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ABSTRACT
Telecommunication is imperative for economic development of India. Liberalization and
privatization changed the structure of telecom sector. Now it’s a multi-player market with both
public and private companies giving tough competition to each other. Advancement in
technology has bought change in customer needs and ways by which they consume products and
services. The present study aims to prove the comparative analysis between urban & rural
consumers of West Bengal on their attitude towards brand loyalty strategies of various mobile
service providers. The comparative study has been conducted to find out the information from
the rural and urban subscribers of West Bengal from various areas. SPSS 21 is used to
analyze the results. The researcher has used multiple regression method to conduct the survey.
180 responses from both urban and rural areas have been collected with the help of well
structured questionnaire & Convenience Sampling Method has also been used to choose the
sample. The findings of the study reveals that rural consumers are somewhat price sensitive as
well as quality conscious that is why price & service quality is are the two most important

factors whereas urban consumers are not so price sensitive but they are quality conscious and
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that is why network quality & internet services are the most important factor compare to tariff
charged for call. It is also found out from the study that brand image is not having a significant
effect on brand loyalty for rural consumers whereas for urban consumers it is having a

significant effect.

Keywords: Customer attitude, Comparative analysis, Ruralite, Urbanite, Convenience, Brand

loyalty strategies, Customer retention

Introduction:

The rapid growth of Indian telecom sector has been possible due to various proactive and
positive decisions of the Government and contribution of both the public and the private sector.
The rapid strides in the telecom sector have been facilitated by liberal policies of the
Government providing the telecom equipments an easy access to the market and a fair regulatory
framework for offering telecom services to the Indian consumers at affordable prices. The sector
also witnessed a substantial change in terms of mobile versus fixed phones and public versus
private participation. The preference for use of wireless phones has also been predominant in the
sector. Participation of the private entities in the telecom sector is increasing rapidly, alongside,
giving rise to enormous growth opportunities. In the 21* century, the new economy is becoming
increasingly customer centric. Customer retention is considered one of the main relationship
marketing concepts concerned with developing and maintaining a long-term customer-firm
relationship. The importance of customer retention has increased since a majority of firms started
to suffer a noticeable loss of customers, along with the complexity and high costs of acquiring
new customers. Thus, the model of competition has shifted from acquiring new customers to
retaining existing customers and luring customers away from rival companies.

Service sector is the fastest growing segment as compared to the other sectors of the Indian
economy. A major stimulus in this shift is the movement to information age spurred by invention
of computer and advancements in telecommunications. As countries continue to shift from
agricultural base to service orientation, the demand for service further holds huge potential.
Additional factors contributing to the growth of service sector are higher per capita income,
increased time pressures, advances in product technology, spiraling competition, rise of

industrialization, technological advances, globalization, competition, greater life expectancy,
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cost effectiveness drivers, growth of service chains networks and service quality movements.
Thus, tremendous growth of service sector implies the role of marketing in terms of vast
opportunities and implications, marketing opportunities arising from new technology, in
franchising from fewer regulations and professional restrictions, in servicing physical goods and
international markets.

The rapid change and reform of the market has increased the types of service offered on a
subscription basis in different service sectors such as the mobile telecom service market, in
which the customer retention issue is critical. As technology and mobile network penetration
have both increased, attracting rival’s subscribers and maximizing customer retention have

become urgent and timely concerns for mobile service providers in India.

Review of Literature & Hypotheses Development:

Gruber et al. (2000) studied the technological and regulatory determinants of the diffusion of
mobile telecommunications services in European Union, using a logistic model of diffusion. It
was found that the transition from the analogue to the digital technology during the early 1990s,
and the corresponding increase in spectrum capacity, had a major impact on the diffusion of
mobile telecommunications. Countries which granted first licenses at later points in time showed
a significant but slow catching-up effect, implying international convergence only by around
2006. The impact of introducing competition had also been significant, during both the
analogues and the digital period, though the effect was smaller than the technology effect. Kwon
et al. (2000) examined the patterns of cellular phone adoption and usage by selecting 176 cellular
phone users. It suggested that user acceptance of new technology was affected directly and/or
indirectly by individual characteristics, perceived ease of use, perceived usefulness, extrinsic
motivations, enjoyment/fun, social pressure and apprehensiveness. The study concluded with the
results that users’ perceptions were significantly associated with their motivation to use cellular
phone. Perceived ease of use was found to have significant effect on users’ extrinsic and intrinsic
motivation while apprehensiveness had a negative impact on intrinsic motivation.

Geropott et al. (2001) analysed the relationship between customer satisfaction and loyalty in
cellular mobile service market in Germany. They found that the three constructs, namely,
customer satisfaction, customer loyalty and customer retention are different. Customer

satisfaction derives customer loyalty, which in turn has an impact on customer retention. Lee et
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al. (2001) examined the customer loyalty among the various customers segments in cellular
mobile phone service market. They segmented the customer into economy, standard and mobile
lovers on the basis of calling time. They found that the switching cost played a significant
moderating role in the satisfaction-loyalty link for economy and standard groups. Lasley et al.
(2001) in their research article explained that the telecommunication revolution holds important
implications for both farmers and the extension service. With the increase of communication
technologies, farmers have a broad array of channels and sources for information, leading some
to argue that traditional modes of information delivery will be replaced. Based on survey data
from lowa farms, this article examines the extent to which farmers have adopted electronic
communication. After that they explored their interest in precision farming which is expected to
be related to their adoption of telecommunication. Finally, they examined farmers’ preferences
for receiving information. Bhatty et al. (2001) has argued that customer satisfaction positively
affects customer retention and that switching cost affects significantly the level of customer
retention and added some other factors like staff attitude and availability, delivery on promises,
accurate product information, ability to handle problems, consistency and meeting expectations
are the major drivers for building a long term relationship with the customers. Customer
satisfaction depends on how customers perceive service quality. Researchers studying customer
satisfaction related to retention behavior in wireless service markets identified three pertinent
factors—call quality, price, and customer support. Khatibi et al. (2002) explained that in today's
globalised and borderless market, quality and productivity are essential for the survival and
growth of any organisation. Both these factors depend mainly on the attraction and retention of
customers. Thus the customer is the main focus for any successful business. Business success
depends on organisations understanding and meeting customers' needs and demands. Earlier
researchers have argued that a high degree of customer satisfaction does not always translate into
loyalty. This study analyses the factors that contribute to customer satisfaction, particularly in the
service sector. It focuses on the Digital line Il Service offered by Telekom Malaysia Berhad
(TMB) — the main telecommunications service provider in Malaysia. The SERVQUAL tools
advocated by Parasuraman and others are used to measure the current level of service quality and
satisfaction in the Digital line 1l Service by using a 16-item testing toll. The study reveals that
there is a significant relationship between customer satisfaction and the implementation of
service quality. The findings also suggest that the reliability dimension of SERVQUAL consists

of three elements, namely a fault-reporting centre, response time and restoration time which have

© Associated Asia Research Foundation (AARF)

A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories.

Page | 272



a strong correlation with customer satisfaction. The findings also confirm that a high level of
customer satisfaction is not translated into customer loyalty. Empirical testing (independent t-
test, analysis of variance and correlation coefficient), however, identifies the four service quality
factors that are significantly correlated with customer loyalty. Wang et al. (2002) pointed out that
the service quality, customer satisfaction and customer value are becoming the most important
factors of business success for either manufacturers or service providers. However, many
different conclusions have been reached and related studies are rather fragmented, especially
with regard to customer value. Furthermore, there are few related studies with service quality,
customer satisfaction and customer value and their influences on customers’ future behaviors in
the telecommunication industry as the focus. In this paper, attention is paid to the measurement
model of service quality in China’s mobile phone market based on the well-known SERVQUAL
model, but with modification on the basis of focus group discussions and expert opinions to
reflect the specific industry attributes and the special culture of China. Emphasis is then paid to
the study of the dynamic relationships among service quality, customer value, customer
satisfaction and their influences on future behaviors after the key drivers of customer value and
customer satisfaction are identified. All of them are based on the development of structural
equation models by using PLS-GRAPH Package. Malecki (2003) in his research article
examined data for the USA concerning the ‘digital divide’ and access of residences and
businesses, which tend to suggest that all is (or will soon be) well. The paper also presents data
on aspects of digital infrastructure in rural America, including points of presence and digital
telephone switches, which suggest that there are major shortcomings in most rural communities.
Demand aggregation is a possible solution, but more serious pitfalls are those related to
shortages of human capital. A final set of improvements concerns how businesses use the
Internet and e-commerce. In the end, telecommunications is not a ‘quick fix” solution for rural
development, and the desired improvements will be limited to a fraction of rural places.
Ranaweera et al. (2003) in their research article adopt a holistic approach that examines the
combined effects of satisfaction, trust and switching barriers on customer retention in a
continuous purchasing setting. They argue that such an approach helps uncover hitherto
neglected effects on retention and, in the process, unveils more cost effective ways of retaining
customers. Drawing on this framework develops several hypotheses regarding the main and
interaction effects of customer satisfaction, trust and switching barriers on retention. Tests these

hypotheses on data from a large-scale mail survey of fixed line telephone users in the UK,
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finding that both customer satisfaction and trust have strong positive effects on customer
retention. Contrary to some assertions in the literature, however, finds that the effect of trust on
retention is weaker than that of satisfaction. Nevertheless, the interaction between trust and
satisfaction also has a significant effect on retention, indicating that building both customer
satisfaction and trust is a superior strategy to a focus on satisfaction alone. Qualitative evidence
from the survey offers further support for this finding. Even a “satisfying” service recovery
process might be inadequate to prevent loss of trust, with significant implications for future
consumer behaviour. Finally, the results show that switching barriers have both a significant
positive effect on customer retention as well as a moderating effect on the relationship between
satisfaction and retention. While service providers may be able to retain even dissatisfied
customers who perceive high switching barriers, argues that ideally, firms should aim at a
combined strategy that makes switching barriers act as a complement to satisfaction. Aoki et al.
(2003) explained that the cell phones are a pervasive new communication technology, especially
among college students. This paper examines college students’ cell phone usage from a
behavioral and psychological perspective. Utilizing both qualitative (focus groups) and
quantitative (survey) approaches, the study suggests these individuals use the devices for a
variety of purposes: to help them feel safe, for financial benefits, to manage time efficiently, to
keep in touch with friends and family members, et al. The degree to which the individuals are
dependent on the cell phones and what they view as the negatives of their utilization are also
examined. The findings suggest people have various feelings and attitudes toward cell phone
usage. This study serves as a foundation on which future studies will be built. Massoud et al.
(2003) in their research article explained that mobile phones, mobile internet access and mobile
commerce are growing much faster than their fixed counterparts. A projected number of hand-
held (mobile) devices will exceed the number of stationary terminals in the world in the next few
years. Nevertheless, people are unlikely to buy things using a mobile phone if there is no
immediate benefit; they are likely to wait until they get to a PC, with better interface. However,
successful e-commerce and solutions do not simply translate into successful mobile solutions by
adding a mobile interface. Those m-commerce applications that generate significant revenue will
be those specifically developed around the mobile experience; those that understand how the
customer interacts with their device, the type of things the customer wants to buy and when they
want to buy them. This paper attempts to describe the fast-growing trend for tools to access the
internet that will be more popular in the future than the predominant use of personal computers at
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the present time. A survey was conducted to understand consumer attitudes toward mobile
communication and factors that would contribute to adaptation and success of this emerging
technology. The outcome of this study could provide a productive strategy for managerial
decision-making in this emerging wireless environment. Kim et al. (2004) mentioned that the
Korean mobile telecommunication services industry is entering a new transition period. This has
been brought about by the market for mobile telecommunications reaching maturity, the
launching of the IMT-2000 service and the scheduled introduction of mobile number portability.
In response, the industry is shifting its strategic focus away from attracting new customers,
towards retaining existing customers through the promotion of customer loyalty. This paper
investigates how customer satisfaction and the switching barrier influence customer loyalty. The
adjustment effect of the switching barrier on customer satisfaction and customer loyalty is also
analysed. From the literature reviews these are the hypotheses have been developed.

e Rural & urban consumers’ experience of network quality has a significant impact on
brand loyalty.

e Tariff charged for calls for rural & urban consumers’ have a significant impact on brand
loyalty.

e Promotional offers for rural & urban consumers’ have a significant effect on brand
loyalty.

e The company’s CRM strategy for rural & urban consumers’ has a significant effect on
brand loyalty.

e Rural & urban consumers’ perception regarding brand image has a significant effect on
brand loyalty.

e Rural & urban consumers’ experience with internet service has a significant impact on

brand loyalty.

Objective of the Study:

e To compare between rural and urban consumers attitude towards brand loyalty strategies

of various mobile service providers of West Bengal.
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Research Methodology:

Descriptive Research has been used to conduct the study and the type of research design is
Cross-sectional. The primary data has been collected for the study through a pre-tested
questionnaire whereas all the secondary data has been collected from doctoral theses, magazines,
research articles, credible sources etc. In this study researcher has collected the samples from
both the urban & rural areas of West Bengal. The area chosen for the study is urban West
Bengal, which comprises most prominent urban areas namely Durgapur, Malda, Jalpaiguri,
Kolkata and Midnapore. Another five subdivisions has been selected in the context of rural
prominence namely Rampurhat, Islampur, Tufangunj, Tehatta and Egra. The data for present
study is collected from 180 consumers via structured questionnaires distributed among the
consumers of rural and urban areas of West Bengal. From these areas the consumers are
collecting information for purchasing mobile services are identified through literature. To rate
the questions researcher has used 5 point Likert scale in questionnaire. In the questionnaire,
respondents are requested to indicate, on five-point Likert scale, ranging from “highly important”
to “highly unimportant”, a statement explaining the degree of their perceived importance of a
factor. For overall data analysis the researcher has used SPSS 21. Convenience sampling method
has been used to collect various perceptions of subscribers of different mobile service providers

in West Bengal. Multiple regression method has been used to conduct the study.
Data Analysis & Interpretations:

Reliability & Validity Testing:

Reliability Statistics of Rural Consumers

Cronbach's Alpha N of Items

.859

The reliability analysis on reasons for shifting data has got the Cronbach’s Alpha result of .859.
From the table, we’ve depicted that this Cronbach’s Alpha result acceptable & accordingly the

researcher have conducted the further analysis.
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Reliability Statistics of Urban Consumers

Cronbach's Alpha N of Items

.885 6

The reliability analysis on reasons for shifting data has got the Cronbach’s Alpha result of .885.
From the table, we’ve depicted that this Cronbach’s Alpha result acceptable & accordingly the

researcher have conducted the further analysis.

Cronbach’s alpha has been used to measure internal consistency of questionnaires and found to
be strong and reliable. The reliability score for questionnaire is 0.859 for rural consumers and
0.885 for urban consumers. Though the value is well above, 0.70 so from the above table,
researcher can conclude that the Cronbach’s Alpha result is acceptable & accordingly the

researcher can proceed the further analysis.

In order to be certain about the research instrument as well as the data collected, validity is
checked. For this study, face validity, content validity, discriminant and convergent validity were
checked for confirmation of the instrument. In face validity researchers determine whether or not
their instrument is valid enough to measure what is intended to measure and this is done by
taking the validity of the instrument at face value. In order to validate the instrument,
academicians, professionals and potential respondents were shown the questionnaire to
thoroughly review and analyze the content. Content that was unfit and may have caused issues in
the future was deleted or modified. In content validity the content of the questionnaire was
thoroughly checked and matched with the theoretical framework. Three questions were deleted
after analyzing the content so as to make sure that the instrument is valid. So, here both face &
content validity has been checked. The construct validity contains convergent & discriminant
validity. Here between the various variables of the factors is having the strong co-relation
coefficient & most of the co-relation coefficients values are in higher ranges. So, here it proves
that the convergent validity exists. Though there are high co-relation coefficients between the
variables of a particular factor, there are very weak correlation also exists between the one
factor’s variable to another factor’s variable. Here it also proves that the discriminant validity

exists.
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Multiple Regression Analysis:

In the tables below multiple regression analysis for rural & urban consumer’s purchase decision

in West Bengal has been recorded and the responses from both the rural and urban consumers

have been analyzed.

Urban Consumers of West Bengal

Model Summary®

Model R R Square | Adjusted R Square | Std. Error of the Durbin-Watson
Estimate
1 .755° 570 596 1.5632 1.917
a. Predictors: (Constant), network quality, tariff charged for calls, promotional offers, CRM
strategy, brand image, internet service
b. Dependent Variable: brand loyalty
ANOVA?

Model Sum of Squares df Mean Square F Sig.

Regression 58.710 6 9.785 4.167 .001°
1 Residual 406.268 173 2.348

Total 464.978 179

a. Dependent Variable: brand loyalty
b. Predictors: (Constant), network quality, tariff charged for calls, promotional offers, CRM strategy,
brand image, internet service

Coefficients?

Model Unstandardized | Standardized t Sig. Collinearity
Coefficients Coefficients Statistics
B Std. Beta Tolerance | VIF
Error
(Constant) 2.256 .685 3.293 .000
CRM strategy .051 154 .041 331 .001 .333( 1.000
Network quality .397 .158 .306 2.517 .013 341 933
Promotional offers .008 147 .006 .055 .006 .376| 1.658
Tariff charged for calls 145 132 120 1.100 .000 422 1.368
Brand image .072 .085 .086 .843 .000 481 1.080
Internet service 242 .091 .266 2.662 .008 505 979

a. Dependent Variable: brand loyalty
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Urban consumers’ attitude towards various brand loyalty strategies namely network quality,
tariff charged for calls, promotional offers, CRM strategy, brand image and internet service are
most influential strategies of various mobile service providers. These strategies try to keep the
urban consumers’ loyalty to various brands. To test the multiple regression, at first, the
researcher have found out 0.755 is the Correlation coefficient (R) for Model 1, it emphasizes an
amount of correlation between the independent variables and dependent variable (brand loyalty).
The R square value explains the 0.570 or 57% which is quite significant. The Durbin-Watson is
mainly explaining that there is no auto-correlation though the value is quite close to 2.

The ANOVA table shows that the F value is 4.167 with degree of freedom 6 and here the
significance value is .001 which is less than .05 and it means it is quite acceptable.
Multi-collinearity has been checked through Variance Inflation Factor (VIF) which needs to be
less than 3 for acceptability range. Here all VIF values are in acceptable range in & it concludes
that the variables are free from multi-collinearity.

From the coefficient table the researcher has found that network quality is having highest un-
standardized B value of .397 as well as t value is also high. So it is the most influencing factor on
urban consumer’s brand loyalty. After that the second highest will be internet services with the B
value of .242. Tariff charged for calls, Brand image, CRM strategy and promotional offers are
following after that.

It is interpreted from the result that urban consumers are not so price sensitive but they are highly
quality conscious and that is why network quality & internet services are the most important
factor compare to tariff charge. Then it has been found out from the study that brand image is
also very much important to keep the customers loyal to a particular brand. It is also found out
from the strategies that customer relationship management is also one of the important strategies
to keep the consumers loyal to a particular brand, whereas promotional offers does not affect
much to the urbanites. It has been also found out that all the factors are quite significant in 1% &
5% significance level.

So, here the multiple regression equation can be expressed as,

Urban Consumers Brand Loyalty = 2.256 + (.051) X; + (.397) X; + (.008) X3 + (.145) X+
(.072) X5 + (.242) X,
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[CRM strategy = X;, Network quality = X,, Promotional offers = X3, Tariff charged for calls =

X4, Brand image = Xs, Internet service = Xg]

Rural Consumers of West Bengal

Model Summary®

Model R R Square Adjusted R Std. Error of the | Durbin-Watson
Square Estimate

1 .803° .644 677 .903 1.772
a. Predictors: (Constant), network quality, tariff charged for calls, promotional offers, CRM
strategy, brand image, internet service

b. Dependent Variable: brand loyalty

ANOVA?
Model Sum of Squares df Mean Square F Sig.
Regression 137.979 6 22.997 28.221 .000"
1 Residual 140.971 173 815
Total 278.950 179
a. Dependent Variable: brand loyalty
b. Predictors: (Constant), network quality, tariff charged for calls, promotional offers, CRM
strategy, brand image, internet service
Coefficients®
Model Unstandardized | Standardize t Sig. Collinearity
Coefficients d Statistics
Coefficients
B Std. Beta Tolerance | VIF
Error

(Constant) 1.851 435 4.253 .000

CRM strategy 047 .052 .057 .909 .005 .739| 1.354
Internet service .093 .055 109  1.695 .002 704 1.421
Brand image .004 .059 .004 .060 .063 .733| 1.364
Promotional offers .061 .059 065 1.036 .001 742 1.348
Tariff charged for calls 350 074 416| 4.749 .000 .380| 1.633
Network quality .338 .085 340  3.960 .000 397 1.518

a. Dependent Variable: brand loyalty
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Rural consumers’ attitude towards various brand loyalty strategies namely network quality, tariff
charged for calls, promotional offers, CRM strategy, brand image and internet service are most
influential strategies of various mobile service providers. These strategies try to keep the rural
consumers’ loyalty to various brands. To test the multiple regression, at first, the researcher have
found out 0.803 is the Correlation coefficient (R) for Model 1, it emphasizes an amount of
correlation between the independent variables and dependent variable (brand loyalty). The R
square value explains the 0.644 or 64.4% which is quite significant. The Durbin-Watson is
mainly explaining that there is no auto-correlation though the value is quite close to 2.

The ANOVA table shows that the F value is 28.221 with degree of freedom 6 and here the
significance value is .001 which is less than .05 and it means it is quite acceptable.
Multi-collinearity has been checked through Variance Inflation Factor (VIF) which needs to be
less than 3 for acceptability range. Here all VIF values are in acceptable range in & it concludes
that the variables are free from multi-collinearity.

From the coefficient table the researcher has found that tariff charged for calls is having highest
un-standardized B value of .350 as well as t value is also high. So it is the most influencing
factor on rural consumer’s brand loyalty. After that the second highest will be network quality
with the B value of .338. Internet services, Promotional offers, CRM strategy and Brand image
are following after that.

It is interpreted from the result that rural consumers are price sensitive as well as they are quality
conscious and that is why network quality & internet services are the important factors after
tariff charge. Then it has been found out from the study that promotional offers are very much
important to keep the rural customers loyal to a particular brand. It is also found out from the
strategies that customer relationship management is also one of the important strategies to keep
the consumers loyal to a particular brand, whereas brand image does not affect much to the
ruralites. It has been also found out that all the factors are quite significant in 1% & 5%
significance level except brand image.

So, here the multiple regression equation can be expressed as,

Rural Consumers Brand Loyalty = 1.851 + (.047) X; + (.093) X; + (.004) X3 + (.061) X+
(.350) X5 + (.338) X,
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[CRM strategy = X3, Internet service = X, Brand image = X3, Promotional offers = X4, Tariff

charged for calls = Xz, Network quality = Xg]

Findings:

The result reveals that rural consumers are somewhat price sensitive as well as quality conscious
that is why price & service quality is are the two most important factors whereas urban
consumers are not so price sensitive but they are quality conscious and that is why network
quality & internet services are the most important factor compare to price. It can be concluded
that rural consumers want good service in cheaper prices whereas urban consumers are ready to
pay good prices for good services. Then it has been found out from the study that promotional
offers are having a strong influence on rural consumers whereas in case of urban people
promotional offers are having a lesser influence on them but both are significant at 5%
significance level. The company’s CRM strategies are having an influence on rural consumers as
well as urban consumers. Then it has been found out from the study that Brand image is
influencing the urban people because the urbanites are much conscious about image of the
companies, whereas brand image does not affect rural people at all. In both the cases availability
does not affect much. It has been also found out that for both the cases all the factors which are
influencing are quite significant in 1% & 5% significance level except brand image on rural
consumers. So it can be concluded that brand image is not having a significant effect on brand

loyalty for rural consumers whereas for urban consumers it is having a significant effect.

Factors Null Hypothesis Rural Urban
Rural & urban consumers’ experience of network | Rejected | Rejected
Network quality | quality is not having a significant impact on brand
loyalty.
Tariff charged Tariff charged for calls for rural & urban consumers’ | Rejected | Rejected
for calls is not having a significant impact on brand loyalty.
Promotional Promotional offers for rural & urban consumers’ are | Rejected | Rejected
offers not having a significant effect on brand loyalty.
The company’s CRM strategy for rural & urban | Rejected | Rejected
CRM strategy consumers’ 1s not having a significant effect on
brand loyalty.
Brand image Rural & wurban consumers’ perception regarding | Accepted | Rejected
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brand image is not having a significant effect on
brand loyalty.

Rural & urban consumers’ experience with internet | Rejected | Rejected
Internet service | service is not having a significant impact on brand
loyalty.

Conclusion:

The Indian telecom sector has grown enormously in last few years. The number of players as
well as the level of competition is continuously increasing. The regulators are frequently coming
up with new regulations and policies. Hence, now it has become necessary to understand the
expectations of customers and provide the best of the services to them. This is not important for
attracting new customers but also helps in retaining them. The players are required to understand
the customer retention strategies for Indian mobile telecommunication sector. The mobile
telecommunication industry being a service oriented industry has to sustain on the quality of
customer service. The survival and growth of a mobile service provider not only depend upon its
ability to provide qualitative services to its customers on a sustained basis, but in building a long-
term mutually beneficial and trust-worthy relationship with its customers. The operational and
service aspects of the mobile telecommunication service providers have witnessed significant
changing owing to the innovations of science and technology and computer revolution. Today
the mobile telecommunication industry is facing a dramatically aggressive competition in a new
deregulated environment. Competition will undoubtedly continue to be a more significant factor.
The winds of economic transformation are blowing across the globe. Therefore, it becomes
necessary for every telecom operator to analyze the fundamental redefinition of its business and

its relationship with its customers in terms of customer retention.
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