy to get the right Solve
. activate . access problems at
Details i additional customer
additional , .. | customer customer
. services, if .| care person
services . care helpling care
required on the phoneg
Mann-Whitney U| 24934.000| 28310.000| 27621.000| 29627.500| 33252.500
Wilcoxon W 57574.000| 63290.000| 60261.000| 64607.500| 68232.500
Z -5.730 -3.368 -3.774 -2.574 -.261
Asymp. Sig.
(2-tailed) .000 .001 .000 .010 794
Grouping Variable: Mobile Service Provider
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The summary of Mann — Whitney test statistics shawnable 3.3.41
indicates that the observed significance valugab@Wariables ‘Very easy to activate
additional services’, ‘Very easy to deactivate &#ddal services-if required’, ‘Very
easy to access customer care helpline’ and ‘Vesy &aget the right customer care
person on the phone’ are less than 0.0167. There¢fmse variables significantly

differ between the mobile service providers Ided BENL.

The value of mean ranking based on Mann-Whitneygigen in table 3.3.40
indicates that the mobile service provider Idea sigsificantly higher levels of
values of the variables ‘Very easy to activate toldal services’ and ‘Very easy to
access customer care helpline’ than BSNL. The raad®kvice provider BSNL has
significantly higher levels of values of mean ranikiof the variables ‘Very easy to
deactivate additional services, if required’ anery/ easy to get the right customer
care person on the phone’ than the Idea. So itbsarroncluded that Idea has
positively differentiated the customer care servispecifically ‘Easiness to activate
additional services’ and ‘Easiness to access cuataare helpline’ from the mobile
service provider BSNL. Same time BSNL has positivkfferentiated the customer
care services specifically ‘Easiness to deactiaatditional services - if required’
and ‘Easiness to get the right customer care pessatihe phone’ from the mobile

service provider Idea.

The significance value is 0.794 for the variabléilAy to solve problems at
customer care’. As the value is greater than 0.0i6Gan be concluded that the
customer care services specifically ‘Ability to welproblems at customer care’

doesn't significantly differ between BSNL and Idea.
2. The Vodafone compared to the BSNL: Mann-Whitney U ést

The summary of ranked data corresponding to thiablas ‘Very easy to
activate additional services’, ‘Very easy to deat additional services-if
required’, ‘Very easy to access customer care imepl‘'Very easy to get the right
customer care person on the phone’, and ‘Abilitystdve problems at customer
care’ of the mobile service providers Vodafone &8NL has been computed with
Mann-WhitneyU test. The test results are given in the tablet3.3
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Table 3.3.42

Mean ranking of customer care servicesf Vodafone and BSNL based on
Mann-Whitney U test

Mean rank
Service | N | additional | deactivate éﬁ;g(r:ﬁ:rs c%iig&ee?%gte problems
Provider services | additional care person on the at customer
services, if helpline ohone care
required
Vodafone] 229 284.80 245.87 273.65 232.73 246.60
BSNL 255 204.51 239.47 214.53 251.28 238.8p
Total 484

The table 3.3.43 shows the test statistic for trenM Whitney test on the
focused comparison of the variables ‘Very easy d¢bvate additional services’,
‘Very easy to deactivate additional services-if uieed’, ‘Very easy to access
customer care helpline’, ‘Very easy to get the trighstomer care person on the
phone’, and ‘Ability to solve problems at custonoare’ pertaining to the mobile
service providers Vodafone and BSNL.

Table 3.3.43

Mann - Whitney U test statistics based on customerare servicef
Vodafone and BSNL

Very easy to Very easy to ge
Very easy to deactivate Very easy to the right Solve
. activate o access problems at
Details - additional customer care
additional . .. customer carg customer
) services, if X person on the
services : helpline care
required phone
Mann-
. 19511.000 | 28426.000 | 22064.000 26959.500 | 28259.500
Whitney U
W"WXO” 52151.000 | 61066.000 | 54704.000 | 53294.500 | 60899.500
z -7.100 -.554 -4.917 -1.581 -.670
Asymp. Sig
(2-tailed) .000 579 .000 114 .503
Grouping Variable: Mobile Service Provider
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The summary of Mann — Whitney test statistics shawntable 3.3.43
indicates that the observed significance valugb@Wariables ‘Very easy to activate
additional services’ and ‘Very easy to access custocare helpline’ are less than
0.0167. Therefore these variables significantlffedifboetween the mobile service
providers Vodafone and BSNL. The value of mean irapkbased on Mann-
Whitney test given in table 3.3.42 indicates thlé tmobile service provider
Vodafone has significantly higher levels of val@i@sthese variables than BSNL. So
it can be concluded that Vodafone has positiveffedéntiated the customer care
services specifically ‘Easiness to activate adddloservices’ and ‘Easiness to

access customer care helpline’ from the mobileisemrovider BSNL.

The significance values are 0.579 for the varidWkry easy to deactivate
additional services - if required’, 0.114 for tharrable ‘Very easy to get the right
customer care person on the phone, and 0.503 éovahiable ‘Solve problems at
customer care’. As these values are greater tifH60, it can be concluded that the
customer care services specifically ‘Easiness taciilate additional services - if
required’, ‘Easiness to get the right customer gamrson on the phone’ and ‘Ability
to solve problems at customer care’ do not sigaifity differ between BSNL and

Vodafone.
3. The Airtel compared to the BSNL: Mann-Whitney U teg

The summary of ranked data corresponding to theblas ‘Very easy to
activate additional services’, ‘Very easy to deat additional services-if
required’, ‘Very easy to access customer care imgpl'Very easy to get the right
customer care person on the phone’, and ‘Abilitystdve problems at customer
care’ of the mobile service providers Airtel andNBShas been computed with
Mann-WhitneyU test. The test results are given in the tablet3.3
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Table 3.3.44

Mean ranking of customer care servicesf Airtel and BSNL based on
Mann-Whitney U test

Mean rank

Mobile Very easy | Very easy to Very easy| Veryeasyto | o ..
Service to activate | deactivate | to access| get the right roblems at
Provider additional | additional | customer | customer care pcustomer

services | services, if care person on the care
required helpline phone

BSNL | 255 175.89 186.86 172.82 179.84 184.84

Airtel 122 216.41 193.48 222.81 208.16 197.79p

Total | 377

The table 3.3.45 shows the test statistic for trenM Whitney test on the
focused comparison of the variables ‘Very easy d¢bvate additional services’,
‘Very easy to deactivate additional services-if uieed’, ‘Very easy to access
customer care helpline’, ‘Very easy to get the trighstomer care person on the
phone’, and ‘Ability to solve problems at custonmare’ pertaining to mobile
service providers Airtel and BSNL.

Table 3.3.45

Mann - Whitney U test statistics based on customerare servicef
Airtel and BSNL

Very easy to Very easy to
Very easy to deactivate Very easy to get the right Solve
. activate . access problems at
Details I additional customer
additional , .. | customer customer
. services, if .| care person
services . care helpling care
required on the phoneg
Mann-Whitney 4 12211.000| 15008.500| 11430.000| 13218.000| 14493.500
Wilcoxon W 44851.000| 47648.500| 44070.000| 45858.000| 47133.500
Z -3.836 -.599 -4.403 -2.543 -1.166
Asymp. Sig.
(2-tailed) .000 .549 .000 .011 243
Grouping Variable: Mobile Service Provider
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The summary of Mann — Whitney test statistics shawntable 3.3.45
indicates that the observed significance valugb@Wariables ‘Very easy to activate
additional services’, ‘Very easy to access custocaee helpline’ and ‘Very easy to
get the right customer care person on the phoree’less than 0.0167. Therefore
these variables significantly differ between thebiteoservice providers Airtel and
BSNL. The value of mean ranking based on Mann-Véyitlest given in table
3.3.44 indicates that the mobile service providarel has significantly higher
levels of values for these variables than BSNL.itSmn be concluded that Airtel
has positively differentiated the customer carevises specifically ‘Easiness to
activate additional services’, ‘Easiness to accesstomer care helpline’ and
‘Easiness to get the right customer care persorthenphone’ from the mobile
service provider BSNL.

The significance values are 0.549 for the varia\dkry easy to deactivate
additional services, if required’, and 0.243 foe tliariable ‘Solve problems at
customer care’. As these values are greater tfed60, it can be concluded that the
customer care services specifically ‘Easiness taciilate additional services - if
required’, and ‘Ability to solve problems at custemcare’ do not significantly
differ between BSNL and Airtel.

3.3.6 Quality of service of mobile telecom service proviers

The variable considered for the analysis is thdityuaf serviceof mobile
telecom service providers. It is measured by theit&d@ SERVQUAL scale
developed by Parasuraman A. et al. (189The items in SERVQUAL scale is
grouped into the five distinct dimensions: TangfpjlReliability, Responsiveness,
Assurance and Empathy. In the guidelines for usdgthis scale, it is suggested
that, since the SERVQUAL is the basic skeleton dgag service quality, it
should be used in its entirety as much as posdiieminor modifications in the
wording of items to adapt them to a specific sgttare appropriate. The items
modified to the specific settings of mobile telecearvices, grouped under the five

dimensions are given below.

8 Pparasuraman A, Valarie A. Zeithaml, and Leonard Berry. (1991). Refinement and

Reassessment of The SERVQUAL Scale. Journal ofilRgtaVolume 67, Number 4. Elsevier
Science Publishing Company Inc., pp. 420-450.
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Tangibility
1. My service provider has modern Facilities for tistomers.

2. The physical facilities provided by the service \pder are visually

appealing.

3. The employees of my service provider have a neat professional

appearance.

4. Pamphlets, brochures, materials associated withsémeices are visually

appealing.
Reliability
5. My service provider fulfills its promises.
6. When you have problems, the service provider ispathetic and reassuring.
7. My service provider is dependable.
8. My service provider provides the services at theetit promises to do so.
9. My service provider keeps its records accurately.
Responsiveness

10.Employees of the service provider will intimate thestomers exactly when

services will be performed.

11.Employees will provide prompt services to the coscs.

12.Employees are always willing to help the customers.

13.Employees are always ready to respond to the cesgdmequests.
Assurance

14.Customers can trust employees of the service peovid

15. Customers feel comfortable interacting with empésye

16.The employees are polite to the customers.

17.Employees have knowledge to answer customers’ @gleri
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Empathy
18. My service provider gives individual attention teetcustomers.
19. The employees give personal attention to the custem
20.The employees of service provider do understandelees of the customers.
21.Having the customers’ best interest at heart.
22.My service provider has operating hours convertietithe customers.

All items are measured by Likert Scale with fivechor points, specifically
Strongly Agree, Agree, Uncertain, Disagree andrigfioDisagree. Equal weightage
is given for all items to compute the mean valueespective dimensions of service

quality.
Hypothesis 1.6

The dimensions of quality of service, specificatBngibility, reliability,
responsiveness, assurance and empathy significdiffsr between BSNL and

private sector mobile telecom service provider&anala.
Normality of sample distribution

The Kolmogorov-Smirnov test and Shapiro-Wilk test ased to verify the
normality of distribution of variables ‘Tangibility‘Reliability’, ‘Responsiveness’,
‘Assurance’ and ‘Empathy’ pertaining to the molskrvice providers Idea, BSNL,
Vodafone and Airtel. The test results showed trah@e distributions of the

variables are significantly non-normal.
Homogeneity of variance of sample distribution

The Levene’s test is used to verify the homogeneftyariances of the
variables ‘Tangibility’, ‘Reliability’, ‘Responsiveess’, ‘Assurance’ and ‘Empathy’
pertaining to the mobile service providers IdeaNBSVodafone and Airtel. The
test results showed that the variances of the gréwawe heterogeneous variances.
Therefore the Kruskal-Wallis test is used to tés Hypothesis 1.6. The Mann-

Whitney U test is used for the non-parametric post procedures.
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Testing of hypothesis: Kruskal-Wallis test

The summary of ranked data corresponding to theabias ‘Tangibility’,
‘Reliability’, ‘Responsiveness’, ‘Assurance’ andnipathy’ of the mobile service
providers Idea, BSNL, Vodafone and Airtel has beemputed with Kruskal-

Wallis test. The test results are given in thea&hB.46.

Table 3.3.46

Mean ranking of quality of serviceof mobile service providers based on
Kruskal-Wallis test

Mean rank
Mobile : ) :
Service | N | Quality of | Quality of Quality of Quality of Quality
Provider service - - service - service - service - of
Tangibility | Reliability R . service -
esponsiveness Assurance
Empathy
Idea 264| 439.36 405.53 440.29 428.25 411.65
BSNL | 255| 354.31 454.02 361.14 420.54 409.96
Vodafone| 229| 508.25 451.01 489.97 474.81 474.71
Airtel 122 | 460.30 432.52 478.32 408.68 467.93
Total 870

The table 3.3.47 shows the test statistic for theskal-Wallis test based on
guality of service of the mobile service providdtse associated degrees of freedom
and the significance. As the number of mobile servproviders considered for

analysis is four, the degrees of freedom will re¢h

Table 3.3.47

Kruskal-Wallis test statistics based on quality okerviceof
mobile service providers

Quality of Quiality of Quality of Quality of | Quality of
Details service - service - service - service - | service -
Tangibility Reliability | Responsivenesy Assurance| Empathy

Chi-Square|  48.095 6.127 37.346 8.352 12.758
df 3 3 3 3 3
Asymp. Sig]  .000 106 .000 .039 .005

Grouping Variable: Mobile Service Provider
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The table 3.3.48 shows the descriptive statisticganiables ‘Tangibility’,
‘Reliability’, ‘Responsiveness’, ‘Assurance’ andnipathy’ pertaining to the mobile

service providers ldea, BSNL, Vodafone and Airtel.

Table 3.3.48
Descriptive statistics of quality of serviceof mobile service providers

Mobile Tangibility * Reliability *  Responsiveness*| Assurance * Empathy *
Service| N
Provider Mean | Std. Dev.| Mean | Std. Dev.| Mean | Std. Dev.| Mean | Std. Dev.| Mean | Std. Dev.
Idea 264 3.80 .506 3.69 .608 3.76 .654 3.85 .580 3|50 .628
BSNL | 255| 3.69 .527 3.82 .549 3.5b 717 3.82 .635 3/49 616
Vodafong 229| 4.00 .598 3.76 .616 3.87 725 3.94 .635 3|66 .62
Airtel ]122| 3.89 .525 3.76 .582 3.87 .622 3.82 .562 3|65 .588

Total | 870| 3.85 .553 3.76 591 3.74 .700 3.86 .610 3|56 .6%0

* Measured on a 5-point Likert Scale, Strongly @ige =1, Disagree=2, Uncertain=3,
Agree=4, Strongly Agree=5; Mean Value of the Scak

The summary of Kruskal-Wallis test statistics shawiable 3.3.47 indicates
that the significance value is 0.000 for the vdgallangibility and Responsiveness,
0.039 for the variable Assurance and 0.005 forvéimeable Empathy. These values
are less than 0.05. Therefore, it can be conclutiad the factors of quality of
service specifically tangibility, responsivenesssiaance and empathy significantly
differ between BSNL and private sector telecom iserproviders in Kerala. The
significance value of the variable Reliability iSL06. As this value is greater than
0.05, it can be concluded that the Reliability éaodf quality of service does not
significantly differ between BSNL and private sectelecom service providers in

Kerala.

The value of mean ranking based on Kruskal-Wadks given in table 3.3.46
indicates that the private sector telecom serviceigers have significantly higher
levels in the values of the variables TangibilindeResponsiveness than BSNL. The
value of mean ranking also indicates that qualitgesvice factor assurance is more
for Vodafone than other telecom service providéiee mean ranking of values of
the variable empathy is higher for Vodafone andeAithan Idea and BSNL. The
descriptive statistics of the variables given ie thble 3.3.48 also agrees to these
findings.
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Quiality of service of mobile telecom service proviers: post hoc procedures for
the Kruskal-Wallis test.

The Kruskal-Wallis test results shows that thedesiof quality of service,
specifically tangibility, reliability, responsivesg assurance and empathy
significantly differ between BSNL and private sectelecom service providers in
Kerala. But it doesn’t show where the differene lHence Mann-Whitney U test
has done for post hoc procedures for the Kruskdli$\tast. As the study is focused
on the comparative study of marketing strategiepriMate sector telecom service
providers and BSNL, a concise set of comparisonlavba, to compare each private
sector mobile service provider against BSNL. Thetpwooc procedures for the

comparative study are:
(1) Post hoc test 1: The Idea compared to the BSNL
(2) Post hoc test 2: The Vodafone compared to the BSNL
(3) Post hoc test 3: The Airtel compared to the BSNL

As three Mann-Whitney U tests are suggested fompthst hoc analysis, in
order to reduce the Type | error, Bonferroni caiicet is applied and the critical
value of significance is computed as 0.0167.

1. The ldea compared to the BSNL: Mann-Whitney U test

The summary of ranked data corresponding to théablas tangibility,
reliability, responsiveness, assurance and empatlige mobile service providers
Idea and BSNL has been computed with Mann-Whitoidgst. The test results are
given in the table 3.3.49.

® Andy Field. (2009). Discovering Statistics UsiB§SS, (3 ed.). Sage Publications India Pvt.

Ltd., New Delhi, p. 565.
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Table 3.3.49

Mean ranking of quality of serviceof Idea and BSNL based on
Mann-Whitney U test

_ Mean rank
Mobile : : : : :
Service | N | Quality of | Quality of Quiality of Quality of | Quality of
Provider service - | service - service - service - | service -
Tangibility | Reliability | Responsiveness Assurance| Empathy
Idea 264| 286.45 245.81 284.24 262.47 261.37
BSNL | 255| 232.61 274.69 234.90 257.44 258.64
Total | 519

The table 3.3.50 shows the test statistic for trenM Whitney test on the
focused comparison of the variables tangibilityliatglity, responsiveness,

assurance and empathy pertaining to the mobilecgepvoviders Idea and BSNL.

Table 3.3.50
Mann - Whitney U test statistics based on quality foserviceof Idea and BSNL
. QU&UW of Quall'ty of Quality of service - QU&UW of Quallpy of
Details service - | service - | “p - eness|  Service - service -
Tangibility | Reliability P Assurance | Empathy
Mann-
: 26676.000| 29914.500 27260.000 33007.000 | 33312.000
Whitney U
Wilcoxon W | 59316.000| 64894.500 59900.000 65647.000 | 65952.000
z -4.137 -2.210 -3.781 -.388 -.205
Asymp. Sig.
(2-tailed) .000 .027 .000 .698 .838
Grouping Variable: Mobile Service Provider

The summary of Mann — Whitney test statistics shawntable 3.3.50
indicates that the observed significance valueghef variables Tangibility and
Responsiveness are less than 0.0167. Therefore tlaembles significantly differ
between the mobile service providers Idea and BSMNie value of mean ranking
based on Mann-Whitney test given in table 3.3.48cmtes that the mobile service
provider Idea has significantly higher levels otues of the variables Tangibility
and Responsiveness than BSNL. The significanceevailihe variables Reliability,
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Assurance and Empathy are greater than 0.0167efbinerit can be concluded that
the quality of service factors specifically Reli#lgi Assurance, and Empathy do not

significantly differ between BSNL and Idea.
2. The Vodafone compared to the BSNL: Mann-Whitney U ést

The summary of ranked data corresponding to théablas, reliability,
responsiveness, assurance and empathy of the neailece providers Vodafone
and BSNL has been computed with Mann-Whithetest. The test results are given
in the table 3.3.51

Table 3.3.51

Mean ranking of quality of serviceof Vodafone and BSNL based on
Mann-Whitney U test

Mobil Mean rank
obile
Service | N | Quality of | Quality of Quiality of Quality of | Quality of
Provider service - | service - service - service - | service -
Tangibility | Reliability | Responsiveness Assurance | Empathy
Vodafongq 229 | 285.83 241.81 278.74 257.76 260.5)
BSNL | 255| 203.59 243.12 209.95 228.79 226.2)
Total | 484

The table 3.3.52 shows the test statistic for thenmA Whitney test on the
focused comparison of the variables tangibilitjiabdity, responsiveness, assurance

and empathy pertaining to the mobile service pergid/odafone and BSNL.

Table 3.3.52

Mann - Whitney U test statistics based on quality foservice of
Vodafone and BSNL

_ Quall_ty of Quall_ty of Quality of service Quall_ty of Quall_ty of
Details service - | service - | o J 0 enesd  SErvice - service -
Tangibility | Reliability P 7 Assurance | Empathy
Mann-
. 19275.500 29039.000 20898.000 25702.500 | 25059.500
Whitney U
Wilcoxon W | 51915.500 55374.000 53538.000 58342.500 | 57699.500
Z -6.523 -.104 -5.442 -2.297 -2.707
Asymp. Sig.
(2-tailed) .000 917 .000 .022 .007
Grouping Variable: Mobile Service Provider
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The summary of Mann — Whitney test statistics shawnable 3.3.52
indicates that the observed significance valuesthd variables Tangibility,
Responsiveness and Empathy are less than 0.01Gtefdre these variables
significantly differ between the mobile service yiders Vodafone and BSNL. The
value of mean ranking based on Mann-Whitney tegtrgin table 3.3.51 indicates
that the mobile service provider Vodafone has $icgmtly higher levels of values
of the variables Tangibility, Responsiveness andpéamny than BSNL. The
significance value of the variables Reliability akssurance are greater than 0.0167.
Therefore it can be concluded that the quality efvise factors specifically

Reliability and Assurance, do not significantlyfdifbetween BSNL and Vodafone.
3. The Airtel compared to the BSNL: Mann-Whitney U teg

The summary of ranked data corresponding to théablas tangibility,
reliability, responsiveness, assurance and empafthiye mobile service providers
Airtel and BSNL has been computed with Mann-Whithetest. The test results are
given in the table 3.3.53.

Table 3.3.53

Mean ranking of quality of serviceof Airtel and BSNL based on
Mann-Whitney U test

_ Mean rank

Mobile

Service | N | Quality of | Quality of Quiality of Quiality of | Quality of

Provider service - service - service - service - | service -

Tangibility | Reliability | Responsiveness Assurance | Empathy

Airtel |122| 220.13 182.28 223.95 186.27 206.2¢
BSNL |255 174.11 192.21 172.28 190.31 180.7p
Total | 377

The table 3.3.54 shows the test statistic for trenM Whitney test on the

focused comparison of the variables tangibility liatslity,

responsiveness,

assurance and empathy pertaining to the mobilecsepvoviders Airtel and BSNL.
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Table 3.3.54

Mann - Whitney U test statistics based on quality foservice of
Airtel and BSNL

_ Quall_ty of Quall_ty of Quality of service Quallty of - Quall_ty of
Details service - service - service service -

Tangibility | Reliability - Responsivenes;: Assurance | Empathy

Mann- 11757.000| 14735.500 11291.500 15222.000 | 13451.500
Whitney U
Wilcoxon W| 44397.000| 22238.500 43931.500 22725.000 | 46091.500]
z -3.878 -.834 -4.343 -.340 -2.135
Asymp. Sig.
(2-tailed) .000 405 .000 734 .033

Grouping Variable: Mobile Service Provider

The summary of Mann — Whitney test statistics shawntable 3.3.54
indicates that the observed significance valueghef variables Tangibility and
Responsiveness are less than 0.0167. Therefore tlaembles significantly differ
between the mobile service providers Airtel and BSTNhe value of mean ranking
based on Mann-Whitney test given in table 3.3.%Bcates that the mobile service
provider Airtel has significantly higher levels ithe values of the variables
Tangibility and Responsiveness than BSNL. The figamce value of the variables
Reliability, Assurance, and Empathy are greaten th®167. Therefore it can be
concluded that the quality of service factors dpeadly Reliability, Assurance and

Empathy, do not significantly differ between BSNhdaAirtel.
3.3.7 Brand value of mobile telecom service providers

The brand value of mobile telecom service provideesmeasured by Young
and Rubicam’s Brand Asset Valuator (BAV). As citbg Kevin Lane Keller
(2008)°, BAV measures brands on five fundamental measafresjuity value and
in terms of a broad array of perceptual dimensidiee five key components in

BAV are: (i) Differentiation - measures the degteewhich a brand is seen as

10 Kevin Lane Keller. (2008). Strategic Brand Managemn- Building, Measuring and Managing
Brand Equity. Pearson Education Inc., New Dqtipi, 415-416.
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different from others. (ii) Energy - measures thand’s ability to meet future
consumer needs and attract new customers. (iigvaace - measures the breadth of
a brands’ appeal, but not necessarily its profitgbi(iv) Esteem - measures how
well the brand is regarded and respected — in shatv well it's liked. (v)
Knowledge - measures how familiar and intimate comexrs are with brand. Based

on BAV model following items are formulated to measthe brand value.

1. My service provider established a brand which istinictive from other

operators.

2. My service provider established a brand which abuwanaking the difference

relevant from other operators.

3. My service provider established a brand which ipybaxly regarded and
respected.

4. My service provider established a brand which idl-w@own and reflected

as a successful outcome.

All items are measured by Likert Scale with fivechor points, specifically
Strongly Agree, Agree, Uncertain, Disagree andrigfioDisagree. Equal weightage

is given for all items to compute the mean scorkrahd value.
Hypothesis 1.7

The brand value significantly differs between BSldhd private sector

mobile telecom service providers in Kerala.
Normality of sample distribution

The Kolmogorov-Smirnov test and Shapiro-Wilk test ased to verify the
normality of distribution of variable ‘Brand valugertaining to the mobile service
providers Idea, BSNL, Vodafone and Airtel. The testults showed that sample

distributions of the variables are significantlynaeormal.
Homogeneity of variance of sample distribution

The Levene’s test is used to verify the homogeneftyariances of the
variable ‘Brand value’ pertaining to the mobile \8ee providers ldea, BSNL,

Vodafone and Airtel. The test results showed thatuariances of the groups have
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homogeneous variances. Even though the groupsHh@awegeneous variances, the
data are not normally distributed. Therefore thedkal-Wallis test is used to test
the Hypothesis 1.7. The Mann-Whitney U test is usgdhe non-parametric post

hoc procedures.
Testing of hypothesis: Kruskal-Wallis test

The summary of ranked data corresponding to thiablar ‘Brand value’ of
the mobile service providers Idea, BSNL, Vodafond Airtel has been computed

with Kruskal-Wallis test. The test results are give the table 3.3.55.

Table 3.3.55

Mean ranking of brand value of mobile service providers based on
Kruskal-Wallis test

Variable Mobile Service Provider N Mean Rank
Idea 264 396.30
BSNL 255 476.03
Brand value Vodafone 229 471.77
Airtel 122 367.52
Total 870

The table 3.3.56 shows the test statistic for theskal-Wallis test based on
the brand value of the mobile service providers, desociated degrees of freedom
and the significance. As the number of mobile servproviders considered for

analysis is four, the degrees of freedom will re¢h

Table 3.3.56

Kruskal-Wallis test statistics based on brand valuef
mobile service providers

Details Brand value
Chi-Square 27.257
df 3
Asymp. Sig. .000
Grouping Variable: Mobile Service Provider
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The table 3.3.57 shows the descriptive statistichevariable ‘Brand value’

related to the mobile service providers Idea, BSMagdafone and Airtel.

Table 3.3.57
Descriptive statistics of the variable - brand vale
Mobile Service Provider Mean* N Std. Dev.

Idea 3.93 264 .709

BSNL 4.17 255 .626
Vodafone 412 229 .736

Airtel 3.90 122 .661

Total 4.05 870 .695

* Measured on a 5-point Likert Scale, Strongly Bise =1, Disagree=2, Uncertain=3, Agree=4,
Strongly Agree=5; Mean Value of the Scale = 3.

The summary of Kruskal-Wallis test statistics showiable 3.3.56 indicates
that the significance value of the variable ‘Braradue’ is 0.000. The value is less
than 0.05. Therefore, it can be concluded thatbtiaad value significantly differs

between BSNL and private sector telecom serviceigess in Kerala.

The value of mean ranking based on Kruskal-Wadks given in table 3.3.55
indicates that the BSNL and Vodafone have signifigahigher levels in the rating
of brand value than Idea and Airtel. The descrgstatistics of the variable given in

the table 3.357 also agrees to this finding.

Brand value of mobile telecom service providers: i hoc procedures for the

Kruskal-Wallis test

The Kruskal-Wallis test results shows that the Oramlue significantly
differ between BSNL and private sector telecom iserproviders in Kerala. But it
doesn’t show where the difference lie. Hence Manmtiiéy U test has done for
post hoc procedures for the Kruskal-Wallis test. tAs study is focused on the
comparative study of marketing strategies of peavaector telecom service
providers and BSNL, a concise set of comparisonlavba, to compare each private
sector mobile service provider against BSNL. Thetpwooc procedures for the

comparative study are:
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(1) Post hoc test 1: The Idea compared to the BSNL
(2) Post hoc test 2: The Vodafone compared to the BSNL
(3) Post hoc test 3: The Airtel compared to the BSNL

As three Mann-Whitney U tests are suggested foiptist hoc analysis, in
order to reduce the Type | error, Bonferroni caiicec" is applied and the critical

value of significance is computed as 0.0167.
1. The Idea compared to the BSNL: Mann-Whitney U test

The summary of ranked data corresponding to thablar ‘Brand value’ of
the mobile service providers Idea and BSNL has beamputed with Mann-
WhitneyU test. The test results are given in the tables8.3

Table 3.3.58

Mean ranking of brand value of Idea and BSNL basedn
Mann-Whitney U test

Variable Mobile Service Provider N Mean rank
Idea 264 236.38
Brand value BSNL 255 284.46
Total 519

The table 3.3.59 shows the test statistic for trenM Whitney test on the
focused comparison of the variable ‘Brand valuataieing to the mobile service

providers Idea and BSNL.

Table 3.3.59
Mann - Whitney U test statistics based on brand vale ofldea and BSNL

Details Brand value

Mann-Whitney U 27423.500

Wilcoxon W 62403.500

z -3.689
Asymp. Sig. (2-tailed) .000
Grouping Variable: Mobile Service Provider

1 Andy Field. (2009). Discovering Statistics UsiB®SS, (3 ed.). Sage Publications India Pvt.
Ltd., New Delhi, p. 565.
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The summary of Mann — Whitney test statistics shawntable 3.3.59
indicates that the observed significance valuehef\ariable ‘Brand value’ is less
than 0.0167. Therefore brand value significantifeds between the mobile service
providers Idea and BSNL. The value of mean rankiaged on Mann-Whitney test
given in table 3.3.58 indicates that the mobileviser provider BSNL has

significantly higher levels in the rating of bravalue than Idea.
2. The Vodafone compared to the BSNL: Mann-Whitney U ést

The summary of ranked data corresponding to thialmarbrand value of the
mobile service providers Vodafone and BSNL has beemputed with Mann-

WhitneyU test. The test results are given in the table68.3

Table 3.3.60

Mean ranking of brand value of Vodafone and BSNL baed on
Mann-Whitney U test

Variables | Mobile Service Provider N Mean rank
BSNL 255 242.99

Brand value Vodafone 229 241.96
Total 484

The table 3.3.61 shows the test statistic for trenM Whitney test on the
focused comparison of the variable ‘Brand valuataieing to the mobile service

providers Vodafone and BSNL.

Table 3.3.61
Mann - Whitney U test statistics based on brand val of Vodafone and BSNL

Details Brand value
Mann-Whitney U 29073.500
Wilcoxon W 55408.500

Z -.081

Asymp. Sig. (2-tailed) .935

Grouping Variable: Mobile Service Provider
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The summary of Mann — Whitney test statistics shawnable 3.3.61
indicates that the observed significance valudefvariable ‘Brand value’ is greater
than 0.0167. Therefore brand value does not saamfly differ between BSNL and

Vodafone.
3. The Airtel compared to the BSNL: Mann-Whitney U teg

The summary of ranked data corresponding to thiablar‘Brand value’ of
the mobile service providers Airtel and BSNL hasrmheomputed with Mann-

WhitneyU test. The test results are given in the table62.3

Table 3.3.62

Mean ranking of brand value of Airtel and BSNL based on
Mann-Whitney U test

Variables Mobile Service Provider N Mean rank
BSNL 255 204.59

Brand value Airtel 122 156.42
Total 377

The table 3.3.63 shows the test statistic for trenM Whitney test on the
focused comparison of the variable ‘Brand valuetgaing to the mobile service

providers Airtel and BSNL.

Table 3.3.63
Mann - Whitney U test statistics based on brand valk of Airtel and BSNL

Details Brand value

Mann-Whitney U 11580.500

Wilcoxon W 19083.500

Z -4.071
Asymp. Sig. (2-tailed) .000
Grouping Variable: Mobile Service Provider

The summary of Mann — Whitney test statistics shawntable 3.3.63

indicates that the observed significance valuethefvariable brand value is less
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than 0.0167. Therefore brand value significantifeds between the mobile service
providers Airtel and BSNL. The value of mean ragkiased on Mann-Whitney test
given in table 3.3.62 indicates that the brand eatiBSNL is significantly higher
than that of Airtel.

3.4  Analysis of pricing strategies of BSNL and privatesector mobile telecom

service providers in Kerala
Hypothesis 2

There is significant difference between the pricgtigategies of BSNL and

private sector mobile telecom service provider&anala.
Variables considered for the analysis of pricing sategies

The variables considered for the analysis of pgcstrategies of mobile
telecom service providers in Kerala are: tariff iegf, competitive pricing and

ethical pricing practices.

The tariff variety is measured by the items ‘Vayief tariff plans’, ‘Easiness
to switch between tariff plans’, ‘Convenient redpar options for prepaid
customers’, and ‘Advise suitable tariff plans’. Tbempetitive pricing is measured
by the items: ‘Better pricing as compared to othéBetter offers as compared to
others’ and ‘Value for money spends’. The varialkkhical pricing practices
comprises of ‘Transparent billing and no hiddenrgha, ‘Ethical pricing practices’,
and ‘Easiness to deactivate additional servicésequired’

All items of the variables are measured by Likecal§ with five anchor
points, specifically Strongly Agree, Agree, UncertaDisagree and Strongly

Disagree.

All the variables considered for the analysis atipg strategies of mobile

telecom service providers are separately testdufaifowing hypotheses.
3.4.1 Tariff variety offered to prepaid customers

The variable considered for the analysis is théftaariety offered to
prepaid customers of mobile telecom service pragidéhe items used to measure

the variable are: ‘Attractive varieties of tariffaps are offered by the mobile service
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provider’, ‘It is very easy to switchover from etig) tariff plan to any other tariff
plan’, ‘Recharge facility available for conveniespitions’ and ‘The mobile service

provider advises suitable tariff plans to the costos’ .
Hypothesis 2.1

The pricing strategies associated with Tariff Vvigrieffered to pre-paid
customers specifically ‘Variety of tariff plans’Easiness to switch between tariff
plans’, ‘Convenient recharge options’, and ‘Advissitable tariff plans’
significantly differ between BSNL and private sectmobile telecom service

providers in Kerala.
Normality of sample distribution

The Kolmogorov-Smirnov test and Shapiro-Wilk test ased to verify the
normality of distribution of variables ‘Variety dfariff plans’, ‘Easy to switch
between tariff plans’, ‘Convenient recharge optioasd ‘Advise suitable tariff
plans’ pertaining to the mobile service providietsa, BSNL, Vodafone and Airtel.
The test results showed that sample distributidnhe variables are significantly

non-normal.
Homogeneity of variance of sample distribution

The Levene’s test is used to verify the homogeneftyariances of the
variables ‘Variety of tariff plans’, ‘Easy to switdetween tariff plans’, ‘Convenient
recharge options, and ‘Advise suitable tariff plgmertaining to the mobile service
providers Idea, BSNL, Vodafone and Airtel. The tessults showed that the
variances of the groups have heterogeneous vasamberefore the Kruskal-Wallis
test is used to test the Hypothesis 2.1. The MamitWy U test is used for the non-
parametric post hoc procedures.

Testing of hypothesis: Kruskal-Wallis test

The summary of ranked data corresponding to thialas ‘Variety of tariff
plans’, ‘Easy to switch between tariff plans’, ‘G@mient recharge options, and
‘Advise suitable tariff plans’ of the mobile sergiproviders Idea, BSNL, Vodafone
and Airtel has been computed with Kruskal-Wallstt& he test results are given in
the table 3.4.1.
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Table 3.4.1

Mean ranking of tariff variety offered to prepaid customers by
mobile service providers based on Kruskal-Wallis tst

Mobile Mean rank . |
sarvee | N vatey o | oo s

tariff plans available tariff plans
Idea 229 378.53 371.49 398.27 435.12
BSNL 230 403.86 430.52 324.50 251.20
Vodafone| 200 359.78 341.88 418.84 444.88
Airtel 107 394.72 385.93 412.66 442.68
Total 766

The table 3.4.2 shows the test statistic for theskal-Wallis test based on
tariff variety offered to prepaid customers by tm®bile service providers, the
associated degrees of freedom and the significakedhe number of the mobile
service providers considered for analysis is fdbe degrees of freedom will be

three.

Table 3.4.2

Kruskal-Wallis test statistics based on tariff varety offered to prepaid
customers by mobile service providers

: Variety of | Easy to switch | Convenient recharge |Advises suitable
Details . . : i .
tariff plans | over tariff plans options available tariff plans
Chi-Square| 6.146 23.822 29.860 129.809
df 3 3 3 3
Asymp. Sig, 105 .000 .000 .000
Grouping Variable: Mobile Service Provider

The table 3.4.3 shows the descriptive statisticthefvariables ‘Variety of
tariff plans’, ‘Easy to switch between tariff plan&€onvenient recharge options,
and ‘Advise suitable tariff plans’ pertaining toetimobile service providers Idea,

BSNL, Vodafone and Airtel.
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Table 3.4.3

Descriptive statistics of tariff variety offered to prepaid customers by
mobile service providers

Variety of tariff Easy to switch Convenient Advise of
Mobil y . between tariff : + | suitable tariff
obile plans . recharge options M
Service N plans plans
Provider Sid
Mean | Std. Dev.| Mean| Std.Dev.] Meal Std. Dev| Mean De\;

65 .8p8
69 1.081

.678
1.009

ldea 229| 3.95 q17 3.77 .684 4.25 3

BSNL | 230| 4.01 .796 3.97 .686 3.85 2,

Vodafone| 200 | 3.88 .761 3.64 729 4.31 .697 3.68 912
8 3.
5 3.

Airtel 107 | 3.99 .759 3.80 .758 4.2 724 57 1.044
Total 766| 3.96 759 3.8( 717 4.7 .824 37 1.069

* Measured on a 5-point Likert Scale, Strongly Bisse =1, Disagree=2, Uncertain=3, Agree=4,
Strongly Agree=5; Mean Value of the Scale = 3.

The summary of Kruskal-Wallis test statistics shawable 3.4.2 indicates
that the significance value is 0.000 for the vdeabEasy to switch between tariff
plans’, ‘Convenient recharge options, and ‘Advigesoitable tariff plans’. These
values are less than 0.05. Therefore, it can beleded that the pricing strategies
associated with variety of tariff plans offeredot@paid customers specifically ‘Easy
to switch between tariff plans’, ‘Convenient reap@ioptions’, and ‘Advise suitable
tariff plans’ significantly differ between BSNL angtivate sector telecom service
providers in Kerala. The significance value is &.10r the variable ‘Variety of tariff
plans’. As the value is greater than 0.05, it cancbncluded that the ‘Variety of
tariff plans’ does not significantly differ betwe®&8NL and private sector telecom

service providers in Kerala.

The value of mean ranking based on Kruskal-Wadlgt given in table 3.4.1
indicates that BSNL has significantly higher leirethe value of the variable ‘Easy
to switch over tariff plans’. The private sectotetom service providers have
significantly higher levels in the values of therighles ‘Convenient recharge
options available’, ‘and ‘Advise suitable tariffgpls’ than BSNL. The descriptive

statistics of the variables given in the table3also agrees to these findings.
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Variety of tariff plans offered to prepaid customers: post hoc procedures for
the Kruskal-Wallis test

The Kruskal-Wallis test results shows that the etgrof tariff plans offered
to pre-paid customers specifically ‘Variety of thplans’, ‘Easy to switch between
tariff plans’, ‘Convenient recharge options’, anddvise suitable tariff plans’
significantly differ between BSNL and private sectelecom service providers in
Kerala. But it doesn’'t show where the differena Hence Mann-Whitney U test
has done for post hoc procedures for the Kruskdli$\tast. As the study is focused
on the comparative study of marketing strategieprifate sector telecom service
providers and BSNL, a concise set of comparisonlavba, to compare each private
sector mobile service provider against BSNL. Thetpooc procedures for the
comparative study are:

(1) Post hoc test 1: The Idea compared to the BSNL
(2) Post hoc test 2: The Vodafone compared to the BSNL
(3) Post hoc test 3: The Airtel compared to the BSNL

As three Mann-Whitney U tests are suggested fompthst hoc analysis, in
order to reduce the Type | error, Bonferroni caiicet:? is applied and the critical

value of significance is computed as 0.0167.
1. The ldea compared to the BSNL: Mann-Whitney U test

The summary of ranked data corresponding to thieaias ‘Variety of tariff
plans’, ‘Easy to switch between tariff plans’, ‘Gamient recharge options’, and
‘Advise of suitable tariff plans’ of the mobile s&re providers Idea and BSNL has
been computed with Mann-Whitn&y test. The test results are given in the
table 3.4.4.

12 Andy Field. (2009). Discovering Statistics UsiB®SS, (3 ed.). Sage Publications India Pvt.
Ltd., New Delhi, p. 565.
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Table 3.4.4

Mean ranking of tariff variety offered to prepaid customers by
Idea and BSNL based on Mann-Whitney U test

_ Mean rank
Mobile - : : :
Service N | Variety of | Easy to switch Convenient Advises
Provider tariff over tariff recharge options| suitable
plans plans available tariff plans
Idea 229 222.23 212.00 252.56 287.41
BSNL 230 237.73 247.92 207.54 172.84
Total 459

The table 3.4.5 shows the test statistic for theaddaNhitney test on the
focused comparison of the variables ‘Variety ofiftgrans, ‘Easy to switch between
tariff plans’, ‘Convenient recharge options’, andldvise of suitable tariff plans’

pertaining to the mobile service providers Idea B&INL.

Table 3.4.5

Mann - Whitney U test statistics based on tariff vaety offered to
prepaid customers by ldea and BSNL

. Variety of | Easy to switch Convemem Advises suitablg
Details . . recharge options .
tariff plans | over tariff plans : tariff plans
available

Mann-Whitney U] 24556.000 22213.000 21169.000 13187.500

Wilcoxon W 50891.000 48548.000 47734.000 39752.500

Z -1.455 -3.347 -4.015 -9.650
Asymp. Sig.
(2-tailed) .146 .001 .000 .000
Grouping Variable: Mobile Service Provider

The summary of Mann — Whitney test statistics shawntable 3.4.5
indicates that the observed significance valueghef variables ‘Easy to switch
between tariff plans’, ‘Convenient recharge optipasd ‘Advise of suitable tariff
plans’ are less than 0.0167. Therefore these Jasgadignificantly differ between
the mobile service providers Idea and BSNL. Theiwalf mean ranking based on

Mann-Whitney test given in table 3.4.4 indicateattthe mobile service provider
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Idea has significantly higher levels of values o variables, ‘Convenient recharge
options’, and ‘Advise of suitable tariff plans’ taBSNL. The mobile service
provider BSNL has significantly higher level in thalue of mean ranking of the

variable ‘Easy to switch between tariff plans’ tHdea.

The significance value of the variable ‘Varietytafiff plans’ is 0.146. As
the value is greater than 0.0167, it can be cordutiat ‘Variety of tariff plans’

does not significantly differ between BSNL and Idea
2. The Vodafonecompared to the BSNL: Mann-Whitney U test.

The summary of ranked data corresponding to thialas ‘Variety of tariff
plans’, ‘Easy to switch between tariff plans’, ‘Gamient recharge options’, and
‘Advise of suitable tariff plans’ of the mobile s&re providers Vodafone and BSNL
has been computed with Mann-Whitrgyest. The test results are given in the table
3.4.6.

Table 3.4.6

Mean ranking of tariff variety offered to prepaid customers by Vodafoneand
BSNL based on Mann-Whitney U test

Mean rank

Mobile

Service N Varietv of Easy to Convenient Advises
Provider tariff I{:ms switch over | recharge options|  suitable

P tariff plans available tariff plans

Vodafone 200 202.54 189.02 243.44 272.92

BSNL 230 226.77 238.53 191.20 165.57

Total 430

The table 3.4.7 shows the test statistic for thexdA&/hitney test on the
focused comparison of the variables ‘Variety ofiftaplans’, ‘Easy to switch
between tariff plans’, ‘Convenient recharge optipasd ‘Advise of suitable tariff

plans’ pertaining to the mobile service providemlsfone and BSNL.
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Table 3.4.7

Mann - Whitney U test statistics based on tariff vaety offered to prepaid
customers by Vodafoneand BSNL

Variety of Easy to switch Convenient Advises
Details nety y1a recharge options| suitable tariff
tariff plans | over tariff plans .
available plans
Mann-Whitney | 20408.500 17703.500 17412.000 11515.000
Wilcoxon W | 40508.500 37803.500 43977.000 38080.000
z -2.284 -4.719 -4.744 -9.289
Asymp. Sig.
(2-tailed) .022 .000 .000 .000
Grouping Variable: Mobile Service Provider

The summary of Mann — Whitney test statistics shawntable 3.4.7
indicates that the observed significance valueghef variables ‘Easy to switch
between tariff plans’, ‘Convenient recharge optipasd ‘Advise of suitable tariff
plans’ are less than 0.0167. Therefore these Jasgadignificantly differ between
the mobile service providers Vodafone and BSNL. Valeie of mean ranking based
on Mann-Whitney test given in table 3.4.6 indicdtest the mobile service provider
Vodafone has significantly higher levels of valugsthe variables, ‘Convenient
recharge options’, and ‘Advise of suitable tariffaps’ than BSNL. The mean
ranking indicates that BSNL has significantly highevels of values of the variable

‘Easy to switch between tariff plans’.

The significance value of the variable ‘Varietytafiff plans’, is greater than
0.0167. Hence it can be concluded that the varidfdgety of tariff plans’ doesn’t

significantly differ between BSNL and Vodafone.
3. The Airtel compared to the BSNL: Mann-Whitney U test

The summary of ranked data corresponding to thiaias ‘Variety of tariff
plans’, ‘Easy to switch between tariff plans’, ‘Gamient recharge options’, and
‘Advise of suitable tariff plans’ of the mobile s&re providers Airtel and BSNL has
been computed with Mann-Whitn&y test. The test results are given in the

table 3.4.8.
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Table 3.4.8

Mean ranking of tariff variety offered to prepaid customers by
Airtel and BSNL based on Mann-Whitney U test

_ Mean rank
Mobile : :
Service | N . Easy to Convenient Advises
v Variety of ; . . .
Provider . switch over | recharge options | suitable tariff
tariff plans : .
tariff plans available plans
Airtel 107 166.09 155.94 195.31 223.17
BSNL 230| 170.35 175.07 156.76 143.80
Total 337

The table 3.4.9 shows the test statistic for theaddaNhitney test on the
focused comparison of the variables ‘Variety ofiftaplans’, ‘Easy to switch
between tariff plans’, ‘Convenient recharge optipasd ‘Advise of suitable tariff

plans’ pertaining to the mobile service providergeé and BSNL.

Table 3.4.9

Mann - Whitney U test statistics based on tariff vaety offered to prepaid
customers by Airteland BSNL

Varietv of | Easv to switch Convenient recharge  Advises
Details ety y1o options available | suitable tariff
tariff plans |over tariff plans .
(Prepaid) plans
Mann-Whitney U| 11993.500, 10908.000 9490.000 6509.000
Wilcoxon W 17771.500, 16686.000 36055.000 33074.000
Z -.432 -1.923 -3.716 -7.203
Asymp. Sig.
(2-tailed) .665 .054 .000 .000
Grouping Variable: Mobile Service Provider

The summary of Mann — Whitney test statistics shawntable 3.4.9
indicates that the observed significance valugb®ariables ‘Convenient recharge
options’, and ‘Advise of suitable tariff plans’ aless than 0.0167. Therefore these
variables significantly differ between the mobiénsce providers Airtel and BSNL.
The value of mean ranking based on Mann-Whitney ¢gigen in table 3.4.8
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indicates that the mobile service provider Airtalshsignificantly higher levels of

values for these variables than BSNL.

The significance values of are 0.054 for the vdeidbasy to switch between
tariff plans’, and 0.665 for the variable ‘Variety tariff plans’. As these values are
greater than 0.0167, it can be concluded that #nmabies ‘Variety of tariff plans’,
and ‘Easy to switch between tariff plans’ do nangicantly differ between BSNL
and Airtel.

3.4.2 Tariff variety offered to post-paid customers

The variable considered for the analysis is thif teariety offered to post-
paid customers of mobile telecom service providére items used to measure the
variable are: ‘Attractive varieties of tariff pla@se offered by the mobile service
provider’, ‘It is very easy to switchover from etirg) tariff plan to any other tariff
plan’, and ‘The mobile service provider advisestahle tariff plans to the

customers’.
Hypothesis 2.2

The pricing strategies associated with Tariff vigrieffered to post-paid
customers specifically ‘Tariff variety’, ‘Easiness switch between tariff plans’, and
‘Advise of suitable tariff plans’ significantly ddr between BSNL and private

sector mobile telecom service providers in Kerala.
Normality of sample distribution

The Kolmogorov-Smirnov test and Shapiro-Wilk test ased to verify the
normality of distribution of variables ‘Variety dfariff plans’, ‘Easy to switch
between tariff plans’, and ‘Advise suitable tanffans’ pertaining to the mobile
service providers Idea, BSNL, Vodafone and Airfghe test results showed that

sample distributions of the variables are signiftbanon-normal.
Homogeneity of variance of sample distribution

The Levene’s test is used to verify the homogeneityariances of the
variables ‘Variety of tariff plans’, ‘Easy to switdetween tariff plans’, and ‘Advise
suitable tariff plans’ pertaining to the mobile \@ee providers Idea, BSNL,

Vodafone and Airtel. The test results showed thatuariances of the groups have
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heterogeneous variances. Therefore the KruskalidVadist is used to test the

Hypothesis 2.2. The Mann-Whitney U test is usedtifigr non-parametric post hoc

procedures.

Testing of hypothesis: Kruskal-Wallis test

The summary of ranked data corresponding to thiaas ‘Variety of tariff

plans’, ‘Easy to switch between tariff plans’, dAdvise suitable tariff plans’ of the

mobile service providers Idea, BSNL, Vodafone amdefhas been computed with

Kruskal-Wallis test. The test results are givetha table 3.4.10.

Table 3.4.10

Mean ranking of tariff variety offered to post-paid customers by
mobile service providers based on Kruskal-Wallis tst

) ] Mean rank
Mobile Service N : 5 : :
Provider Vgrlety of Easy to switch over AdV|§es suitable
tariff plans tariff plans tariff plans
Idea 35 43.54 47.53 60.13
BSNL 25 55.48 52.22 28.04
Vodafone 29 53.57 56.03 67.93
Airtel 15 66.37 57.73 45.63
Total 104

The table 3.4.11 shows the test statistic for tineskal-Wallis test based on
tariff variety offered to post-paid customers by timobile service providers, the
associated degrees of freedom and the significahsehe number of the mobile

service providers considered for analysis is fthe,degrees of freedom will be three.

Table 3.4.11

Kruskal-Wallis test statistics based on tariff variety offered to post-paid
customers by mobile service providers

. Variety of tariff Easy to switch over|Advises suitable tariff
Details :
plans tariff plans plans
Chi-Square 9.060 2.258 29.636
df 3 3 3
Asymp. Sig. .029 521 .000
Grouping Variable: Mobile Service Provider
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The table 3.4.12 shows the descriptive statistiadh® variables ‘Variety of
tariff plans’, ‘Easy to switch between tariff planand ‘Advise suitable tariff plans

pertaining to the mobile service providers IdeaNBSVodafone and Airtel

Table 3.4.12

Descriptive statistics of tariff variety offered to post-paid customers by
mobile service providers

Mobile Variety of tariff Easy to switch Advise of suitable
Service N plans* between tariff plans* tariff plans*
Provider
Mean Std. Dev. Mean Std. Dev. Mean Std. Dey.
Idea 35 3.80 .584 3.66 .639 3.74 .886
BSNL 25 4.08 493 3.76 .663 2.64 757
Vodafone| 29 4.03 .626 3.90 724 4.00 .802
Airtel 15 4.33 .617 3.93 .704 3.20 941
Total 104 4.01 .599 3.79 .678 3.47 .985

* Measured on a 5-point Likert Scale, Strongly Bise =1, Disagree=2, Uncertain=3, Agree=4,
Strongly Agree=5; Mean Value of the Scale = 3.

The summary of Kruskal-Wallis test statistics showiable 3.4.11 indicates
that the significance value is 0.000 for the vdeadBdvise of suitable tariff plans’
and 0.029 for the variable ‘Variety of tariff plan¥hese values are less than 0.05.
Therefore, it can be concluded that the pricingtetzies associated with the tariff
variety offered to post-paid customers specificdWariety of tariff plans’ and
‘Advise suitable tariff plans’ significantly diffebetween BSNL and private sector
telecom service providers in Kerala. The signifoanalue is 0.521 for the variable
‘Easy to switch between tariff plans’. As the valgegreater than 0.05, it can be
concluded that the ‘Easy to switch between tatdhp’ does not significantly differ

between BSNL and private sector telecom serviceigess in Kerala.

The value of mean ranking based on Kruskal-Wadks given in table 3.4.10
indicates that the service provider Airtel has camfively higher level in the value
of the variable ‘Variety of tariff plans’ than othservice providers. The private

sector telecom service providers have significahitjher levels in the values of the
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variables ‘Advises suitable tariff plans’ than BSNIhe descriptive statistics of the

variables given in the table 3.4.12 also agredldse findings.

Variety of tariff plans offered to post-paid custoners: post hoc procedures for
the Kruskal-Wallis test

The Kruskal-Wallis test results show that the ugred tariff plans offered to
post-paid customers specifically ‘Variety of targfans’, ‘Easy to switch between
tariff plans’, and ‘Advise suitable tariff plansigsificantly differ between BSNL
and private sector telecom service providers inakeerBut it doesn’t show where
the difference lie. Hence Mann-Whitney U test haselfor post hoc procedures for
the Kruskal-Wallis test. As the study is focused the comparative study of
marketing strategies of private sector telecom isenproviders and BSNL, a
concise set of comparison would be, to compare pdghte sector mobile service

provider against BSNL. The post hoc procedureshiercomparative study are:

(1) Post hoc test 1: The Idea compared to the BSNL
(2) Post hoc test 2: The Vodafone compared to the BSNL
(3) Post hoc test 3: The Airtel compared to the BSNL

As three Mann-Whitney U tests are suggested foiptist hoc analysis, in
order to reduce the Type | error, Bonferroni caiicet is applied and the critical

value of significance is computed as 0.0167.
1. The ldea compared to the BSNL: Mann-Whitney U test

The summary of ranked data corresponding to thieaias ‘Variety of tariff
plans’, ‘Easy to switch between tariff plans’, dAdlvise of suitable tariff plans’ of
the mobile service providers Idea and BSNL has beamputed with Mann-
WhitneyU test. The test results are given in the tablel3.4

13 Andy Field. (2009). Discovering Statistics UsiB®SS, (3 ed.). Sage Publications India Pvt.
Ltd., New Delhi, p. 565.
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Table 3.4.13

Mean ranking of tariff variety offered to post-paid customers by
Idea and BSNL based on Mann-Whitney U test

Mobile Mean rank
Service N Variety of tariff | Easy to switch over | Advises suitable
Provider plans tariff plans tariff plans
Idea 35 27.49 29.33 38.27
BSNL 25 34.72 32.14 19.62
Total 60

The table 3.4.14 shows the test statistic for tren Whitney test on the
focused comparison of the variables ‘Variety ofiftgrans, ‘Easy to switch between
tariff plans’, and ‘Advise of suitable tariff planpertaining to mobile service

providers Idea and BSNL.

Table 3.4.14

Mann - Whitney U test statistics based on tariff vaety offered to post-paid
customers by Idea and BSNL

: Variety of tariff Easy to switch over] Advises suitable
Details ) .

plans tariff plans tariff plans

Mann-Whitney U 332.000 396.500 165.500
Wilcoxon W 962.000 1026.500 490.500

V4 -1.930 - 707 -4.250
Asymp. Sig. (2-tailed) .054 .480 .000
Grouping Variable: Mobile Service Provider

The summary of Mann — Whitney test statistics shawntable 3.4.14
indicates that the observed significance valuethefvariables ‘Advise of suitable
tariff plans’ is less than 0.0167. Therefore thasiable significantly differs between
the mobile service providers Idea and BSNL. Theaiwalf mean ranking based on
Mann-Whitney test given in table 3.4.13 indicatiesttthe mobile service provider
Idea has significantly higher level in the valuetloé¢ variable, ‘Advise of suitable

tariff plans’ than BSNL. The significance valuestbé variables ‘Variety of tariff
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plans’ and ‘Easy to switch over tariff plans’ areegter than 0.0167, it can be

concluded these variables do not significantlyetifietween BSNL and Idea.
2. The Vodafone compared to the BSNL: Mann-Whitney Uest

The summary of ranked data corresponding to thieaias ‘Variety of tariff
plans’, ‘Easy to switch between tariff plans’, dAdlvise of suitable tariff plans’ of
the mobile service providers Vodafoaed BSNL has been computed with Mann-

WhitneyU test. The test results are given in the tablelS3.4

Table 3.4.15

Mean ranking of tariff variety offered to post-paid customers by
Vodafone and BSNL based on Mann-Whitney U test

Mobile Mean rank
Service N Variety of tariff Easy to switch over | Advises suitable
Provider plans tariff plans tariff plans
Vodafone 29 27.07 28.45 36.74
BSNL 25 28.00 26.40 16.78
Total 54

The table 3.4.16 shows the test statistic for trenM Whitney test on the
focused comparison of the variables ‘Variety oiftgrans, ‘Easy to switch between
tariff plans’, and ‘Advise of suitable tariff planpertaining to the mobile service

providers Vodafone and BSNL.

Table 3.4.16

Mann - Whitney U test statistics based on tariff vaety offered to post-paid
customers by Vodafone and BSNL

. Variety of tariff | Easy to switch over| Advises suitable
Details . !

plans tariff plans tariff plans

Mann-Whitney U 350.000 335.000 94.500
Wilcoxon W 785.000 660.000 419.500

Z -.265 -.532 -4.834

Asymp. Sig. (2-tailed) 791 .595 .000
Grouping Variable: Mobile Service Provider
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The summary of Mann — Whitney test statistics shawntable 3.4.16
indicates that the observed significance valuethefvariable ‘Advise of suitable
tariff plans’ is less than 0.0167. Therefore thasiable significantly differs between
the mobile service providers Vodafone and BSNL. Valeie of mean ranking based
on Mann-Whitney test given in table 3.4.15 indisatthat the mobile service
provider Vodafone has significantly higher level tine value of the variable,
‘Advise of suitable tariff plans’ than BSNL. Thegsificance values of the variables
‘Variety of tariff plans’ and ‘Easy to switch oveariff plans’ are greater than
0.0167, it can be concluded these variables dosigstificantly differ between
BSNL and Vodafone.

3. The Airtel Compared to the BSNL: Mann-Whitney U test

The summary of ranked data corresponding to thieaias ‘Variety of tariff
plans’, ‘Easy to switch between tariff plans’, dAdlvise of suitable tariff plans’ of
the mobile service providers Airtel and BSNL hasrmbeomputed with Mann-

WhitneyU test. The test results are given in the tablel3.4

Table 3.4.17

Mean ranking of tariff variety offered to post-paid customers by
Airtel and BSNL based on Mann-Whitney U test

_ ) Mean rank
Mobile Service - - : :
Provider N Variety of Easy to switch | Advises suitable
tariff plans | over tariff plans tariff plans
Airtel 15 23.40 21.87 25.27
BSNL 25 18.76 19.68 17.64
Total 40

The table 3.4.18 shows the test statistic for trenM Whitney test on the
focused comparison of the variables ‘Variety ofiftgrans, ‘Easy to switch between
tariff plans’, and ‘Advise of suitable tariff planpertaining to the mobile service
providers Airtel and BSNL.
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Table 3.4.18

Mann - Whitney U test statistics based on tariff vaety offered to post-paid
customers by Airteland BSNL

. Variety of tariff Easy to switch over | Advises suitable
Details : .

plans tariff plans tariff plans

Mann-Whitney U 144.000 167.000 116.000

Wilcoxon W 469.000 492.000 441.000

z -1.477 -.654 -2.114
Asymp. Sig.
(2-tailed) .140 513 .035
Grouping Variable: Mobile Service Provider

The summary of Mann — Whitney test statistics shawntable 3.4.18
indicates that the observed significance valueghef variables ‘Easy to switch
between tariff plans’, ‘Variety of tariff plans’nd ‘Advises suitable tariff plans’ are
greater than 0.0167. So it can be concluded tlesetivariables do not significantly
differ between BSNL and Airtel.

3.4.3 Competitive pricing offered by mobile service proviers

The variable considered for the analysis is thepmditive pricing of mobile
telecom service providers. The items used to meathar variable are: ‘The pricing
of the mobile services are better as compared hergtroviders’, ‘The offers are
attractive as compared to competition mobile ses/i@and ‘The mobile services

deliver the real value for money spend on it'.
Hypothesis 2.3

The competitive pricing strategies specifically tie pricing as compared to
others’, ‘Better offers as compared to others’ awdlue for Money Spends’
significantly differ between BSNL and private sectmobile telecom service

providers in Kerala.
Normality of sample distribution

The Kolmogorov-Smirnov test and Shapiro-Wilk test ased to verify the
normality of distribution of variables ‘Better pmg as compared to others’, ‘Better
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offers as compared to others’ and ‘Value for mosyggnds’ pertaining to the mobile
service providers ldea, BSNL, Vodafone and Airfghe test results showed that

sample distributions of the variables are signifttanon-normal.
Homogeneity of variance of sample distribution

The Levene’s test is used to verify the homogeneftyariances of the
variables ‘Better pricing as compared to otherB8etter offers as compared to
others’ and ‘Value for money spends’ pertainingtite mobile service providers
Idea, BSNL, Vodafone and Airtel. The groups havenbgeneous variances of the
variables ‘Better offers as compared to others’ &falue for money spends’ and
heterogeneous variances of the variable ‘Bettecimgi as compared to others'.
Therefore the Kruskal-Wallis test is used to tést Hypothesis 2.3. The Mann-

Whitney U test is used for the non-parametric st procedures.
Testing of hypothesis: Kruskal-Wallis test

The summary of ranked data corresponding to thiaas ‘Better pricing
as compared to others’, ‘Better offers as compéweathers’ and ‘Value for Money
Spend’ of the mobile service providers Idea, BSMbdafone and Airtel has been

computed with Kruskal-Wallis test. The test resalts given in the table 3.4.19.

Table 3.4.19

Mean ranking of competitive pricing offered by moble service providers based
on Kruskal-Wallis test

Mobile Mean rank
Service N Better pricing as Better offers as Value for
Provider compared to others| compared to others | money spends
Idea 264 371.09 440.98 367.44
BSNL 255 537.65 403.10 541.15
Vodafone 229 412.43 444.03 406.48
Airtel 122 404.68 475.36 416.44
Total 870

The table 3.4.20 shows the test statistic for thaskal-Wallis test based on

competitive pricing offered by the mobile servia®\pders, the associated degrees
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of freedom and the significance. As the number aibie service providers

considered for analysis is four, the degrees @doen will be three.

Table 3.4.20

Kruskal-Wallis test statistics based on competitivepricing offered by
mobile service providers

. Better pricing as Better offers as | Value for money
Details
compared to others | compared to others spends
Chi-Square 71.794 8.940 84.292
df 3 3 3
Asymp. Sig. .000 .030 .000
Grouping Variable: Mobile Service Provider

The table 3.4.21 shows the descriptive statisticshe variables ‘Better
pricing as compared to others’, ‘Better offers aspared to others’ and ‘Value for

money spends’ pertaining to the mobile service ipierg Idea, BSNL, Vodafone

and Airtel.
Table 3.4.21
Descriptive statistics of competitive pricing offeed by
mobile service providers
_ Better pricing as Better offers as Value for mone
Mobile compared to compared to ds* y
Service N others™ others* Spends
Provider
Mean | Std. Dev.| Mean | Std.Dev| Mean| Std. Dey.

Idea 264 3.31 .864 3.53 .867 3.44 .814

BSNL 255 3.92 961 3.35 1.111 4.05 787
Vodafone| 229 3.45 .905 3.54 .808 3.57 .843

Airtel 122 3.43 944 3.67 .876 3.61] 914

Total 870 3.54 .947 3.50 .937 3.68 .865

* Measured on a 5-point Likert Scale, Strongly Bise =1, Disagree=2, Uncertain=3, Agree=4,

Strongly Agree=5; Mean Value of the Scale = 3.

The summary of Kruskal-Wallis test statistics showiable 3.4.20 indicates
that the significance value is less than 0.05 fw variables ‘Better pricing as
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compared to others’, ‘Value for money spends’ aRdtter offers as compared to
others’. Therefore, it can be concluded that thesmgables significantly differ

between BSNL and private sector telecom serviceigess in Kerala.

The value of mean ranking based on Kruskal-Wadks given in table 3.4.19
indicates that BSNL has significantly higher leveisthe values of the variables
‘Better pricing as compared to others’, and ‘Vafae money spends’. The private
sector telecom service providers have significahtgher levels in the values of the
variable ‘Better offers as compared to others’. Tescriptive statistics of the

variables given in the table 3.4.21 also agredldse findings

Competitive pricing offered by mobile service prouiers: post hoc procedures

for the Kruskal-Wallis test

The Kruskal-Wallis test results shows that the cetitipe pricing strategies
specifically ‘Better pricing as compared to other8etter offers as compared to
others’ and ‘Value for Money Spends’ significantljffer between BSNL and
private sector telecom service providers in Ker8lat it doesn’t show where the
difference lie. Hence Mann-Whitney U test has dfmmegpost hoc procedures for the
Kruskal-Wallis test. As the study is focused on tbhenparative study of marketing
strategies of private sector telecom service pergichnd BSNL, a concise set of
comparison would be, to compare each private settobile service provider
against BSNL. The post hoc procedures for the coatipa study are:

(1) Post hoc test 1: The Idea compared to the BSNL
(2) Post hoc test 2: The Vodafone compared to the BSNL
(3) Post hoc test 3: The Airtel compared to the BSNL

As three Mann-Whitney U tests are suggested foiptist hoc analysis, in
order to reduce the Type | error, Bonferroni caiicec” is applied and the critical

value of significance is computed as 0.0167.

4 Andy Field. (2009). Discovering Statistics UsiB®SS, (3 ed.). Sage Publications India Pvt.
Ltd., New Delhi, p. 565.
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1. The Idea compared to the BSNL: Mann-Whitney U test

The summary of ranked data corresponding to thiaas ‘Better pricing
as compared to others’, ‘Better offers as compé&veathers’ and ‘Value for money

spends’ of the mobile service providers Idea antNB®%as been computed with

Mann-WhitneyU test. The test results are given in the table23.4

Table 3.4.22

Mean ranking of competitive pricing offered by Ideaand BSNL based on
Mann-Whitney U test

Mobile Mean rank
Service N Better pricing as Better offers as Value for
Provider compared to others| compared to others| money spends
Idea 264 211.54 271.31 208.97
BSNL 255 310.17 248.29 312.83
Total 519

The table 3.4.23 shows the test statistic for trenM Whitney test on the
focused comparison of the variables ‘Better pricasgcompared to others’, ‘Better
offers as compared to others’ and ‘Value for mosyggnds’ pertaining to the mobile

service providers ldea and BSNL.

Table 3.4.23

Mann - Whitney U test statistics based on competite
pricing offered by Idea and BSNL

. Better pricing as Better offers as Value for money
Details
compared to others compared to others spends
Mann-Whitney U 20866.500 30673.000 20189.000
Wilcoxon W 55846.500 63313.000 55169.000
Z -7.965 -1.852 -8.790
Asymp. Sig.
(2-tailed) .000 .064 .000
Grouping Variable: Mobile Service Provider
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The summary of Mann — Whitney test statistics shawntable 3.4.23
indicates that the observed significance valueshefvariables ‘Better pricing as
compared to others’, and ‘Value for money spends’lass than 0.0167. Therefore
these variables significantly differ between thebite service providers Idea and
BSNL. The value of mean ranking based on Mann-Véyitlest given in table
3.4.22 indicates that the mobile service provid@NB has significantly higher
levels of values of the variables, ‘Better priciag compared to others’, and ‘Value
for money spends’ than Idea. The significance valuthe variable ‘Better offers as
compared to others’ and it is greater than 0.0I®érefore it can be concluded that
‘Better offers as compared to others’ doesn’t digantly differ between BSNL and

Idea.
2. The Vodafone compared to the BSNL: Mann-Whitney Uest

The summary of ranked data corresponding to thiaas ‘Better pricing
as compared to others’, ‘Better offers as compéweathers’ and ‘Value for Money
Spend’ of the mobile service providers Vodafone &8NL has been computed
with Mann-WhitneyU test. The test results are given in the table23.4

Table 3.4.24

Mean ranking of competitive pricing offered by Voddone and BSNL
based on Mann-Whitney U test

_ ) Mean rank
Mobile Service —
Provider N Better pricing as Better offers as Value for
compared to others| compared to others | money spends
Vodafone 229 205.21 254.60 278.20
BSNL 255 275.98 231.63 202.75
Total 484

The table 3.4.25 shows the test statistic for trenM Whitney test on the
focused comparison of the variables ‘Better pricasgcompared to others’, ‘Better
offers as compared to others’ and ‘Value for mosiggnds’ pertaining to the mobile

service providers Vodafone and BSNL.
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Table 3.4.25

Mann - Whitney U test statistics based on competite pricing offered by
Vodafone and BSNL

. Better pricing as Better offers as | Value for money
Details

compared to otherg compared to others spends
Mann-Whitney U 20659.000 26425.500 20094.000
Wilcoxon W 46994.000 59065.500 46429.000

z -5.969 -1.929 -6.646

Asymp. Sig. (2-tailed) .000 .054 .000
Grouping Variable: Mobile Service Provider

The summary of Mann — Whitney test statistics shawntable 3.4.25
indicates that the observed significance valueshefvariables ‘Better pricing as
compared to others’, and ‘Value for Money Spends’lass than 0.0167. Therefore
these variables significantly differ between thebiteo service providers Vodafone
and BSNL. The value of mean ranking based on MaimitWy test given in table
3.4.24 indicates that the mobile service provid@NB has significantly higher
levels of values of the variables, ‘Better priciag compared to others’, and ‘Value
for money spends’ than Vodafone. The significanakuer of the variable ‘Better
offers as compared to others’ and it is greaten td®167. Therefore it can be
concluded that ‘Better offers as compared to othdegsn’t significantly differ
between BSNL and Vodafone.

3. The Airtel compared to the BSNL: Mann-Whitney U test

The summary of ranked data corresponding to thialas ‘Better pricing
as compared to others’, ‘Better offers as compévaathers’ and ‘Value for money
spends’ of the mobile service providers Airtel &88NL has been computed with
Mann-WhitneyU test. The test results are given in the table28.4
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Table 3.4.26

Mean ranking of competitive pricing offered by Airtel and BSNL based on
Mann-Whitney U test

Mobile Mean rank
Service N Better pricing as Better offers as Value for
Provider compared to others| compared to others| money spends
Airtel 122 150.34 209.52 153.22
BSNL 255 207.50 179.18 206.12
Total 377

The table 3.4.27 shows the test statistic for treen Whitney test on the
focused comparison of the variables ‘Better pricasgcompared to others’, ‘Better
offers as compared to others’ and ‘Value for mosyggnds’ pertaining to the mobile

service providers Airtel and BSNL.

Table 3.4.27
Mann - Whitney U test statistics based on competite pricing offered by Airtel
and BSNL
: Better pricing as Better offers as | Value for money
Details
compared to others| compared to others spends
Mann-Whitney U 10838.500 13052.000 11190.000
Wilcoxon W 18341.500 45692.000 18693.000
V4 -5.087 -2.649 -4.883
Asymp. Sig. (2-tailed) .000 .008 .000
Grouping Variable: Mobile Service Provider

The summary of Mann — Whitney test statistics shawntable 3.4.27
indicates that the observed significance valueshefvariables ‘Better pricing as
compared to others’, ‘Better offers as compareatters’ and ‘Value for money
spends’ are less than 0.0167. Therefore theseblesigignificantly differ between
the mobile service providers Airtel and BSNL. Treue of mean ranking based on
Mann-Whitney test given in table 3.4.26 indicatiesttthe mobile service provider
BSNL has significantly higher levels of values betvariables ‘Better pricing as

compared to others’ and ‘Value for money spendahtiirtel. The mean raking
199



shows that Airtel has significantly higher leveltime value of the variable ‘Better

offers as compared to others’ than BSNL.
3.4.4 Ethical pricing practices of mobile service providers

The variable considered for the analysis is thecathpricing practices of
mobile telecom service providers. The items usechéasure the variable are: ‘The
charging for services are transparent and there@i@dden charges’, ‘The service
provider didn’'t play unethical pricing practicesind ‘Deactivation of additional
services, if required, can be done very easiljz@rhobile connection’.

Hypothesis 2.4

The ethical pricing practices specifically ‘Transga billing and no hidden
charges, ‘Ethical pricing practices’, and ‘Easingssleactivate additional services -
if required’ significantly differ between BSNL arptivate sector telecom service

providers in Kerala.
Normality of sample distribution

The Kolmogorov-Smirnov test and Shapiro-Wilk test ased to verify the
normality of distribution of variables ‘Transpardnitling and no hidden charges,
‘Ethical pricing practices’, and ‘Easiness to deatt additional services - if
required’ pertaining to the mobile service provalédea, BSNL, Vodafone and
Airtel. The test results showed that sample distiims of the variables are

significantly non-normal.
Homogeneity of variance of sample distribution

The Levene’s test is used to verify the homogeneftyariances of the
variables ‘Transparent billing and no hidden char¢éthical pricing practices’, and
‘Easiness to deactivate additional services - guned’ pertaining to the mobile
service providers Idea, BSNL, Vodafone and Airfdie test results showed that the
variances of the groups have heterogeneous vasamberefore the Kruskal-Wallis
test is used to test the Hypothesis 2.4. The MamitiWy U test is used for the non-
parametric post hoc procedures.
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Testing of hypothesis: Kruskal-Wallis test

The summary of ranked data corresponding to theablas ‘Transparent
billing and no hidden charges, ‘Ethical pricing ¢rees’, and ‘Easiness to
deactivate additional services - if required’ oé timobile service providers ldea,
BSNL, Vodafone and Airtel has been computed witlhugkal-Wallis test. The test

results are given in the table 3.4.28.

Table 3.4.28

Mean ranking of ethical pricing practices of mobileservice providers based on
Kruskal-Wallis test

Mean rank
Mobile — : :
Service N Transparent billing Ethical Easiness to
Provider and no hidden pricing deactivate additional
charges practices services - if required
Idea 264 325.12 289.84 385.55
BSNL 255 593.37 618.37 451.31
Vodafone| 229 408.00 400.62 460.62
Airtel 122 396.02 433.94 463.38
Total 870

The table 3.4.29 shows the test statistic for theskal-Wallis test based on
ethical pricing practices of the mobile servicevpders, the associated degrees of
freedom and the significance. As the number of head®rvice providers considered

for analysis is four, the degrees of freedom wélltbree.

Table 3.4.29

Kruskal-Wallis test statistics based on ethical pging practices ofmobile
service providers

Details Transpgrent billing | Ethical pricing 'I'Easiness t_o dea.ctivate.
and no hidden charges  practices |additional services - if required
Chi-Square 180.388 249.901 17.828
df 3 3 3
Asymp. Sig. .000 .000 .000
Grouping Variable: Mobile Service Provider
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The table 3.4.30 shows the descriptive statistithevariables ‘Transparent
billing and no hidden charges, ‘Ethical pricing gifees’, and ‘Easiness to
deactivate additional services - if required’ pmitey to the mobile service

providers Idea, BSNL, Vodafone and Airtel.

Table 3.4.30
Descriptive statistics of ethical pricing practicesof mobile service providers
Transparent billin Easiness to
Mobile andpno hidden g Ethical pricing deactivate
Service N charaes * practices * additional services
Provider g — if required*
Mean | Std. Dev.] Mean| Std.Dev| Mean| Std. Dey.
Idea 264 3.13 .982 2.82 916 3.20 873
BSNL 255 4.20 .769 4.18 74 3.44 757
Vodafone| 229 3.49 814 3.30 .868 3.47 .809
Airtel 122 3.42 978 3.44 919 3.46 1.027
Total 870 3.58 975 3.43 1.014 3.39 .854

* Measured on a 5-point Likert Scale, Strongly Bise =1, Disagree=2, Uncertain=3, Agree=4,
Strongly Agree=5; Mean Value of the Scale = 3.

The summary of Kruskal-Wallis test statistics showiable 3.4.29 indicates
that the significance value is less than 0.05Hervariables ‘Transparent billing and
no hidden charges, ‘Ethical pricing practices’, dadsiness to deactivate additional
services - if required’. Therefore, it can be coded that the ethical pricing
practices specifically ‘Transparent billing and higlden charges, ‘Ethical pricing
practices’, and ‘Easiness to deactivate additigealices - if required’ significantly
differ between BSNL and private sector telecom iserproviders in Kerala. The
value of mean ranking based on Kruskal-Wallis tggén in table 3.4.28 indicates
that BSNL has significantly higher level in the wa$ of the variables ‘Transparent
billing and no hidden charges, and ‘Ethical pricprgctices’. The mean ranking of
the variable ‘Easiness to deactivate additionalvises - if required’ shows
comparatively low value for Idea than other telecs@rvice providers. The

descriptive statistics of the variables given im thble 3.4.30 also agrees to these

findings.
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Ethical pricing practices of mobile service providers: post hoc procedures for
the Kruskal-Wallis test

The Kruskal-Wallis test results shows that the aathipricing practices
specifically ‘“Transparent billing and no hidden ajes, ‘Ethical pricing practices’,
and ‘Easiness to deactivate additional serviceb required’ significantly differ
between BSNL and private sector telecom serviceigeos in Kerala. But it doesn’t
show where the difference lie. Hence Mann-Whitneyekt has done for post hoc
procedures for the Kruskal-Wallis test. As the gtiglfocused on the comparative
study of marketing strategies of private secta@dein service providers and BSNL,
a concise set of comparison would be, to compark pavate sector mobile service

provider against BSNL. The post hoc procedureshfercomparative study are:

(1) Post hoc test 1: The Idea compared to the BSNL
(2) Post hoc test 2: The Vodafone compared to the BSNL
(3) Post hoc test 3: The Airtel compared to the BSNL

As three Mann-Whitney U tests are suggested foiptist hoc analysis, in
order to reduce the Type | error, Bonferroni caiicet” is applied and the critical

value of significance is computed as 0.0167.
1. The Idea compared to the BSNL: Mann-Whitney U test

The summary of ranked data corresponding to theablas Transparent
billing and no hidden charges, ‘Ethical pricing grees’, and ‘Easiness to
deactivate additional services - if required’ of ttmobile service providers Idea and
BSNL has been computed with Mann-Whitngyest. The test results are given in
the table 3.4.31.

> Andy Field. (2009). Discovering Statistics UsiB®SS, (3 ed.). Sage Publications India Pvt.
Ltd., New Delhi, p. 565.
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Table 3.4.31

Mean ranking of ethical pricing practices of Idea @d BSNL based on
Mann-Whitney U test

) Mean rank
Mobile - , .
Service N | Transparent billing Ethical Easiness to
Provider and no hidden pricing deactivate additional
charges practices | services - if required
Idea 264 184.56 168.25 239.73
BSNL 255 338.11 354.99 280.98
Total 519

The table 3.4.32 shows the test statistic for trenM Whitney test on the
focused comparison of the variables ‘Transpareltiihdgpiand no hidden charges,
‘Ethical pricing practices’, and ‘Easiness to deat additional services - if

required’ pertaining to the mobile service provel&tea and BSNL.

Table 3.4.32

Mann - Whitney U test statistics based on ethicalring practices of
Idea and BSNL

Transparent Ethical pricin Easiness to
Details billing and no rac{i)ces 9 |deactivate additional
hidden charges P services - if required

Mann-Whitney U 13743.000 9437.500 28310.000

Wilcoxon W 48723.000 44417.500 63290.000

Z -12.316 -14.724 -3.368
Asymp. Sig. (2-tailed) .000 .000 .001
Grouping Variable: Mobile Service Provider

The summary of Mann — Whitney test statistics shawntable 3.4.32
indicates that the observed significance valuethefvariables ‘Transparent billing
and no hidden charges, ‘Ethical pricing practicesid ‘Easiness to deactivate
additional services - if required’ are less thaf167. Therefore these variables
significantly differ between the mobile service yiders Idea and BSNL. The value
of mean ranking based on Mann-Whitney test givetalie 3.4.31 indicates that the
mobile service provider BSNL has significantly hegHevels of values for these
variables than Idea.
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2. The Vodafone compared to the BSNL: Mann-Whitney Uest

The summary of ranked data corresponding to théablas Transparent
billing and no hidden charges’, ‘Ethical pricing aptices’, and ‘Easiness to
deactivate additional services - if required’ ofe ttmobile service providers
Vodafone and BSNL has been computed with Mann-Velithtest. The test results
are given in the table 3.4.33.

Table 3.4.33

Mean ranking of ethical pricing practices of Vodafme and BSNL
based on Mann-Whitney U test

Mean rank

Mobile : :
Service N Transparent Ethical pricing Easiness to deactivate
Provider billing and no i additional services - if

hidden ch practices od
idden charges require

Vodafone | 229 184.50 175.04 245.87

BSNL 255 294.58 303.08 239.47

Total 484

The table 3.4.34 shows the test statistic for trenM Whitney test on the
focused comparison of the variables ‘Transpareltiindgpiand no hidden charges,
‘Ethical pricing practices’, and ‘Easiness to deat additional services - if

required’ pertaining to the mobile service provel®iodafone and BSNL.

Table 3.4.34

Mann - Whitney U test statistics based on ethicalrxing practices of
Vodafone and BSNL

Transparent billing and | Ethical pricing Easiness to deactivate
Details : : additional services - if
no hidden charges practices :
required
Mann-Whitney U 15916.000 13750.000 28426.000
Wilcoxon W 42251.000 40085.000 61066.000
V4 -9.505 -10.708 -.554
Asymp. Sig.
(2-tailed) .000 .000 579
Grouping Variable: Mobile Service Provider
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The summary of Mann — Whitney test statistics shawntable 3.4.34
indicates that the observed significance valuethefvariables ‘Transparent billing
and no hidden charges’ and °‘Ethical pricing pradicare less than 0.0167.
Therefore these variables significantly differ beén the mobile service providers
Vodafone and BSNL. The value of mean ranking basellann-Whitney test given
in table 3.4.33 indicates that the mobile servicevipler BSNL has significantly
higher levels of values for these variables thadafone. The significance values of
the variable ‘Easiness to deactivate additionalises - if required’ is greater than
0.0167. Therefore it can be concluded that ‘Easines deactivate additional

services - if required’ doesn't significantly diffeetween BSNL and Vodafone.
3. The Airtel compared to the BSNL: Mann-Whitney U test

The summary of ranked data corresponding to théeablas Transparent
billing and no hidden charges’, ‘Ethical pricingaptices’, and ‘Easiness to
deactivate additional services - if required’ o€ tmobile service providers Airtel
and BSNL has been computed with Mann-Whithletest. The test results are given
in the table 3.4.35.

Table 3.4.35

Mean ranking of ethical pricing practices of Airtel and BSNL based on
Mann-Whitney U test

Mean rank

Mobile

Service N Transparent Ethical Easiness to

Provider billing and no pricing deactivate additional

hidden charges | practices | services - if required

Airtel 122 131.15 131.93 193.48
BSNL 255 216.68 216.30 186.86
Total 377

The table 3.4.36 shows the test statistic for trenM Whitney test on the
focused comparison of the variables ‘Transparelingpiand no hidden charges,
‘Ethical pricing practices’, and ‘Easiness to deeat additional services - if

required’ pertaining to the mobile service provel@irtel and BSNL.
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Table 3.4.36

Mann - Whitney U test statistics based on ethicalrring practices of
Airtel and BSNL

. Transparent billing and | Ethical pricing Eas_ir_1ess o de_activa_te
Details . ) additional services - if
no hidden charges practices :
required
Mann-Whitney U 8497.500 8592.500 15008.500
Wilcoxon W 16000.500 16095.500 47648.500
z -7.716 -7.503 -.599
Asymp. Sig.
(2-tailed) .000 .000 .549
Grouping Variable: Mobile Service Provider

The summary of Mann — Whitney test statistics shawntable 3.4.36
indicates that the observed significance valuethefvariables ‘Transparent billing
and no hidden charges’ and °‘Ethical pricing pradicare less than 0.0167.
Therefore these variables significantly differ beeén the mobile service providers
Airtel and BSNL. The value of mean ranking basedvtamn-Whitney test given in
table 3.4.35 indicates that the mobile service i@VvBSNL has significantly higher
levels of values for these variables than AirteheTsignificance values of the
variable ‘Easiness to deactivate additional sesvicef required’ is greater than
0.0167. Therefore it can be concluded that ‘Easines deactivate additional

services - if required’ doesn’t significantly diffeetween BSNL and Airtel.

3.5 Analysis of promotion strategies of BSNL and private sector mobile

telecom service providers in Kerala.
Hypothesis 3

There is significant difference between the proomtstrategies of BSNL

and private sector mobile telecom service providekserala.
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Variables considered for the analysis of promotiorstrategies

The variables considered for the analysis of pramnostrategies of mobile
telecom service providers in Kerala are: effectessn of advertisements,
attractiveness of website of mobile telecom serpiciders, attractiveness of price
reduction offers, attractiveness of free trial téfeattractiveness of free add-on SIM
card offer, attractiveness of extra talk time qffattractiveness of SMS package
offer, attractiveness of internet package offetraativeness of call at zero balance
offer for prepaid customers, attractiveness ofiggtthe service at bill not paid
status (post-paid customers) of mobile telecomiserproviders, attractiveness of
displays and demonstrations at point of salestadiveness of customized offers,
and the opinion of respondents about promotionainphcalls of mobile telecom

service providers.

The effectiveness of advertisements of the mobdevise providers are
measured based on the model for predictive measmsmof advertising
effectiveness proposed by Robert J. Lavidge andy Gre Steiner (1961). The
attractiveness of website and promotional offees rmeasured by a dichotomous
guestion to verify whether the customer has visited website of the service
provider or received any offer, followed by five ipb Likert scale to test the

attractiveness of the offer.
3.5.1 Effectiveness of advertisements of mobile telecorersice providers

The effectiveness of advertisements of mobile tateservice providers is
measured based on the model for predictive measumsmof advertising
effectiveness proposed by Robert J. Lavidge ang @resteiner (1961) as cited by
Philip Kotler (2009%° to explain the hierarchy of effects of advertisatse
Referring to this model the suggested advertisesnéasks are: (i) to build
awareness about the products and knowledge asdsetmathe brand (ii) to create
liking, preference and faith for the service pravridiii) to act as reminder to
stimulate repeat association with the service pievand (iv) to convince customer

that the decision to continue with the service mewvis a right choice. Rooted in

® philip Kotler, Kevin Lane Keller, Abraham Koshyd Mithileshwar Jha. (2009). Marketing
Management-A South Asian Perspective(#8.). Pearson Education, New Delhi, pp. 462-463.
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this model following items are formulated to measuhe effectiveness of

advertisements of mobile telecom service providers.
1. The messages conveyed through the advertisemenisgdnly informative.

2. The advertisements create liking, preference anth feor the service

provider.

3. The advertisements act as reminder to stimulateatepssociation with the

service provider.

4. The advertisements convince me that my decisiortaigtinue with the

service provider is a right choice.

All items are measured by Likert Scale with fivechor points, specifically
Strongly Agree, Agree, Uncertain, Disagree andrigfioDisagree. Equal weightage

is given for all items to compute the mean scoreffefctiveness of advertisements.
Hypothesis 3.1

The effectiveness of advertisements significaniffeds between BSNL and

private sector mobile telecom service providerKanala.
Normality of sample distribution

The Kolmogorov-Smirnov test and Shapiro-Wilk test ased to verify the
normality of distribution of variable ‘Effectivenge®f advertisements’ pertaining to
the mobile service providers Idea, BSNL, Vodafomel &irtel. The test results

showed that sample distributions of the variablessgynificantly non-normal.
Homogeneity of variance of sample distribution

The Levene’s test is used to verify the homogeneftyariances of the
variable ‘Effectiveness of advertisements’ pertagnio the mobile service providers
Idea, BSNL, Vodafone and Airtel. The test resulievged that the variances of the
groups have homogeneous variances. Even thouggrtlugps have homogeneous
variances, the data are not normally distributdteréfore the Kruskal-Wallis test is

used to test the Hypothesis 3.1.
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Testing of hypothesis: Kruskal-Wallis test

The summary of ranked data corresponding to thiamar'Effectiveness of
advertisements’ of the mobile service providersaJd8SNL, Vodafone and Airtel
has been computed with Kruskal-Wallis test. The tesults are given in the
table 3.5.1.

Table 3.5.1

Mean ranking of effectiveness of advertisements ofiobile service providers
based on Kruskal-Wallis test

Variable Mobile Service Provider N Mean Rank
Idea 264 52491
BSNL 255 214.66
Effectiveness of Vodafone 229 567.58
advertisements
Airtel 122 455.70
Total 870

The table 3.5.2 shows the test statistic for theskal-Wallis test based on
the effectiveness of advertisements of the moleleise providers, the associated
degrees of freedom and the significance. As thebmuraf mobile service providers

considered for analysis is four, the degrees @doen will be three.

Table 3.5.2

Kruskal-Wallis test statistics based on effectiverss of advertisements of
mobile service providers

Details Effectiveness of Advertisements
Chi-Square 296.558
df 3
Asymp. Sig. .000
Grouping Variable: Mobile Service Provider
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The table 3.5.3 shows the descriptive statisticthefvariable effectiveness
of advertisements related to the mobile serviceigess Idea, BSNL, Vodafone and
Airtel.

Table 3.5.3
Descriptive statistics of the variable - effectiveess of advertisements

Mobile Service Provider Mean* N Std. Dev.
Idea 3.87 264 .768
BSNL 2.72 255 .743
Vodafone 4.03 229 .805
Airtel 3.65 122 .706
Total 3.54 870 .935

* Measured on a 5-point Likert Scale, Strongly @ige =1, Disagree=2, Uncertain=3,
Agree=4, Strongly Agree=5; Mean Value of the Scak

The summary of Kruskal-Wallis test statistics shawitable 3.5.2 indicates
that the significance value of the variable ‘Effeehess of advertisements’ is less
than 0.05. Therefore, it can be concluded thatefffectiveness of advertisements
significantly differs between BSNL and private sedielecom service providers in
Kerala. The value of mean ranking based on Krugkalkis test given in table 3.5.1
indicates that the most effective advertisemenés fewm private sector telecom
service providers. The rating in the effectivenalsadvertisements is the highest for
the Vodafone and it is followed by the service pidevs Idea and Airtel. The rating
is the lowest for the BSNL. The descriptive statsstof the variable given in the

table 3.5.3 also agrees to this finding.
3.5.2 Attractiveness of website of mobile telecom servigaoviders

The website of service providers are one of the édeynents in integrated
marketing communication. But the majority of thespendents do not depend on
websites of their mobile operators to get the imf@tion. The attractiveness of
website is measured by a dichotomous question ribywehether the customer has
visited the website, followed by five point Likestale to test the attractiveness of

the offer. The attractiveness of websites of thebileoservice providers are
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compared with two variables: ‘Website is a depefelaburce of information’ and
‘Website is user friendly’. The percentage of regpents visited the websites of
service providers and the frequency descriptivelyaisa of attractiveness of the
websites is shown in table 3.5.4.

Table 3.5.4

The attractiveness of websites of the mobile seré@groviders: frequency
descriptive analysis

. . Web site is a
Mobile Visited the Website dependable Website is user
i of the Service source of friendly*
Service Provider Total , - O
Provider information
Yes No Mean| Std. Devi Mear Std. Dey.
74 190 264
Idea (28.0%) | (72.0%)| (100%) 3.80 776 3.59 875
84 171 255
BSNL (32.9%) | (67.1%)| (100%) 4.00 .836 3.82 .984
60 169 229
Vodafone (26.2%) | (73.8%)| (100%) 3.95 .649 3.73 .733
, 44 78 122
Airtel (36.1%) | (63.9%) | (100%) 4.07 .587 4.09 .520
262 608 870
Total (30.1%) | (69.9%)| (100%) 3.94 743 3.78 .846

* Measured on a 5-point Likert Scale, Strongly Dise = 1, Disagree = 2, Uncertain = 3,
Agree = 4, Strongly Agree = 5; Mean Value of thal8c 3.

The respondents visited the websites of the serprowiders are on an
average 30.1%. The values in the table show thleawé#niations in this percentage
are minimal between the telecom service providéh® mean value and standard
deviation of the variables ‘Web site is a depenelaurce of information’ and
‘Website is user friendly’ show that the websitdsall the service providers are
fairly attractive. The service provider Airtel h@smparatively more attractive
website than other service providers.
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3.5.3 Attractiveness of price reduction offers of mobile telecom service

providers

Occasionally mobile telecom service providers offebates or price
reduction to their customer§he attractiveness of price reduction offers is snead
by a dichotomous question to verify whether thetmugr has received the offer,
followed by five point Likert scale to test the ratitiveness of the offer. The
frequency descriptive analysis of attractivenesgrafe reduction offers of mobile

telecom service providers are given in table 3.5.5.

Table 3.5.5

Attractiveness of price reduction offers of mobildelecom service providers:
frequency descriptive analysis

_ _ Rebate / Price reduction Rebate / Price reduction
Mobile Service offer received offers are attractive *
; Total
Provider
Yes No Mean Std. Dev.
134 130 264
Idea 3.73 .695
(50.8%) (49.2%) (100%)
90 165 255
BSNL 3.97 726
(35.3%) (64.7%) (100%)
Vodafone 125 104 229 3.67 .738
(54.6%) (45.4%) (100%)
57 65 122
Airtel 4.18 .468
(46.7%) (53.3%) (100%)
406 464 870
Total 3.83 .710
(46.7%) (53.3%) (100%)

* Measured on a 5-point Likert Scale, Strongly Qisse = 1, Disagree = 2, Uncertain = 3,
Agree = 4, Strongly Agree = 5; Mean Value of thal§c 3.

The respondents received price reduction offersftbe service providers
are on an average 46.7%. It can be seen that @riedcom service providers
especially Vodafone and Idea are keen in offerimgl @ommunicating price
reductions to customers than BSNL. The price rednciffer is generally attractive

among the customers. The most attractive offersrane Airtel followed by BSNL.
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Although the price reduction offers of BSNL arerattive, it is not properly

communicated to the customers.
3.5.4 Attractiveness of free trial offers of mobile telecom service providers

The free trail offer is a marketing strategy to getisting customers
familiarized about the newly introduced servicelse Tree trail for a specific period
is an opportunity for the service providers to pobjthe benefits of the services to
the customers. If the free trail is successful, thestomers became regular
subscribers of the services they experienced. Tthecaveness of free trial offers is
measured by a dichotomous question to verify whetive customer has received
the offer, followed by five point Likert scale test the attractiveness of the offer.
The frequency descriptive analysis of attractivenekfree trial offers of mobile

telecom service providers are given in table 3.5.6.

Table 3.5.6

Attractiveness of free trial offers of mobile telecom service providers:
frequency descriptive analysis

E il off ived Free trial offers are
Mobile Service ree trial offer receive attractive*
; Total
Provider
Yes No Mean Std. Dev.
69 195 264
Idea 3.54 .833
(26.1%) (73.9%) (100%)
33 222 255
BSNL 4.06 496
(12.9%) (87.1%) (100%)
64 165 229
Vodafone 3.73 .782
(27.9%) (72.1%) (100%)
31 91 122
Airtel 4.06 772
(25.4%) (74.6%) (100%)
197 673 870
Total 3.77 .785
(22.6%) (77.4%) (100%)

* Measured on a 5-point Likert Scale, Strongly @isse = 1, Disagree = 2, Uncertain = 3,
Agree = 4, Strongly Agree = 5; Mean Value of thal§c 3.

It can be observed that among private sector telesgrvice providers more

than 25% of respondents received free trail offeos their service providers. For
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BSNL it is only 12.9%. The free trail offers of dlie service providers are fairly
attractive. The mean scores show that the mosicétte free trail offers are from
Airtel and BSNL. From the data it can be inferrbdttthe free trail offers of BSNL

are not reaching majority of their customers.

3.5.5 Attractiveness of free add-on SIM card offer of molde telecom service

providers

In the market development stage the telecom sepricéders experimented
free add-on SIM (Subscriber Identity Module) cafféioto the customers. This is as
equivalent as a new connection, helped operatoksdien their reach through existing
customers. The attractiveness of free add-on SIk offers is measured by a
dichotomous question to verify whether the custoh@er received the offer, followed
by five point Likert scale to test the attractivemeof the offer. The frequency
descriptive analysis shown in table 3.5.7 indicatest BSNL was successful in

implementing free add-on SIM card offer.

Table 3.5.7

Attractiveness of free add-on SIM card offer of molde telecom service
providers: frequency descriptive analysis

_ _ Free add on SIM offer Free add-on SIM offer is
Mobile Service received Total attractive*
Provider
Yes No Mean Std. Dev.
23 241 264
Idea 3.78 .600
(8.7%) (91.3%) (100%)
61 194 255
BSNL 4.08 .458
(23.9%) (76.1%) (100%)
21 208 229
Vodafone 3.86 573
(9.2%) (90.8%) (100%)
Airtel 14 108 122 3.93 .730
(11.5%) (88.5%) (100%)
Total 119 751 870 3.97 551
(13.7%) (86.3%) (100%) ' '

* Measured on a 5-point Likert Scale, Strongly Dise = 1, Disagree = 2, Uncertain = 3,
Agree = 4, Strongly Agree = 5; Mean Value of thal8c 3.
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3.5.6 Attractiveness of extra talk time offer of mobile lecom service providers

The extra talk time offer is usually practiced e tservice providers in
festive seasons. The additional talk time the cusets received free of cost
especially in festive seasons stimulated them lforteore. The ‘talk more’ nature
may continue even after the withdrawal of the oftditimately this scheme will be
beneficial for the telecom companies in long ruhe Tattractiveness of extra talk
time offer is measured by a dichotomous question tofywevhether the customer
has received the offer, followed by five point Likecale to test the attractiveness of
the offer. The BSNL and all the private telecomvier providers equally successful
in promoting the extra talk time offer. The offerfairly attractive for all the service
providers. In the opinion of respondents the mushetive extra talk time offers are
from Airtel and BSNL. The frequency descriptive gsa of extra talk time offer of

mobile service providers are shown in table 3.5.8.

Table 3.5.8

Attractiveness of extra talk time offer of mobile elecom service providers:
frequency descriptive analysis

_ _ Extra talk time offer Extra talk time offer is
Mobile Service received Total attractive*
Provider
Yes No Mean Std. Dev.
Idea 170 94 264 3.87 .667
(64.4%) (35.6%) (100%)
161 94 255
BSNL 4.06 451
(63.1%) (36.9%) (100%)
Vodafone 145 84 229 3.72 .788
(63.3%) (36.7%) (100%)
81 41 122
Airtel 4.12 .509
(66.4%) (33.6%) (100%)
557 313 870
Total 3.92 .644
oa (64.0%) | (36.0%) | (100%)

* Measured on a 5-point Likert Scale, Strongly Qisse = 1, Disagree = 2, Uncertain = 3,
Agree = 4, Strongly Agree = 5; Mean Value of thal8c 3.
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3.5.7 Attractiveness of SMS package offeof mobile telecom service providers

The SMS package offers are mainly targeted for geters especially
students. The SMS communication is more popularngntbis segment due to its
peculiar characteristics and relatively low priciag compared to phone calls. The
attractiveness of SMS package offers is measured dichotomous question to
verify whether the customer has received the offdtpwed by five point Likert
scale to test the attractiveness of the offer. frequency descriptive analysis of

SMS package offer is shown in table 3.5.9.

Table 3.5.9

Attractiveness of SMS package offeof mobile telecom service providers:
frequency descriptive analysis

_ _ SMS package offer SMS package offer is
Mobile Service received attractive
) Total
Provider
Yes No Mean Std. Dev.
74 190 264
ldea 3.70 591
(28.0%) (72.0%) (100%)
46 209 255
BSNL 4.09 463
(18.0%) (82.0%) (100%)
77 152 229
Vodafone 3.73 737
(33.6%) (66.4%) (100%)
50 72 122
Airtel 4.04 .605
e (41.0%) | (59.0%) | (100%)
247 623 870
Total 3.85 .642
(28.4%) (71.6%) (100%)

* Measured on a 5-point Likert Scale, Strongly Qisse = 1, Disagree = 2, Uncertain = 3,
Agree = 4, Strongly Agree = 5; Mean Value of thal§c 3.

The SMS package offers of all the service provideesfairly attractive. The
offers of Airtel and BSNL are more attractive thather service providers. Although
the offers of BSNL are comparatively more attragtiit doesn’'t reach the

customers.
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3.5.8 Attractiveness of internet package offer of mobile telecom service

providers

The internet savvy customers always search foadive internet packages.
The youths and the practitioners of m-commercebatenging to this segment. In
order to attract this segment the service providess offering various internet
packages. The attractiveness of internet packadersofis measured by a
dichotomous question to verify whether the custorhaes received the offer,
followed by five point Likert scale to test the ratitiveness of the offer. The

frequency descriptive analysis of internet packaffer is shown in table 3.5.10

Table 3.5.10

Attractiveness of internet package offeiof mobile telecom service providers:
frequency descriptive analysis

_ _ Internet package offer Internet package offer is
Mobile Service received attractive*
) Total
Provider
Yes No Mean Std. Dev.
Idea 109 155 264 3.72 .780
(41.3%) (58.7%) | (100%)
61 194 255
BSNL 3.82 742
(23.9%) (76.1%) | (100%)
Vodafone 93 136 229 3.78 .883
(40.6%) (59.4%) | (100%)
69 53 122
Airtel 4.32 .866
(56.6%) (43.4%) | (100%)
332 538 870
Total 3.88 .849
oa (38.2%) | (61.8%) | (100%)

* Measured on a 5-point Likert Scale, Strongly Qisse = 1, Disagree = 2, Uncertain = 3,
Agree = 4, Strongly Agree = 5; Mean Value of thal8c 3.

The internet package offers of all the service mlers are moderately
attractive. The most attractive offers are fromtélir The Airtel is forefront in
designing and communicating attractive internekpges for the customers than its
rivals. Although the internet packages of BSNL attractive, BSNL has an

inadequacy in communicating the same to the cuskome
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3.5.9 Attractiveness of call at zero balance offer for prepaid customers of

mobile telecom service providers

The call at zero balance offer allows customers to make calls even at zero
balance for a limited amount. In BSNL the custontens make calls up to Rs 10/- at
zero balance and the facility is offered free adtc&ven though Idea and Vodafone
also have this offer, the customers have to pajlitfa@activation charges. The
activation charges are varying from time to timéneTamount in debit of the
customer will be adjusted in the subsequent reehdrge Airtel doesn’t have such
an offer. The attractiveness cdll at zero balance offer for prepaid customers is
measured by a dichotomous question to verify whetive customer has received
the offer, followed by five point Likert scale test the attractiveness of the offer.
The frequency descriptive analysis oéll at zero balance offer is given in
table 3.5.11.

Table 3.5.11

Attractiveness ofcall at zero balance offer of mobile telecom service providers:
frequency descriptive analysis

Call at zero balance offers is|
Call at zero balance offer tiracti = i
Mobile Service| (For prepaid customers) T4 attractive (For bl
Provider ota customers)
Yes No Mean Std. Dev.
106 123 229
Idea 2.92 .953
(46.3%) 53.7%) (100%)
177 53 230
BSNL 4.59 .504
(77.0%) 23.0%) (100%)
114 86 200
Vodafone 3.30 931
(57.0%) 43.0%) (100%)
0 107 107
Airtel 0 0
e (0%) (100%) | (100%)
397 369 766
Total 3.78 1.077
(51.8%) 48.2%) (100%)

* Measured on a 5-point Likert Scale, Strongly @isse = 1, Disagree = 2, Uncertain = 3,
Agree = 4, Strongly Agree = 5; Mean Value of thal§c 3.
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It can be observed that the offer is quite popataong BSNL customers and
it is highly attractive. The offer is moderatelyrattive for Vodafone respondents

and comparatively less attractive for Idea respotgde

3.5.10 Attractiveness of getting the service abill not paid status of post-paid

customers of mobile telecom service providers

The post-paid customers are considered as the pmesggment as they are
high paying group and very less in numbers (appnately 3% of mobile customer
base)’ as compared to prepaid customers. As part of abeare to this premium
segment the private telecom service provider Ide@nels continued service to
almost all of their post-paid customers even atpayment of bills due to delay or
oversight. The service provider Airtel and Vodaf@xtend this facility only to their
selected post-paid customers. The public sectanigeo BSNL doesn’t practice this
strategy. The attractiveness of getting the seratd®ll not paid status of post-paid
customers of mobile telecom service providers isasueed by a dichotomous
qguestion to verify whether the customer has receive offer, followed by five
point Likert scale to test the attractiveness @ tiffer. The frequency descriptive
analysis of the offer of getting the service latl not paid status (post-paid

customers) of mobile telecom service providerhi@s in table 3.5.12.

" The report on Indian Telecom Services Performandieators, March 2013. Telecom Regulatory
Authority of India, p. 37.
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Table 3.5.12

Attractiveness of getting the service abill not paid status
(post-paid customers) of mobile telecom service pvaers:
frequency descriptive analysis

_ Getting the service atbill Getting th ice atbill
Mobile | not paid status (post-paid etting the service abill
Service customers) Total  |not paid status s attractive

Provider
Yes No Mean Std. Dev.
32 3 35
Id 4.25 508
& | (91.4%) (8.6%) (100%)
0 25 25
BSNL 0 0
(0%) (100%) (100%)
7 22 29
Vodaf 4.00 000
0dalon®l - o41%) | (75.9%) (100%)
7 8 15
Airtel 4.14 378
e 46.7%) | (53.3%) (100%)
46 58 104
Total 4.20 453
o 44.2%) | (55.8%) (100%)

* Measured on a 5-point Likert Scale, Strongly Qisse = 1, Disagree = 2, Uncertain = 3,
Agree = 4, Strongly Agree = 5; Mean Value of thal§c 3.

The customers found this facility highly attractivdhe rating of
attractiveness of this facility is the highest fioe telecom service provider Idea and

it is followed by the Airtel.

3.5.11 Attractiveness of displays and demonstrations at pot of sales of mobile

telecom service providers

The displays and demonstrations at point of salestla invitation to the
customers to avail the services. The newly intreduwalue added services and third
generation mobile telecom services definitely regjuiemonstrations before the
prospects. It serves the purpose of customer tigaiand popularity about the services
being offered by the service provider. The attvartess of displays and
demonstrations at point of sales of mobile telesemvice providers is measured by a
dichotomous question to verify whether the custohes listened to them, followed

by five point Likert scale to test the attractives®f the displays and demonstrations.
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The frequency descriptive analysis of attractivers@sdisplays and demonstrations at

point of sales of mobile telecom service providershown in table 3.5.13.

Table 3.5.13

Attractiveness of displays and demonstrations at pot of sales of mobile
telecom service providers: frequency descriptive alysis

Attracted to displays and Displays and
Mobile Service demonstrations at point of demonstrations at poht
Provider sales Total of sales are attractive*
Yes No Mean Std. Dev.
53 211 264
Idea (20.1%) | (79.9%) (100%) 3.7 77
25 230 255
BSNL (9.8%) (90.2%) (100%) 388 600
63 166 229
Vodafone (27.5%) (72.5%) (100%) 3.83 .555
: 25 97 122
Airtel (20.5%) (79.5%) (100%) 4.12 440
166 704 870
Total (19.1%) | (80.9%) (100%) 3.86 -560

* Measured on a 5-point Likert Scale, Strongly @isge = 1, Disagree = 2, Uncertain = 3, Agree = 4,
Strongly Agree = 5; Mean Value of the Scale = 3.

The private sector service providers are forefianpromoting the services
through POS (Point of Sales) displays and demdimtsathan BSNL. Although the
POS displays and demonstrations of all the abomacseproviders are attractive,
the most attractive among them are from Airtel.

3.5.12 Attractiveness of customized offers of mobile teleen service providers

The customization of offers at individual custontevrel is relatively a new
trend in mobile telecom services marketing. Thegig telecom service providers
are extremely successful in this promotional s@wyteThe attractiveness of
customized offersof mobile telecom service providers is measured ay
dichotomous question to verify whether the custorhas received the offer,
followed by five point Likert scale to test the ratitiveness of the offer. The
frequency descriptive analysis of customized offdrservice providers are shown
in table 3.5.14.
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Table 3.5.14

Attractiveness of customized offers of mobile teletn service providers:
frequency descriptive analysis

_ _ Customized offers Customized offers are
Mobile Service received Total attractive*
Provider
Yes No Mean Std. Dev.
190 74 264
Idea (72.0%) | (28.0%) |(100%) 0 871
0 255 255
BSNL (0%) (100%) |(100%) 0 0
171 58 229
Vodafone (74.7%) (25.3%) |(100%) 3.99 .861
, 81 41 122
Airtel (66.4%) (33.6%) |(100%) 4.26 .703
442 428 870
Total (50.8%) | (49.2%) |(100%) -0 848

* Measured on a 5-point Likert Scale, Strongly @isse = 1, Disagree = 2, Uncertain = 3,
Agree = 4, Strongly Agree = 5; Mean Value of thal§c 3.

The private service providers are so aggressivaramoting their services
through customization. It can be seen that 74.7%aafafone respondents, 72% of
Idea respondents and 66.4% of Airtel respondergsreseived customized offers
from their service providers. Irrespective of tle¥vice providers, the respondents
who received customized offers opined that custedchiaffers are highly attractive.
The most attractive offers are from the servicevipler Airtel. The BSNL doesn’t

practice such a promotional strategy.

3.5.13 Opinion of respondents about the promotional phonecalls of mobile

telecom service providers

The telecom service providers often call the custenmand detailed about
various promotional offers, value added servidss advantages and benefits. Most
often the recipients are not in a mood to respanthése marketing calls. Even
though the customers can deactivate the unsolicaild and messages, majority of
the customers do not practice it. The opinion spomdents about the promotional

phone callsof mobile telecom service providers is assessed lgichotomous
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guestion to verify whether the customer has recesch calls, followed by five
point Likert scale to test the convenience of colis to receive such calls. The
frequency descriptive analysis of opinion of regpemts about promotional phone

calls is given in the table 3.5.15.

Table 3.5.15

Opinion of respondents about promotional phone cadl of mobile telecom
service providers: frequency descriptive analysis

Promotional calls Promotional calls are
Mobile Service received inconvenient*
) Total
Provider
Yes No Mean Std. Dev.
212 52 264
Idea 803%) | (19.7%) | (o0%) | 29 808
20 235 255
BSNL (7.8%) (92.2%) (100%) 235 671
161 68 229
Vodafone (70.3%) (29.7%) (100%) 2.11 747
. 92 30 122
Airtel (75.4%) | (24.6%) (100%) 2.15 .740
485 385 870
Total (55.7%) | (44.3%) | (100%) 2.09 771

* Measured on a 5-point Likert Scale, Strongly Agrel, Agree = 2, Uncertain = 3,
Disagree = 4, Strongly Disagree = 5; Mean ValuthefScale = 3.

The private service providers are so aggressivpramoting the services
through phone calls. It can be seen that Ideagisiyiaggressive in this promotional
activity. The BSNL is reluctant to make promotiomalls to the customer. While
80.3% of Idea respondents received promotionakccéiie corresponding BSNL
proportion is only 7.8%. The mean score values shitwat the customers do not like

this promotional activity of telecom service prosid in general.
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3.6 The effect of service related factors on customerasisfaction and

customer loyalty of customers of mobile telecommupation services

The major service related factors which directligetf customer satisfaction
of customers of mobile telecom services are serbieeefits, customer support
services, quality of service, competitive pricitay;ff variety and unethical practices

of the mobile telecom service providers.

The service benefits are the basic core servicefltemeasured by the items
voice clarity, geographical network coverage, aadireess to get connected to the
network. The customer support services comprisesasiness to get new mobile
connection, availability of recharge facility at ns@nient locations and retailer
support for the prepaid customers, convenienceaghment of post-paid bills and
special care for the post-paid customers, easitesstivate additional services,
easiness to deactivate additional services - iflired, easiness to access customer
care helpline, easiness to get the right customer gerson on the phone and ability

to solve problems at customer care touch points.

The service quality of mobile phone services ar@asueed by the 22-item
SERVQUAL scale developed by Parasuraman A. etl@91)®. The competitive
pricing is measured by using the items ‘Better ipgcas compared to others’,
‘Better offers as compared to others’ and ‘Value fooney spends’. The tariff
variety is measured by the items ‘Variety of tanffans’, ‘Easiness to switch
between tariff plans’, ‘Convenient recharge optigfts prepaid customers)’, and
‘Advise suitable tariff plans’. The ethical pricinyactices are assessed by the items
‘Transparent billing and no hidden charges, ‘Ethigaicing practices’, and
‘Easiness to deactivate additional services -qglineed’.

The items identified to measure the variable custorsatisfaction of
customers of mobile telecom services are: realigfsad with my service provider,
service provider is competent enough to fulfill tegpectations and choice to
associate with the service provider is a wise d@&tis

8 parasuraman A, Valarie A. Zeithaml, and Leonard Berry. (1991). Refinement and
Reassessment of The SERVQUAL Scale. Journal ofilRgtaVolume 67, Number 4. Elsevier
Science Publishing Company Inc., pp. 420-450.
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All items of the variables are measured by usingetti Scale with five
anchor points, specifically Strongly Agree, Agrelacertain, Disagree and Strongly
Disagree. Equal weightage is given for all itemxdmpute the mean value of the
respective variables.

Hypothesis 4

There is significant relationship between the geyvirelated factors
specifically service benefits, customer supportvises, quality of service,
competitive pricing, tariff variety and unethicabptices in mobile telecom services

sector and customer satisfaction.
Testing of hypothesis: Logistic regression analysis

The logistic regression analysis was performedrtd dut the predictors of
customer satisfaction. The customer satisfactidlaken as the dependent variable.
The independent variables taken are service benefitstomer support services,
quality of service, competitive pricing, tariff vaty and unethical practices of the
mobile telecom service providers. In order to idgnthe effect of demographic
characteristics of the respondents on customesfaetion, the variables age,
education and income are also included as indepéndeiables in the logistic

regression analysis. The test results are presantbd table 3.6.1.
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Table 3.6.1

The results of logistic regression analysis on th@edictors of customer
satisfaction of mobile telecom services

Variables Odds Ratio 95% CI* P value
Age group (in years)
<30 Reference 0.75-1.43 0.832
>=30 1.04
Education
Below graduation Reference 0.71-1.56 0.802
Graduation and above 1.05
Income
Low Reference 0.96-2.11 0.072
High 1.42
Service Benefits
Low Reference 2.15-4.10 0.000
High 2.97
Customer Support
Services
Low Reference 1.42-2.84 0.000
High 2.01
Quality of Service
Low Reference 2.17-4.34 0.000
High 3.07
Competitive pricing
Low Reference 2.70-5.39 0.000
High 3.82
Tariff variety
Low Reference 0.89-1.80 0.184
High 1.27
Unethical practices
High Reference 1.88-3.85 0.000
Low 2.68

*Cl: Confidence Interval.

The service benefits, customer support servicesalityu of service,
competitive pricing, and unethical practices argnidicantly associated with
customer satisfaction. The service related fa@offtvariety and the demographic
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variables of respondents’ age, education and incam@eot significantly associated

with customer satisfaction.

The delivery of high level of service benefits by imobile service providers
to the customers was found to be three times highance to have better customer
satisfaction compared to the low level deliverysefvice benefits. The customer
satisfaction was found to be two times higher fayhhlevel of customer support
services compared to the low level of customer supgervices. The high level of
quality of service contributes to three times moustomer satisfaction than that of
low level of quality of service. The customer Saitsion was 3.8 times higher for
high level of competitive pricing compared to iswl level. The low level of
unethical practice was found have three times higi@ance to generate better
customer satisfaction as compared to high leveliradthical practices of mobile

telecom service providers.
3.6.1 Customer Satisfaction and customer loyalty of mobd telecom services

The customer satisfaction of customers of mobilectan services are
measured with three items. The items are: reatigfsad with my service provider,
service provider is competent enough to fulfill tBepectations, and choice to
associate with the service provider is a wise datisThe customer loyalty is also
measured by three iteniBhe items used to measure the customer loyaltyséneng
intention to remain as a customer of the serviawviger, would recommend the
services of the mobile service provider to frieddsolleagues, and the emotional
attachment with my service provider. All items ameasured by Likert Scale with
five anchor points, specifically Strongly Agree, rAg, Uncertain, Disagree and
Strongly Disagree. Equal weightage is given foitaths to compute the mean value

of customer satisfaction and customer loyalty.
Hypothesis 4.1

There is significant relationship between custosaisfaction and customer
loyalty among the customers of mobile telecom sesui
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Testing of hypothesis: Correlation analysis

The correlation analysis is performed to identlg extent to which two or
more things are related to one another. The ctiwalaoefficient varies from -1.0
to +1.0. The value of -1.0 indicates a perfect tiggacorrelation and +1.0 indicates
a perfect positive correlation. A correlation coméint zero means there is no
relationship between the variables. As the distiilouof the variables customer
satisfaction and customer loyalty are significanthn normal, the non-parametric
correlation analysis, Spearman’s rho is used isré&o the relationship between the

variables. The test results are shown in tabl3.6.

Table 3.6.2

Customer satisfaction and customer loyalty of mobé telecom services:
correlation analysis

Correlations - Spearman's rho
Details Customer satisfaction CIL:) s);[gl?;er

Correlation Coefficient 1.000 773
Susoner Sig. (2-tailed) . 000
N 1080 1080
Correlation Coefficient 773 1.000

Customer loyalty Sig. (2-tailed) .000
N 1080 1080

**_Correlation is significant at the 0.01 leveH&iled).

The test results indicate that the correlationigeiBcant and the customer
satisfaction of customers of mobile telecom sewvibas high positive correlation

(correlation coefficient 0.773) with customer |ayal

3.7  Third generation (3G) mobile telecommunication serces: Analysis of
marketing strategies of BSNL and private sector moite telecom service

providers in Kerala

In the comparative study of marketing strategiekated to the third

generation (3G) mobile telecommunication serviceKerala, the major 3G mobile
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telecom service providers: Idea, BSNL, Vodafonertehdiand Tata Docomo are
primarily considered. The mobile subscriber bas&@nala as on March 2013 is
306.89 lakhs. More than 80% of market share of tedieiecom services in Kerala
are maintained by the service providers Idea (2%31BSNL (25.17%), Vodafone
(20.21%) and Airtel (11.41%). These service prorgdephold first, second, third
and fourth positions respectively in the mobileteim services market in Ker&la
The Tata Docomo shares a significant role in 3G iladblecom services sector in
Kerala along with these prominent players. In taial1080 respondents in the
survey, 254 of them are customers of 3G mobilectateservices. The distribution
of most preferred 3G service providers of samp$poadents is given in the table
3.7.1. It can be seen that 90% of 3G users amangespondents belonging to the
service providers Idea, BSNL, Vodafone, Airtel darada Docomo.

Table 3.7.1

Distribution of most preferred 3G mobile service poviders of
sample respondents

Mobile Service Provider Frequency Percent Cumulative percent

Idea 61 24 24

BSNL 50 19.7 43.7

Vodafone 41 16.1 59.8

Airtel 34 134 73.2

Tata Docomo 42 16.5 89.7
Reliance 11 4.3 94

Aircel 7 2.8 96.8

MTS 8 3.1 100

Total 254 100

Source: Primary Survey.

Hypothesis 5

There is significant difference between the margettrategies related to the
third generation (3G) mobile telecommunication sms of BSNL and private

sector mobile telecom service providers in Kerala.

Y Press releases on subscriber data, March 201@cofe Regulatory Authority of India.
www.trai.gov.in
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Variables considered for the analysis

The variables considered for the analysis of margestrategies related to
the third generation (3G) mobile telecommunicats®rvices of mobile telecom
service providers in Kerala are: basic service fisn®f 3G mobile telecom

services, quality of service, pricing strategied promotion strategies.

The basic service benefits of 3G mobile teleconvises are measured by
the items easiness to get connected, mobile 3G onleteoverage, easiness of
handset settings, speed of downloading, 3G roarfanijty and service support.
The quality of service is measured based on theedistinct dimensions of quality of
service specifically tangibility, reliability, respsiveness, assurance and empathy.
The items set to measure the variable quality ofiee are:*Modern facilities for
customers’, ‘Services are dependable’, ‘Ready spard to the customer needs’,
‘Employees are knowledgeable and polite’ and ‘Ustierd the needs and give
personal attention to them’. The pricing strategige measured by the items:
‘Variety of tariff plans’, ‘Transparent billing’, ‘“®lue for money’ and ‘Better
pricing’. The promotion strategies of 3G mobilevsez providers are studied based
on three important variables specifically attragtigss of 3G price reduction offers,
attractiveness of 3G free trial offer and attraetigss of displays and demonstrations

at point of sales.

All items of the variables are measured by Likecal8 with five anchor
points, specifically Strongly Agree, Agree, UncertaDisagree and Strongly

Disagree.

All the variables considered for the analysis ofketing strategies related to
the third generation (3G) mobile telecommunicats®rvices of mobile telecom

service providers are separately tested with faligihypotheses.
3.7.1 Basic service benefits of 3G mobile telecom servece

The variable considered for the analysis is basiwvice benefits of 3G
mobile telecom services. The items used to medkereariable are: ‘It is very easy
to get connected to the 3G mobile telecom servic&be network provides good

geographical coverage for 3G mobile telecom sesyicéhe handset settings for
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the mobile internet is really user-friendly’, ‘Tkpeed of downloading is very high’,
‘The Roaming facility for 3G mobile telecom sensds excellent’, and ‘The service

provider extends excellent service support for 3ghihe telecom services’.
Hypothesis 5.1

The basic service benefits of 3G mobile teleconvises specifically
easiness to get connected, mobile 3G network cgeermasiness of handset settings,
speed of downloading, 3G roaming facility and sensupport significantly differ
between BSNL and private sector telecom serviceigess in Kerala.

Normality of sample distribution

The Kolmogorov-Smirnov test and Shapiro-Wilk test ased to verify the
normality of distribution of variables specificalljEasiness to get connected’,
‘mobile 3G network coverage’, ‘Easiness of handsettings’, ‘Speed of
downloading’, ‘3G roaming facility’ and ‘Serviceigport’ pertaining to the mobile
service providers Idea, BSNL, Vodafone, Airtel armta Docomo. The test results

showed that sample distributions of the variablessgynificantly non-normal.
Homogeneity of variance of sample distribution

The Levene’s test is used to verify the homogeneftyariances of the
variables'Easiness to get connected’, ‘mobile 3G network caye’, ‘Easiness of
handset settings’, ‘Speed of downloading’, ‘3G roanfacility’ and ‘Service
support’ pertaining to the mobile service provid&tsa, BSNL, Vodafone, Airtel
and Tata Docomo. The test results showed that éinances of the groups have
homogeneous variances. Even though the groups H@wegeneous variances, as
the data are not normally distributed, the Kruskéllis test is used to test the
Hypothesis 5.1.

Testing of hypothesis: Kruskal-Wallis test

The summary of ranked data corresponding to thebas ‘Easiness to get
connected’, ‘mobile 3G network coverage’, ‘Easinethandset settings’, ‘Speed of
downloading’, ‘3G roaming facility’ and ‘Service gport’ of the mobile service
providers Idea, BSNL, Vodafone, Airtel and Tata boo has been computed with

Kruskal-Wallis test. The test results are givethim table 3.7.2.
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Table 3.7.2

Mean ranking of basic benefits delivered by 3G moke service providers
based on Kruskal-Wallis test

Mean rank
Mobile Easy to gef] Excellent Mobile _ Mobile Mobile
Service N | connected : 3G Mobile 3G 3G 3G
X Geographical ) . .
Provider to the 3G 3G Network handset | downloading | Roaming | service
mobile c settings | speed high | facility is | support is
overage
network are easy| excellent | excellent
Idea 61 115.34 128.49 109.19 114.97 113)84 129.53
BSNL 50 94.63 116.81 95.25 102.39 120.61 83.F5
Vodafone| 41 124.71 134.41 131.66 120.60 131,23 6020.
Airtel 34 118.38 127.76 122.1p 113.21 124.81 127107
Tata
42 123.83 61.25 122.19 123.33 83.511 11314
Docomo
Total 228

The table 3.7.3 shows the test statistic for theskKal-Wallis test based on
basic benefits delivered by the 3G mobile servia®siders, the associated degrees

of freedom and the significance. As the number aibie service providers

considered for analysis is five, the degrees adaen will be four.

Table 3.7.3

Kruskal-Wallis test statistics based on basic benig$ delivered by
3G mobile service providers

Easy to Mobile | |
get Excellent : Mobile 3G | Mobile 3G
. 3G Mobile 3G . :
. |connecteqGeographica . Roaming service
Details handset |downloading PV .
to the 3G| 3G Network ; . facility is | supportis
. settings | speed high
mobile Coverage excellent | excellent
are easy
network
Chi- 8.376 38.442 10.926 3.488 14.692 19.404
Square
df 4 4 4 4 4 4
A‘gg‘p' 079 .000 027 480 .005 .001
Grouping variable: Mobile 3G service provider
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The descriptive statistics of the variables ‘Easygét connected to the 3G
mobile network’, ‘Excellent geographical 3G netwarBverage’, and ‘Mobile 3G
handset settings are easy’ is shown in the talFld and descriptive statistics of the
variables ‘Mobile 3G downloading speed high’, ‘Migbi3G roaming facility is
excellent’ and ‘Mobile 3G handset settings are eiasshown in the table 3.7.5.

Table 3.7.4
Descriptive statistics of basic benefits delivereldy 3G mobile service providers

) cor?r?teséé?j %gtthe Excellent Mobile 3G
Mobile . geographical 3G handset settings
Service N 3G mobile network coverage* are easy*

X * \

Provider network
Mean | Std. Dev. Mean Std. Dev| Mean Std. Dev.
Idea 61 4.18 .785 3.64 1.065| 4.18 .719
BSNL 50 3.90 .886 3.44 1.053| 3.92 .966
Vodafone 41 4.34 575 3.76 .860| 4.46 505
Airtel 34 4.21 .808 3.62 1.181| 4.35 597
Tata 42| 433 570|  2.48 804| 4.36 577
Docomo
Total 228 4.18 .756 3.40 1.092| 4.23 729

* Measured on a 5-point Likert Scale, Strongly Qise =1, Disagree=2, Uncertain=3,
Agree=4, Strongly Agree=5; Mean Value of the Scak

Table 3.7.5
Descriptive statistics of basic benefits delivereldy 3G mobile service providers
) Mobile 3G Mobile 3G roamin Mobile 3G service
Mob[le downloading facility is excellent% support is
Service N speed high* y excellent*
Provider
Mean | Std. Dev. Mean Std. Dev,| Mean Std. Dev.
Idea 61 3.92 .936 3.43 921 411 .819
BSNL 50 3.72 1.031 3.50 974 3.46 .930
Vodafone 41 4.05 773 3.63 942 3.93 .985
Airtel 34 3.88 977 3.56 .960 4.09 .753
Tata 42 | 4.07 778 2.98 780 3.95 623
Docomo
Total 228 3.92 911 3.42 .937 3.90 .865

* Measured on a 5-point Likert Scale, Strongly @ige =1, Disagree=2, Uncertain=3,
Agree=4, Strongly Agree=5; Mean Value of the Scak
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The summary of Kruskal-Wallis test statistics shawitable 3.7.3 indicates
that the significance value is less than 0.05Heruariables ‘Excellent Geographical
3G Network Coverage’, ‘Mobile 3G handset settinge @asy’, ‘Mobile 3G
Roaming facility is excellent’, and ‘Mobile 3G sé&® support is excellent'.
Therefore, it can be concluded these variablesifgigntly differ between BSNL
and private sector telecom service providers inakerThe significance value of the
Kruskal-Wallis test is more than 0.05 for the vhlés ‘Easy to get connected to the
3G mobile network’, and ‘Mobile 3G downloading sgdegh’. Therefore, it can be
concluded these variables do not significantly edifbetween BSNL and private

sector telecom service providers in Kerala.

The value of mean ranking based on Kruskal-Wadigt given in table 3.7.2
and indicates that ldea, BSNL, Vodafone and Aingle significantly higher levels
in the value of the variable ‘Excellent Geographi@@ Network Coverage’. The
descriptive statistics of the variable ‘Excellerddgraphical 3G Network Coverage’
given in the table 3.7.4 also indicate comparayivegh value of mean score for
these telecom service providers. The ranking valean score and standard
deviation shows that Vodafone is the best perforimeespect of 3G geographical
network coverage. The value of mean ranking of thaiable ‘Excellent
Geographical 3G Network Coverage’ is the lowest tfog service provider Tata
Docomo.

The value of mean ranking also indicates that, Y@u® Tata Docomo and
Airtel have significantly higher level in the valoéthe variable ‘Mobile 3G handset
settings are easy’ than the service providers lded BSNL. The descriptive
statistics of the variable ‘Mobile 3G handset sgf$i are easy’ given in the table
3.7.4 also agrees to this findings. The rankingu@almean score and standard
deviation shows that Vodafone is the best in affgeasy 3G handset setting for the

customers.

The value of mean ranking based on Kruskal-Wals andicates that Idea,
BSNL, Vodafone and Airtel have significantly highkvel in the value of the
variable ‘Mobile 3G Roaming facility is excelleniThe descriptive statistics of the

variable ‘Mobile 3G Roaming facility is excellengjiven in the table 3.7.5 also
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indicate comparatively high value of mean scoreliese telecom service providers.
The ranking value, mean score and standard dewiatiows that Vodafone is the
best performer with respect to 3G roaming facilifyne value of the variable

‘Mobile 3G roaming facility is excellent’ is theweest for the service provider Tata
Docomo.

The value of mean ranking based on Kruskal-Wadigt indicates that, Idea,
Vodafone, Tata Docomo and Airtel have significarftlgher level in the value of
the variable ‘Mobile 3G service support is excdilehe descriptive statistics of
the variable ‘Mobile 3G service support is excdilagiven in the table 3.7.5 also
indicate comparatively high value of mean scoreliese telecom service providers.
The ranking value, mean score and standard dewiahiows that Idea and Airtel are
at the top performers in providing excellent sezvatipport to their mobile 3G the
customers. The value of the variable ‘Mobile 3@/®e support is excellent’ is the

lowest for the service provider BSNL.
3.7.2 Quality of serviceof 3G mobile telecom service providers

The variable considered for the analysis is qualitwervice of 3G mobile
telecom services. The items used to measure tli@bl@are: ‘The service provider
has modern Facilities for the customers’, ‘The 3@bile telecom services are
dependable’, ‘The service provider responds toctiomer needs on time’, ‘The
employees are knowledgeable and polite to the met, ‘The employees of
service provider do understand the needs of thestocmers and give personal

attention to them’.
Hypothesis 5.2

The quality of service of 3G Mobile Services speeify ‘Modern facilities
for customers’, ‘Services are dependable’, ‘Readyespond to the customer needs’,
‘Employees are knowledgeable and polite’ and ‘Ustierd the needs and give
personal attention to them’ significantly differttveen BSNL and private sector

telecom service providers in Kerala.
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Normality of sample distribution

The Kolmogorov-Smirnov test and Shapiro-Wilk test ased to verify the
normality of distribution of variables specificalliodern facilities for customers’,
‘Services are dependable’, ‘Ready to respond toctisomer needs’, ‘Employees
are knowledgeable and polite’ and ‘Understand teeds and give personal
attention to them’ pertaining to the mobile seryiceviders Idea, BSNL, Vodafone,
Airtel and Tata Docomo. The test results showed $laanple distributions of the

variables are significantly non-normal.
Homogeneity of variance of sample distribution

The Levene’s test is used to verify the homogeneftyariances of the
variables*Modern facilities for customers’, ‘Services are eegable’, ‘Ready to
respond to the customer needs’, ‘Employees are kumg&able and polite’ and
‘Understand the needs and give personal attentidhem’ pertaining to the mobile
service providers Idea, BSNL, Vodafone, Airtel armta Docomo. The test results
showed that the majority of the variables have rogEneous variances. Therefore
the Kruskal-Wallis test is used to test the Hypsit&.2.

Testing of hypothesis: Kruskal-Wallis test

The summary of ranked data corresponding to theabas ‘Modern
facilities for customers’, ‘Services are dependabiReady to respond to the
customer needs’, ‘Employees are knowledgeable atittpand ‘Understand the
needs and give personal attention to them’ of tlobila service providers Idea,
BSNL, Vodafone, Airtel and Tata Docomo has been maed with Kruskal-

Wallis test. The test results are given in theg&bV.6.
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Table 3.7.6

Mean ranking of quality of serviceof 3G mobile service providers based on
Kruskal-Wallis test

Mean rank
_ Readv to Understand
Mobile Modern : y the needs
Service | N | tacilities Services | respond | Employees are and give
Provider for are to the | knowledgeable ersonal
dependable| customer and polite pers
customers attention to
needs them
Idea 61 126.80 120.43 119.43 119.38 124.00
BSNL 50 97.90 104.33 81.57 96.27 87.02
Vodafone| 41 118.48 121.76 136.67 119.20 119.39
Airtel 34 118.49 132.63 124.43 129.90 126.59
DTata 42 | 109.30 96.24 116.87 112.07 118.86
ocomo
Total 228

The table 3.7.7 shows the test statistic for theskal-Wallis test based on
quality of service of 3G mobile service providdis associated degrees of freedom
and the significance. As the number of mobile servproviders considered for

analysis is five, the degrees of freedom will berfo

Table 3.7.7
Kruskal-Wallis test statistics based on quality okerviceof 3G mobile service
providers
Readv to Understand
Modern . y Employees argthe needs an(
, i Services are| respond to :
Details |facilities for knowledgeablq give personal
dependable | the customer . :
customers and polite | attention to
needs
them
Chi-Squarq  8.721 10.813 22.358 9.048 15.596
df 4 4 4 4 4
Asymp. Sig .068 .029 .000 .060 .004
Grouping variable: Mobile 3G service provider

238



The table 3.7.8 shows the descriptive statisticghef variables Modern
facilities for customers’, ‘Services are dependabiReady to respond to the
customer needs’, ‘Employees are knowledgeable atittpand ‘Understand the
needs and give personal attention to them’ pergirto the 3G mobile service
providers Idea, BSNL, Vodafone, Airtel and Tata Dowo.

Table 3.7.8
Descriptive statistics of quality of serviceof 3G mobile service providers

Understand
Ready to the needs
Modern . Employees are .
faciliti Services are| respond to and give
Mobile acilities for knowledgeable
dependablé | the customer . personal
Service | N | customers needs and polite attention to
Provider them®*
Std. Std. Std. Std. Std.
Mean Dev. Mean Dev. Mean Dev. Mean Dev. Mean Dev.

Idea 61| 4.10|f .651 390 831 382 .87 3.80 569 2 3.9737

BSNL 50 | 3.74| .694 3.66f .872 3.26 .899 346 1.014 363 .942

Vodafone| 41| 4.02| .57( 398 570 407 .685 3,88 .118.83 | .738

Airtel 34 | 400 | .739] 4.03f .870 3.8 989 3.91 965 .943| .776

Tata

42 3.93 | .407| 3.62 .661 3.83 .660 3.83 490 3186 8 B0
Docomo

Total 228 3.96| .632 383 .78 3.76 .87 3.9 79773 797

* Measured on a 5-point Likert Scale, Strongly @ise =1, Disagree=2, Uncertain=3,
Agree=4, Strongly Agree=5; Mean Value of the Scak

The summary of Kruskal-Wallis test statistics shawable 3.7.7 indicates
that the significance value is less than 0.05 foe tvariables ‘Services are
dependable’, ‘Ready to respond to the customersieadd ‘Understand the needs
and give personal attention to them’. Thereforeait be concluded these variables
significantly differ between BSNL and private sectelecom service providers in

Kerala.

The significance value of the Kruskal-Wallis testmore than 0.05 for the
variables'Modern facilities for customers’, and ‘Employees &nowledgeable and
polite’. Therefore, it can be concluded these \deis do not significantly differ

between BSNL and private sector telecom serviceigess in Kerala.
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The value of mean ranking based on Kruskal-Wadlgt given in table 3.7.6
indicates that Idea, Vodafone and Airtel have sigamtly higher level in the value
of the variable ‘Services are dependable’. The migsee statistics of the variable
‘Services are dependable’ given in the table 3als® indicate comparatively high
value of mean score for these telecom service geosi The values of mean ranking
of the variable ‘Services are dependable’ are coatpaly lesser for the service

providers BSNL and Tata Docomo than other serviogiders.

The value of mean ranking based on Kruskal-Wadlgt &ilso indicates that,
Idea, Vodafone, Tata Docomo and Airtel have sigaiitly higher level in the value
of the variable ‘Ready to respond to the custonesds’. The descriptive statistics
of the variable ‘Ready to respond to the custoneexds’ given in the table 3.7.8 also
indicates comparatively high value of mean score tleese telecom service
providers. The ranking value, mean score and stdnd&viation show that
Vodafone is at the top with respect to the valuéhefvariable ‘Ready to respond to
the customer needs’. The lowest rating in the valuis variable is for the service
provider BSNL.

The value of mean ranking also indicates that,,|¥eaafone, Tata Docomo
and Airtel have significantly higher levels in thelues of the variable ‘Understand
the needs and give personal attention to them’. décriptive statistics of the
variable also indicate comparatively high valuenoéan score for these service
providers. The lowest rating in the value of thagiable is for the service provider
BSNL.

3.7.3 Pricing strategies of 3G mobile telecom service pwiders

The variable considered for the analysis is prigt@tegies of 3G mobile
telecom service providers. The items used to meatha variable are: ‘Attractive
varieties of tariff plans are offered in the 3G nhebtelecom services’, ‘The
charging is transparent and there are no hiddergeka ‘The 3G mobile telecom
services deliver the real value for money spendt’pand ‘The pricing of my 3G

mobile telecom services are better as comparedrpetition service providers'.
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Hypothesis 5.3

The pricing strategies of 3G Mobile Services sipelly ‘Variety of tariff
plans’, ‘Transparent billing’, ‘Value for money’ driBetter pricing’ significantly
differ between BSNL and private sector telecomiserproviders in Kerala.

Normality of sample distribution

The Kolmogorov-Smirnov test and Shapiro-Wilk test ased to verify the
normality of distribution of variables specificallyVariety of Tariff plans’,
‘Transparent billing’, ‘Value for money’ and ‘Bett@ricing’ pertaining to the mobile
service providers Idea, BSNL, Vodafone, Airtel arata Docomo. The test results

showed that sample distributions of the variablessgynificantly non-normal.
Homogeneity of variance of sample distribution

The Levene’s test is used to verify the homogeneityariances of the
variables‘Variety of tariff plans’, ‘Transparent billing’, “lue for money’ and
‘Better pricing’ pertaining to the mobile servipeoviders Idea, BSNL, Vodafone,
Airtel and Tata Docomo. The test results showed te majority of the variables
have heterogeneous variances. Therefore the KrifgkHis test is used to test the
Hypothesis 5.3.

Testing of hypothesis: Kruskal-Wallis test

The summary of ranked data corresponding to théabias ‘Variety of
Tariff plans’, ‘Transparent billing’, ‘Value for mey’ and ‘Better pricing’ of the
mobile service providers Idea, BSNL, Vodafone, &lidnd Tata Docomo has been

computed with Kruskal-Wallis test. The test resalts given in the table 3.7.9.
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Table 3.7.9

Mean ranking of pricing strategiesof 3G mobile service providers
based on Kruskal-Wallis test

Mean rank
Mobile Variety of Transparent Value for | Better pricing
Ser\_/lce N | tariff plans billing and no money in for 3G services
Provider in 3G hidden charges in Y, as compared to
. ) 3G services
services 3G services others
Idea 61 96.60 84.90 100.73 95.04
BSNL 50 112.41 138.53 113.96 109.86
Vodafone| 41 104.32 121.41 119.57 108.24
Airtel 34 129.06 125.94 110.32 112.00
Tata 4, 141.14 112.87 133.57 156.42
Docomo
Total 228

The table 3.7.10 shows the test statistic for theskal-Wallis test based on
pricing strategies of 3G mobile service providéng, associated degrees of freedom
and the significance. As the number of mobile servproviders considered for

analysis is five, the degrees of freedom will berfo

Table 3.7.10

Kruskal-Wallis test statistics based on the pricingstrategiesof 3G mobile
service providers

Variety of | Transparent billing and | Value for |Better pricing for 3G
Details | tariff plans in [no hidden charges in 34 money in 3G |services as compare
3G services services services to others
Chi- 18.829 26.039 8.445 26.952
Square
df 4 4 4 4
Asymp. 001 000 077 000
Sig.
Grouping variable: Mobile 3G service provider

The table 3.7.11 shows the descriptive statistiah@ variables Variety of

tariff plans’, ‘Transparent billing’, ‘Value for mmeey and ‘Better pricing’
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pertaining to the 3G mobile service providers IdB8NL, Vodafone, Airtel and

Tata Docomo.

Table 3.7.11
Descriptive statistics of pricing strategie®f 3G mobile service providers
Mobil Variety of Transparent Value for Better
obrie Tariff plans* Billing* Money* Pricing*
Service | N Std Std Std Std
Provider Mean " | Mean " | Mean " | Mean '
Dev. Dev. Dev. Dev.

Idea 61 3.54 187 3.33 .83 3.52 .829 3.86 437
BSNL 50 3.70 .814 3.98 .654 3.68 .957 3.56 951
}
!

Vodafone| 41 3.63 767 3.76 734 3.78 791 3.56 .8138
Airtel 34 3.94 .814 3.79 914 3.56 1.183 356 1.021

Tata 1 5 | 412 | 550 369 517 400 383 421  .5p0
Docomo

Total 228| 3.76 779 3.68 q72 3.70 .8%5 3.63 .489

* Measured on a 5-point Likert Scale, Strongly Qige =1, Disagree=2, Uncertain=3,
Agree=4, Strongly Agree=5; Mean Value of the Scak

The summary of Kruskal-Wallis test statistics shawiable 3.7.10 indicates
that the significance value is less are than 0ddSHe variables ‘Variety of tariff
plans’, ‘Transparent billing’, and ‘Better pricingTherefore, it can be concluded
these variables significantly differ between BSNid grivate sector telecom service

providers in Kerala.

The significance value of the Kruskal-Wallis testmore than 0.05 for the
variable ‘Value for money’. Therefore, it can bencluded this variables do not
significantly differ between BSNL and private sectelecom service providers in

Kerala.

The value of mean ranking based on Kruskal-Wadlgt given in table 3.7.9
indicates that Tata Docomo and Airtel have sigaiiity higher level in the value of
the variable ‘Variety of tariff plans in 3G serv&eThe values are comparatively
low for Idea, BSNL, and Vodafone. The descriptivi@atistics of the variable
‘Variety of tariff plans in 3G services’ given ihd table 3.7.11 also agrees to these

results.

The value of mean ranking also indicates that, BSNMbdafone, Tata

Docomo and Airtel have significantly higher level the value of the variable
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‘Transparent billing and no hidden charges in 3&ises’. The value of ranking is
the lowest for the service provider Idea. The dptge statistics of the variable
‘Transparent billing and no hidden charges in 3@ises’ also agrees to these
results. The ranking value, mean score and stardfanation show that BSNL has
the highest rating in the value of the variableafigparent billing and no hidden

charges in 3G services'.

The value of mean ranking based on Kruskal-WalBs andicates that Tata
Docomo has the highest level in the value of theabée ‘Better pricing for 3G
services as compared to others’. The Service peosiBSNL, Vodafone and Airtel
show moderate ranking. The value of ranking of\tagable is the lowest for the
service provider Idea. The descriptive statisticshe variable ‘Better pricing for 3G
services as compared to others’ also agrees te thksslts. The ranking value, mean
score and standard deviation show that Tata Docmimtbe best performer with

respect to Better pricing for 3G services.
3.7.4 Promotion strategies of 3G mobile telecom servicaqviders

The promotion strategies of 3G mobile service pters are studied based
on three important variables specifically attragtigss of 3G price reduction offers,
attractiveness of 3G free trial offer and attramtigss of displays and demonstrations

at point of sales.
Attractiveness of price reduction offers of 3G mobe telecom service providers

The attractiveness of promotional offers of 3G nekielecom service
providers is measured by a dichotomous questimeridy whether the customer has
received the offers, followed by five point Likestale to test the attractiveness of
the offers. The frequency descriptive analysis tifaetiveness of price reduction

offers of mobile telecom service providers is givemable 3.7.12.
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Table 3.7.12

Attractivenessof price reduction offers of 3G mobile
telecom service providers

Rebate / Pri duct ffere Rebate / Price reduction
Mobile 3G ebate / Frice reauction ofters offers are attractive in
service received in 3G services Total 3G services*

provider
Yes No Mean Std. Dev.
25 36 61
Idea 3.92 572
(41.0%) (59.0%) (100%)
BSNL 8 42 50 4.25 463
(16.0%) (84.0%) (100%)
16 25 41
VVodafone 4.00 .365
(39.0%) (61.0%) (100%)
Airtel 10 24 34 4.60 516
(29.4%) (70.6%) (100%)
37 5 42
Tata Docomo 4.03 .600
(88.1%) (11.9%) (100%)
96 132 228
Total 4.07 .567
(42.1%) (57.9%) (100%)

* Measured on a 5-point Likert Scale, Strongly @ige =1, Disagree=2, Uncertain=3,
Agree=4, Strongly Agree=5; Mean Value of the Scak

The 3G mobile service provider Tata Docomo is sgreggive in offering
price reduction to most of its customers. The pentnce of other private providers
is moderate in reaching their customers with tiffisras compared to Tata Docomo.
The BSNL reach among respondents with this offeveisy less as compared all
other private providers. Among the service prowsdéne most attractive price

reduction offer is from Airtel followed by BSNL.
Attractiveness of free trial offersof 3G mobile telecom service providers

The attractiveness of free trial offers of 3G meliglecom service providers
is measured by a dichotomous question to verifytiadrethe customer has received
the offers, followed by five point Likert scale t®st the attractiveness of the offers.
The frequency descriptive analysis of attractiver@&s3G free trial offers of mobile
telecom service providers is shown in table 3.7.13.
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Table 3.7.13
Attractiveness of free trial offersof 3G mobile telecom service providers

_ ~ |Free trial offer received in Free trial offer is
Mobile 3G service 3G services Total attractive in 3G services*
provider
Yes No Mean Std. Dev.
30 31 61
Idea 4.00 525
(49.2%) (50.8%) (100%)
8 42 50
BSNL 4.00 535
(16.0%) (84.0%) (100%)
26 15 41
Vodafone 3.96 344
(63.4%) (36.6%) (100%)
13 21 34
Airtel 4.23 439
(38.2%) (61.8%) (100%)
32 10 42
Tata Docomo 413 .336
(76.2%) (23.8%) (100%)
Total 109 119 228 4.06 427
(47.8%) (52.2%) (100%)

* Measured on a 5-point Likert Scale, Strongly @ige =1, Disagree=2, Uncertain=3,
Agree=4, Strongly Agree=5; Mean Value of the Scak

The service provider Tata Docomo is highly aggressn the promotion of
3G services through free trial offers. The immesi&dllower is Vodafone. The
offers of all the service providers are highly attive. The most attractive 3G free
trail offers are from Airtel and Tata Docomo. Thevpte sector service providers
are extremely successful in reaching their custeméth this offer. The service
provider BSNL seems to be a failure to reach th&aruers with their offers, even

though the offers are attractive.

Attractiveness of displays and demonstrations at pot of sales of 3G mobile

telecom service providers

The attractiveness of displays and demonstratiorgoet of sales of 3G
mobile telecom service providers is measured bychotbbmous question to verify
whether the customer has listened to them, folloletive point Likert scale to test

the attractiveness of the displays and demonstmtidhe frequency descriptive
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analysis of attractiveness of displays and dematisirs of 3G mobile telecom

service providers at point of sales is shown ihet&o7.14.

Table 3.7.14

Attractiveness of displays and demonstrations at pot of sales of 3G mobile
telecom service providers

Displays and Displays and demonstrationg
Mobile 3G |demonstrations at point of at point of sales are attractive
service sales(3G) Total (3G)*
provider
Yes No Mean Std. Dev.
14 47 61
\dea (23.0%) | (77.0%) | (oow) | 490 392
8 42 50
BSNL 1 (16.0%) | (84.0%) | (100) | 32 1.188
10 31 41
Vodafone (24.4%) (75.6%) (100%) 3.80 422
. 8 26 34
Airtel (23.5%) (76.5%) (100%) 4.62 .518
18 24 42
Tata Docomd (42.9%) (57.1%) (100%) 4.00 .000
58 170 228
Total (25.4%) | (74.6%) | (100%) 4.00 592

* Measured on a 5-point Likert Scale, Strongly @ige =1, Disagree=2, Uncertain=3,
Agree=4, Strongly Agree=5; Mean Value of the Scak

The service provider Tata Docomo is forefront inrmpoting the 3G services
through the POS displays and demonstrations. THe di€plays and demonstrations
of all the service providers are attractive. Thghlkst ranking with respect to the
attractiveness of POS displays and demonstrati@nfathe service provider Airtel

and the lowest rating is for BSNL.
Customer satisfaction of 3G mobile customers

The customer satisfaction of 3G mobile customergs oheasured by three
items. The items are: really satisfied with my 3@hife telecom services, service
provider is competent enough to fulfill the expéctas, choice to associate with the
service provider for 3G mobile telecom servicesaisvise decision and would
recommend the services of the mobile service psosvid others. All items of the
variable are measured by using Likert Scale witte fanchor points, specifically
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Strongly Agree, Agree, Uncertain, Disagree andrigfipoDisagree. Equal weightage

is given for all items to compute the mean valuéhefvariable.
Hypothesis 5.4

The customer satisfaction of 3G mobile customegniicantly differ

between BSNL and private sector telecom serviceigess in Kerala.
Normality of sample distribution

The Kolmogorov-Smirnov test and Shapiro-Wilk test ased to verify the
normality of distribution of the variable s spec#ily ‘customer satisfaction of 3G
mobile customers’ pertaining to the mobile servipeoviders Idea, BSNL,
Vodafone, Airtel and Tata Docomo. The test resudtsowed that sample

distributions of the variables are significantlynaeormal.
Homogeneity of variance of sample distribution

The Levene’s test is used to verify the homogeneftywariances of the
variable ‘customer satisfaction of 3G mobile custosh pertaining to the mobile
service providers ldea, BSNL, Vodafone, Airtel armta Docomo. The test results
showed that the variable has heterogeneous vasamberefore the Kruskal-Wallis

test is used to test the Hypothesis 5.4.
Testing of hypothesis: Kruskal-Wallis test

The summary of ranked data corresponding to theabdar ‘customer
satisfaction of 3G mobile customers’ of the molsérvice providers Idea, BSNL,
Vodafone, Airtel and Tata Docomo has been compuigkd Kruskal-Wallis test.

The test results are given in the table 3.7.15.
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Table 3.7.15

Mean ranking of customer satisfaction of 3G mobileustomers
based on Kruskal-Wallis test

Variable Mobile 3G service provider N Mean Rank
Idea 61 107.35
BSNL 50 113.83
Customer Vodafone 41 119.06

satisfaction 3G :
mobile customer Airtel 34 128.76
Tata Docomo 42 109.68
Total 228

The table 3.7.16 shows the test statistic for theskal-Wallis test based on
customer satisfaction of 3@wobile customers, the associated degrees of freedom
and the significance. As the number of mobile servproviders considered for

analysis is five, the degrees of freedom will berfo

Table 3.7.16

Kruskal-Wallis test statistics based on customer s&sfaction
3G mobile customers

Details Customer satisfaction
Chi-Square 2.831
df 4
Asymp. Sig. .586
Grouping variable: Mobile 3G Provider

The table 3.7.17 shows the descriptive statisticthe variable ‘customer
satisfaction of 3@nobile customers’ pertaining to the 3G mobile savyproviders

Idea, BSNL, Vodafone, Airtel and Tata Docomo.
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Table 3.7.17
Descriptive statistics of customer satisfaction 3G mobile customers

MObg?O?/%;frVice Mean* N Std. Dev.
Idea 3.6393 61 .70048

BSNL 3.6650 50 .76866
Vodafone 3.7500 41 .61998
Airtel 3.8456 34 .81885

Tata Docomo 3.7500 42 .39043
Total 3.7160 228 67458

* Measured on a 5-point Likert Scale, Strongly Qise =1, Disagree=2, Uncertain=3,
Agree=4, Strongly Agree=5; Mean Value of the Scak

The summary of Kruskal-Wallis test statistics shawiable 3.7.16 indicates
that the significance value is more than 0.05 ffigr ¢ariable ‘customer satisfaction
of 3G mobile customers’. Therefore, it can be concluded wariables do not
significantly differ between BSNL and private sectelecom service providers in
Kerala. The value of mean ranking based on Krugkallis test given in table
3.7.15 and the descriptive statistics of the végidbustomer satisfaction of 3G
mobile customers’ given in the table 3.7.17 alsceag to this result. The mean

value shows that customers are moderately satigfigadtheir 3G service providers.

Customer satisfaction and service related factorsf8G mobile telecommunication

services

The important service related factors which digectffect customer
satisfaction of customers of 3G mobile telecom isessare: 3G service benefits,
quality of 3G services and pricing of 3G servicEbe 3G service benefits are
measured using six items specifically easiness @b apnnected, geographical
network coverage, user-friendliness of handsetingstt speed of downloading,
roaming facility and service support with respext3G mobile telecom services.
The quality of 3G services are measured by fivensteonsists of modern facilities
for the customers, services are dependable, resgoritie customer needs on time,
the employees are knowledgeable and polite to tistomers, and understand the
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needs of the customers and give personal attemticthem. The pricing of 3G
services are measured using four items specifiedihactive varieties of tariff plans,
charging is transparent and there are no hiddergebadeliver the real value for
money spend on it and pricing is better as compacecdompetition service

providers.

All items of the variables are measured by usingetti Scale with five
anchor points, specifically Strongly Agree, Agrelacertain, Disagree and Strongly
Disagree. Equal weightage is given for all itemxdmpute the mean value of the

respective variables.
Hypothesis 5.5

There is significant relationship between the gsmeyvirelated factors
specifically service benefits, quality of servicenda pricing of 3G mobile

telecommunication services and customer satisfactio
Testing of hypothesis: Correlation analysis

The distribution of the variables customer satistag 3G service benefits,
quality of 3G services and pricing of 3G services aignificantly non normal.
Therefore the non-parametric correlation analySpearman’s rho is used is
ascertain the relationship between the variablég dorrelation coefficient varies
from -1.0 to +1.0. The value of -1.0 indicates &qx negative correlation and +1.0
indicates a perfect positive correlation. A cortiela coefficient zero means there is
no relationship between the variables. The testltesare presented in the
table 3.7.18.
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Table 3.7.18

Customer satisfaction and service related factorsf@G mobile customers:
correlation analysis

Correlations (Spearman's rho)
. Quality of | Pricing of
Details Basic 3G 3G 3G Cqstom_er
benefits . . satisfaction
services services
Correlation | 54, 601 329" 650"
Coefficient
3G Service S
benefits (2-ta?|é 0 000 000 000
N 254 254 254 254
Correlation f &7 1.000 293 514
Coefficient
Quality of 3G S;
services (2-ta?|é 0 000 . 000 000
N 254 254 254 254
Correlation | 34- 203" 1.000 528
Coefficient
Pricing of 3G S;
services (2-ta?|é 9 000 000 . 000
N 254 254 254 254
go”e.""‘.“o” 650" 514" 520" 1.000
oefficient
Customer S;
satisfaction (2-ta?|é 0 000 000 000
N 254 254 254 254
**_Correlation is significant at the 0.01 leveHa@iled).

The test results indicate that the correlationigeiBcant and the customer
satisfaction of customers of 3G mobile telecom isess has high positive
correlation with basic service benefits (correlaticoefficient 0.650), quality of
service (correlation coefficient 0.514) and pricingf services (correlation
coefficient 0.520).
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3.7.5 Factors influenced to subscribe for the 3G mobiledlecom services of a

particular service provider

The suggested possible factors which influenceutisaribe for 3G mobile

telecom services of a particular service provider a
I. Attractive offers as compared to other service juens.
ii.  Attractive pricing as compared to other servicevters.
ii.  The friendly customer support services.
Iv. The image and reputation of the service provider.
v. The advertisements of the service provider.
vi. The recommendation by Friends / Family members.
vii. The 3G mobile telecom services are essential octistomer.

All the factors mentioned above are measured lyguskert Scale with five
anchor points, specifically Strongly Agree, Agrelacertain, Disagree and Strongly

Disagree.
Hypothesis 5.6

The factors influenced to subscribe for the 3G heotelecom services of a
service provider specifically ‘Attractive offers*Attractive pricing’, ‘Support
services’, ‘Image of service provider ‘Advertisem&, ‘Recommendation by
friends or family members’, and ‘Essential needtfar services’ significantly differ
between BSNL and private sector telecom serviceigess in Kerala.

Normality of sample distribution

The Kolmogorov-Smirnov test and Shapiro-Wilk test ased to verify the
normality of distribution of variables specificalbAttractive offers’, ‘Attractive
pricing’, ‘Support services’, ‘Image of service pider ‘Advertisements’,
‘Recommendation by friends or family members’, dBgsential need for the
services’ pertaining to the mobile service providitea, BSNL, Vodafone, Airtel
and Tata Docomo. The test results showed that adigtributions of the variables

are significantly non-normal.
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Homogeneity of variance of sample distribution

The Levene’s test is used to verify the homogeneftyariances of the
variables ‘Attractive offers’, ‘Attractive pricing’ ‘Support services’, ‘Image of
service provider ‘Advertisements’, ‘Recommendatidyy friends or family
members’, and ‘Essential need for the servicestapeng to the mobile service
providers Idea, BSNL, Vodafone, Airtel and Tata Boo. The test results showed
that majority of the variables have heterogeneagances. Therefore the Kruskal-

Wallis test is used to test the Hypothesis 5.6.
Testing of hypothesis: Kruskal-Wallis test

The summary of ranked data corresponding to théabas ‘Attractive
offers’, ‘Attractive pricing’, ‘Support services’/Image of service provider
‘Advertisements’, ‘Recommendation by friends or fignmembers’, and ‘Essential
need for the services’ of the mobile service prexsdidea, BSNL, Vodafone, Airtel
and Tata Docomo has been computed with Kruskaligiaét. The test results are

given in the table 3.7.19.

Table 3.7.19

Mean ranking of factors influenced to subscribe foithe 3G services of
mobile service providers based on Kruskal-Wallis tst

Mean rank
i Image Recommen-
Mobile Friendly and dation by | ESsential
Service [ N | atractive |Attractive | customer|reputation| Advert- ) Y| need for
Provider L - friends/
offers pricing | support | ofthe |isements famil the
services| service y services
. members
provider

Idea 61| 100.58 93.52] 116.37 103.34 107,30 99.58 .1308
BSNL | 50| 101.48|, 107.22  79.9( 117.34 86.50 118.03 .40
Vodafong 41 | 84.91 101.06| 128.96 132.7 120.77 96.68 116.66
Airtel 34 | 131.85| 123.46] 136.41 125.5 135.96 134.56.36.43

(o)

w

Tata | 45 | 16505| 15050 121.1p 100.63 134)80 133.12  10B.90
Docomo
Total 228

254



The table 3.7.20 shows the test statistic for thaskal-Wallis test based on
factors influenced to subscribe for 3G mobile telacservices of the 3G mobile
service providers, the associated degrees of freealod the significance. As the

number of mobile service providers considered faalysis is five, the degrees of
freedom will be four.

Table 3.7.20

Kruskal-Wallis test statistics based factors influaced to subscribe for the 3G
services of mobile service providers

. Image and .
Friendly reputation Recomme- |Essential
__|Attractive |Attractive | customer| "¢P Advert- | ndation by | need for
Details oy of the |. . /
offers | pricing | support service isementg friends/family the
services : members | services
provider
Chi- 44909 | 33.482 | 25,535 | 11.029 | 19.770 14.865 7.933
Squarg
df 4 4 4 4 4 4 4
Agg“p .000 .000 .000 026 | .001 005 094
Grouping variable: Mobile 3G service provider

The descriptive statistics of the variables ‘Attrae offers’, ‘Attractive
pricing’, and ‘Friendly customer support servicessshown in the table 3.7.21. The
descriptive statistics of the variables ‘Image amgutation of the service provider’
‘Advertisements’, ‘Recommendation by friends or fignmembers’, and ‘Essential
need for the services’ is shown in the table 3.7T22se variables are pertaining to

the 3G mobile service providers Idea, BSNL, Vodafohirtel and Tata Docomo.
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Table 3.7.21

Descriptive statistics of factors influenced to sufcribe for the 3G services of
mobile service providers

g/lcgrl\)/iilfe N Attractive offers* Attractive pricing* Zﬂ%gglz ggf\t?crgg
Provider Mean | Std.Dev.| Mean | Std.Dev.] Mear Std. Dev,
Idea 61 3.25 .994 3.34 .892 3.7b .699
BSNL 50 3.28 .904 3.54 .885 3.08 1.104
Vodafone 41 2.98 1.012 3.41 974 3.88 .900
Airtel 34 3.71 1.219 3.74 1.136 3.97 .937
D;f‘;‘;"no 42 | 429 508 4.31 563 3.8 621
Total 228 3.46 1.038 3.64 .954 3.68 915

* Measured on a 5-point Likert Scale, Strongly @ise =1, Disagree=2, Uncertain=3,
Agree=4, Strongly Agree=5; Mean Value of the Scak

Table 3.7.22

Descriptive Statistics of factors influenced to sudxribe for the 3G services of
mobile service providers

Image and Recommendation Essential need for
. reputation of the | Advertisements® | by friends/family .
Mobile . . the service$
. service provider* members*
Service | N
Provider

Mean | Std. Dev| Mean | Std. Dev| Mean | Std. Dev| Mean | Std. Dev.

Idea 61| 3.69 .765 3.18 .992 3.20 1.046 408 .7p9

BSNL | 50| 3.84 .889 2.84 .997 3.50 1.074 412 .849

Vodafong 41 | 4.10 490 3.39 .945 3.1% 1.062 4.24 538

Airtel | 34 | 3.97 797 3.62 1.101 3.74 1.136 4.44 504

Tata

42 | 3.69 .643 3.60 767 3.79 .606 4,12 504
Docomo

Total | 228 3.84 .748 3.29 .999 3.44 1.029 4.18 .676

* Measured on a 5-point Likert Scale, Strongly Qise =1, Disagree=2, Uncertain=3,
Agree=4, Strongly Agree=5; Mean Value of the Scak
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The summary of Kruskal-Wallis test statistics showiable 3.7.20 indicates
that the significance value is less than 0.05 f@ variables ‘Attractive offers’,
‘Attractive pricing’, ‘Support services’, ‘Image skrvice provider’ ‘Advertisements’,
and ‘Recommendation by friends/family members’. réf@re, it can be concluded
these variables significantly differ between BSNid grivate sector telecom service
providers in Kerala. The significance value of frskal-Wallis test is more than
0.05 for the variable ‘Essential need for the ssi. Therefore, it can be concluded
this variable do not significantly differ betweerSBL and private sector telecom

service providers in Kerala.

The value of mean ranking based on Kruskal-Wadks given in table 3.7.19
indicates that Tata Docomo and Airtel have sigaiiity higher level in the value of
the variable ‘Attractive offers’. The values aredwoate for Idea and BSNL, but the
value is low for Vodafone. The descriptive statistiof the variable ‘Attractive

offers’ given in the table 3.7.21 also agrees i® tsult.

The value of mean ranking also indicates that Teteomo has significantly
higher level in the value of the variable ‘Attragtipricing’. The value is moderate
for Airtel and comparatively low for Idea, vodafom@d BSNL. The descriptive

statistics of the variable *Attractive pricing’ alsigrees to this result.

The value of mean ranking shows that private teteservice providers have
significantly higher level in the values of the nadnle ‘Friendly customer support
services’ than BSNL. The descriptive statisticstted variable ‘Friendly customer

support services’ also agrees to this result.

The value of mean ranking also shows that Vodaféndel, and BSNL
have significantly higher level in the values o tariable ‘image and reputation of
the service provider’. The values are comparatil@ly for Idea and Tata Docomo.
The descriptive statistics of the variable ‘Imaged aeputation of the service

provider’ given in the table 3.7.22 also agreethi® result.

The value of mean ranking indicates that privatectam service providers
have significantly higher level in the values oé thariable ‘Advertisements’ than
BSNL. It can also be seen that Tata Docomo ancelAivave significantly higher

level in the value of the variable ‘Recommendatigrfriends/family members’. The
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values are moderate for BSNL, and low for Vodafamel Idea. The descriptive

statistics of these variables also agrees to tlessats.

The major factor which influenced to subscribe ttoe 3G mobile telecom
services is the essential need of the customerth&services, irrespective of the
service providers except Tata Docomo. The primieiémicing factors with regard to
Tata Docomo are attractive pricing and attractiffers. In general the factors, of
the order of its weightage, which influenced thestomers to subscribe for 3G
services are: (i) Essential need for the servi@@smage and reputation of the
service provider, (iii) Friendly customer suppat\sces, (iv) Attractive pricing, (V)
Attractive offers, (vi) Recommendation by friendsfiily members, and (vii)

Advertisements.
3.7.6 Adoption issues of 3G mobile internet services

The suggested possible reasons related to theiadagpsues of 3G mobile

internet services are:
I. Lack of network coverage of 3G mobile internet s=gs.

ii.  High pricing of 3G mobile internet services.

iii.  High cost of 3G mobile handsets.

iv. Difficulty to learn the method of operation of 3@rdsets.

v. The services are not essential for the customer

The adoption issues of 3G mobile internet serviees different for

customers of different demographic profiles. Themdgraphic variables age,
education and income of the respondents are caesider the analysis of adoption
issues. Based on each of these demographic varidd@deespondents are grouped in
to two categories. The categories are: (i) theaedpnts withage - up to 30 years
andage - above 30 years (ii) the respondents withducational profile - graduation

and above, and educational profile - below graduation (iii) the respondents with

annual income - up to 2 lakhs andannual income - more than 2 lakhs.
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The distribution of sample respondents by 3G mobder status is given in
the table 3.7.23. It shows that 23.5 % of the redpats are using 3G mobile

telecom services.

Table 3.7.23
Distribution of sample respondentsy 3G mobile userstatus

3G mobile user status Frequency Percent
3G mobile users 254 23.5
Non - 3G mobile users 826 76.5
Total 1080 100.0

Source: Primary Survey.

The distribution of awareness level of non-3G uséisample respondents is
given in the table 3.7.24. Among non-3G mobile sismore than 50% of sample

respondents are aware of 3G mobile telecom services

Table 3.7.24
Distribution of awareness level of non-3G mobile s of sample respondents
Awareness level Frequency Percent
Aware of 3G Services 426 51.6
Unaware of 3G Services 400 48.4
Total 826 100

Source: Primary Survey.

The distribution of age group of sample respondetts are aware but non-
users of 3G mobile internet services are givemaliet 3.7.25. It can be seen that

nearly 60% of this segment belonging to the agemrgp to 30 years.
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Table 3.7.25

Distribution of age group of sample respondents whare aware but non- users
of 3G mobile internet services

Age group (in years) Frequency Percent
<30 253 59.4
> 30 173 40.6
Total 426 100.0

Source: Primary Survey.

The distribution of educational profile of sampéspondents who are aware
but non- users of 3G mobile internet services arergin table 3.7.26. It can be seen

that 73 % of this segment belonging to the custsroghigh educational profile.

Table 3.7.26

Distribution of educational profile of sample respmdents who are aware but
non- users of 3G mobile internet services

Educational profile Frequency Percent
Below Graduation 114 26.8
Graduation and Above 312 73.2
Total 426 100.0

Source: Primary Survey.

The distribution of annual income of sample resgonsl who are aware but
non- users of 3G mobile internet services are gimetable 3.7.27. It can be seen
that nearly 64% of this segment belonging to antaalily income more than 2
lakhs.
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Table 3.7.27

Distribution of annual family income of sample respondents who are aware but
non- users of 3G mobile internet services

Ar_mual family income Frequency Percent
(in lakhs of Rupees)
<2 151 354
>2 275 64.6
Total 426 100.0

Source: Primary Survey.

In total of 1080 sample respondents, 254 of theen3& users and among
the remaining 826 non-3G users, 426 respondentavaaee of 3G mobile internet
services. The adoption issues are studied amongetip®ndents who are aware of

3G mobile services but not using the services.

Hypothesis 5.7

The factors affecting adoption of 3G mobile intérservices specifically
‘Lack of network coverage of 3G mobile internetwsess’, ‘High pricing of 3G
mobile internet services’, ‘High cost of 3G mobilandsets’, ‘Difficulty to learn the
method of operation of 3G handsets’ and ‘The sesviare not essential for the

customer’ significantly differ in accordance withet demographic variables age,
education and income of the respondents.

Normality of Sample Distribution

The Kolmogorov-Smirnov test and Shapiro-Wilk test ased to verify the
normality of distribution of variables specificaliyack of network coverage of 3G
mobile internet services’, ‘High pricing of 3G mabinternet services’, ‘High cost
of 3G mobile handsets’, ‘Difficulty to learn the thed of operation of 3G handsets’
and ‘The services are not essential for the custopastaining to the respondents
who are aware of 3G mobile services but not usiegdervices. The test results

showed that sample distributions of the variablessgynificantly non-normal.
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Homogeneity of variance of Sample Distribution

The Levene’s test is used to verify the homogeneftyariances of the
variables ‘Lack of network coverage of 3G mobileemet services’, ‘High pricing
of 3G mobile internet services’, ‘High cost of 3Glile handsets’, ‘Difficulty to
learn the method of operation of 3G handsets’ diné ‘services are not essential for
the customer’ pertaining to the respondents whawamae of 3G mobile services but
not using the services. The test results showddfeavariables have homogeneous
variances. Even though the groups have homogeneoissces, as the data are not
normally distributed, the Mann-Whitney U test i®ddo test the Hypothesis 5.7.

Testing of hypothesis: Mann-Whitney U test based orage group of the

respondents

The summary of ranked data corresponding to theablas ‘Lack of
network coverage of 3G mobile internet servicesligh pricing of 3G mobile
internet services’, ‘High cost of 3G mobile hand§eDifficulty to learn the method
of operation of 3G handsets’ and ‘The servicesnateessential for the customer’
pertaining to the respondents who are aware of 8Gilsservices but not using the
services has been computed with Mann-Whitney U Tdst test results with respect

to age group of the respondents are given in thle &a7.28.

Table 3.7.28

Mean ranking of factors affecting adoption of 3G maile internet services with
respect to the age group of respondents based on MaWhitney U test

Mean rank
_ Lack of High High Difficulty to The 3G
Details N 3G pricing | CcoStof learn the services
network of 3G 3G. methqd of are not
coverage| services mobile operation of essential
9 handsets| 3G handsets
Age upto 30| 253 221.89 237.9% 232.18 183.18 18531
Age Above 30| 173 201.24 177.75 186.18 257.84 25413
Total 426

The table 3.7.29 shows the test statistic for ttzanhd Whitney U test on the

comparison of the variables ‘Lack of network cogeraof 3G mobile internet
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services’, ‘High pricing of 3G mobile internet smes’, ‘High cost of 3G mobile
handsets’, ‘Difficulty to learn the method of opwa of 3G handsets’ and ‘The
services are not essential for the customer’ p@rngito two groups of respondents:
(i) age up to 30 years and (ii) age above 30 years.

Table 3.7.29

Factors affecting adoption of 3G mobile internet sices: Mann - Whitney U
test statistics based on the age group of respondsn

Difficulty to
Lack of 3G |High pricing | High cost of| learn the ;rgr(\e/iigs
Details network of 3G 3G mobile method of
. . are not
coverage | services handsets | operation of essential

3G handsets

Mann-Whitney U | 19763.000| 15699.000 | 17157.500 | 14214.000 |14751.50(

Wilcoxon W 34814.000{ 30750.000 | 32208.500 | 46345.000 |46882.50(

z -1.772 -5.156 -3.957 -6.701 -5.914
Asymp. Sig.
(2-tailed) .076 .000 .000 .000 .000

Grouping variable: Age Group

The table 3.7.30 shows the descriptive statisticthe variables ‘Lack of
network coverage of 3G mobile internet servicebligh pricing of 3G mobile
internet services’, ‘High cost of 3G mobile handseDifficulty to learn the method
of operation of 3G handsets’ and ‘The servicesrnateessential for the customer’
pertaining to two groups of respondents: (i) ageaup0 years and (ii) age above 30
years.
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Table 3.7.30

Descriptive statistics of factors affecting adoptio of 3G mobile internet services
with respect to the age group of respondents

Difficulty to
Lack of 3G Hiah pricing of High cost of learn the The 3G
network 3%3 sper 'cg§ 3G mobile method of |services are na
Details | N coveragé v handset$ operation of | essential*
3G handset$
Std. Std. Std. Std. Std.
Mean Dev. Mean Dev. Mean Dev. Mean Dev. Mean Dev.
Atgesgp 253| 3.42| 1031 360 1.014 348 1.041 2p2 7137 3.09247
Age

Above | 173 | 3.24| .956| 3.09 .958§ 311 973 269 .7p0 3181138l
30

Total | 426] 3.35| 1.004 3.39 1.021 333 1.029 2/41 8.773.38 | 1.254

* Measured on a 5-point Likert Scale, Strongly @ise =1, Disagree=2, Uncertain=3,
Agree=4, Strongly Agree=5; Mean Value of the Scak

The summary of Mann- Whitney U test statistics show table 3.7.29
indicates that the significance value is less &5 for the variables ‘High pricing
of 3G mobile internet services’, ‘High cost of 3Glnile handsets’, ‘Difficulty to
learn the method of operation of 3G handsets’ diné ‘services are not essential for
the customer’. Therefore, it can be concluded tivage variables significantly differ
between two age groups two groups of respondeiptagé up to 30 years and (ii)
age above 30 years. As the significance value ieentttan 0.05 for the variable
‘Lack of network coverage of 3G mobile service$’ doesn’t significantly differ

between the two age groups.

The value of mean ranking shown in table 3.7.28 destriptive statistics
shown in table 2.3.30 indicate that the major 3@p&dn issues of youngsters are
high pricing of 3G services, high cost of 3G molhitadsets followed by the lack of
3G network coverage. They don't find any difficulity learning the method of
operation of 3G handsets. But the major 3G adoptsune of elders is that, they
could not identify the need of the 3G mobile sexgicThe 3G network coverage is
also an issue. Even though the learning difficuityhe operation of 3G handsets is
not a serious adoption issue among the mobile mestx the elders perceived more
learning difficulty in the operation of 3G hands#tan youngsters.
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Testing of hypothesis: Mann-Whitney U test based oaducational profile of the

respondents

The summary of ranked data corresponding to theablas ‘Lack of
network coverage of 3G mobile internet servicebligh pricing of 3G mobile
internet services’, ‘High cost of 3G mobile hand§eDifficulty to learn the method
of operation of 3G handsets’ and ‘The servicesrnateessential for the customer’
pertaining to the respondents who are aware of 8Bilsservices but not using the
services has been computed with Mann-Whitney U Tdst test results with respect

to educational profile of the respondents are ginehe table 3.7.31.

Table 3.7.31

Mean ranking of factors affecting adoption of 3G maile internet services with
respect to the educational profile of respondentsdsed on
Mann-Whitney U test

Mean rank
. High Difficulty to
Educational | Lack of | High cosq[of learn t¥1e The 3G
profile netmork | oiae | 3G | methodof | SEVESS
coverage| services mobile operation of essential
9 handsets| 3G handsets
Below 11141 20200| 22021 224.29 214.33 202.86
Graduation
Graduationf 5,5 | 51770 | 21105  209.56 213.20 217.67
and Above
Total 426

The table 3.7.32 shows the test statistic for ttaai Whitney U test on the
comparison of the variables ‘Lack of network cogeraof 3G mobile internet
services’, ‘High pricing of 3G mobile internet smes’, ‘High cost of 3G mobile
handsets’, ‘Difficulty to learn the method of opwa of 3G handsets’ and ‘The
services are not essential for the customer’ p@rngito two groups of respondents:
(i) educational profile - graduation and above dideducational profile - below

graduation.
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Table 3.7.32

Factors affecting adoption of 3G mobile internet seices: Mann-Whitney U
test statistics based on the educational profile séspondents

Not using 3G
Not using 3G | Not using 3G | Not using 3G | services due to .
. . . e : Not using 3G
. services due tq services due tq services due tq the difficulty in .
Details : . . . services due
lack of high price of | high cost of learning the
. to no need
coverage services handset method of
operations
Mann-
. 16472.500 17019.500 16553.500 17689.500 16514.000
Whitney U
Wilcoxon W] 23027.500 65847.500 65381.500 66517.500 23069.000
z -1.216 -.707 -1.143 -.092 -1.168
Asymp. Sig.
(2-tailed) 224 .480 .253 .927 .243
Grouping variable: Educational Profile

The table 3.7.33 shows the descriptive statisticthe variables ‘Lack of

network coverage of 3G mobile internet servicesligh pricing of 3G mobile

internet services’, ‘High cost of 3G mobile handseDifficulty to learn the method

of operation of 3G handsets’ and ‘The servicesnateessential for the customer’

pertaining to two groups of respondents: (i) edocal profile - graduation and

above and (ii) educational profile - below gradoati
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Table 3.7.33

Descriptive statistics of factors affecting adoptio of 3G mobile internet services
with respect to the educational profile of respondets

Difficulty to
Lack of 3G | High pricing | High costof | learn the The 3G
network of 3G 3G mobile method of | services are
Details N | coveragé services handset$ | operation of | not essentiat
3G handset¥
Std. Std. Std. Std. Std.
Mean Dev. Mean Dev. Mean Dev. Mean Dev. Mean Dev.
Below 11141 325| o020| 345 987 343 988 242 751 328 1|194
Graduatior]
Graduation) 5, | 3 35| 1033 3.37 | 1.034 3.29 | 1.049 2.41| .788| 342 1.27b
and Abovsg

Total 426| 3.35| 1.004 3.39 | 1.021) 3.33 | 1.029 241 | .778| 3.38 1.254

* Measured on a 5-point Likert Scale, Strongly @ise =1, Disagree=2, Uncertain=3,
Agree=4, Strongly Agree=5; Mean Value of the Scak

The summary of Mann- Whitney U test statistics show table 3.7.32
indicates that the significance value is more tbadb for the variables ‘Lack of
network coverage of 3G mobile internet servicesligh pricing of 3G mobile
internet services’, ‘High cost of 3G mobile handseDifficulty to learn the method
of operation of 3G handsets’ and ‘The servicesnateessential for the customer’.
Therefore, it can be concluded that these variadi@snot significantly differ
between two groups of respondents: (i) educatipnafile - graduation and above
and (ii) educational profile - below graduation.eTtiescriptive statistics shown in
table 3.7.33 indicate that the lack of 3G netwookerage, pricing of 3G services

and handset, and unrecognized needs are fairlyar@i@doption issues.

Testing of hypothesis: Mann-Whitney U test based orthe income of the

respondents

The summary of ranked data corresponding to theablas ‘Lack of
network coverage of 3G mobile internet servicesligh pricing of 3G mobile
internet services’, ‘High cost of 3G mobile handseDifficulty to learn the method
of operation of 3G handsets’ and ‘The servicesnateessential for the customer’

pertaining to the respondents who are aware of 8Gilmservices but not using the

267



services has been computed with Mann-Whitney U Tdst test results with respect

to the income of the respondents are given indhket3.7.34.

Table 3.7.34

Mean ranking of factors affecting adoption of 3G maile internet services with
respect to the income of respondents based on Mamidhitney U test

Mean rank
. . Difficulty to
Details N | Lackof3g | High High cost learn the The 3G
network pricing of of 3G method of services
3G mobile X are not
coverage ; operation of .
services handsets essential
3G handsets
Upto 2 151 203.56 231.46 256.14 206.64 193.78
lakhs
More
than2 | 275 218.96 203.64 190.09 217.27 224.36
lakhs
Total 426

The table 3.7.35 shows the test statistic for ttzanhd Whitney U test on the
comparison of the variables ‘Lack of network cogeraof 3G mobile internet
services’, ‘High pricing of 3G mobile internet smes’, ‘High cost of 3G mobile
handsets’, ‘Difficulty to learn the method of opwa of 3G handsets’ and ‘The
services are not essential for the customer pergito two income groups of

respondents: (i) annual income up to 2 lakhs andafinual income more than 2
lakhs.
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Table 3.7.35

Factors affecting adoption of 3G mobile internet seices: Mann-Whitney U
test statistics based on the income of respondents

Not using 3G Not usin
Not using |Not using 3G Not using 3G services due t 3G 9
. 3G serviceg services due services due the difficulty .
Details . . . . : services
due to lack| to high price| to high cost |in learning the d
, ue to no
of coverage of services | of handset | method of need
operations
Mann-Whitney U| 19261.000| 18050.000 | 14324.000| 19726.500 |17776.50(
Wilcoxon W 30737.000; 56000.000 | 52274.000| 31202.500 |29252.50(
V4 -1.288 -2.321 -5.534 -.929 -2.542
Asymp. Sig.
(2-tailed) .198 .020 .000 .353 .011
Grouping variable: Annual Income

The table 3.7.36 shows the descriptive statisticthe variables ‘Lack of
network coverage of 3G mobile internet servicebligh pricing of 3G mobile
internet services’, ‘High cost of 3G mobile hand5eDifficulty to learn the method
of operation of 3G handsets’ and ‘The servicesrateessential for the customer’
pertaining to two income groups of respondentsarfijual income up to 2 lakhs and

(i) annual income more than 2 lakhs.

Table 3.7.36

Descriptive statistics of factors affecting adoptio of 3G mobile internet services
with respect to the income of the respondents

Difficulty to
Lack of 3G |High pricing | High cost of learn the The 3G
network of 3G 3G mobile method of services are
Details| N coverage* | services* handsets* |operation of 3G|not essential}
handsets*
Std. Std. Std. Std. Std.
Mean Dev. Mean Dev. Mean Dev. Mean Dev. Mean Dev.
Upto 2
lakhs 151 3.26 .934 354 1.018 3.68 .926 2.3§ .753 3.19| 1.187
More
than 2|275 3.40 1.039 3.3] 1.016 3.13 1.032 244 .791 3.48 | 1.280
lakhs
Total |426 3.35 1.004 3.39 1.021 3.33 1.029 241 .778 3.38| 1.254

* Measured on a 5-point Likert Scale, Strongly @ige =1, Disagree=2, Uncertain=3,
Agree=4, Strongly Agree=5; Mean Value of the Scak
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The summary of Mann- Whitney U test statistics shmaw table 3.7.35
indicates that the significance value is less &% for the variables ‘High pricing
of 3G mobile internet services’, ‘High cost of 3Golile handsets’, and ‘The
services are not essential for the customer’. Toegeit can be concluded that these
variables significantly differ between two incomegps of respondents: (i) annual

income up to 2 lakhs and (ii) annual income moenth lakhs.

As the significance value is more than 0.05 forwheable ‘Lack of network
coverage of 3G mobile services’ and ‘Difficulty lEarn the method of operation of
3G handsets’, these variables do not significadiffer between the two income

groups.

The value of mean ranking shown in table 3.7.34 destriptive statistics
shown in table 3.7.36 indicate that the major 3@p&adn issues of low income
group are high cost of 3G mobile handsets and pigling of 3G services followed
by the lack of 3G network coverage and unrecognisedis. The major 3G adoption
issues of high income group are unrecognised needslack of 3G network

coverage followed by high pricing of 3G services.

Adoption issues of 3G mobile internet services: cdnmed effect of demographic

variables

The testing of hypothesis 5.7 proved that the Wemrelated to the adoption
issues of 3G mobile internet services ‘High pricofg3G mobile internet services’,
‘High cost of 3G mobile handsets’, ‘Difficulty teérn the method of operation of
3G handsets’ and ‘The services are not essentiathi® customer’ significantly
differ between two age groups: (i) age up to 30ryead (i) age above 30 years.
The variable ‘Lack of network coverage of 3G molségvices’ doesn't significantly
differ between the two age groups. It is also pdotieat all the above mentioned
variables do not significantly differ between twbet groups based on their
educational profile: (i) educational profile - guadion and above and (i)

educational profile - below graduation.

The variables ‘High pricing of 3G mobile internetrg@ces’, ‘High cost of
3G mobile handsets’, and ‘The services are not néissefor the customer’
significantly differ between two income groups: &)pnual income up to 2 lakhs and
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(i) annual income more than 2 lakhs. But theafales ‘Lack of network coverage
of 3G mobile services’ and ‘Difficulty to learn thmethod of operation of 3G

handsets’ do not significantly differ between thwe income groups.

Therefore a two way table is constructed with thdables ‘High pricing of
3G mobile internet services’, ‘High cost of 3G mekhiandsets’, ‘Difficulty to learn
the method of operation of 3G handsets’ and ‘Theises are not essential for the
customer’ to study the combined effect of demogi@aphriables age and income of
the respondents in the adoption issues of 3G motigenet services. The results are

presented in table 3.7.37.

Table 3.7.37

The combined effect of age and income of the sampiespondents in the
adoption issues of 3G mobile internet services

: Annual
Annual income | .
o o t0 2 lakhs | Income more
Adoption issues of 3G mobile internet | YP than 2 lakhs. | petai
. etails
services
Std. Std.
Mean Dev. Mean Dev.
High pricing of 3G services 3.63 | 0.992| 3.57 | 1.037
High cost of 3G mobile handsets 3.73 | 0.929 | 3.23 | 1.086| Age
— : up to
Difficulty to learn the method of operation ¢f 231 | 0734 213 0738 30
3G handsets years
The 3G services are not essential 3.08 1.187  3.090381
High pricing of 3G services 3.11 1.0% 3.08 0.943
High cost of 3G mobile handsets 3.44 | 0.892| 3.05| 0.978 f;ge
— : above
Difficulty to Iear;Gthhe mdethod of operation f , .o | 95| 271| 0744 30
andsets years.
The 3G services are not essential 3.7 1.068 | 3.83 | 1.153
N (age up to 30 years and annual income up tol&)ald 24
N (age up to 30 years and annual income more thakh2)=129
N (age above 30 years and annual income up tohg)ak7
N (age above 30 years and annual income more thaekin®)=146

* Measured on a 5-point Likert Scale, Strongly @ise =1, Disagree=2, Uncertain=3,
Agree=4, Strongly Agree=5; Mean Value of the Scak

The descriptive statistics shown in table 3.7.3ficate that the major 3G

adoption issues of youngsters are high cost of 3Bilen handsets and high pricing
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of 3G services. The issues are more prominent arngoaggsters belonging to low
income group. Leaning difficulty is not at all &asue among youngsters irrespective
of their income status. The elders in general peeddat 3G mobile services are not
essential for them. The income level has not fgant influence on this perception
of this segment. The high cost of 3G mobile hardse restricting factor to the

adoption of 3G service among the elders of low imearoup.

3.8 Analysis of demographic profile of sample respondds and preference

for a particular mobile telecom service provider

The Chi-Square test is used for testing the refegssl or independence of
demographic variables specifically age, gender, cational qualification,
employment status, income, and locality of same$pondents and preference for a

particular mobile telecom service provider.

3.8.1 Age of respondents and preference for a particulaimobile telecom

service provider
Hypothesis 6.1

Ho: The age of the respondents and preference for tecydar mobile telecom

service provider are independent of each other.

Ha: There is significant relationship between the adethe respondents and

preference for a particular mobile telecom seryicevider.
Testing of hypothesis: The Chi-Square test

The Chi-Square test is used for testing the refessl or independence of
age group of sample respondents and preferenca frarticular mobile telecom
service provider. The cross tabulation of age groipample respondents and the
most preferred mobile telecom service providerressented in the table 3.8.1 and

results of Chi-Square tests are presented in gaBl@.
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Table 3.8.1
Cross tabulation - age and most preferred mobile seice provider

Mobile Service Provider - most

Age group Details preferred Total
Idea | BSNL |Vodafone| Airtel
Count 22 11 29 5 67
Expected Count 20.3 19.6 17.6 9.4 67.0
Less than 219 within Age 32.8% | 16.4% | 43.3% | 7.5% | 100.0%
Years 1ot within Mobile
Service Provider - Moy 8.3% | 4.3% 12.7% 4.1% 7.7%
Preferred
Count 106 78 89 65 338
Expected Count 102.6 | 99.1 89.0 474 | 338.0
20 years to 3% within Age 31.4% | 23.1% | 26.3% | 19.2% | 100.0%
Years o, within Mobile
Service Provider - Mog 40.2% | 30.6% | 38.9% | 53.3% | 38.9%
Preferred
Count 61 63 71 36 231
Expected Count 70.1 67.7 60.8 324 231.0
30 years to 4% within Age 26.4% | 27.3% | 30.7% | 15.6% | 100.0%
Years 1ot within Mobile
Service Provider - Mog 23.1% | 24.7% | 31.0% | 29.5% | 26.6%
Preferred
Count 64 64 32 8 168
40 y;:;fsto S|Expected Count 51.0 | 49.2 | 442 | 236 | 168.0
% within Age 38.1% | 38.1% | 19.0% | 4.8% | 100.0%
% within Mobile
Service Provider - Mog 24.2% | 25.1% | 14.0% | 6.6% | 19.3%
Preferred
Count 11 39 8 8 66
Expected Count 20.0 19.3 17.4 9.3 66.0
More than 50, within Age 16.7% | 59.1% | 12.1% | 12.1% | 100.0%
Years o4 within Mobile
Service Provider - Mog 4.2% | 15.3% | 3.5% 6.6% | 7.6%
Preferred
Count 264 255 229 122 870
Expected Count 264.0 | 255.0 229.0 122.0 | 870.0
Total % within Age 30.3% | 29.3% | 26.3% | 14.0% | 100.0%
% within Mobile
Service Provider - Mog 100.0%| 100.0%| 100.0% | 100.0%| 100.0%
Preferred
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Table 3.8.2
Age and most preferred mobile service provider: ChiSquare test results

Details Value df Asymp. Sig. (2-sided)
Pearson Chi-Square 78.736 12 .000
Likelihood Ratio 79.097 12 .000
Linear-by-Linear Association 5.250 1 .022
N of Valid Cases 870
a. 0 cells (.0%) have expected count less thamé& niinimum expected count is 9.26.

Pearson Chi-Square has a value of 78.736 withrafisignce of 0.000. This
significance value is well below the alpha levelOd®5 and is therefore significant.
Hence the null hypothesis is rejected and theraterhypothesis is accepted that,
there is significant relationship between the afyéhe respondents and preference

for a particular mobile telecom service providér(lZ,L\hS?O) =78.736, p<0.05.

The age group of the respondents is segmentec inagegories. They are
the respondents in age group less than 20 yeangedt8 to 30 years, 30 years to 40
years, 40 years to 50 years, 50 years to 60yearsnane than 60 years. To do the
Chi-Square tests for analysing the relatednessd®pendence between age of the
respondents and preference for a particular mdkllecom service provider, the
respondents belonging to the age group more thalye@®s is combined with
respondents belonging to the age group of 50 yteassxty years and named it as
age group more than fifty years. This is due to rib@son that one cell, the cell
corresponding to the respondents of ‘Mobile Sernirevider Airtel’ and ‘Age
group more than 60 years’ has expected count less 5, violating the main

assumption of chi-square tests.

In examining the cell frequencies following obsé¢imas and conclusions

can be arrived.

1. The respondents belonging to the younger generatenage group below
30 years prefer private sector mobile service plend to BSNL. From
among the sample respondents, it can be seen8M#bf Idea customers,
51.6% of Vodafone customers and 57.4% of Airtelt@orers belonging to
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the age group below 30 years. The BSNL representati this category of
age is only 34.9%. The marketing strategies of BShllattract younger
segment may not be as effective as private seekecdm service providers.
The total count of the age group below 30 yearthénsample population is
405. Out of this 31.6% are Idea, 21.98% are BSML142 are Vodafone, and

17.28% are Airtel customers.

2. The respondents belonging to the age group of 3@sy® 40 years don't
show much variation in their preference for a gatar mobile service
provider. However this category gives slightly mpreference for Vodafone
and Airtel than BSNL and Idea. From among the samgspondents, it can
be seen that 31% of Vodafone customers, 29.5% vélAsustomers, 24.7%
of BSNL customers, and 23.1% of Idea customersnigghg to the age
group of 30 years to 40 years. The total countefdage group ‘30 years to
40 years’ in the sample population is 231. Ouhtf £6.4% are Idea, 27.3%
are BSNL, 30.7% are Vodafone, and 15.6% are Aodstomers.

3. The respondents belonging to the age group abawgyfgears show clear
inclination towards BSNL. It can be observed t284% of Idea customers,
17.5% of Vodafone customers and 13.2% of Airtelt@uners belonging to
this age group while BSNL representation is 40.4%e total count of the
age group above 40 years in the sample populatoa3d. Out of this
32.05% are Idea, 44.02% are BSNL, 17.09% are Vogafand 6.84% are

Airtel customers.

3.8.2 The gender of sample respondents and preference fa particular

mobile telecomservice provider
Hypothesis 6.2

Ho: The gender of the respondents and preferenca particular mobile telecom

service provider are independent of each other.

Ha: There is significant relationship between the gerafethe respondents and

preference for a particular mobile telecom serpiaavider.
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Testing of hypothesis: The Chi-Square test

The Chi-Square test is used for testing the refegssl or independence of
gender of sample respondents and preference fartiayar mobile telecom service
provider. The cross tabulation of gender of sampspondents and the most
preferred mobile telecom service provider is présgin the table 3.8.3 and results

of Chi-Square tests are presented in table 3.8.4.

Table 3.8.3
Cross tabulation - gender and most preferred mobilservice provider

Mobile Service Provider - most

Gender Details preferred Total
Idea BSNL |Vodafone| Airtel
Count 171 146 144 70 531
Male Expected Count 161.1 155.6 139.8 74.5 531.0

% within Mobile Service
Provider - Most Preferred

Count 93 109 85 52 339

64.8% | 57.3% | 62.9% | 57.4% | 61.0%

Expected Count 102.9 99.4 89.2 475 339.0
Female

S . ;
o within Mobile Service | a0 500 | 45 700 | 37.106 | 42.6% | 39.0%
Provider - Most Preferred

Count 264 255 229 122 870

Total Expected Count 264.0 | 255.0 229.0 122.0 | 870.0

% within Mobile Service | 444 5041 100.006| 100.0% | 100.0% | 100.0%
Provider - Most Preferred

Table 3.8.4
Gender and most preferred mobile service providerChi-Square test results
Details Value df Asymp. Sig. (2-sided)
Pearson Chi-Square 4.098 3 251
Likelihood Ratio 4.097 3 .251
Linear-by-Linear Association .957 1 .328
N of Valid Cases 870
a. 0 cells (.0%) have expected count less thamé& niinimum expected count is 47.54.
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The Pearson Chi-Square has a value of 4.098 wsigraficance of 0.251.
This significance value is much higher than the wamly accepted alpha level of
0.05. Therefore the null hypothesis is accepteditacan be concluded that there is
no significant relationship between the gendehefrespondents and preference for
a particular mobile telecom service providgr(3, N=870) =4.098, p>0.05.

3.8.3 The educational qualification of sample respondentand preference for

a particular mobile telecomservice provider
Hypothesis 6.3

Ho: The educational qualification of the respondemis preference for a particular

mobile telecom service provider are independemiach other.

Ha: There is significant relationship between theoadional qualification of the
respondents and preference for a particular modlideom service provider.

Testing of hypothesis: The Chi-Square test

The Chi-Square test is used for testing the refessl or independence of
educational qualification of sample respondents preference for a particular
mobile telecom service provider. The cross taboiatif educational qualification of
sample respondents and the most preferred molieota service provider is
presented in the table 3.8.5 and results of Cha8xuests are presented in
table 3.8.6.
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Table 3.8.5

Cross tabulation - educational qualification and
most preferred mobile service provider

Educational _ Mobile Service Providers
lificati Details Total
qualification Idea | BSNL | Vodafone| Airtel
Count 39 12 29 4 84
Expected Count 25.5 24.6 22.1 11,8 84
Below 10th % within
standard Educational 46.4% | 14.3% 34.5% 4.89 100.0%%
Qualification
PR -
%o within Mobile 19/ g0\ 4706|1279 | 339 9.7
Service Provider
Count 83 55 78 26 242
Expected Count 73.4 70.9 63.7 339 2420
10th standard passos within
- Below Educational 34.3% | 22.7% 32.2% 10.7% 100.0p6
graduation Qualification
PR -
% within Mobile | 59 4o\ 59 gosl 34106 | 21.3% 27.8%
Service Provider
Count 69 97 59 39 264
Expected Count 80.1 77.4 69.5 370 2640
Graduation and | % within
u | . 0 . 0 . 0 . 0 . 0
Above Educational 26.1% | 36.7% 22.3% 14.89 100.0p«
Quialification
o 5
% within Mobile | ¢ 10| 35 005l 25806 | 32.0%  30.3%
Service Provider
Count 73 91 63 53 280
Expected Count 85.0 82.1 73.7 39,3 280.0
Professional / | % within
; Educational 26.1% | 32.5% 22.5% 18.9% 100.0pb6
Technical Degree
Quialification
PR ;
% within Mobile | 2 20| 55 700l 27506 | 43.4%9% 32.2%
Service Provider
Count 264 255 229 122 870
Expected Count 264.( 255. 229.0 122.0 870.
% within
Total Educational 30.3% | 29.3% 26.3% 14.0% 100.0p6
Quialification
o -
%o within Mobile | 550, | 10006| 1000 | 1009 1009
Service Provider
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Table 3.8.6

Educational qualification and most preferred mobileservice provider:
Chi-Square test results

Details Value df Asymp. Sig. (2-sided)
Pearson Chi-Square 48.026 9 .000
Likelihood Ratio 49.769 9 .000
Linear-by-Linear Association 7.899 1 .005
N of Valid Cases 870
a.o gells (.0%) have expected count less thamé& nfinimum expected count is
11.78.

The Pearson Chi-Square has a value of 48.026 wsigraficance of 0.000.
This significance value is well below the alphadewf 0.05. Hence the null
hypothesis is rejected and the alternate hypothisiaccepted that, there is
significant relationship between the educationallifjoation of the respondents and
preference for a particular mobile telecom seryioavider,y? (9, N=870) =48.026,
p<0.05.

The educational qualification of the respondentssegmented in four
categories. They are the respondents with edueatiqualification below 16
standard, 10 standard pass- below graduation, graduation anoveaband

professional/technical degree.

In examining the cell frequencies following obsé¢imas and conclusions

can be arrived.

1. The respondents with the educational qualificatietow 1" standard show
a strong preference for ldea and Vodafone than B@Nd Airtel. From
among the sample respondents, it can be obsensad 14.8% of Idea
customers, 12.7% of Vodafone customers, 4.7% of IBSbktomers and
3.3% of Airtel customers belonging to this categofje total count of
respondents with the educational qualification hetbd" standard in the
sample population is 84. Out of this 46.4% are |B&R5% are Vodafone
and 14.3% are BSNL and 4.8% are Airtel customers.
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2. The respondents with the educational qualificatdove 18 standard but
below graduation show strong preference for Vodafand Idea than BSNL
and Airtel. From among the sample respondentsatit loe observed that
34.1% of Vodafone customers, 31.4% of Idea custsnizt.6% of BSNL
customers and 21.3% of Airtel customers belongmghis category. The
total count of respondents with the educationallification above 18
standard but below graduation in the sample pojumlas 242. Out of this
34.3% are Idea, 32.2% are Vodafone and 22.7% aMLB®$id 10.7% are

Airtel customers.

3. The respondents with the educational qualificatdwove graduation show
relatively more preference for BSNL and Airtel thilea and Vodafone.
From among the sample respondents, it can be aasdnat 38% of BSNL
customers, 32% of Airtel customers, 26.1% of Idest@mers and 25.8% of
Vodafone customers belonging to this category. Thtal count of
respondents with the educational qualification @&araduation in the
sample population is 264. Out of this 36.7% are BSR6.1% are Idea,

22.3% are Vodafone and 14.8% are Airtel customers.

4. The respondents with the educational qualificatias professional or
technical degree show relatively more preferenceAidel and BSNL than
Idea and Vodafone. From among the sample respadenain be observed
that 43.4% of Airtel customers 35.7% of BSNL custos) 27.7% of Idea
customers and 27.5% of Vodafone customers belortgitiys category. The
total count of respondents with the educationalification as professional
or technical degree in the sample population is. ZB@ of this 32.5% are
BSNL, 26.1% are Idea, 22.5% are Vodafone and 1&&@#Airtel customers.

In general the respondents belonging to segmeadwdationally low profile
show more preference for the mobile telecom serpicwiders Idea or Vodafone
and educationally high profile give more preferetbe mobile telecom service
providers BSNL or Airtel.
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3.8.4 The employment status of sample respondents and gezence for a

particular mobile telecom service provider
Hypothesis 6.4

Ho: The employment status of the respondents ancenerefe for a particular

mobile telecom service provider are independemiach other.

Ha: There is significant relationship between the lyimpent status of the

respondents and preference for a particular modlideom service provider.
Testing of hypothesis: The Chi-Square test

The Chi-Square test is used for testing the refegssl or independence of
Employment Status of sample respondents and preferfor a particular mobile
telecom service provider. The cross tabulation mipleyment status of sample
respondents and the most preferred mobile tele@mce provider is presented in
the table 3.8.7 and results of Chi-Square testpaasented in table 3.8.8.

Table 3.8.7

Cross tabulation - employment status and most prefeed
mobile service provider

Mobile Service Provider - most

Employment Details preferred Total
status
Idea | BSNL | Vodafone | Airtel
Count 21 70 16 5 112
Expected Count 347 | 31.2 30.0 16.2 | 112.0
Government

—
Service g‘;;’tvt'jtg'” Employment 114 5041 62.506] 14.3% | 4.5% |100.0

% within Mobile Service

Provider - Most Preferred 8.1% [ 30.0%| 7.1% 4.1% | 13.4%

Count 46 29 41 39 155

Expected Count 48.0 | 43.1 41.5 22.4 | 155.0

Private Sector% within Employment

29.7%| 18.7%| 26.5% |25.2%)|100.09
Status

% within Mobile Service

0 0 0 0 0
Provider - Most Preferred 17.8%| 12.4%| 18.3% |32.2%| 18.5%
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Count 36 | 21 | 30 | 15 | 102

Expected Count 316 | 284 | 27.3 | 14.7 | 102.0

BusiNess Jos within Employment Status 35.3%| 20.6%| 29.4%| 14.7%|100.09
T\//‘I’O";’i”;i:‘ei'}gfgée Service Provider 1 3 go4| 9,006 | 13.4%| 12.4%| 12.2%

Count 28 | 25 | 20 | 21 | o4

Expected Count 29.1| 26.2 | 25.2 | 13.6 | 94.0
Professionalo, \yithin Employment Status | 29.8%)| 26.6%)| 21.3%)| 22.3%|100.09
Vo vatin Mobile Service Providet 10.89| 10.796| 8.9% | 17.4%)| 11.2%

Count 49 | 16 | 45 | 10 | 120

Expected Count 371 | 334 | 32.1 | 17.3 | 120.0

Emspil;;/ed % within Employment Status 40.8%| 13.3%| 37.5%| 8.3% (100.09
Vo vatin Mobile Service Providet 16 99| 6.99 | 20.1%| 8.3% | 14.3%

Count 47 | 49 | 52 | 26 | 174

Expected Count 53.8 | 484 | 46.6 | 25.2 | 174.0

Student o4 within Employment Status | 27.0%| 28.2%| 29.9%| 14.9%|100.09
Vo vitiin Mobile Service Providet 1 16| 21.096| 23.2%| 21.5%)| 20.8%

Count 32 | 23| 20 | 5 | 80

Expected Count 248 | 223 | 21.4 | 11.6 | 80.0

House Wifeloy, \yithin Employment Status | 40.0%| 28.8%| 25.0%| 6.2% |100.09
;C‘l’o";’itg:‘ef'\gfgée Service Provider| 15 4041 9.9% | 8.9% | 4.1% | 9.6%

Count 259 | 233 | 224 | 121 | 837

Expected Count 259.0| 233.0| 224.0| 121.0| 837.0

Total o4 within Employment Status 30.9%| 27.8%)| 26.8%)| 14.5%]100.09
% within Mobile Service Providerloo.OO 100.0%4100.0%4100.0%100.0°

Most Preferred
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Table 3.8.8

Employment status and most preferred mobile servicprovider:
Chi-Square test results

Details Value df Asymp. Sig. (2-sided)
Pearson Chi-Square 1.216E2 18 .000
Likelihood Ratio 114.720 18 .000
Linear-by-Linear Associatio 1.268 1 .260
N of Valid Cases 837
a. 0 cells (.0%) have expected count less thamé& rniinimum expected count is 11}57.

The Pearson Chi-Square has a value of 121.6 wiigraficance of 0.000.
This significance value is well below the alphadewf 0.05. Hence the null
hypothesis is rejected and the alternate hypothesiaccepted that, there is
significant relationship between the employmentustaof the respondents and
preference for a particular mobile telecom seryimavider,y* (18, N=837) =121.6,
p<0.05.

The employment status of the respondents is segaenteight categories
namely: Government Service, Private Sector, BusineBrofessional, Self-

Employed, Student, Retired and Housewife.

In examining the cell frequencies following obsé¢imas and conclusions

can be arrived.

1. The respondents belonging to the category of gonem employees prefer
BSNL to private sector mobile service providersoriramong the sample
respondents, it can be seen that 30% of BSNL cuatrare government
employees. The representations of government erefoin private sector
telecom operators are comparatively very less. Feonong the sample
respondents, 8.1% of Idea customers, 7.1% of Vodadoistomers and 4.1%
of Airtel are government employees. The total cowht Government
employees in the sample population is 112. Outha 62.5% are BSNL,

18.8% are Idea, 14.3% are Vodafone and 4.5% atel&ustomers.
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2. The respondents belonging to the category of pisattor employees prefer
private sector mobile service providers to BSNLorRramong the sample
respondents, it can be seen that 32.2% of Airtedtacners, 18.3% of
Vodafone customers and 17.8% of Idea customersglg to the category
of private sector employees. The BSNL represemtaitiothis category is
only 12.4%. The total count of Private employeethensample population is
155. Out of this 29.7% are ldea, 26.5% are Vodatame 25.2% are Airtel

and 18.7% are BSNL customers.

3. The respondents with employment status ‘Business’ndt show much
variation in their preference for a particular mebiservice provider.
However this category gives slightly more prefeeerfor private sector
mobile service providers than BSNL. From amongstés@ple respondents, it
can be seen that 13.9% of Idea customers, 13.4%o0dé&fone customers,
12.4% of Airtel customers and 9% of BSNL customieetonging to this
category. The total count of Private employeeshm sample population is
155. Out of this 35.3% are Idea, 29.4% are Vodaf@0e5% are BSNL and

14.7% are Airtel customers.

4. The professional category from the sample respdeddtows approximately
same preference for all the mobile service prowderom among the sample
respondents, it can be seen that 10.8% of Ideamess, 10.7% of BSNL
customers, 8.9% of Vodafone customers, and 17.4%.i&l customers
belonging to this category. The total count of pssional people in the
sample population is 94. Out of this 29.8% are |d&&6% are BSNL,
21.3% are Vodafone, and 22.3% are Airtel customers.

5. The respondents belonging to the category of seffleyed prefers
Vodafone or Idea to BSNL or Airtel. From among #aenple respondents, it
can be seen that 20.1% of Vodafone customers, 18f9kea customers,
8.3% of Airtel customers and 6.9% of BSNL custombesong to the
category of self-employed. The total count of sifployed in the sample
population is 120. Out of this 40.8% are Idea, 3 d&e Vodafone and 8.3%

are Airtel and 13.3% are BSNL customers.
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6. The student category from the sample respondentsvssinearly same
preference for all the mobile service providersorfrramong the sample
respondents, it can be seen that 18.1% of Ideamess, 21% of BSNL
customers, 23.2% of Vodafone customers, and 21.6%irtel customers
belonging to this category. The total count of stud in the sample
population is 174. Out of this 27% are Idea, 28.2% BSNL, 29.9% are

Vodafone, and 14.9% are Airtel customers.

7. The Housewives from the sample respondents showatively more
preference for Idea, moderate preference for BSiNL\Aodafone and lower
preference for Airtel. From among the sample redpats, it can be seen
that 12.4% of Idea customers, 9.9% of BSNL custem@9% of Vodafone
customers, and 4.1% of Airtel customers belongmghis category. The
total count of housewives in the sample populaigoB0. Out of this 40% are
Idea, 28.8% are BSNL, 25% are Vodafone, and 6.2#atel customers.

The respondents belonging to the employment staetged” has been
excluded from the chi- square test due to reasatrothe cell, the cell corresponding to
the respondents of ‘Mobile Service Provider Airiafid ‘Employment status retired’
has expected count less than 5, violating the raagsumption of chi-square tests.
However the cross tabulation of respondents witlplepment status “retired” and
their association with different mobile servicepders is given in the table 3.8.9.

Table 3.8.9

Cross tabulation - employment status ‘Retired’ catgory and most preferred
mobile service provider

Mobile Service Provider - most
Employment Details preferred Total
status
Idea | BSNL | Vodafone | Airtel
Count 5 22 5 1 33
Retired O/ \nrithi
/"W'th'”sém'oymem 15.20| 66.7%| 15.2% | 3.0% |100.09
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The total count of “retired” in the sample popuwatis 33. Out of this 66.7%
are BSNL, 15.2% are Idea, 15.2% are Vodafone anda@/Airtel customers. The
respondents belonging to the retired category shigiv preference for the service
provider BSNL.

3.8.5 The annual family income of sample respondents angreference for a

particular mobile telecom service provider
Hypothesis 6.5

Ho: The annual family Income of the respondents aredepence for a particular

mobile telecom service provider are independemiach other.

Ha: There is significant relationship between the umhrfamily income of the

respondents and preference for a particular modlideom service provider
Testing of hypothesis: The Chi-Square test

The Chi-Square test is used for testing the refegssl or independence of
Annual Family Income of sample respondents ancepeete for a particular mobile
telecom service provider. The cross tabulationrofual family income of sample
respondents and the most preferred mobile tele@mce provider is presented in
the table 3.8.10 and results of Chi-Square testpr@sented in table 3.8.11
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Table 3.8.10

Cross tabulation - annual family income and most peferred
mobile service provider

Annual Mobile Service Provider - most preferred
family Details _ Total
income Idea BSNL | Vodafone| Airtel
Count 137 67 121 42 367
Expected Count 111.4 107.6 96.6 51.5 | 367.0
PR
UptoRs 2| e Within Annual | = o7 30, | 18396 | 33.00 | 11.4% |100.0%
Lakhs Family Income
% within Mobile
Service Provider - | 51.9% 26.3% 52.8% | 34.4% | 42.2%
Most Preferred
Count 92 129 82 51 354
Expected Count 107.4 103.8 93.2 49.6 | 354.0
Rs 2 Lakhy o4 withi
o Rres | Pwithin Annual - og g | 3649 | 23.296 | 14.4% | 100.0%
Family Income
Lakhs - .
% within Mobile
Service Provider - | 34.8% 50.6% 35.8% | 41.8% | 40.7%
Most Preferred
Count 25 48 22 18 113
Expected Count 34.3 33.1 29.7 15.8 | 113.0
Rs 5 Lakhy o4 withi
o Re10 | ewithinAnnual | oy 100 | 4250 | 10.5% | 15.9% | 100.0%
Family Income
Lakhs . ;
% within Mobile
Service Provider - 9.5% 18.8% 9.6% 14.8% | 13.0%
Most Preferred
Count 10 11 4 11 36
Expected Count 10.9 10.6 9.5 5.0 36.0
PR
More than[ % Within Annual |57 g0, | 30 606 | 11106 | 30.6% | 100.0%
Rs 10 Lakh|  Family Income
% within Mobile
Service Provider - 3.8% 4.3% 1.7% 9.0% | 4.1%
Most Preferred
Count 264 255 229 122 870
Expected Count 264.0 255.0 229.0 122.0 | 870.0
o
Total Yo within Annual | 55 306 | 29306 | 26.3% | 14.0% | 100.0%
Family Income
% within Mobile
Service Provider - | 100.0% | 100.0% | 100.0% |100.0%| 100.0%
Most Preferred
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Table 3.8.11

Annual family income and most preferred mobile serice provider:
Chi-Square test results

Details Value df Asymp. Sig. (2-sided)
Pearson Chi-Square 60.625 9 .000
Likelihood Ratio 60.732 9 .000
Linear-by-Linear Associatior 2.642 1 104
N of Valid Cases 870
a. 0 cells (.0%) have expected count less thamé& niinimum expected count is 5.05.

The Pearson Chi-Square has a value of 60.625 wsigraficance of 0.000.
This significance value is well below the alphadewf 0.05. Hence the null
hypothesis is rejected and the alternate hypothesiaccepted that, there is
significant relationship between the annual faniiilgome of the respondents and
preference for a particular mobile telecom seryimavider,y? (9, N=870) =60.625,
p<0.05.

The annual family income of the respondents is seged in four
categories. They are the segments with annual yangtbme up to Rupees 2 lakhs,
2lakhs to 5 lakhs, 5 lakhs to 10 lakhs and more titalakhs.

In examining the cell frequencies following obséiwas and conclusions can be
arrived.

1. The respondents with annual family income up to d&gp2 lakhs, mainly
prefer private sector telecom service providerpeelly Idea or Vodafone
for their mobile communication needs. From amoregggample respondents,
it can be observed that 52.8% of Vodafone custom&is9% of Idea
customers, 34.4% percentage of Airtel customers2&h8% percentage of
BSNL customers belonging to this segment. The taht of respondents
with annual family income up to Rupees 2 lakhshia $ample population is
367. Out of this 37.3% are Idea, 33% are Vodafd®e3% are BSNL and
11.4% are Airtel customers.
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2. The respondents with annual family income aboveeRg®? lakhs but below
Rupees 5 lakhs, mainly prefer BSNL to private sedtdecom service
providers. A considerable population of privatetgetelecom operators also
belonging to this segment. From among the sammporelents, 50.6%
percentage of BSNL customers, 41.8% percentage idélAcustomers,
35.8% of Vodafone customers, and 34.8% of Ideaocusts belonging to
this segment. The total count of respondents withual family income
above Rupees 2 lakhs but below Rupees 5 lakhsisample population is
354. Out of this 36.4% are BSNL, 26% are Idea, #3&e Vodafone, and

14.4% are Airtel customers.

3. The respondents with annual family income aboveeRsb lakhs but below
Rupees 10 lakhs, shows slightly more preferencd8&XL as compared to
other mobile telecom service providers. From amotig sample
respondents, 18.8% percentage of BSNL customer8%il4ercentage of
Airtel customers, 9.6% of Vodafone customers, aisd®of Idea customers
belonging to this segment. The total count of reslemts with annual family
income above Rupees 5 lakhs but below Rupees 1 lak the sample
population is 113. Out of this 42.5% are BSNL, 22.4re Idea, 19.5% are
Vodafone, and 15.9% are Airtel customers.

4. The respondents with annual family income abovedRaplO lakhs show
slightly more preference for Airtel or BSNL thaneld or Vodafone. From
among the sample respondents 9% percentage ofl Auttomers, 4.3%
percentage of BSNL customers, 3.8% of Idea custeonasd 1.7% of
Vodafone customers belonging to this segment. To&l tcount of
respondents with annual family income above RugdHgsn the sample
population is 36. Out of this 30.6% are BSNL, 30.6fé Airtel, 27.8% are
Idea, and 11% are Vodafone customers.

In general the respondents belonging to the segmknihe low income
profile give more preference for the mobile telecgervice providers Idea or
Vodafone and the high income profile give more @refice the mobile telecom

service providers BSNL or Airtel.
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3.8.6 The locality of sample respondents and preferenceoff a particular

mobile telecomservice provider
Hypothesis 6.6

Ho: The localityof the respondents and preference for a particatzbile telecom

service provider are independent of each other.

Ha: There is significant relationship between thealitg of the respondents and

preference for a particular mobile telecom seryicevider.
Testing of hypothesis: The Chi-Square test

The Chi-Square test is used for testing the refegssl or independence of
locality of sample respondents and preference for a paticmobile telecom
service provider. The cross tabulation of locatifysample respondents and the most
preferred mobile telecom service provider is pres@nn the table 3.8.12 and

results of Chi-Square tests are presented in 8aBlé&3.
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Table 3.8.12
Cross tabulation - locality and most preferred moble service provider

Mobile Service Provider - most

Locality Details preferred Total
Idea BSNL |Vodafone| Airtel
Count 95 70 84 39 288
Expected Count 87.4 84.4 75.8 40.4 288.0
Rural o/ \yithin Locality 33.0% | 24.3% | 29.2% | 13.5% | 100.0%
T . .
o within Mobile Service | a5 500 | 57 504 | 3679 | 32.0% | 33.1%
Provider - Most Preferre
Count 99 88 85 29 301
Expected Count 91.3 | 882 | 792 | 422 | 301.0
Semi
Urban [% within Locality 32.9% | 29.2% | 28.2% 9.6% | 100.0%
T . .
> (‘)’Y/'Itg‘('; M&gg‘f F?rirf\gfrz 37.5% | 34.5% | 37.1% | 23.8% | 34.6%
Count 70 97 60 54 281
Expected Count 853 | 824 | 740 | 394 | 2810
urban 1og within Locality 24.9% | 34.5% | 21.4% | 19.2% | 100.0%
S . .
Yo within Vobile SeIVIce| 26506 | 38.0% | 26.2% | 44.3% | 32.3%
Count 264 255 229 122 870
Expected Count 264.0 255.0 229.0 122.0 | 870.0
Total o/ \vithin Locality 30.3% | 29.3% | 26.3% | 14.0% | 100.0%
o . .
> (‘)"\’/'Itg'er; M&gi‘f SEVIC®| 100.0% | 100.0%| 100.0% | 100.0%| 100.0%
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Table 3.8.13
Locality and most preferred mobile service provider Chi-Square test results

Details Value df Asymp. Sig. (2-sided)
Pearson Chi-Square 22.632 6 .001
Likelihood Ratio 22.881 6 .001
Linear-by-Linear Association 1.753 1 .186
N of Valid Cases 870
a. 0 cells (.0%) have expected count less tham&.minimum expected count is 39.40.

The Pearson Chi-Square has a value of 22.632 wsigraficance of 0.001.
This significance value is well below the alphadewf 0.05. Hence the null
hypothesis is rejected and the alternate hypothesiaccepted that, there is
significant relationship between the locality oéttespondents and preference for a
particular mobile telecom service providgr(9, N=870) =22.632, p<0.05.

The locality of the respondents is segmented ireethcategories. The
respondents of municipal corporations are identifi@zs urban category, the
respondents of municipalities are identified as isemMpan category and the

respondents of panchayat are identified as rutaboay.

In examining the cell frequencies following obseiwas and conclusions can be
arrived.

1. The respondents of rural segments mainly prefevafei sector telecom
service providers, especially Vodafone or Idea ftreir mobile
communication needs. From among the sample respts)dé can be
observed that 36.7% of Vodafone customers, 36%led customers, 33.1%
percentage of Airtel customers and 27.5% percenthd@SNL customers
belonging to this segment. The total count of resigots of rural segments
in the sample population is 288. Out of this 33% #&tea, 29.2% are
Vodafone, 24.3% are BSNL and 13.5% are Airtel aqustcs.

2. The respondents of semi urban segments show neamg preference for

Idea, Vodafone and BSNL and relatively low prefeeerior Airtel. From
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3.9

among the sample respondents, it can be seenti#63f Idea customers,
34.5% of BSNL customers, 37.1% of Vodafone custemand 23.8% of
Airtel customers belonging to this category. Th&ltaount of respondents
of semi urban segment in the sample populatio®is @ut of this 32.9% are
Idea, 29.2% are BSNL, 28.2% are Vodafone, and @&&¥Airtel customers.

. The respondents of urban segments show more pneterfor Airtel or

BSNL than Idea or Vodafone. From among the samgd@andents 44.3%
percentage of Airtel customers, 38% percentageSMIBcustomers, 26.5%
of ldea customers and 26.2% of Vodafone custometsnbing to this
segment. The total count of respondents of urbgmeat in the sample
population is 281. Out of this 34.5% are BSNL, 24.8re Idea, and 21.4%
are Vodafone and 19.2% are Airtel customers.

Analysis of services marketing aspects of landlineand landline

broadband internet services

The landline industry in Kerala is facing the derlg stage of the product

life cycle. The landline telecom service providensKerala are BSNL, Airtel,

Reliance, and Tata. Their subscriber base and cegpanarket share in Kerala as
on March 2013 are: BSNL (29.44 lakhs, 96.04%), éAirf0.56 lakhs, 1.83%),
Reliance (0.54 lakhs, 1.76%), and Tata (0.11 |akh37%f°. In total of 1080

respondents in the survey, 533 of them are landlisers. The distribution of

landline users of sample respondents is givendanahle 3.9.1.

2 press releases on subscriber data, March 201fcofe Regulatory Authority of India.
www.trai.gov.in
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Table 3.9.1
Distribution of landline users of sample responderst

Landline Service Provider| Frequency Percent | Cumulative percent
BSNL 474 88.9 88.9
Reliance 30 5.6 94.6
Airtel 12 2.3 96.8
Tata 17 3.2 100.0
Total 533 100.0

Source: Primary Survey.
3.9.1 Landline telecom services

The services marketing aspects of landline telephsarvices are studied
mainly based on four variables. The variables @re:product benefits and service
support, pricing attractiveness, employee attitadd product (landline) retention
possibility. The items used to measure the vari#tideproduct benefits and service
support are: excellent voice clarity, compliantotefon or fault repair is fast,
excellent service support, modern and visually ajpeg telephone instrument and

materials, and the services are dependable.

The pricing attractiveness is measured using fitems specifically:
attractive tariff plans are offered in landline\sees, the landline services are low-
priced, the billing of landline services is transgrd and there are no hidden charges,
attractive discounts/ rebates are offered in laedkervices, landline and mobile

phone combined schemes/offers are attractive.

The employee attitude is measured by two items. ifbms are: ‘the
employees are knowledgeable and polite to the mest® and ‘the employees of
service provider do understand the needs of theéomess and give personal

attention to them’.

The items used to measure the variable ‘The laadigtention possibility’
are: landline services deliver the real value fasney spends on it, emotional
attachment with the landline service, satisfactiotih the landline services, and the

likelihood to retain the landline services.
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All items are measured by Likert Scale with fivechor points, specifically
Strongly Agree, Agree, Uncertain, Disagree andrigfipoDisagree. Equal weightage

is given for all items to compute the mean valuéhefvariables.
Hypothesis 7.1

There is significant relationship between the laralretention possibility
and the service related factors specifically produenefits and service support,

pricing attractiveness, and employee attitude dliae telecom services.
Testing of hypothesis: Correlation analysis

The correlation analysis is performed to identlg extent to which two or
more things are related to one another. The coiwal@oefficient varies from -1.0
to +1.0. The value of -1.0 indicates a perfect tiggacorrelation and +1.0 indicates
a perfect positive correlation. A correlation cozént zero means there is no
relationship between the variables. As the distrdou of the variables ‘product
benefits and service support’, ‘Pricing attracteesi, ‘Employee attitude of landline
telecom services’ and ‘The landline retention pgafgy are significantly non
normal, the non-parametric correlation analysiga®man’s rho is used is ascertain

the relationship between the variables. The testii®are shown in table 3.9.2.
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Table 3.9.2
The results of correlation analysis: the retentiorpossibility of landline services

Correlations - Spearman's rho
; Product Landline
Details benefits and| Employee Pricing .
) ! , retention
service attitude | attractiveness o
possibility
support
|| Corelation |4 559 669" 360" 626"
Product benefity Coefficient
and service | i o tailed) . .000 .000 .000
support
N 533 533 533 533
Correlation | g 1.000 324° 528"
Coefficient
Employee
attitude Sig. (2-tailed) .000 . .000 .000
N 533 533 533 533
Correlation | 344 324" 1.000 567"
o Coefficient
Pricing
attractiveness| Sig. (2-tailed) .000 .000 . .000
N 533 533 533 533
_ Correlation | g6 528" 567" 1.000
Landline Coefficient
retention . .
possibility Sig. (2-tailed) .000 .000 .000
N 533 533 533 533
**_Correlation is significant at the 0.01 leveHa@iled).

The test results indicate that the correlation igniicant between the
landline retention possibility and the service tatiafactors specifically product
benefits and service support, pricing attractivenesnd employee attitude of
landline telecom services. The product benefitsserdice support has high positive
correlation (correlation coefficient 0.626) withetlandline retention possibility. The
pricing attractiveness (correlation coefficient @p and employee attitude
(correlation coefficient 0.528) are also positivedprrelated with the landline

retention possibility.
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The descriptive statistics of landline retentiorsgibility and service related
factors specifically product benefits and serviapport, pricing attractiveness, and

employee attitude of landline telecom service ptexs are shown in table 3.9.3.

Table 3.9.3
Descriptive statistics of service related factorsfdandline service providers

product Landline

benefits and Employee Pricing .
Landline service attitude* attractiveness* rete_r;)t_||(_)n*
service | N support* possibility
provider ot o - -
Mean Dev. Mean Dev. Mean Dev. Mean Dev.

BSNL | 474| 3.29 0.888 3.23 0.944 3.27 0.597 3554 |75

Reliance| 30| 3.66 0.573 3.60 0.578 3.82 0.5p2 3.23631(
Airtel 12 | 442 0.262 4.29 0.498 2.9/ 0.339 3.48 98]
Tata 17| 3.79 0.698 3.79 0.53 2.96 0.389 3|07 Q571
Total 533| 3.35 0.881 3.29 0.929 3.6 0.588 3/51 49|7

* Measured on a 5-point Likert Scale, Strongly Qise =1, Disagree=2, Uncertain=3,
Agree=4, Strongly Agree=5; Mean Value of the Scak

The mean score and standard deviation given irnathle 3.9.3 indicate that
the private landline service providers especialisteh positively differentiated their
landline services with better ‘product benefits amdvice support’ and ‘employee
attitude’ than BSNL. The pricing attractivenescasnparatively higher in Reliance
and BSNL landline services than Airtel and Tatae Tietention possibility is
comparatively high in Airtel and BSNL, moderate Reliance and comparatively
low in Tata landline services. Even though themgbn possibility is comparatively
high in BSNL, the value of standard deviation ireplithat the retention possibility

variation is very high in BSNL.
3.9.2 Landline broadband internet services

The broadband internet services supported theifendervices with value
addition in the declining stage of the landlineustty. In total of 533 landline users
among the sample respondents, 291 of them areinantifoadband users. The
distribution of landline broadband internet useirsample respondents is given in
the table 3.9.4.
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Table 3.9.4
Distribution of landline broadband internet users d sample respondents

Landline Service Provider| Broadband users | Non Broadband users| Total
268 206 474
BSNL (56.5%) (43.5%) (100%)
Reliance 5 25 30
(16.7%) (83.3%) (100%)
Airtel 10 2 12
(83.3%) (16.7%) (100%)
Tata 8 9 17
(47.1%) (52.9%) (100%)
Total 291 242 533
(54.6%) (45.4%) (100%)

Source: Primary Survey.

The services marketing aspects of landline broadibaternet services are
studied mainly based on three variables. The vimsadre: the product benefits and
service support, pricing attractiveness, and custasatisfaction. The items used to
measure the variable the product benefits and cersupport are: uninterrupted
internet connectivity, getting the download spesdssured in the broadband plan,
excellent customer support, and excellent overallity of broadband internet

services.

The pricing attractiveness is measured using theses specifically: ‘Wide
variety of tariff plans are offered in broadbandvsmes’, ‘Attractive discounts/
rebates are offered in broadband services’ andpitiveng of broadband services are

attractive’.

The items used to measure customer satisfactiortiaedandline broadband
services deliver the real value for money spendtorireally satisfied with the
landline broadband internet services’ and ‘woultbremend the landline broadband

internet services to the friends / colleagues’.

All items are measured by Likert Scale with fivechor points, specifically
Strongly Agree, Agree, Uncertain, Disagree andrigfioDisagree. Equal weightage

is given for all items to compute the mean valuéhefvariables.

298



Hypothesis 7.2
There is significant relationship between the comgo satisfaction and the
service related factors specifically ‘product bétsefand service support’ and

‘pricing attractiveness’ of landline broadband mit services.

Testing of hypothesis: Correlation analysis

The correlation analysis is performed to identlg extent to which two or
more things are related to one another. The coiwalaoefficient varies from -1.0
to +1.0. The value of -1.0 indicates a perfect tiggacorrelation and +1.0 indicates
a perfect positive correlation. A correlation cozént zero means there is no
relationship between the variables. As the distitlou of the variables ‘Product
benefits and service support’, ‘Pricing attractiessi, and ‘Customer satisfaction’
are significantly non normal, the non-parametricrelation analysis, Spearman’s
rho is used is ascertain the relationship betweenvariables. The test results are
shown in table 3.9.5.

Table 3.9.5

The results of correlation analysis: customer satfaction of landline broadband
internet services

Correlations - Spearman's rho

Product benefits .
. ) Pricing Customer
Details and service ; ) )
attractiveness | Satisfaction
support
Correlation 1.000 259" 618"
, Coefficient
Product benefits
and service suppd Sig. (2-tailed) . .000 .000
N 291 291 291
Correlation 259" 1.000 610"
. Coefficient
Pricing
attractiveness | Sig. (2-tailed) .000 . .000
N 291 291 291
Correlation 618" 610" 1.000
Coefficient
Customer
Satisfaction Sig. (2-tailed) .000 .000
N 291 291 291

**_Correlation is significant at the 0.01 leveH&@iled).
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The test results indicate that the correlationigeiicant between customer
satisfaction and the service related factors sjpadly ‘Product benefits and service
support’ and ‘Pricing attractiveness’ of landlineo&ddband internet services. The
customer satisfaction has high positive correlatiaih product benefits and service
support (correlation coefficient 0.618), and prigirattractiveness (correlation
coefficient 0.610).

The product benefits and service support has higsitipe correlation
(correlation coefficient 0.618) with the customeatisfaction. The pricing

attractiveness is also positively correlated whih tustomer satisfaction.

The descriptive statistics of customer satisfact@m the service related

factors specifically ‘Product benefits and servicupport’ and ‘Pricing
attractiveness’ of landline broadband internet ises/are shown in table 3.9.6. As
the number of respondents corresponding to thedbeoad services of the private
sector providers Reliance, Airtel and Tata is Ides,the purpose of descriptive
statistical analysis, the respondents belongirthdse providers are put together and

categorized as private sector.

Table 3.9.6

Descriptive statistics of service related factorsfdandline broadband services:
BSNL and private sector providers

Landline Prgﬂf;:ﬁ/?fgts Pricing Customer
~ broadband N . attractiveness* Satisfaction *
internet service support
provider Mean | Std. Dev.| Mean | Std. Dev.| Mean | Std. Dev.
BSNL 268 3.74 0.764 3.63 0.687 3.91 0.700
Private Sector 23 421 0.542 3.10 0.45 3[72 0.343
Total 291 3.78 0.758 3.59 0.686 3.89 0.679

* Measured on a 5-point Likert Scale, Strongly Qise =1, Disagree=2, Uncertain=3,
Agree=4, Strongly Agree=5; Mean Value of the Scak

The mean score and standard deviation given inatble 3.9.6 indicate that

the private landline service providers positivelyffadtentiated their landline

broadband internet services with better productebenand service support than

BSNL. The pricing attractiveness is comparativeighler for BSNL landlines
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broadband services than private sector providele @ustomers are generally
satisfied with landline broadband internet servidésen though the satisfaction
level is slightly higher for BSNL the value of stird deviation implies that the
variation of customer satisfaction is relativelgthiamong the respondents of BSNL

than private sector providers.

Opinion of respondents of landline broadband servies about the retention of

landline services

The opinion of respondents of landline broadbandvises about the
retention of their landline services is ascertaitiesbugh the item: ‘Broadband
internet is the main factor which forced the custonto retain the landline
connection’. The responses of BSNL landline broadbeaustomers are shown in
table 3.9.7 and that of private service provideesshown in table 3.9.8.

Table 3.9.7

Opinion of respondents of BSNL landline broadband ervices about the
retention of their landline services

Broadband internet is the main factor which forcedthe customer to retain the
landline connection
Responses Frequency Percent Cumulative percent
Strongly Disagree 12 4.5 4.5
Disagree 78 29.1 33.6
Uncertain 22 8.2 41.8
Agree 89 33.2 75.0
Strongly Agree 67 25.0 100.0
Total 268 100.0
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Table 3.9.8

Opinion of respondents of private sector landline lbadband services about the
retention of their landline services

Broadband internet is the main factor which forcedthe customer to retain the
landline connection

Responses Frequency Percent | Valid percent | Cumulative percent
Disagree 16 69.6 69.6 69.6
Uncertain 3 13.0 13.0 82.6
Agree 4 17.4 17.4 100.0
Total 23 100.0 100.0

The descriptive statistics of the variable ‘broadbanternet is the main factor
which forced the customer to retain the landlinensztion’ is shown in table 3.9.9.
As the number of respondents corresponding to tilvatp sector providers Reliance,
Airtel and Tata is less, for the purpose of desieep statistical analysis, the

respondents belonging to these providers are mdther and presented as private
sector.

Table 3.9.9

Descriptive statistics of the variable ‘Broadbandmternet is the main factor
which forced the customer to retain the landline conection’

Landline Broadband internet is the main factor
broadband which forced the customer to retain the
internet service N landline connection*
provider Mean Std. Dev.
BSNL 268 3.45 1.267
Private Sector 23 2.48 .790
Total 291 3.37 1.262

*Measured on a 5-point Likert Scale, Strongly Digsgy=1, Disagree=2, Uncertain=3,
Agree=4, Strongly Agree=5; Mean Value of the Scak

It can be observed that nearly 60% of respondeht83NL landline
broadband services retained their landline servimaly for availing broadband

internet connectivity; whereas in private secta tbrresponding proportion is 17%
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only. The majority of the respondents of privatetgelandline broadband services

find the utility of landline services along withdadband internet services.

Based on the analysis of data, it is establishatlttite marketing strategies
practiced by BNSL and the private sector telecomice providers in Kerala are
significantly different. The analysis revealed thhe significant predictors of
customer satisfaction of mobile telecom services service benefits, customer
support services, quality of service, competitivieipg, and unethical practices. The
analysis indicates that there is significant asgm between the landline retention
possibility and the service related factors spealfy product benefits and service
support, pricing attractiveness, and employeeudtitof landline telecom services.
On the basis of the analysis, the findings of tiuel\s are presented in the following

chapter.
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CHAPTER -1V

THE FINDINGS OF THE STUDY



CHAPTER - IV

THE FINDINGS OF THE STUDY

The foregoing discussions provide a clear pictubeué the marketing
strategies adopted by the public sector telecomeation service provider BSNL
and private sector telecommunication service pergdn Kerala. The telecom
service providers practiced many strategic margeimtiatives, which in turn
revolutionise the telecom services market. Theiserinnovations and marketing
strategies decide the fortune of service providdiay of the late entrants captured
the major market share of mobile telecom servieesos of Kerala by exploring the
market opportunities. The analysis of primary detzeals that the marketing
strategies significantly differ between BSNL andvate sector telecom service
providers in Kerala. This chapter consolidatedfthéings of the study on the basis
of the analysis of data. The mobile subscriber ad€erala as on March 2013 is
306.89 lakhs. More than 80% of customer base ofilmtdlecom services market is
vested with the telecom giants: Idea (25.81 %), BS(25.17%), Vodafone
(20.21%) and Airtel (11.41%)The remaining minor fraction of the telecom marke
is shared by the other service providers like Reka TATA, MTS, and Aircel. The
service provider Tata Docomo belongs to the Tavaigis emerged with innovative
pricing and aggressive promotion strategies to @iepwith leading service
providers in the 3G mobile telecom services markbe results of their strategies

are yet to be proved.

The public sector service provider BSNL along wviitle three main private
sector telecom service providers ldea, VodafoneAirtdl are primarily considered
for the data analysis pertaining to the comparasitely of marketing strategies
practiced in the telecommunication services secibie mobile telecom service
providers differentiated their services based awise benefits, customer support
services, quality of service, brand value, priciagategies, and promotional
strategies. In the study of marketing strategidsted to the third generation (3G)

! Press releases on subscriber data, March 201fcofe Regulatory Authority of India.

www.trai.gov.in
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mobile telecommunication services, the service ipgev Tata Docomo is also
included, taking into account its’ vital role ihet 3G segment and aggressive
marketing strategies. Analysis of services markgeéispects of landline and landline
broadband internet services are the part of thaystu

This part is presented in seven sections. They are

1. The product differentiation strategies of BSNL gpivate sector mobile

telecom service providers in Kerala.

2. The pricing strategies of BSNL and private sectabile telecom service

providers in Kerala.

3. The promotion strategies of BSNL and private segtobile telecom service

providers in Kerala.

4. The effect of service related factors on custonagistaction and customer

loyalty of customers of mobile telecommunicationvezes.

5. The marketing strategies related to the third gamer (3G) mobile
telecommunication services of BSNL and private gechobile telecom

service providers in Kerala.

6. The relatedness of demographic profile of respotsdand preference for a

particular mobile telecom service provider.

7. The services marketing aspects of landline andlitedroadband internet

services.

4.1 The product differentiation strategies of BSNL and private sector

mobile telecom service providers in Kerala
Hypothesis 1

There is significant difference between the productdifferentiation
strategies of BSNL and private sector mobile teleco service providers in

Kerala.

The variables used to test the hypothesis arec bamie service benefits,
supplementary service benefits, customer supptatedt to product availability of

prepaidmobile telecom services, customer support relaigatdduct availability of

305



post-paidmobile telecom services, customer care servicesatiile telecom service
providers, the quality of service, and the brantueraof mobile telecom service

providers.

% The delivery of basic core service benefits of rebielecom services
specifically voice clarity, geographical networkveoage, and easiness to get
connected to the network significantly differ beeneBSNL and private sector
telecom service providers in Kerala.

» The mobile service provider Airtel positively difemtiated their services with
excellent voice clarity and congestion free networkhe mobile service
provider Idea differentiated their services witltetient geographical network
coverage. The mobile service provider BSNL is thenediate close follower
to Airtel with respect to congestion free netwogksl to Idea with respect to
geographical network coverage.

* In the focused comparison of delivery of core sar\henefits of each private
sector mobile service provider with BSNL, it is fmuthat the service benefits
voice clarity and geographical network coveragendo significantly differ
between Idea and BSNL. The BSNL positively différatied the core service
benefit characteristics ‘Easiness to get connetdetthe network’ than Idea.
The service benefit voice clarity and easinessetocgnnected to the network
do not significantly differ between the mobile Seevproviders Vodafone and
BSNL. But the service provider BSNL has positivaifferentiated their
geographical network coverage from the service idmvVodafone. The
service benefit characteristics ‘Easiness to geheoted to the network’ does
not significantly differ between the mobile servipeoviders Airtel and
BSNL. The mobile service provider BSNL positivelyfferentiated the
service benefit geographical network coverage frii® service provider
Airtel and the Airtel positively differentiated tineservices with excellent
voice clarity from BSNL.

« The delivery of supplementary core service benspcifically roaming facility
and easiness to activate internet services signitfig differ between BSNL and

private sector telecom service providers in Kerala.
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* In the delivery of supplementary core service bend&SNL differentiated
their services with excellent roaming facility aAdtel differentiated their
services with their easier to activate internevises from all other service

providers in Kerala.

* In the focused comparison of delivery of suppleragntore service benefits
of each private sector mobile service provider vB&BNL, BSNL has the
advantage of excellent roaming facility than otkervice providers. The
easiness to activate internet services does noifisantly differ among
BSNL, Idea and Vodafone. The Airtel has positivéfedentiation from
BSNL with regard to the supplementary service berefasiness to activate

internet services.

« The customer support services specifically easinessget new mobile
connection, availability of recharge facility atstomer convenient locations and
retailer support for the prepaid customers sigaifity differ between BSNL and
private sector telecom service providers in Kerala.

* The private sector telecom service providers paditi differentiated their
customer support services related prepaid serfioas BSNL with easiness
in the availability of new mobile connection — SI&ubscriber Identity
Module) cards, availability of recharge facility austomer convenient

locations and the assurance of retailer suppdheaustomers.

* In the focused comparison of customer support sesviof each private
sector mobile service provider with BSNL, it is ther confirmed that the
service providers ldea, Vodafone and Airtel hagmisicantly higher levels
in the values of the variables ‘Very easy to gelvmaobile connection’,
‘Prepaid recharge available at convenient locatiand ‘Retailer support to
the customers’ than the service provider BSNL. €hasvate sector service
providers positively differentiated the customepsort services related to
product availability of prepaid customers from tpeblic sector service
provider BSNL.

s The customer support services specifically easiteget new post-paid mobile
connection, convenience of payment of post-paits lahd special care for the
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post-paid customers significantly differ between NBSand private sector

mobile telecom service providers in Kerala.

It is very easier to get the post-paid mobile catioes from the private
sector mobile telecom service providers than BSMbreover the private
sector providers grant special care for their pastt customers. The
Vodafone facilitates most convenient bill paymeacilities for customers

than other service providers.

In the focused comparison of customer supportedléd post-paid services
of each private sector mobile service provider VBBNL, it is confirmed
that the service providers Idea, Vodafone and Aréee significantly higher
levels in the values of the variables ‘Very easy&b new post paid mobile
connection’ and ‘Special care for post-paid custanéhan BSNL. The
variable ‘Post-paid bill payment is convenient’ dot significantly differ
between the mobile service providers Idea, Airtel BSNL. The Vodafone
has positively differentiated post-pagervices from the service provider

BSNL with customer convenient bill payment facdgi

The customer care services specifically easinesgtivate additional services,

easiness to deactivate additional services - ifuired, easiness to access

customer care helpline, and easiness to get thé cigstomer care person on the

phone significantly differ between BSNL and Privatector telecom service

providers in Kerala. The variable related to costo care services ‘Ability to

solve problems at customer care’ doesn'’t signifigatiffer between BSNL and

private sector telecom service providers in Kerala.

The private sector telecom service providers diffidated their customer
care services from the BSNL with their easier t@eas customer care
helpline and easier to activate additional servicBse mobile telecom
service providers BSNL, Vodafone and Airtel havgnsicantly higher

levels in the values of the variable ‘Very easydeactivate additional
services-if required’ than the mobile telecom ss¥vprovider Idea. The

service providers Airtel and BSNL have significgntigher levels in the
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values of the variable ‘Very easy to get the rigldtomer care person on the

phone’ than the mobile telecom service providerdafone and Idea.

* In the focused comparison of customer care senotesach private sector
mobile service provider with BSNL, it is furtherdomed that the mobile
service providers Idea, Vodafone and Airtel havsitpeely differentiated the
customer care services ‘Easiness to activate additi services’, and
‘Easiness to access customer care helpline’ framthbile service provider
BSNL. In addition to this, Airtel has positivelyftlirentiated their customer
care services from BSNL with the variable ‘Easinégsget the right
customer care person on the phone’. At the same BBNL has positively
differentiated the customer care service aspectkifieas to deactivate
additional services - if required’ from ldea. ThHereents of customer care
services ‘Easiness to deactivate additional sesviceif required’, and
‘Easiness to get the right customer care personthenphone’ do not
significantly differ between BSNL and Vodafone. 8arly the variable
‘Easiness to deactivate additional services - ifjuneed’ does not

significantly differ between BSNL and Airtel.

s The factors of quality of service specificalliangibility, responsiveness,
assurance and empathy significantly differ between BSNL and private sect
telecom service providers in Kerala. Trebiability factor of quality of service
does not significantly differ between BSNL and pti sector telecom service
providers in Kerala. The private sector telecomviser providers have
significantly higher levels in the values of thenénsions of quality of service,
tangibility and responsiveness than BSNL. The quality of service factor
assurance is more for Vodafone than other telecom servicevigers. The
empathy is significantly higher for Vodafone and Airtelah Idea and BSNL.

* In the focused comparison of quality of serviceeath private sector mobile
service provider with BSNL, it is found that the Ioile service providers
Idea, Vodafone and Airtel have positively diffeiatéd their quality of
service from BSNL with significantly higher levels the values of the

factors tangibility and responsiveness. The mobile service provider
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Vodafone has significantly higher level in the \alof the variablempathy

than BSNL. The quality of service factassurance does not significantly
differ between BSNL and Vodafone. Tlassurance and empathy do not
significantly differ among Idea, Airtel and BSNL.

+ The brand value significantly differs between BSald private sector telecom

service providers in Kerala. The BSNL and Vodaftwage significantly higher

levels in the rating of brand value than the serypoviders Idea and Airtel.

4.2

The focused comparison of brand value of each fwisactor mobile service
provider with BSNL shows that, the BSNL has sigrfitly higher level in
the rating of brand value than the service prowdeea and Airtel. The

brand value does not significantly differ betwee®N&. and Vodafone.

The pricing strategies of BSNL and private sector mbile telecom service
providers in Kerala

Hypothesis 2

There is significant difference between the pricingstrategies of BSNL

and private sector mobile telecom service providers Kerala.

The variables used to test the hypothesis areff taariety, competitive

pricing and ethical pricing practices of mobiles@m service providers.

+« The pricing strategies associated with tariff vigrieffered to prepaid customers

specifically ‘Easy to switch between tariff plan€onvenient recharge options’,

and ‘Advise suitable tariff plans’ significantlyfter between BSNL and private

sector telecom service providers in Kerala. Theabde ‘Variety of tariff plans’

does not significantly differ between BSNL and pt& sector telecom service

providers in Kerala.

The private sector telecom service providers paditi differentiated the
prepaid services from BSNL with the variables ‘Cenwent recharge
options’, and ‘Advise suitable tariff plans to tbestomers’. The switch over
between tariff plans is easier with BSNL than otbewice providers.
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* In the focused comparison of each private sectobilecervice provider
with BSNL, it is further confirmed that the privassctor mobile service
providers ldea, Vodafone and Airtel have signifibamigher levels in the
values of the variables ‘Convenient recharge optioand ‘Advise suitable
tariff plans to the customers’ than BSNL. The BSINis significantly higher
level in the value of the variable ‘Easy to switobtween tariff plans’ than
the service providers Idea and Vodafone. This égidoes not significantly

differ between the service providers Airtel and BSN

% The pricing strategies associated with the tardfiety offered to post-paid
customers specifically ‘Variety of tariff plans’ @nAdvise suitable tariff plans’
significantly differ between BSNL and private sectelecom service providers
in Kerala. The variable ‘Easy to switch betweenifftaplans’ does not
significantly differ between BSNL and private sectelecom service providers
in Kerala.

* The service provider Airtel has more variety offtgslans for their post-paid
customers than other service providers. The prigatgor telecom service
providers take keen interest to advise suitabléf fglans to their post-paid

customers. The BSNL is highly reluctant in thisexp

* In the focused comparison of post-paid servicesagh private sector mobile
service provider with BSNL, it is found that the Ipile service providers
Idea and Vodafone have significantly higher levesthe values of the
variable ‘Advise of suitable tariff plans’ than B&NThis variable does not
significantly differ between BSNL and Airtel. Thanable ‘Variety of tariff
plans’ does not significantly differ when BSNL coaned against each of the
private sector providers ldea, Vodafone and Airtel.

K/

« The competitive pricing strategies specifically ti&e pricing as compared to
others’, ‘Better offers as compared to others’ &taue for Money Spends’
significantly differ between BSNL and private sectaobile telecom service
providers in Kerala.

* The service provider BSNL has more positive diffigion in better pricing

and value for money than the private sector telesemice providers. The
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private sector telecom service providers diffelaetl their services from
BSNL with better offers.

In the focused comparison of competitive pricingezfch private sector
mobile service provider with BSNL, it is furtherdomed that the mobile
service provider BSNL has significantly higher Isven the values of the
variables, ‘Better pricing as compared to othessid ‘Value for Money
Spends’ than Idea, Vodafone and Airtel. The vadatBetter offers as
compared to others’ does not significantly diffenamg BSNL, Idea and
Vodafone. The service provider Airtel has signifitg higher levels in the

value of the variable ‘Better offers as comparedtteers’ than BSNL.

« The ethical pricing practices specifically ‘Transga billing and no hidden

charges, ‘Ethical pricing practices’, and ‘Easindss deactivate additional

services - if required’ significantly differ betweeBSNL and private sector

telecom service providers in Kerala.

The BSNL has positively differentiated their prigistrategies from other
service providers with ethical pricing practicegnsparent billing and no
hidden charges. It is found that the service prvidea is highly inclined to
unethical practices. The deactivation of unwantedrises as and when
required by the customers is more difficult in Id#wn other service

providers.

In the focused comparison of ethical pricing piadiof each private sector
mobile service provider with BSNL, it is furtherdomed that the mobile
service provider BSNL has significantly higher Isven the values of the
variables ‘Transparent billing and no hidden chargand ‘Ethical pricing
practices’ than the service providers Idea, Vodafand Airtel. The service
provider BSNL places higher value of the varial®siness to deactivate
additional services - if required’ than the servm®vider Idea. But this

variable does not significantly differ among BSNIgdafone, and Airtel.
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4.3 The promotion strategies of BSNL and private sector mobile teleco

service providers in Kerala
Hypothesis 3

There is significant difference between the promotin strategies of

BSNL and private sector mobile telecom service praders in Kerala.

The variables used to test the hypothesis are: dffectiveness of
advertisements, the attractiveness of website attractiveness of price reduction
offers, the attractiveness of free trail offer, @ugractiveness of free add-on SIM
card offer, the attractiveness of extra talk tinféerp the attractiveness of SMS
package offers, the attractiveness of internet ggekcall at zero balance offer
(prepaid customers), attractiveness of gettingsdreice abill not paid status (post-
paid customers) of mobile telecom service providatsactiveness of displays and
demonstrations at point of sales, and attracts®naf customized offers. The
opinion of respondents about promotional phonescall mobile telecom service

providers is also assessed.

s The effectiveness of advertisements significantifyers between BSNL and
private sector mobile telecom service providerKearala. It is found that the
advertisements of private sector telecom serviceigers are highly effective.
The rating in the effectiveness of advertisementhes highest for the service
provider Vodafone and it is followed by Idea andtdli The rating is the lowest

for the service provider BSNL.

+ The respondents visited the websites of the sepiceiders are on an average
30.1%. The proportion of respondents visited thebsies with respect to
various service providers are: Airtel (36.1%), BS{82.9%), Idea (28.0%), and,
Vodafone (26.2%). The websites of all the servicaviglers are attractive. The
service provider Airtel has comparatively more adtive website than other

service providers.

* The respondents received the price reduction offesen their service
providers are on an average 46.7%. The proporticespondents received
price reductions offers from their service provglare: Vodafone (54.6%),
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Idea (50.8%), Airtel (46.7%), and BSNL (35.3%). Thevate telecom
service providers especially Vodafone and Ideakaen in offering and
communicating price reduction rebates to custortteaa BSNL. The most
attractive offers are from Airtel followed by BSNIAlthough the price
reduction offers of BSNL are attractive, it is nmbperly communicated to

the customers.

It is observed that from among private sector wieservice providers more
than 25% of respondents received free trail offeran their service

providers. The proportion of respondents received frail offers from their

service providers are: Vodafone (27.9%), Idea @, 1Airtel (25.4%), and

BSNL (12.9%). The free trail offers of all the siee/providers are attractive.
The most attractive among them are from Airtel BSINL, but the free trail

offers of BSNL are not reaching majority of theurstomers.

The BSNL was more successful in implementing frdd-@n SIM card offer
as compared to private sector providers. The ptaporof respondents
received free add-on SIM card offer from their ss\vproviders are: BSNL
(23.9%), Airtel (11.5%), Vodafone (9.2%), and Id@a7%). This offer is

attractive among all the telecom service providers.

The BSNL and all the private telecom service prexsdequally successful in
promoting the extra talk time offer. The proportiohrespondents received
extra talk time offer from their service provideaee: Airtel (66.4%) ldea
(64.4%), Vodafone (63.3%), and BSNL (63.1%). In tbeinion of
respondents the most attractive extra talk timersfiare from Airtel and
BSNL.

The SMS package offers all the service provideesfairly attractive. The
offers of Airtel and BSNL are more attractive thather service providers.
The proportion of respondents received SMS packatgrs from their

service providers are: Airtel (41.0%), Vodafone.38), Idea (28.0%), and
BSNL (18.0%). The SMS package of BSNL is attractimat it doesn’t reach

the customers.
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* The internet package offers of all the service mlers are moderately
attractive. The most attractive offers among them faom Airtel. The
proportion of respondents received internet packdfgpes from their service
providers are: Airtel (56.6%), ldea (41.3%), Voda#o(40.6%), and BSNL
(23.9%). The Airtel is forefront in designing andnemunicating attractive
internet packages for the customers than the offegvice providers.
Although the internet package offers of BSNL igaitive, BSNL has an

inadequacy in communicating this promotional oftethe customers.

* Thecall at zero balance offer allows customers to make calls even at zero
balance for a limited amount. The amount in debithe customer will be
adjusted in the subsequent recharge. The propasfioespondents received
call at zero balance offer from their service providers are: BSNL (7%))
Vodafone (57.0%), Idea (46.3%), and Airtel (0%).isTloffer is highly
attractive for the BSNL respondents, but moderatatactive for the
Vodafone respondents and comparatively less atteackor the Idea

respondents. The service provider Airtel doesmehsuch an offer.

* The post-paid customers are the premium segmeesy; dhe high revenue
contributing group among the mobile customers. Ag pf special care to
this premium segment, the service provider Idearedd continued service to
almost all of their post-paid customers even at-pa@yment of bills due to
delay or oversight. The service providers Airtetl anodafone extend this
facility only to their selected post-paid customdrise public sector provider
BSNL doesn’'t practice this strategy. The proportioh respondents
belongings to post-paid segment received this offem their service
providers are: Idea (91.4%), Airtel (46.7%), Voda#o(24.1%) and BSNL
(0%). The respondents find this offer highly attne& The rating of
attractiveness of this offer is the highest fortdlecom service provider Idea

and it is followed by the Airtel.

* The private sector service providers are forefamfpromoting the services
through POS (Point of Sales) displays and demdrmtsa than that of
BSNL. Although the POS displays and demonstratiohsll the service
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4.4

providers are attractive, the most attractive amitvegn are from Airtel. The

proportion of respondents attracted to the displayd demonstrations at
point of sales their service providers are: Vodaf(27.5%), Airtel (20.5%),

Idea (20.1%), and BSNL (9.8%).

The customization of offers at individual custonferel is relatively a new
trend in mobile telecom services marketing. Thevgig telecom service
providers are so aggressive in promoting their isesv through
customization. The proportion of respondents resmbicustomized offers
from their service providers are: Vodafone (74.7%dga (72.0%), Airtel
(66.4%), and BSNL (0%). Irrespective of the servipeoviders the
respondents who received customized offers opinattihe offers are highly
attractive. The most attractive customized offere &om the service
provider Airtel. The service provider BSNL doesmjractice such a

promotional strategy.

The private service providers are highly aggressivepromoting their
services through phone calls to their customerse Troportion of
respondents received promotional phone calls froeir tservice providers
are: ldea (80.3%), Airtel (75.4%), Vodafone (70.3%hd BSNL (7.8%).
The respondents agreed in general that, this pionadtactivity of telecom

service providers is highly inconvenient to them.

The effect of service related factors on customerasisfaction and

customer loyalty of customers of mobile telecommuanation services

Hypothesis 4

There is significant relationship between the serce related factors

specifically service benefits, customer support seices, quality of service,

competitive pricing, tariff variety and unethical practices in mobile telecom

services sector and customer satisfaction.

The variables used to test the hypothesis areomestsatisfaction and loyalty

of customers of mobile telecom services, servicaehts, customer support
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services, quality of service, competitive pricitay;ff variety and unethical practices

of the mobile telecom service providers.

% The significant predictors of customer satisfactadnmobile telecom services

are basic service benefits, customer support s=yviquality of service,

competitive pricing, and unethical practices. Treviee related factor tariff

variety and the demographic variables of the redpots’ age, education and

income are not significantly associated with custosatisfaction.

The delivery of high level of service benefits bg imobile service providers
to the customers was found to be three times highance to have better
customer satisfaction compared to the low levelvdey of service benefits.
The customer satisfaction was found to be two tilmgker for high level of

customer support services compared to the low lefalustomer support
services. The high level of quality of service cimites to three times more
customer satisfaction than that of low level of lguaof service. The

customer satisfaction was 3.8 times higher for Higlel of competitive

pricing compared to its low level. The low levdlunethical practice was
found have three times higher chance to generdter lmeistomer satisfaction
as compared to high level of unethical practicesnobile telecom service

providers.

« The customer satisfaction of customers of mobilectan services has high

positive correlation (correlation coefficient 0.7 %@ith customer loyalty.

4.5

The marketing strategies related to the third geneation (3G) mobile
telecommunication services of BSNL and private semt mobile telecom

service providers in Kerala

Hypothesis 5

There is significant difference between the marketig strategies related

to the third generation (3G) mobile telecommunicatin services of BSNL and

private sector mobile telecom service providers iiKerala.
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The variables used to test the hypothesis arec lmsvice benefits of 3G
mobile telecom services, quality of service, pucistrategies and promotion

strategies of 3G mobile telecom service providers.

s The basic service benefits of 3G mobile teleconmvises geographical 3G
network coverage, easiness of 3G handset settBgsioaming facility, and
service support significantly differ between BSNhdaprivate sector telecom
service providers in Kerala. The other service beneasiness to get connected
to the 3G mobile network, and the speed of downfgadio not significantly

differ between BSNL and private sector telecomiserproviders in Kerala.

* The service providers Idea, BSNL, Vodafone andeAiave significantly
higher levels in the values of the variables ‘Gepbical 3G network
coverage’ and ‘Roaming facility’ than the serviceyder Tata Docomo.
The service provider Vodafone has at the top invdehg these 3G service
benefits to the customers.

* The service providers Vodafone, Tata Docomo anteRirave significantly
higher levels in the value of the variable ‘Easgés 3G handset settings’
than the other service providers Idea and BSNL. fEtieg in the value of
this variable is the highest for the service previ¥odafone and the lowest
for the service provider BSNL.

 The service providers Idea, Vodafone, Tata Docomd &irtel have
significantly higher levels in the value of the nadne ‘Mobile 3G service
support is excellent’ than the service provider BSWhe rating in the value
of the variable is higher for the service provid&tsa and Airtel than the
other service providers. The rating is the lowest the service provider
BSNL.

+ The elements of quality of service of 3G Mobile \Begs specifically ‘Services
are dependable’, ‘Ready to respond to the custoreds’, and ‘Understand the
needs of customers and give personal attentiorhem't significantly differ
between BSNL and private sector telecom serviceigeos in Kerala. The 3G
mobile telecom services of Idea, Vodafone and Aate more dependable than

that of Tata Docomo and BSNL. The service providdes, Vodafone, Tata
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Docomo and Airtel have significantly higher leveisthe value of the variables
‘Ready to respond to the customer needs’ and ‘UWtded the needs of
customers and give personal attention to them’ tharservice provider BSNL.

The rating in the value of variable ‘Ready to regpdo the customer needs’ is
the highest for Vodafone and the lowest for theviserprovider BSNL. The

other elements‘Modern facilities for customers’, and ‘Employeese ar
knowledgeable and polite’ do not significantly diffoetween BSNL and private

sector telecom service providers in Kerala.

The pricing strategies of 3G Mobile Services sipeadly ‘Variety of Tariff
plans’, ‘Transparent billing and no hidden chargesid ‘Better pricing for 3G
services as compared to other service providegsiifstantly differ between
BSNL and private sector telecom service provider&erala. The variety of 3G
tariff plans is more with Tata Docomo and Airtelath the other service
providers. The service providers BSNL, VodafonetaTRBocomo and Airtel
have significantly higher rating in the value oé thariable ‘“Transparent billing
and no hidden charges in 3G services’ than thacgeprovider Idea. The rating
in the value of the variable is the highest for BSid the lowest for the service

provider Idea.

* The service provider Tata Docomo has the highésigan the value for the
variable ‘Better pricing for 3G services as compate other service
providers’. The rating in the value of this varmlid moderate for the service
providers BSNL, Vodafone and Airtel. The rating tlee lowest for the

service provider for Idea.

* The variable ‘Value for money’ does not signifidgrdiffer between BSNL

and private sector telecom service providers iraker

The service provider Tata Docomo is so aggressiy@amoting the 3G services
through price reduction offers. The proportion espondents received price
reductions offers from their service providers arata Docomo (88.1%), Idea
(41.0%), Vodafone (39.0%), Airtel (29.4%) and BSNL6.0%). The private
telecom service providers are studious in offeramgl communicating price

reductions to customers than BSNL. The price redaobffers of all service
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providers are highly attractive. The most attraetfers are from Airtel and it is
followed by BSNL. The private service providers aredious in communicating

the offers to the customers than BSNL.

» The service provider Tata Docomo is highly aggressn the promotion of
3G services through free trail offers. The promortof respondents received
free trail offers from their service providers afbata Docomo (76.2%),
Vodafone (63.4%), Idea (49.2%), Airtel (38.2%) aB8NL (16.0%). The
3G free trail offers of all service providers anglty attractive. The most
attractive offers are from Tata Docomo followed Aytel. The private
service providers are extremely successful in regctheir customers with
this offer. The service provider BSNL seems to bfailre to reach the

customers with their offers, even though the oféeesattractive.

* The service provider Tata Docomo is forefront imrpoting 3G services
through POS (Point of Sales) displays and demdrmtsathan other service
providers. The proportion of respondents attradedthe displays and
demonstrations at point of sales their service iderg are: Tata Docomo
(42.9%), Vodafone (24.4%), Airtel (23.5%), Ildea &) and BSNL
(16.0%). The POS displays and demonstrations afallservice providers
are attractive. The highest ranking with respeciativactiveness of POS
displays and demonstrations are for the Airtel #vedlowest ranking is for
the BSNL.

s The customer satisfaction of 3G mobile customershdb significantly differ
between BSNL and private sector telecom servicevipeos in Kerala. The
customers are moderately satisfied with their 3@&ise providers. There is
significant relationship between the services eeldactors specifically service
benefits, quality of service and pricing of 3G melielecommunication services
and customer satisfaction. The customer satistacfacustomers of 3G mobile
telecom services has high positive correlation witlisic service benefits
(correlation coefficient 0.650), pricing of servicgorrelation coefficient 0.520)

and quality of service (correlation coefficient D43.
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<+ The factors influenced to subscribe for the 3G neobtlecom services of a

service provider specifically ‘Attractive Offers’Attractive Pricing’, ‘Support

Services’, ‘Image of Service Provider’ ‘Advertisem®, and ‘Recommendation

by Friends or Family members’ significantly diffeetween BSNL and private

sector telecom service providers in Kerala. TheofatEssential need for the

services’ does not significantly differ between BS&hd private sector telecom

service providers in Kerala.

The major factor which influenced to subscribe tfog 3G mobile telecom
services is the essential need of the custometbhdaservices, irrespective of
the service providers except Tata Docomo. The primileencing factors
with regard to Tata Docomo are attractive pricimgl attractive offers. In
general the factors, of the order of its weightagjch influenced the
customers to subscribe for 3G services are: (i)elisd need for the
services, (i) Image and reputation of the senpeevider , (iii) Friendly
customer support services, (iv) Attractive pricin;) Attractive offers, (vi)

Recommendation by friends/family members, and @dyertisements.

The effect of factors which influenced the custosrer subscribe for the 3G
services is different for different service provisleApart from the essential
need for the services, the important factors of dhser of its weightage,
which influenced the customers of the each seipiogider to subscribe for
3G services, are as follows. Idea: (i) Friendlytooser support services, (ii)
Image and reputation of the service provider, anjl Attractive pricing.

BSNL: (i) Image and reputation of the service pdavj (i) Attractive

pricing, and (iii) Recommendation by friends/famityembers. Vodafone:
() Image and reputation of the service providei), fEriendly customer
support services, and (iii) Attractive pricing. #ik. (i) Image and reputation
of the service provider, (ii) Friendly customer pag services, and (iii)
Recommendation by friends/family members. Tata Dumo(i) Attractive

pricing, (ii) Attractive offers, (iii) Essential ed for the services, and (iv)

Friendly customer support services.
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+ The factors affecting adoption of 3G mobile sersiege studied based on the
variables ‘Lack of network coverage of 3G mobilevees’, ‘High pricing of
3G mobile services’, ‘High cost of 3G mobile handseDifficulty to learn the
method of operation of 3G handsets’ and ‘The sess&re not essential for the
customer’. It is found that these variables dosignificantly differ between two
groups of respondents: (i) educational profile adgration and above and (ii)
educational profile - below graduation. But thesetdrs except ‘Lack of
network coverage of 3G mobile services’ signifibandiffer between two
groups of respondents: (i) age up to 30 years @hchde above 30 years.
Similarly the factors affecting adoption of 3G mlebservices’ High pricing of
3G mobile services’, ‘High cost of 3G mobile hartdseand ‘The services are
not essential for the customer’ significantly diffeetween two income groups of
respondents: (i) annual income up to 2 lakhs ap@rnual income more than 2
lakhs.

* It is found that the major adoption issues of 3Gbil@oservices among
youngsters are high cost of 3G mobile handsets hagld pricing of 3G
services. These issues are more prominent amongggtars belonging to
low income group. The leaning difficulty is not atl an issue among
youngsters irrespective of their income status.nEtreough the learning
difficulty in the operation of 3G handsets is noserious adoption issue
among the mobile customers, the elders perceived taarning difficulty in
the operation of 3G handsets than youngsters. Tdjerr8G adoption issue
of elders is that they could not recognize the nked3G services. The
income level has not much influence in this pericepof elder segment. The
high cost of mobile 3G handsets is a restrictirgjdiato the adoption of 3G
services among the elders of low income group. Tduk of network
coverage of 3G mobile services is also an issuelto the adoption of 3G

services.
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4.6 The relatedness of demographic profile of respondés and preference

for a particular mobile telecom service provider

The Chi-Square test is used for testing the retetesl or independence of
demographic variables specifically age, gender, catilonal qualification,
employment status, income, and locality of same#pondents and preference for a

particular mobile telecom service provider.
Hypothesis 6.1

Ho: The age of the respondents and preference for tecydar mobile telecom

service provider are independent of each other.

Ha: There is significant relationship between the adethe respondents and

preference for a particular mobile telecom seryicevider.

% The hypothesis test results proved that theregisifstant relationship between
the age of the respondents and preference fort@ydar mobile telecom service

provider.

* The respondents belonging to the younger generatiow more preference

for private sector mobile service providers thalNBS

* The respondents belonging to the age group abawtyfgears show clear
inclination towards BSNL as compared to privatet@eenobile service
providers.

Hypothesis 6.2

Ho: The gender of the respondents and preferenca particular mobile telecom

service provider are independent of each other.

Ha: There is significant relationship between the germfethe respondents and

preference for a particular mobile telecom serpicavider.

« The hypothesis testing proved that there is noifsignt relationship between
the gender of the respondents and preference fmartcular mobile telecom

service provider.
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Hypothesis 6.3

Ho:

Ha:

The educational qualification of the respondemis preference for a particular

mobile telecom service provider are independemiach other.

There is significant relationship between thecadional qualification of the

respondents and preference for a particular moélidEom service provider.

« The hypothesis testing proved there is significeglationship between the

Educational Qualification of the respondents andfgence for a particular

mobile telecom service provider.

The respondents belonging to the segment of edunzdly low profile show
more preference for the mobile telecom service ideyg Idea or Vodafone
and educationally high profile give more preferefmethe mobile telecom

service providers BSNL or Airtel.

Hypothesis 6.4

Ho:

Ha:

The Employment Status of the respondents ancenamreée for a particular

mobile telecom service provider are independemiach other.

There is significant relationship between the Kwment Status of the

respondents and preference for a particular modlideom service provider.

% The hypothesis test results proved that, theregrgficant relationship between

the Employment Status of the respondents and referfor a particular mobile

telecom service provider.

The respondents belonging to the category of gonenmh employees give

more preference for BSNL than private sector modglerice providers.

The respondents belonging to the category of pisattor employees prefer

private sector mobile service providers to BSNL.

The respondents with employment status ‘Business’ndt show much
variation in their preference for a particular mebiservice provider.
However this category gives slightly more prefeeerfor private sector

mobile service providers than BSNL.
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« The respondents belonging to the category of seffleyed prefers
Vodafone or Idea than BSNL or Airtel.

* The student category from the sample respondentsvsstalmost same

preference for all the mobile service providers.

» The Housewives from the sample respondents shoveivedy more
preference for Idea, moderate preference for BSMI odafone and less

preference for Airtel.

* The majority of the respondents belonging to ‘Reelircategory prefer

BSNL to other service providers.
Hypothesis 6.5

Ho: The Annual Family Income of the respondents amdepence for a particular

mobile telecom service provider are independemiach other.

Ha: There is significant relationship between the @ainFamily Income of the
respondents and preference for a particular modlideom service provider

« The hypothesis testing proved that, there is Sicanit relationship between the
annual family income of the respondents and preterdor a particular mobile

telecom service provider.

» The respondents belonging to the segment of theihmome profile give
more preference for the mobile telecom service idexg Idea or Vodafone
and the high income profile give more prefereneertiobile telecom service
providers BSNL or Airtel.

Hypothesis 6.6

Ho: The Localityof the respondents and preference for a particatayile telecom
service provider are independent of each other.

Ha: There is significant relationship between the dlitg of the respondents and

preference for a particular mobile telecom serpiaavider.
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« The testing of hypothesis proved that, there isiB@ant relationship between
the locality of the respondents and preferenceafgarticular mobile telecom

service provider.

* The respondents belonging to rural locality maipitgfer Idea or Vodafone

for their mobile communication needs than otheviserproviders.

* The respondents belonging to urban locality segsnembw more preference
for Airtel or BSNL than other service providers.

4.7 The services marketing aspects of landline and latide broadband

internet services

The landline industry in Kerala is facing the derlg stage of the product
life cycle. The landline subscriber base in Kedaon March 2013 is 30.65 lakhs.
The landline telecom service providers in Keraldhwheir respective subscriber
base and market share are: BSNL (29.44 lakhs, 96,04irtel (0.56 lakhs, 1.83%),
Reliance (0.54 lakhs, 1.76%), and Tata (0.11 |a@87%}. The services marketing
aspects of landline telephone services are stutigdly based on four variables.
The variables are: the product benefits and sersuggort, pricing attractiveness,

employee attitude and product (landline) retengossibility.
Hypothesis 7.1

There is significant relationship between the landhe retention
possibility and the service related factors specifally product benefits and
service support, pricing attractiveness, and emplae attitude of landline

telecom services.

s The correlation is significant between the landlre&ention possibility and the
service related factors specifically product besedind service support, pricing
attractiveness, and employee attitude of landlelecom services. The product
benefits and service support has high positiveetation (correlation coefficient

0.626) with the landline retention possibility. Tharicing attractiveness

2 Press releases on subscriber data, March 201fecohe Regulatory Authority of India.

www.trai.gov.in
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(correlation coefficient 0.567) and employee atkgu(correlation coefficient

0.528) are also positively correlated with the lareretention possibility.

« The private landline service providers especiallyirteh positively
differentiated their landline services with bett@roduct benefits and service
support’ and ‘Employee attitude’ than BSNL. Thecprg attractiveness is
comparatively higher for Reliance and BSNL landdirtiean Airtel and Tata.
The retention possibility is comparatively high fétirtel and BSNL
landlines, moderate for Reliance and comparatilely for Tata landline
services. Although the retention possibility is garatively more for BSNL,
its variance is very high among the responses sfoocuers than that of
private sector providers. The mean score valueetd@ntion possibility of
landline services lies in between uncertainty amgple@able levels of
responses of the customers. This shows an unfdedoakiness situation for

landline services.
Hypothesis 7.2

There is significant relationship between the custoer satisfaction and
the service related factors specifically ‘product bnefits and service support’
and ‘pricing attractiveness’ of landline broadbandinternet services.

The services marketing aspects of landline broadibaiernet services are
studied mainly based on three variables. The vimsadre: the product benefits and

service support, pricing attractiveness, and cust@atisfaction.

% The correlation is significant between customeistattion and the service
related factors specifically ‘Product benefits as®vice support’ and ‘Pricing
attractiveness’ of landline broadband internetises: The customer satisfaction
has high positive correlation with product benefasd service support
(correlation coefficient 0.618) and pricing attraehess (correlation coefficient

0.610) of landline broadband internet services.

» The private landline service providers positiveiffetentiated their landline
broadband internet services with better producefisnand service support

than BSNL. The product benefits and service supjpaitide uninterrupted
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internet connectivity, getting the download speesl assured in the
broadband plan, excellent customer support andllert®verall quality of

broadband internet services.

 The pricing attractiveness is comparatively higlier BSNL landlines
broadband services than the private sector providéhe customers are
generally satisfied with landline broadband intérservices. Although the
satisfaction level is slightly higher for BSNL, ¥ariance is very high among

the responses of customers than that of privaterspoviders.

% The opinion of respondents of landline broadbamdices about the retention of
their landline services is ascertained throughttra: ‘Broadband internet is the
main factor which forced the customer to retain r@lline connection’. It is
observed that nearly 60% of respondents of BSNUliae broadband services
retained their landline services only for availimgadband internet connectivity;
whereas in private sector the corresponding vaue/% only. The majority of
the respondents of private sector landline broadisamvices find the utility of

landline services along with broadband internetises.

It is evident from the above findings that the prod differentiation
strategies, pricing strategies, advertisement ahes promotion strategies, and the
marketing strategies related to the third genemat8%) mobile telecommunication
services significantly differ between the publictee service provider BSNL and
the private sector telecom service providers inakerThe effect of relationship of
service related factors of mobile telecom servisepscifically service benefits,
customer support services, quality of service, cstitipe pricing, and unethical
practices on customer satisfaction is establisibd.customer satisfaction has high
positive correlation with customer loyalty. The gagtions, recommendations and
conclusion based on these findings of the studypmesented in the following

chapter.
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CHAPTER -V

SUGGESTIONS, RECOMMENDATIONS AND CONCLUSION

In the previous chapter, the researcher has ghvefiindings of the analysis
of effectiveness of various marketing strategiespéedd by the public sector telecom
service provider BSNL and major private sectordele service providers in Kerala.
It provides a clear picture of product differentatstrategies, the pricing strategies,
and the promotion strategies of BSNL and privateta@gemobile telecom service
providers in the mobile telecom services markeefala. The marketing strategies
significantly differ between BSNL and private secfaoroviders. The marketing
strategies related to the third generation (3G) iledielecommunication services,
the services marketing aspects for landline telephagervices, and landline
broadband services were discussed in detail.fttusd that the strong predictors of
customers satisfaction of mobile customers areicefvenefits, customer support
services, quality of service, competitive priciragpnd unethical practices of service
providers. In this chapter the researcher seekgite suitable suggestions and

recommendations worthwhile to consider, followedfs conclusion.
5.1  Suggestions and recommendations

The researcher has been able to list out followsuggestions and

recommendations in the light of findings of thedstu

*» The service providers should ensure superior dgligéthe basic core service
benefits of mobile telecom services such as vdimety, geographical network
coverage, and congestion free networks to havead tele in the mobile

telecom services market.

« The service providers should ensure excellent rogrfacility to attract and
retain the segment of travelling customers outdlte State. The roaming

services of BSNL can be taken as a model for ataerice providers.

% The service providers would like to attract theeinet savvy customers,
especially youngsters should provide easy to aetiwebile internet services.
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The internet services of Airtel can be taken as @deh for other service

providers.

The new mobile connection - the SIM (Subscribentdg Module) card and
recharge facility of private sector mobile telecsarvice providers are easily
available at customers’ convenient locations. Thgape service providers
extend adequate support for their retailers. Thisturn reflected to the
customers as helpful support of retailers. In pcacthe multi brand retailer
outlets become the customer support centers odterisector telecom service
providers. The exclusive customer care centers QiIB are far behind the
reach of this effective retail network of privateopiders. The BSNL should
strengthen their retail network through the widaailable multi brand retailer
outlets. The BSNL should simplify the process anwcedures toward
customers at all interfaces. The BSNL should dgvelod nurture a customer

and retailer friendly and supportive approach.

The post-paid customers are the premium segmeanbbile telecom services.
The service provider Vodafone’s style of treatmafnpost-paid customers can
be taken as a model for other service providergyTdupport the post paid
customers with easy to get mobile connection, castoconvenient bill

payment facilities, and special care. The privaiedom service providers
extend continued service to their post-paid custeragen at non-payment of
bills due to delay or oversight. The BSNL shoulttaduce this facility for all

of their genuine post-paid customers. The BSNL khoake utmost care to
improve their support services towards post paidtauers. The service
providers should segment the high value customreysost-paid and prepaid

category and support them with special considaratiare and attention.

There is ample scope for all service providers @sflg the public sector
service provider BSNL to further improve their cuser care services. The
service providers should provide: trouble-free asc® customer care touch
points, effortless activation of value added sesjc uncomplicated

deactivation of the services as and when requilethwledgeable and
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empowered customer care personnel. They should smbwusiasm to solve

customers’ problems at all interfaces.

The service provider BSNL should substantially ioya the quality of service
elementstangibility, responsiveness, andempathy. The service provider ldea
has to further improve theeiability, responsiveness, and empathy. The

service provider Airtel has to take care to imprdweempathy. The Vodafone
services are of better quality as compared to offegvice providers. The
service providers should strive hard to continuathprove their quality of

service.

The leading service providers Idea, BSNL, Vodafamel Airtel have very
good brand value in Kerala. Among them BSNL and &fode enjoy high
brand value. The service providers should try tbaece their brand value

through meaningful differences distinctive fromeatloperators.

The private sector telecom service providers shailtmlv their customers to
easily switch over between the tariff plans. Thagy take BSNL as a model in

this aspect.

In order to attract low income groups and dailyneas BSNL should introduce
small denomination recharge facility and make itikble at customers’
convenient locations. The BSNL should advise ftalidns to the customers
suitable for individual usage. The strategies afllag private sector providers

in these aspects can be taken as a model for BSNL.

The pricing strategies of BSNL are ethical pricprgctices, transparent billing
and no hidden charges. The customers found betieingp and value for
money with BSNL. The unethical pricing practicee grevalent among
private sector providers especially with the servyicovider Idea. All service
providers primarily the private sector providersosld abstain from the

dishonest business practices.

It is found that the deactivation of unwanted segias and when required by
the customers is very difficult with all serviceopiders. This practice is quite

obvious with the service provider Idea. This isumethical practice, because
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the service provider unnecessarily takes money ftben customer for the

services which did not require by the customers.

The BSNL should utilize the possibility of adveeisents in their marketing
communication. The marketing communication prasticé private sector

telecom providers can be taken as model for BSNL.

The service providers should take initiatives ttraat the internet familiar
customers, to their websites to make the marketiognmunication more

effective.

The majority of the sales promotion offers of BSHilich as price reductions
offers, free trail offers, SMS package offers ameérinet package offers are highly
attractive. But the offers do not rightly reach taegeted customers. The BSNL
should aggressively communicate and ensure that shkes promotion offers

must reach the targeted customers, as the pripatators do.

The aggressiveness in promoting attractive SMS latefnet packages will
help service providers to attract and retain thedestts and younger age

groups.

The call at zero balance offer allows customers to make calls to a limited
amount even at zero balance. The amount in debibhefcustomer will be
adjusted in the next recharge. The BSNL shouldicoatthis offer as it is
most attractive and extremely popular among BSNéppid customers. The

other service providers can take BSNL as model vagipect to this offer.

All service providers especially BSNL should redesitheir displays and
demonstrations at point of sales to gain the attna®f more customers. At
present the proportion of respondents gained aitertb the displays and

demonstrations are only 20%.

The private telecom service providers are extrenselgcessful in offering
customized services to their customers. This fgcis of great attraction
among their customers. The BSNL should introductasunized offers for the

individual customers.
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The private service providers are so aggressivpramoting their services
through phone calls to their customers. The respotsd opined that the
promotion of services through phone calls is higimgonvenient to them.
Therefore the service providers, especially prisgetor providers may resort

to other marketing communication channels tharotitbound dialing.

The strong predictors of customer satisfaction obie customers are service
benefits, customer support services, quality ofisey competitive pricing, and
unethical practices. The customer satisfactionhigis positive correlation with
customer loyalty. To build a loyal customer babe, $ervice providers should
consistently deliver superior service benefitsi@muer support services, quality
of service and competitive pricing. The servicevaters should abstain from all

unethical business practices towards customers.

The prominent 3G mobile telecom service provider&eérala are ldea, BSNL,
Vodafone, Airtel and Tata Docomo. The 3G servicésalb the service
providers do not have extensive geographical nétvamverage in Kerala
especially in rural areas. The network coveragéatd Docomo is very less as
compared to other service providers. The Tata Decawmmpensated this
deficiency through very attractive pricing and puadion strategies. To attract
more customers to the 3G services, the operatoasiidhexpand their
geographical network coverage in Kerala.

The BSNL should substantively improve their 3Gtooger support services.
They can take the leading private sector telecawicgeproviders as a model

in this aspect.

The value of rating in respect of transparentrmillis the lowest for the service
provider Idea. Therefore the service provider Ideauld take care to enhance

their image on transparency in billing.

The majority of the mobile telecom customers do reabgnize the need for
3G services. The need arousal among exiting mch#¢omers is a great task
before the service providers to popularize the 8@ises. The other important

3G adoption issues are high pricing of 3G servitggh cost of 3G mobile
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5.2

handsets and lack of geographical 3G network cgeeréhe service providers

should formulate strategies to overcome thesedyarri

The demographic segments such as younger age g@rgupste sector
employees, customers in low income profile, lowaadional profile, and rural
residents show clear inclination towards privatetae service providers.
Therefore BSNL may formulate appropriate stratetpesttract these customer

segments.

The demographic segments such as government enegl@yel customers of
age group above fourty years show clear inclinatosmards BSNL. Therefore
Private sector Telecom service providers may foateusuitable strategies to

attract these customer segments.

The landline segment of telecom industry in Kelaléacing decline stage of
product life cycle (PLC). The landline telecom seevproviders of Kerala are
BSNL, Airtel, Reliance and Tata. The BSNL is thejonatake holder of this
segment. In the landline segment, the product ldsnahd service support,
pricing attractiveness, and employee attitude haigh positive correlation
with the landline retention possibility. In the tHime broadband services the
customer satisfaction has high positive correlatidth the service related
factors specifically ‘Product benefits and servisapport’ and ‘Pricing
attractiveness’. Nearly 60% of respondents of BSldhdline broadband
services opined that they retained their landlieevises only for availing
broadband internet connectivity. As a strategioréffo give existence to the
landline industry, BSNL may attempt service quaiimprovement initiatives
and value addition with broadband internet serviGég attitude of employees
in the BSNL landline segment has to be substaptiathproved. The
appropriate marketing strategies of pricing andrmtion may also help the

service providers to further strengthen the lamdindustry in Kerala.
Conclusion

The telecommunication services are the lifebloodnafdern world. The

advancement of telecom services revolutionizedities of people. The interplay of

continuous innovations in technology and marketggmnerated new horizons of
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amazing services. From the plain old telephoneicesPOTS), the world is nhow
witnessing the fourth generation mobile teleconvises and beyond. The Indian
telecom services sector experienced major reformasteansformations during the
last two decades. The monopoly of government sécti@ecom services ended and
the domestic and foreign private players began eeeldp the telecom services
sector to a great extent by exploring the markepoopnities. The landline

telephones are widely substituted by cost effeatiobile telecom services.

The telecom service providers wholly utilized theglh market potential of
the State of Kerala, resulted in the saturationtedécom services market. The
appropriate marketing strategies became imperédivthe existence and prosperity
of telecom service providers. The formulation ardosition of marketing strategies
significantly differ between BSNL and private sedelecom service providers. The
research brings clarity to the marketing strategidspted by the public sector
telecom service provider BSNL and private secttectam service providers in the
thriving telecom services market of Kerala. The pamative study of market
performance of telecom service providers in mudtifdcets lightened the hidden

planes of marketing strategies of various telecemise providers.

There is ample scope for all service providersutther improve their service
benefits such as voice clarity, geographical nétwanverage and congestion free
networks. The BSNL has to enormously improve thaistomer support and
customer care services. The private sector telesemice providers are highly
aggressive in promotion and distribution strategld® aggressiveness in promotion
and distribution will definitely help BSNL to expartheir subscriber base. The
customers found better pricing and value for mongtyn BSNL. The unethical
pricing practices are common among private seatovigers. All service providers
especially the private sector providers should absfrom the unethical business

practices towards customers.

The research revealed that the strong predictoustomer satisfaction of
mobile telecom services are service benefits, custsupport services, quality of
service, competitive pricing, and unethical praggicThe consistency in maintaining

the customer satisfaction will become the foundata the loyal customer base.
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In the telecom services market of Kerala, the custs are well-informed
and more demanding. They are excited for gettirg dkrvices customized at
individual level and expect them to be offeredatdr prices. The expectation of
customers about the quality of service is extrensddyated in Kerala due to their
experience in the hyper competitive telecom maitkethe saturated telecom market
of Kerala, the telecom service providers shouliyetnard to consistently exceed the
expectations of customers to retain them and destigable marketing strategies to
acquire customers from the competitors. The qugtd’eter F. Drucker is more

relevant now: “Business has only two functions +kéing and Innovation.”
5.3  Scope for future research

In the study of marketing strategies of teleconviserproviders of Kerala,
the researcher has come across many interestiagederesearch areas. The
boundary of any research work is limited by theechyes set for the study; the
newly identified topics give the scope for futuesearch studies. Indeed certain
findings of the current research generated impbrissues to be explored. The
following themes could be considered for futureeegsh.

< A study may be undertaken to identify and illusratifferent marketing
strategies related to wholesale business, and 8swsimo Business {B)
solutions offered by the telecommunication seryiaasiders.

% In the saturated mobile telecom services marketKefala with intense
competition, the service providers are facing difiiy of product
differentiation using conventional services mankgtimix. The consumers’
purchase decisions are influenced by their perdeeraotions. Therefore the
possibility of using emotional benefits in the fardation of differentiation
strategies and its effects could be researched.

% The internal marketing which enables employeesdepkthe promises that
have been communicated to the customers by then@egen. An exhaustive
research study may be conducted to explore thenaltenarketing strategies of

public and private sector telecommunication serpiciders.

336



BIBLIOGRAPHY



BIBLIOGRAPHY

REFERENCE BOOKS

Aaker A. David. (2005)Strategic Market Management,"{2d.). Wiley India (P.)
Ltd., New Delhi.

Ajai S. Gaur and Sanjay S. Gaur. (2008jatistical Methods for Practice and
Research — A Guide to Data Analysis Using SPS%, g@.). Response
Books, India, New Delhi.

Andy Field. (2009)Discovering Statistics Using SPSS, (3rd efgge Publications
India Pvt. Ltd., New Delhi.

Badrinarayan Shankar Pawar. (200B)eory Building for Hypothesis Specification
in Organizational StudiefResponse Business books from Sage, New Delhi.

Crimp M. and Wright L. T. (1995)The Marketing Research Process, (4th ed.),

Prentice Hall, London.

Dan Steinbock. (2005)The Mobile Revolution — The Making of Mobile Sexvic
Worldwide Kogan Page, London.

David L. Kurtz and Louis E. Boone. (200Brinciples of Marketing, (12th ed.).

South-Western, Thomson Learning Inc., New Delhi.

David L. Loudon and Albert J. Della Bitta. (199&onsumer Behavior, {4ed.).
McGraw-Hill Inc., New York.

David P. Sorensen. (2004nnovations — Key to Business Succeégisa Books

Private Limited, New Delhi.

David W. Cravens and Nigel F. Piercy. (200S)rategic Marketing, CQ ed.). Tata
McGraw-Hill, New Delhi.



Donald R. Cooper and Pamela S. Schindler. (20B6%iness Research Methods,
(9" ed.). Tata McGraw-Hill, New Delhi.

Grinnel Richard Jr. (19935ocial Work, Research and Evaluation™ @d.) F. E.
Peacock Publishers, lllinois.

Hugh Burkitt and John Zealley. (200®jarketing Excellence — Winning companies

reveal the secrets of their succedéley India Pvt. Ltd., New Delhi.

Hyman R. Michael and Sierra J. Jeremy. (200@arketing Research Kit for
DummiesWiley Publishing Inc., USA.

Jaishri Jethwaney and Shruti Jain. (2008dvertising ManagementOxford

University Press, New Delhi, India.

Jean-Jacques Lambin, Ruben Chumpitaz and Isabefieilidg. (2007).Market -
Driven Management: Strategic and Operational Maikgt (2'¢ ed.).

Palgrave Macmillan, New York.
Jha S. M. (2000)Services Marketingdimalaya Publishing House, Mumbai, India.

John W. Mullins, Orville C. Walker Jr., Harper W.o®l Jr. and Jean-Claude
Larreche. (2005)Marketing Management - A Strategic Decision-Making
Approach, (8 ed.) McGraw-Hill Irwin, New York.

Joseph F. Hair Jr., Mary F. Wolfinbarger, DavidQltinau, and Robert P. Bush.
(2010). Essentials of Marketing ResearchY(2d.). McGraw-Hill Irwin,
New York.

Kerlinger Fred N. (1986)Foundations of Behavioural Research, (3rd e#ilt,

Rinehart and Winston, New York.

Kevin Lane Keller. (2008)Strategic Brand Management - Building, Measuring an
Managing Brand EquityPearson Education Inc., New Delhi.

Kiran Pandya, Smruti Bulsari, and Sanjay SinhalZ0SPSS in Simple Steps.

Dreamtech Press, New Delhi.



Lawrence S. Meyers, Glenn Gamst, and A. J. Gua(#@06).Applied Multivariate

Research - Design and ImplementatiSage Publications, Inc., New Delhi.

Malra Treece. (1991)Successful Communication for Business and Professio
(5" ed.).Allyn and Bacon, USA.

Mark Daniel. (2006).The Elements of Strategy: A pocket guide to thenessof

successful business strategyalgrave Macmillan, New York.

Mark Sirkin R. (1995)Statistics for Social ScienceSage Publications, Inc., New
Delhi.

Mathur U. C. (2006).Strategic Marketing Management - Text and Cases.

Macmillan India Ltd., New Delhi.

Nag A. (2008) Strategic Marketing, (?' ed.).Macmillan Publishers India Ltd., New
Delhi.

Naresh K. Malhotra and Satyabhushan Dash. (20Whyketing Research — An
Applied Orientation, (6 ed.) Pearson Prentice Hall, India, New Delhi.

Orville C. Walker Jr. and John W. Mullins. (2008)arketing Strategy: A Decision
— Focused Approach {7ed.).McGraw-Hill International Irwin, New York.

Pat Wellington. (2010)Effective Customer Car&ogan Page Limited, IndidNew
Delhi.

Pat Weymes. (2006Vin - Win Sales management - A powerful new apjbréaic
increasing sales from your teafentagon Press, New Delhi.

Paul Fifield and Colin Gilligan. (1995)Strategic Marketing Management.

Butterworth-Heinemann Ltd., Oxford.

Paul R. Timm. (2008)Customers Service - Career Success through Cussomer
Loyalty (4th ed.)Pearson Education, Inc., New Delhi.



Paul Vogt W. (2005)Dictionary of Statistics and Methodolaggage Publications
India Pvt. Ltd., New Delhi.

Phil Stone. (2001)Make Marketing Work for Youdow to Books Limited. United
Kingdom.

Philip Kotler. (1995).Marketing Management — Analysis, Planning, Implesatem,
and Control, (§ ed.).Prentice Hall of India, New Delhi.

Philip Kotler, Hermawan Kartajaya and Iwan Setiaw@®10Q. Marketing 3.0 from
Products to Customers to Human Spiiley India Pvt. Ltd., New Delhi.

Philip Kotler, Kevin Lane Keller, Abraham Koshy amdithileshwar Jha. (2009).
Marketing Management-A South Asian Perspective” (£8.). Pearson

Education, India. New Delhi.

Rajan Nair N. and Sanjith R. Nair. (2013jarketing Management — The Value
PerspectiveSulthan Chand & Sons, New Delhi.

Ramaswamy V. S. and Namakumari S. (20029rketing Management - Planning,

Implementation and ContrdMacmillan India Ltd., New Delhi.

Ranjit Kumar. (1999)Research Methodology — A step by step guide fonberts.
Sage publications Ltd., New Delhi.

Ranjit Kumar. (2009)Research Methodology — A step by step guide fanbecs,
(2"%d.).Dorling Kindersley India Pvt. Ltd., New Delhi.

Richard I. Levin and David S. Rubin. (1996}atistics for Management, "{Ged.).

Prentice — Hall of India, Private Limited, New Delh

Rick C. Farr and Paul R. Timm. (200Business Research: An Informal Guide.

Viva Books Private Limited, New Delhi.

Shajahan S. (2009Marketing Research — Concepts and Practices in alndi

Macmillan Publishers India Ltd., New Delhi.



Sheridan J. Coakes, Lyndall Steed, and Peta DAR20€7).SPSS Version 13.0 for
Windows, Analysis without Anguisiiley Student Edition, New Delhi.

Tomi T. Ahonen, Timo Kasper and Sara Melkko. (20035 Marketing -
Communities and Strategic Partnershipehn Wiley & Sons, Ltd., England.

Uma Sekaran and Roger Bougie. (20Rgsearch Methods for Business — A Skill-
Building Approach, (5 ed.).Wiley India (P.) Ltd., New Delhi.

Valarie A. Zeithaml and Mary Jo Bitner. (199&gervices MarketingMcGraw-Hill
Companies, Inc., New York.

Vishal Sethi. (2006)Communication Services in India 1947 to 208éw Century

Publications, New Delhi.

William O. Bearden, Richard G. Netemeyer, and Kél\Haws. (2011)Handbook
of Marketing ScalesSage Publications, Inc., New Delhi.

Xavier M. J. (2007).Strategic Marketing: A guide for developing sushie

competitive advantag&esponse Books, New Delhi.

Zig Ziglar. (2002).Zig Ziglar's Secrets of Closing the SaMagna Publishing Co.
Ltd., Mumbai, India.

JOURNALS

Abdolreza Eshghi, Sanjit Kumar Roy and Shirshe@hanguli. (2008).Service
Quality and Customer Satisfaction: An Empirical dstigation in Indian
Mobile Telecommunications Servicdhe Marketing Management Journal,
Volume 18, Issue 2, pp. 119-144.

Abhishek Khanna and Nitin Navish Gupta. (2009ptake of 3G Services in India.
Evalueserve White Papers, Evalueserve, Ltd., . 1-

Adrian Payne and Pennie Frow. (199B¢veloping a Segmented Service Strategy:
Improving Measurement in Relationship Marketidgurnal of Marketing
Management 15, pp. 797-818.



Antreas D. Athanassopoulos and Anastasios lliakiggou(2003). Modeling
customer satisfaction in Telecommunications: assgsshe effects of
Multiple transaction points on the perceived Ovega¢rformance of the
provider. Production and Operations Management, Vol. 12, NdGummer
2003, pp. 224 -245.

Athreya M. B. (1996).India’'s telecommunications policy: A paradigm shift
Telecommunications Policy, Vol. 20, No. 1, Else\Berence Ltd., pp. 11-22.

Audhesh K. Paswan, Charles Blankson and Francisacem@n. (2011).
Relationalism in marketing channels and marketiricategy. European
Journal of Marketing, Vol. 45, No. 3, Emerald GroBpblishing Limited,
pp. 311-333.

Banwari Mittal and Julie Baker. (1998)Yhe services marketing system and
customer psychologyPsychology & Marketing Vol. 15(8), John Wiley &
Sons, Inc., pp. 727-733.

Carl E. Batt and James E. Katz. (199&onsumer spending behavior and
telecommunications services: A multi-method inquirglecommunications
Policy, Vol. 22, No. 1, Elsevier Science Ltd., gB3-46.

Carmen Anton, Carmen Camarero, and Mirtha Carré2007). The Mediating
Effect of Satisfaction on Consumers’ Switching nhte. Psychology &
Marketing, Vol. 24(6), Wiley InterScience, Wiley fitelicals, Inc., pp. 511-
538.

Chatura Ranaweera. (200Are satisfied long-term customers more profitable?
Evidence from the telecommunication sectdournal of Targeting,
Measurement and Analysis for Marketing, Vol. 15Palgrave Macmillan
Ltd., pp. 113-120.

Chin Chin Wong and Pang Leang Hiew. (2008)e Correlations between Factors
Affecting the Diffusion of Mobile Entertainment Malaysia ICEC’05,
Xi'an, China, pp. 615-621.

Vi



Chirag V. Erda. (2008)A comparative study on buying behaviour of Ruradl an
Urban consumer on mobile phone in Jamnagar Distiarketing to Rural
consumers — Understanding and tapping the rural ketarpotential.
Conference Proceedings, IIM Kozhikode, pp. 1-14.

Christine Bailey, Paul R. Baines, and Hugh Wils¢2009). Segmentation and
customer insight in contemporary services marketipigactice: Why
grouping customers is no longer enoudburnal of Marketing Management,
Vol. 25, No. 3-4, Westburn Publishers Ltd., pp. 252.

Chun-Yao Huang. (2011Rethinking leapfrogging in the end-user telecomketr
Technological Forecasting & Social Change, 78, \&¢gdnc., pp. 703—-712.

Das Gupta Devashish & Sharma Atul. (2000ustomer Loyalty and Approach of
Service Providers: An Empirical Study of Mobiletiire Service Industry in
India. Services Marketing Quarterly, 30: 4, Routledgeoinfa Ltd.,
England, pp. 342-364.

Dong-Hee Shin and Won-Yong Kim. (2008forecasting customer switching
intention in mobile service: An exploratory studly ppedictive factors in
mobile number portabilityTechnological Forecasting & Social Change 75,
Elsevier Inc., pp. 854-874.

Fornell C. Johnson M. D., Anderson E. W., Cha JB&ang B. E. (1996)The
American customer satisfaction index: Nature, psmand findingJournal
of Marketing, 60, pp. 7-18.

Fre"de’ric Jallat and Fabio Ancarani. (2008)eld management, dynamic pricing
and CRM in telecommunicationdournal of Services Marketing, 22/6,
Emerald Group Publishing Limited, pp. 465-478.

Fujun Lai, Mitch Griffin, and Barry J. Babin. (2008ow quality, value, image,
and satisfaction create loyalty at a Chinese tetecdournal of Business
Research, 62, Elsevier Inc., pp. 980-986.

Vil



George P. Wioschis & Gilbert A. Churchill Jr. (1978n Analysis of the Adolescent
Consumer. Journal of Marketing, Summer 1979, American Mairiget

Association, pp. 40-48.

Gheorghe Megkan and Georgeta-Milina Meghgan. (2009).Analysis of the
Emerging Demand of Telecommunication Serviéemals of the University

of Petrgani, Economics, 9(4), Romania, pp. 63-68.

Gloria K. Q. Agyapong. (2011)The Effect of Service Quality on Customer
Satisfaction in the Utility Industry — A Case of ddfone (Ghana).
International Journal of Business and Managemeiht 8/dNo. 5, Published

by Canadian Center of Science and Education, {220.

Harald Gruber and Pantelis Koutroumpis. (20Mpbile telecommunications and
the impact on economic developmdftonomic Policy, CEPR, Britain, pp.
387-426.

Ho Kyun Shin, Andrey Kim, and Chang Won Lee. (201R&lationship between
consumer’s preference and service attributes iniledielecommunication

service Expert Systems with Applications, 38, Elsevier |Lfzp. 3522—-3527.

lan N. Lings and Gordon E. Greenley. (200Bhe impact of internal and external
market orientations on firm performancéournal of Strategic Marketing,
Vol. 17, No. 1, Taylor & Francis, pp. 41-53.

Ingo Vogelsang. (2009).The relationship between mobile and fixed-line
communications: A surveynformation Economics and Policy 22, Elsevier
B. V., pp. 4-17.

James W. Peltier and John A. Schribrowsky. (199He use of need-based
segmentation for developing segment-specific direatketing strategies.
John Wiley & Sons, Inc., and Direct Marketing Ediumaal Foundation,
Inc., Volume 11, Number 4, pp. 53-62.

viii



Jarmo Harno. (2010)mpact of 3G and beyond technology developmenpanohg
on mobile data service provisioning, usage andudifin Telematics and
Informatics, 27, Elsevier Ltd., pp. 269-282.

Joe Peppard and Anna Rylander. (2008pm Value Chain to Value Network:
Insights for Mobile OperatorsEEuropean Management Journal Vol. 24, Nos.
2-3, Elsevier Ltd., pp. 128-141.

Jun Xue Bin Liang. (2005)An Empirical Study of Customer Loyalty of the
Telecommunication Industry in Chin&EC’05, Xi'an, China, pp. 335-342.

Ken Kwong-Kay Wong. (2009Potential moderators of the link between rate plan
suitability and customer tenure: A case in the QGhaa mobile
telecommunications industrylournal of Database Marketing & Customer
Strategy Management, Vol. 16, 2, Palgrave Macmiltgm 64-75.

Lars Grgnholdt, Anne Martensen and Kai Kristeng@000. The relationship
between customer satisfaction and loyalty: croskstry differencesTotal
Quality Management, Vol. 11, Nos. 4/5&6, pp. 50951

Lee J. and Feick L. (2001)The impact of switching costs on the customer
satisfaction-loyalty link: Mobile phone servicekmnance.Journal of Services
Marketing, 15(1), pp. 35-48.

Lifang Peng and Xiaoli Zhang. (2009)he study of service innovations model for
Chinese telecom operators - China Mobile Ltd aseaample IEEE., pp.
669-675.

Lucio Fuentelsaz., Juan Pablo Mali'cas., & Yolandm.R2008).The evolution of
mobile communications in Europe: The transitiomirthe second to the third
generation.Telecommunications Policy, 32, Elsevier Ltd., 46— 449.

Lukasz Grzybowski and Chiraz Karamti. (201Gpmpetition in Mobile Telephony
in France and Germanylournal compilation, The University of Manchester
and Blackwell Publishing Ltd., Oxford pp. 1-23.



Narayana M. R. (2010)Substitutability between Mobile and Fixed Teleptsone
Evidence and Implications for IndiaThe Applied Regional Science
Conference (ARSC), Blackwell Publishing Asia Puwd.l.pp. 1-21.

Nicoletta Corrocher and Lorenzo Zirulia. (201@emand and innovation in
services: The case of mobile communicatidtessearch Policy, 39. Elsevier
B. V., pp. 945-955.

Parasuraman A. Valarie A. Zeithaml, and Leonar@rry. (1991) Refinement and
Reassessment of The SERVQUAL Scllernal of Retailing, Volume 67,
Number 4, Elsevier Science Publishing Company jmz. 420-450.

Parasuraman A., Valarie A. Zeithaml, and LeonarBerry. (1998)SERVQUAL: A
Multiple-ltem Scale for Measuring Consumer Percami of Service
Quality. Journal of Retailing, Volume 64, Number 1, Elsevigcience

Publishing Company Inc., pp. 12-40.

Pedro S. Coelho and Jorg Henseler. (20@3¢ating Customer Loyalty through
Service Customizatiofemerald Group Publishing Limited, pp. 1-27.

Peter McBurney, Simon Parsons, and Jeremy Gre®2)2Forecasting market
demand for new telecommunications services: aroduiction. Telematics

and Informatics 19, Elsevier Science Ltd., pp. 225-

Pinaki Das and Srinivasan P. V. (1999emand for telephone usage in India.
Information Economics and Policy 11, Elsevier SceeB. V., pp. 177-194.

Priyanka Kokil and Manoj Kumar Sharma. (2008jrategic Flexibility: Study of
Selected Telecom Companies in Ind&obal Journal of Flexible Systems
Management, Vol. 7. Nos. 3 & 4, pp. 59-66.

Raja Shekhar B. and Udaya Bhaskar N. (2089 omparative Study of Celebrity
Impact on Consumer Behavior with Reference to Rdepdobile Service
Providers in Select Urban and Semi Urban Areasernational Journal of

Business Research, Volume 9, Number 1, pp. 103-107.



Rajasekhara Mouly Potluri and Hailemichael W. Haata2010). Assessment of
after-sales service behaviors of Ethiopia Telecoist@amersAfrican Journal
of Economic and Management Studies, Vol. 1 No. mefald Group
Publishing Limited, pp. 75-90.

Ramo Barrena and Mercedes Sanchez. (2008)ng Emotional Benefits as a
Differentiation Strategy in Saturated Market8sychology & Marketing,
Vol. 26(11), Wiley Periodicals, Inc., pp. 1002-1030

Rao U. S and Sai Sangeet. (20&t)ategies for succeeding at the Bottom of Pyramid
(BOP) market in Telecom Services Sedtmnference on Global Competition

& Competitiveness of Indian Corporate, 1IM Kozhilegp. 1-12.

Rick Ferguson and Bill Brohaugh. (2008)Telecom’s search for the ultimate
customer loyalty platformJournal of Consumer Marketing 25/5, Emerald
Group Publishing Limited, pp. 314 -318.

Rob Markey, Fred Reichheld and Andreas Dullweli509).Closing the Customer
Feedback LoopHarvard Business Review South Asia, December 2009,
pp. 25-29.

Robert Wollan. (2011).The Service Provider - Customer Paradd@ustomer

Relationship Management, March 2011, InformatioddayolInc., pp. 10-11.

Roland T. Rust, Christine Moorman and Gaurav Bha({2010). Rethinking
Marketing. Harvard Business Review South Asia, January-FeprR@l0,
pp. 86-93.

Roland T. Rust, Valarie A. Zeithaml, and Katherioemon. (2004).Customer -
Centered Brand Managemeitarvard Business Review, (September 2004),
pp. 110-118.

Sadia Jahanzeb and Sidrah Jabeen. (200FAlrn management in the telecom
industry of Pakistan: A comparative study of Uf@mel Telenor.Database
Marketing & Customer Strategy Management Vol.1R&grave Macmillan
Ltd., pp. 120-129.

Xi



Samantan S. K., Woods J. and Ghanbari M. (200@pact of price on mobile
subscription and Revenudournal of Revenue and Pricing Management,
Vol. 7, 4, Palgrave Macmillan, pp. 370-383.

Sanjay Kumar Singh. (2008)The diffusion of mobile phones in India.
Telecommunications Policy 32, Elsevier Ltd., pp2-6851.

Seungjae Shin, Gilju Park, Wonjun Lee, and Sunne.LE998).How to Make
Telecom Pricing Strategy Using Data Warehouse AggiicProc. 31 Annual
Hawaii International Conference on System Scien&#<t:., pp. 55-60.

Shalini N. Tripathi and Masood H. Siddiqui. (2018n empirical investigation of
customer preferences in mobile servicisurnal of Targeting, Measurement
and Analysis for Marketing 18, Macmillan Publishétd., pp. 49 - 63.

Shanthi Venkatesh. (2008nalysis of gaps in telecommunication servicestudy
with respect to service gaps in fixed-line segmémiovative Marketing,

Volume 4, Issue 1, pp. 64-76.

Shu-Ling Liao, Yung-Cheng Shen, and Chia-Hsien @2009).The effects of sales
promotion strategy, product appeal and consumatgran reminder impulse
buying behaviourInternational Journal of Consumer Studies, 33,rnkdu

compilation, Blackwell Publishing Ltd., pp. 274-284

Sidharth Sinha. (2009Corporate Governance of State-Owned Enterprisese Th
Case of BSNLEconomic & Political Weekly Vol. XLIV No 41, Octab
2009, pp. 47 - 54.

Simon Gyasi Nimako, Foresight Kofi Azumah and Framonkor. (2010)Overall
Customer Satisfaction in Ghana Telecommunicatiotwbids: Implications
for Management and Policy. ATDF Journal, Voluméssgue 3/4, pp. 35-49.

Sridhar Varadharajan. (200Analysis of Inter-Regional Mobile Services Growth i

India. Proceeding of ® Conf. Telecomm Techno-Economics, Vol. 1, IEEE.,

pp. 1-6.

Xii



Udechukwu Ojiako and Stuart Maguire. (200®eeking the perfect customer
experience: a case study of British Telec@trategic Change, 18, Wiley
InterScience, John Wiley & Sons, Ltd., pp. 179 =193

Vanniarajan T. and Gurunathan P. (20@®rvice Quality and Customer Loyalty in
Cellular Service Market: An Application of ‘Sendournal of Marketing &

Communication, Vol. 5, Issue 2, pp. 45-54.

Venkata Praveen Tanguturi and Fotios C. Harman{2806). Migration to 3G
wireless broadband internet and real options: Tlasec of an operator in

India. Telecommunications Policy, 30, Elsevier Ltd., pfp04419.

Victor Danciu. (2010)The Gravity Law of Marketing - A Major Reason fdrabge
to a Better Performancdheoretical and Applied Economics, Volume XVII,
No. 4(545), Romania, pp. 7-18.

Vinnie Jauhari. (2005)information Technology, Corporate firms and Susibie
development: Lesson from cases of success frora. lhalirnal of Services

Research, Volume 5, Number 2, pp. 76-85.

Zi-yang Cheng & Shou-lian Tang. (200&conomic Analysis of Pricing Methods of
Telecom ServiceslITA International Conference on Services Science,

Management and Engineering, IEEE., pp. 315-320.

Zillur Rahman. (2006)Superior service quality in Indian Cellular Teleammication
Industry.Services Marketing Quarterly, 27:4, pp. 115-139.

REPORTS
The Broadband Policy — 2004, Government of India.

The Consultation Paper on Radio Paging Servicesndia. (2000). Telecom
Regulatory Authority of India.

The National Telecom Policy — 1994 (NTP 1994), Gawgent of India.

The National Telecom Policy — 2012 (NTP 2012), Gawgent of India.

Xiii



The New Telecom Policy — 1999 (NTP 1999), Governno¢india.

The Report on Indian Telecom Services Performandecétors, January — March,

2013. Telecom Regulatory Authority of India.

The Report on Quality of Service and Customer &ai®on Survey. (2006). An
Objective Assessment of the Quality of Service agib services and cellular
mobile service, conducted by TUV South Asia Pvtd.LtMumbai for
Telecom Regulatory Authority of India.

The Report on Telecom Sector in India: A Decadaffiler (2012). Telecom
Regulatory Authority of India.

The Study Paper on Indicators for Telecom Grow2006). TRAI (Telecom
Regulatory Authority of India). Study paper No. @03.

Ph.D. THESIS

Asha K. Moideen. (2011). The impact of marketin@gtgtgies in the gold ornament
market of Kerala. Ph.D. Thesis. Mahatma Gandhi ensity, Kerala.

Lekshmibhai P. S. (2012). The effect of advertiseinea consumer behaviour and
brand preference with special reference to selectetsumer durables in
Kerala. Ph.D. Thesis. Mahatma Gandhi University,aae

Mathew P. T. (2009). Liberalisation of telecommution sector in India -
Marketing challenges and opportunities for BSNLtire mobile sector.
Ph.D. Thesis. Kannur University, Kerala.

WEBSITES

http://dot.gov.in
http://en.wikipedia.org/wiki/3G_adoption
http://en.wikipedia.org/wiki/4G
http://en.wikipedia.org/wiki/Almon_Brown_Strowger

Xiv



http://en.wikipedia.org/wiki/History _of mobile_phes
http://en.wikipedia.org/wiki/ldea_Cellular
http://en.wikipedia.org/wiki/ldea_Cellular
http://en.wikipedia.org/wiki/LTE_(telecommunicatipn
http://en.wikipedia.org/wiki/Pager
http://fi.edu/franklin/inventor/bell.html
http://www.aircel.com

http://www.airtel.in

http://www.auspi.in

http://www.bsnl.co.in

http://www.coai.com

http://www.ebscohost.com/
http://www.elon.edu/e-web/predictions/150/1830.xhtm
http://www.emeraldpublishers.com
http://www.frontline.in

http://www.ideacellular.com

http://www.inflibnet.com
http://www.interscience.com
http://www.itu.int/osg/spu/imt-2000/technology.html
http://www.jstor.com

http://www.kerala.bsnl.co.in

XV



http://www.Isg.kerala.gov.in
http://www.mgutheses.org
http://www.mtsindia.in/
http://www.rcom.co.in
http://www.sageresearch.com
http://www.sciencedirect.com
http://www.tatadocomo.com/
http://www.tataindicom.com/
http://www.tatateleservices.com
http://www.trai.gov.in
http://www.uninor.in
http://www.videocontelecom.com/
https://en.wikipedia.org/wiki/3G
https://en.wikipedia.org/wiki/Qualcomm
https://en.wikipedia.org/wiki/Telegraphy

https://www.vodafone.in

XVi



APPENDICES



APPENDIX -l

QUESTIONNAIRE

Dear Sir / Madam,

This questionnaire is designed to study the marketingatesiies of
telecommunication services provided by differenédem service providers in Kerala. |
request you to spare a few minutes to express yiews on telecommunication services
availed by you. This study is conducted as a plariy Ph.D programme. Your responses
will be kept strictly confidential and | assure tttfae data collected will be utilised only for
academic research purpose.

With Sincere Gratitude
Sabu. V.G
Research Scholar,
School of Management and Business Studies,

Mahatma Gandhi University, Kottayam.
QUESTIONNAIRE
[Note: For multiple choice options, please put ticark[ v ] against your choice.]
|. Personal Data
1) Name e e e e e e

2) Place of RESIAENCE oo e

3) Locality . (a) Panchayat (b) Municipality(c) Corporation
4) Age . (a) Less than 20 years (b) 20 yeaBOtgears
(c) 30 years to 40 years (d) 40 years tgeils
(e) 50 years to 60 years (f) More than 6arge
5) Gender . (a) Male (b) Female

6) Educational Qualification:
(a) Below 16 Standard (b) ToStandard Pass - Below Graduation
(c) Graduation and Above (d) Professional / TezdirDegree

(e) Others (Please Specify)..........ccccovevvnnes
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7) Employment Status:

(a) Government Service (b) Private Sector (QiBess
(d) Professional (e) Self Employed (f) Student
(9) Retired (h) House wife

(i) Others (Please Specify).......cccoovveiiiiiiiiii e

8) Please specify your annual family income.
(a) Upto Rs. 2 Lakhs (b) Rs. 2 Lakhs to Risakhs
(c) Rs. 5 Lakhs to Rs. 10 Lakhs (d) More thanIRsLakhs

9) Please specify the details of mobile connectioygs) possess now.

Mobile Number of Mobile Average

. Connections Years of : Post- Monthly
Service . ) -~ Prepaid . :
Provider availed for Voice | Association paid Spending for

services Basic Services

10) Please specify youmost preferred mobile connection(Mobile Service Provider)

from among the above.
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Please indicate responses to the following queribased on your most preferred maobile

connection mentioned above.
II. Core benefits and Support services of Mobile pbne connection

To what extent do you agree with the following eta¢ntswith respect to your mobile

phone service? Please indicate your responses baghd scale mentioned below.

SA: Strongly Agree  A: Agree U: Uncertain D: Disagree SD: Strongly Disagree

Core Benefits SA A U D SD

My mobile connection provides excellent Voice Glari

My mobile connection provides excellent Geographjca
Network Coverage.

It is very easy to get connected to the networkhsa |
can make or receive calls easily.

The Roaming facility is excellent.

It is very easy to activate internet services.

Support Services SA| A U D SD

It is very easy to get a new mobile connection ($IM

card); the related processes and procedures angllyi

Activation of additional services can be done veagily
in my mobile connection.

Deactivation of additional services, if require@ncbe
done very easily in my mobile connection.

It is very easy to access customer care helpline.

It is easy to get the right customer care persorther
phone.

The ability to solve problems at customer care| is
excellent.

The mobile service recharge facility / rechargedsaare
available at convenient locations (Foprepaid
customers).

The retailers of my service provider extend helpful
customer support. (Farepaid customers).

The payment of bills can be done conveniently (bast-
paid customers).

As a post-paid customer | am getting a special frara
my service provider (Fguost-paid customers).
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. Quality of Service

To what extent do you agree with the following eta¢ntswith respect to the quality of

mobile phone service? Please indicate your resgdrased on the scale mentioned below.

SA: Strongly Agree  A: Agree U: Uncertain D: Disagree SD: Strongly Disagree

Tangibility SA | A | U D | SD

My service provider has modern Facilities for thistomers.

The physical facilities provided by the service \pder are
visually appealing.

The employees of my service provider have a nedt|an
professional appearance.

Pampbhlets, brochures, materials associated witls¢hdces
are visually appealing.

Reliability SA| A | U D | SD

My service provider fulfills its promises.

When you have problems, the service provider| is
sympathetic and reassuring.

My service provider is dependable.

My service provider provides the services at thmetiit
promises to do so.

My service provider keeps its records accurately.

Responsiveness SA A U D SD

Employees of the service provider will intimate the
customers exactly when services will be performed.

Employees will provide prompt services to the costcs.

Employees are always willing to help the customers.

Employees are always ready to respond to the cesfdm
requests.

Assurance SA| A U D| SD

Customers can trust employees of the service peovid

Customers feel comfortable interacting with empésze

The employees are polite to the customers.

Employees have knowledge to answer customers’ @gleri

Empathy sal Al u| D|sD

My service provider gives individual attention tdet
customers.

The employees give personal attention to the cumtem

The employees of service provider do understanchéezls
of the customers.

Having the customers’ best interest at heart.

My service provider has operating hours convenienthe
customers.
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IV. To what extent do you agree with the followingstatements with respect to your
mobile phone service? Please indicate your respomssbased on the scale mentioned

below.

SA: Strongly Agree  A: Agree U: Uncertain D: Disagree SD: Strongly Disagree

Brand Value of Mobile phone service SA A U D| SD

My service provider established a brand which stigictive
from other operators.

My service provider established a brand which abyvay
making the difference relevant from other operators

My service provider established a brand which ipytarly
regarded and respected.

My service provider established a brand which idl-we
known and reflected as a successful outcome.

Variety of tariff plans SA | A U D | SD

Attractive varieties of tariff plans are offered tmy mobile
service provider.

It is very easy to switchover from existing tagitin to any
other tariff plan.

Recharge facility available for convenient optio(fsor
prepaid customers).

My mobile service provider advises me about tgpifins
suitable for my usage.

Value for money SA| A U D| SD

The pricing of my mobile services are better asmam@d to
competition mobile services.

The offers are attractive as compared to competitiobile
services.

The charging for services are transparent and thereno
hidden charges.

My service provider didn't play unethical pricingggtices.

The mobile services deliver the real value for nyoseend
on it.

Advertisements SA| A U D| SD

The messages conveyed through the advertisemeats ar
highly informative.

The advertisements create liking, preference art far
the service provider.

The advertisements act as reminder to stimulateatep
association with the service provider.

The advertisements convince me that my decision to
continue with the service provider is a right cleoic
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V. (1) Have you ever received following offers/atactions from your service provider? |If
your answer to any of the following item(s) i¥€s”, Please indicate your level of

agreement with respect to thttractiveness of the offer

SA: Strongly Agree  A: Agree U: Uncertain D: Disagree SD: Strongly Disagree

If your answer isYes to
what extentdo you agree
with the statement The
offer cited is Attractive ”

Have you ever received following offers/attractioinem
your service provider? Please put tick mfyK against
your choice

Offers Yes| No| SA| A U D| SD

Rebate / Price Reduction offers

Free Trial of newly introduced services

Free add-on SIM card

Extra talk time offers

SMS Package offers

Internet Package offers

Facility to make calls even at zero balance.
(For prepaid customers).

Getting the services even at non-payment of
bills due to delay or oversight. (Fpost-paid
customers).

Displays and demonstrations at the point| of
sales

Specialized pricing offers exclusively for you

(2) Are you receiving promotional offers through nobile phone calls?
a. Yes b. No

If your answer isres, to what extent do you agree with the followingtstnent.

“The promotional offers of the mobile service proviler through mobile phone calls are
inconvenient to the customers.”

Strongly Agree Agree Uncertain Disagree StronglyaDree
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VI. Website
Do youvisit thewebsite of your Mobile service provider?
a. Yes b. No

If your answer is Yes', to what extent do you agree with the followirgpacts with respect
to the website of your mobile service provider?aB&eindicate your responses based on the

scale mentioned below.

SA: Strongly Agree  A: Agree U: Uncertain D: Disagree SD: Strongly Disagree

Details SA| A U D | SD

The company website is a dependable source of
information.

The company website is really user friendly.

VII. Customer Satisfaction and Customer Relations

To what extent do you agree with the following aspewith respect to the customer
satisfaction and customer relations? Please iraligaur responses based on the scale

mentioned below.

SA: Strongly Agree  A: Agree U: Uncertain D: Disagree SD: Strongly Disagree

Details SA| A U D | SD

| am really satisfied with my service provider.

My service provider is competent enough to fulfitty
expectations.

My choice to associate with the service providerisvise
decision.

| have strong intention to remain as a customenyfervice
provider.

| would recommend the services of my mobile seryice
provider to my friends / colleagues.

As a customer | am emotionally attached with myviser
provider.
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VIII. Are you using 3G mobile telecom service3
a. Yes b. No

If your answer is Yes', Please specify your responses forftiwing Questions from 1 to 5
If your answer is No”, Please go on tQuestion No. 6 (Page no. xxvii)

1) Please specify the details of mobile connectioly®) possess for 3G mobile

telecom services.

Is it the same Average
Mobile | connection ngﬁg of Monthly
used for ! . i
Se?r(\?ice mobile voice | Connections Al\gcs)gf:ri]:ti%fn Prepaid F;:i; ng(ranggg
Provider | services | usedfor3G mobile
services .
Yes | No services

2) Please specify your Most preferred Service Providerthe 3G mobile telecom

services from among the above.

Please indicate responses to the following queriémsed on your most preferred 3G

mobile connection.

3) To what extent do you agree with the following etaénts with respect to your 3G
mobile telecom services? Please indicate your resso based on the scale

mentioned below

SA: Strongly Agree  A: Agree U: Uncertain D: Disagree SD: Strongly Disagree

Core benefits of 3G mobile telecom services SA A U D | SD

It is very easy to get connected to the 3G moladlecom
services.

The network provides good geographical coverage3faf
mobile telecom services.

The handset settings for the mobile internet aadiyreiser-
friendly.

The speed of downloading is very high.

The Roaming facility for 3G mobile telecom services
is excellent.

My service provider extends excellent service supfar
3G mobile telecom services.
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Quality of 3G mobile telecom services.

SA

S

My service provider has modern Facilities for
customers.

he

The 3G mobile telecom services are dependable.

My service provider responds to the customer nesmd
time.

)

The employees are knowledgeable and polite to
customers.

the

The employees of service provider do understanahéeels
of their customers and give personal attentioméont

Pricing of 3G mobile telecom services

S/

SI

Attractive varieties of tariff plans are offered my 3G
mobile telecom services.

The charging is transparent and there are no hiddarges.

The 3G mobile telecom services deliver the realiedbr
money spend on it.

The pricing of 3G mobile telecom services are Ibete
compared to competition service providers.

Factors influenced you to subscribe for the 3G moha
telecom services

SA

SD

Attractive Offers as compared to other service jglers.

Attractive Pricing as compared to other service/jgiers.

The friendly customer support services.

The image and reputation of the service provider.

The Advertisements of the service provider.

Recommendation by Friends / Family members.

The 3G mobile telecom services are essential for me
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4) Have you ever received followingffers/attractions from your service provider?
If your answer to any of the following item(s) f¢€s”, Please indicate your level of

agreement with respect to thttractiveness of the offer

SA: Strongly Agree  A: Agree U: Uncertain D: Disagree SD: Strongly Disagree

If your answer isyes to what
extentdo you agreewith the
statement ‘The offer cited is
Attractive”

Have you ever received following offers/attractidnsm
your service provider? Please put tick mpsK] against
your choice

Offers Yes No SA A U D SD

Rebates / Price reductions for 3G mohile
telecom services.

Free trial for 3G mobile telecom services|.

Displays and demonstrations at the point of
sales

5) Customer satisfaction in 3G mobile telecom services

SA: Strongly Agree  A: Agree U: Uncertain D: Disagree SD: Strongly Disagree

Details SA| A U D | SD

| am really satisfied with my 3G mobile telecomsess.

My service provider is competent enough to fulfilly
expectations.

My choice to associate with the service providerthe 3G
mobile telecom services is a wise decision.

I would recommend the 3G mobile telecom servicemypf
mobile service provider to my friends / colleagues.
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(Question No. 6 for the customerSIOT using3G mobile telecom services.)
6) Are you aware of 3G mobile telecom services?
a. Yes b. No

If your answer is Yes', Please indicate your level of agreement withofelng probable

reasons foNOT using 3G mobile telecom services.

SA: Strongly Agree  A: Agree U: Uncertain D: Disagree SD: Strongly Disagree

Reasons for NOT using 3G mobile interneservices. SA| A U D SD

Lack of network coverage of 3G mobile internet &=s.

High pricing of 3G mobile internet services.

High cost of 3G mobile handsets.

It is difficult to learn the method of operation &G
handsets.

The 3G mobile internet services are not essemrahe.

IX. Are you using landline services?
a. Yes b. No
If your answer is Yes', Please specify your responses for the followgogries

1) Please specify the service provider, servicessatili and period of association with

thelandline.
Average Period of
. Period of g Association in | Average Monthly!
Landline N Monthly .
: Association in : Years for Spending for
Service . Spending for
. Years for Basic . . Broadband Broadband
Provider : . Basic Voice -
Voice Services . Internet Internet Services
Services X
Services
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2) To what extent do you agree with the following statntswith respect to the
Landline Basic Voice Service? Please indicate yesponses based on the scale

mentioned below.

SA: Strongly Agree  A: Agree U: Uncertain D: Disagree SD: Strongly Disagree

Details SA| A U D SD

My landline provides excellent voice clarity.

Compliant Resolution or Fault repair is fast.

Landline service support is excellent.

Telephone instrument and materials associated wiéh
landline services are modern and visually appealing

The Landline services are dependable.

The employees are knowledgeable and polite to | the
customers.

The employees of service provider do understandhéaels
of the customers and give personal attention tmthe

Attractive tariff plans are offered in landline giees.

The landline services are low-priced.

The billing of landline services is transparent dnere are
no hidden charges.

Attractive discounts/ rebates are offered in lamlbervices

Landline and Mobile phone combined schemes/offees| a
attractive.

Landline services deliver the real value for moapgnd on
it.

To an extent, | am emotionally attached with mydlare.

| am really satisfied with my landline services.

I would like to retain my landline services.
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X. Are you using Landline Broadband Internet servies?
a. Yes b. No

If your answer is Yes', Please specify to what extent do you agree \lith following
statementsvith respect to the Landline Broadband Internewi8es? Please indicate your

responses based on the scale mentioned below.

SA: Strongly Agree  A: Agree U: Uncertain D: Disagree SD: Strongly Disagree

Details SA| A U D | SD

My landline broadband provides Uninterrupted ingtrn
connectivity.

| am getting the download speed as assured in| the
Broadband plan.

The broadband customer support is excellent.

The overall quality of broadband internet servides
excellent.

A wide variety of tariff plans are offered in brdshd
services.

Attractive discounts/ rebates are offered in breadd
services.

The pricing of broadband services are attractive.

Landline broadband services deliver the real vaioe
money spend on it.

Broadband internet is the main factor which forced to
retain my landline connection.

| would recommend the landline broadband intereetises
to my friends / colleagues.

| am really satisfied with the landline broadbamternet
services.

Thank You Very much for your kind cooperation.
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APPENDIX —II

The list of locality, selected places and samplezsiof primary survey

SI.No. Locality Selected places Sample size

Urban Thiruvananthapuram Corporatior 120

2 Urban Kochi Corporation 120
3 Urban Kozhikode Corporation 120
4 Semi-Urban Neyyattinkara Municipality 40
5 Semi-Urban Punalur Municipality 40
6 Semi-Urban Pala Municipality 40
7 Semi-Urban Chalakudi Municipality 40
8 Semi-Urban Vadakara Municipality 40
9 Semi-Urban Malappuram Municipality 40
10 Semi-Urban Kalpetta Municipality 40
11 Semi-Urban Kannur Municipality 40
12 Semi-Urban Kasaragod Municipality 40
13 Rural Chenkal Panchayat 20
14 Rural Chirayinkeezhu Panchayat 20
15 Rural Ambalapuzha South Panchayat 20
16 Rural Thrikkunnapuzha Panchayat 20
17 Rural Vazhakkulam Panchayat 20
18 Rural Choornikkara Panchayat 20
19 Rural Mattathur Panchayat 20
20 Rural Mundoor Panchayat 20
21 Rural Kongad Panchayat 20
22 Rural Wandoor Panchayat 20
23 Rural Kodur Panchayat 20
24 Rural Kadalundi Panchayat 20
25 Rural Kakkodi Panchayat 20
26 Rural Ambalavayal Panchayat 20
27 Rural Thirunelly Panchayat 20
28 Rural Panoor Panchayat 20
29 Rural Peralassery Panchayat 20
30 Rural Udma Panchayat 20

Total 1080
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APPENDIX-III

The selected places of primary survey
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