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ABSTRACT 
Net Neutrality, stain of 2G spectrum and the waves of 3G & 4G have rattled the Telecom Industry and there is a lot more brewing. The post liberalization period 

witnesses the unprecedented growth in telecom industry and a significant rise in tele-density in India due to the wide spread of cellular network and internet 

technology. The development of rural area is possible through telecom sector as the growth of telecom and development of infrastructure are directly related. The 

affordability of telecom service leads to increase in tele-density in rural areas. As telecom industry is competitive, it becomes imperative for wireless telecom service 

providers to offer quality services to customers and develop long term relationship. The primary objectives of this research study are to study the rural consumer 

satisfaction and to understand their perception towards telecom service. The researchers have collected necessary data from 106 rural consumers availing wireless 

telecom services through questionnaire for which a convenient sampling method was used. Moreover, the present status of tele-density in rural area is documented 

with the help of secondary data. Multiple Regression Analysis and descriptive statistics such as mean score and standard deviation have been used as statistical 

tools. The findings indicate that customer care service and value added service have the significant impact on customer satisfaction towards telecom services in 

rural areas. In addition to this, the result shows that majority of respondents are Idea subscribers in rural areas and 35% of rural consumers are highly satisfied 

while 44% of respondents agreed that call and SMS plans are consumer friendly.  

 

KEYWORDS 
telecom, tele-density, customer satisfaction, cellular network. 

 

1. INTRODUCTION 

he phenomenal growth of telecom industry can lead to the accomplishment of objective of a nation such as Digital India, Infrastructure development and 

improvement in rural lifestyle etc. The ultimate reason is that the industry is greatly influenced by wide spread of cellular network and internet technology. 

The tele-density is on rising due to Government’s telecom policies and regulatory framework of TRAI. Similarly, the emergence of wireless telecom service 

and liberalization has brought significant revolution in the industry. Actually, the growth of telecom industry largely relies on the development of necessary infra-

structure consequently the rapid growth of a developing country. In India, telecom industry is facing competition because of the existence of number of private 

cellular companies and their basic and value added services (VAS).  

 

TABLE 1: WIRELESS MARKET SHARE (Total Subscribers in India) 

Wireless Telecom Operator Market Share (%) 

Bharti Airtel 23 

Vodafone 18 

Idea 15 

Reliance 12 

BSNL 10 

Aircel 8 

Tata 7 

Telewings 4 

Sistema  1 

Other 2 

Source: A Brief Report on Telecom Sector in India – January 2015 

The above table clearly depicts wireless market share in terms of total subscribers in India. As shown above, Bharti Airtel has a larger market share (23%) followed 

by Vodafone (18%). The market shares held by Idea, Reliance, BSNL and Aircel are 15%, 12%, 10% & 8% respectively. Moreover, the shares of urban subscribers 

and rural subscribers at the end of October 2014 were 59.27% and 40.73% respectively. And the wireless subscription in urban area increased from 547.70 million 

at the end of September 2014 to 548.78 million at the end of October 2014. The wireless subscription in rural areas increased from 382.50 million to 386.57 million 

during the same period. The monthly growth rates of urban and rural wireless subscription were 0.20% and 1.06% respectively. According to a report of Telecom 

Regulatory Authority of India (TRAI), the total, urban and rural teledensity as of March 31, 2014 were 75.2%, 145.8% and 44% respectively which shows the 

significant growth over the last 15 years. ‘Today, the Indian telecom industry suffers from major problems of customer attrition in the name of “number portability” 

because of multiple service providers or close substitutes with zero or less switching cost. (Naidu & Ponduri, 2015)  

 

TABLE 2: COMPOSITION OF TELEPHONE SUBSCRIPTION IN INDIA 

Market and type of subscription % of Subscription 

Urban Wireless 57 

Rural Wireless 40 

Urban Wireline 2 

Rural Wireline  1 

Source: A brief report on Telecom Sector in India, January 2015 

Above statistics give the correct picture of total % of subscription in both urban and rural market. Total share of wireless subscription in urban and rural areas are 

57% and 40% respectively. While total share of wireline subscription are reported 2% and 1%.  

 

T 
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TABLE 3: MARKET SHARE OF THE SERVICE PROVIDERS IN TOTAL RURAL SUBSCRIBER 

(base Q.E. June 15) 

Service Provider No. of Total Subscribers 

(in millions) 

No. of Rural Subscribers 

(in millions) 

Percentage of Rural 

Subscribers % 

Market Share of Ru-

ral Subscribers % 

Bharti 234.11 110.25 47.09 26.08 

Vodafone 185.47 99.26 53.52 23.48 

IDEA 162.08 92.73 57.21 21.94 

BSNL 93.29 30.75 32.96 7.27 

Aircel 83.05 29.13 35.07 6.89 

Reliance Com. 111.08 27.86 25.08 6.59 

Tata 63.26 15.85 25.06 3.75 

Telewings 48.13 14.91 30.97 3.53 

Sistema 8.75 1.89 21.54 0.45 

Quadrant 3.04 0.13 4.16 0.03 

Videocon 7.61 - - - 

MTNL 7.08 - - - 

Total 1006.96 422.75 41.98 100 

Source: The Indian Telecom Services Performance Indicators April-June 2015, 23rd November, 2015 (Telecom Regulatory Authority of India) 

As on 30th June 2015, there were total 1006.9 million subscribers, out of which 422.5 million were rural subscribers. Moreover, there were 980.81 million wireless 

subscribers out of which 471.85 million were rural subscribers and rural density was 48.10. Total internet subscribers were 319.42 million out of which 114.44 

million are rural Internet subscribers and rural internet density was 13.17. 

 

2. LITERATURE REVIEW 
(Sharma, 2014), investigated variety of factors which influence customer satisfaction. The findings showed that customers are more satisfied with quality of service 

network coverage, quality of SMS and mobile internet. The results also indicate the significant relationship between customer satisfaction and the age, occupation 

and education level of customers, but no significant relation was reported between customer satisfaction and the monthly income. Similarly, (Yadav & Dabhade, 

2013), attempted to know the impact of service quality on customer satisfaction among mobile users by using SERQUAL model. They found that customers remain 

content with the availability of VAS (value added service) and good network coverage and suggested that service providers are required to carry out marketing 

research to know the customer satisfaction. (Umair, Saeed, Arshad, Haider, & Ahmad, 2013), used structural model to analyse the relationship between customer 

loyalty and service quality, customer satisfaction, brand image, product value. The results reveal that customer loyalty has a direct and positive relationship with 

customer satisfaction, quality and value and no significant relationship was found with perceived brand image. (Ratnesh & Kansal, 2013), found that customer 

satisfaction with caller tune services of mobile service providers is not significantly related to the occupation of consumers, whereas significant relationship was 

resulted between customer satisfaction with call rates of mobile service providers and income of consumers and between that of with availability of customer 

stores and age of consumers. In their research, they recommended customised VAS, convenience, network coverage and call tariff. (Dineshkumar & Moorthy), 

conducted a research aimed to know the satisfaction level of customers with service provided by Airtel prepaid and determine their preference. (Naidu & Ponduri, 

2015) attempted to study Customer Relationship Management practices followed by the major public (BSNL) and private (Airtel) sector telecom service providers 

in India and concluded that BSNL has improved a lot in its performance and quality of service after the emergence of private players in terms of uninterrupted 

services, customer satisfaction, retention and providing customized products. 

 

3. IMPORTANCE OF STUDY 
Now, the telecom industry has become the most competitive and so, it is an alarm for the service providers to revamp their marketing strategy to offer customers 

satisfaction and to capture the larger market share. Telecom services providers are required to concentrate more on rural areas as majority of customers reside 

there. This study offers an insight on rural consumers’ perceptions and satisfaction towards telecom service. 

 

4. STATEMENT OF PROBLEM 
There is a lot more brewing in Telecom Industry. Broadly speaking, net neutrality, black stain of 2G spectrum and waves of 3G and 4G have rattled the entire 

telecom industry and therefore the Government and TRAI have raised the eyebrow over the phenomenal growth in the industry. Today, telecom industry has 

gained the status of most competitive in nature with the existence of public and private players and the access of telecom (wireless) service in rural area is no 

longer any dream because of its affordability and availability which has resulted into rise in teledensity in rural area. However, yet lower rural tele-density has 

been reported as compared to urban area. Through this study, the researchers are striving to give an account on rural teledensity and rural consumer satisfaction 

and their perceptions towards telecom service especially wireless.  

 

5. RESEARCH OBJECTIVES 
5.1. To study the impact of Value Added Service, Customer Care Service and Commercial aspects of telecom service on Customer Satisfaction 

5.2. To understand rural consumer’s perception towards telecom service 

5.3. To analyze the present trend of wireless subscription and tele-density in rural area 

 

6. RESEARCH HYPOTHESES 
6.1. Ho1: There is no significant impact of Commercial Aspects on Customer Satisfaction towards telecom service in rural areas. 

6.2. Ho2: There is no significant impact of VAS on Customer Satisfaction towards telecom service in rural areas. 

6.3. Ho3: There is no significant impact of Customer Care Service on Customer Satisfaction towards telecom service in rural areas. 

 

7. RESEARCH METHODOLOGY 
To successfully realize the aforementioned objectives, following research methodology was used by the researcher. All rural consumers availing wireless telecom 

service of Kheda district were considered as the universe of the study. The researchers have collected relevant data from 106 rural consumers availing telecom 

service. A convenient sampling method was adopted to collect the data. A structured questionnaire with 5 points rating Likert Scale was used to collect the primary 

data. The researchers have distributed 130 questionnaires, out of which 117 were received back and 11 questionnaires were found to be incomplete. Hence, 106 

questionnaires were fit for the research. Multiple Regression Analysis and Descriptive Statistic such as Mean and S.D were used as statistical tools. To furnish more 

information on tele-density in rural area and related research done in the similar area, the researchers reviewed some secondary sources like books, magazines, 

journals and other published information. 
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8. RESULTS & DISCUSSION 
TABLE 4: TYPE OF MOBILE USER 

Type of Mobile No. of User  

Simple 22 (20.75) 

Smart Phone 84 (79.25) 

Total 106 (100) 

The Table 4 shows that 20.75% of respondents have simple mobile phone while majority of respondents (79.25%) possess smart phone. This statistic makes it 

clear that affordability and popularly of smart phone in rural areas 

 

TABLE 5: TELECOM OPERATOR WISE CLASSIFICATION 

Name of Telecom Operator No. of User 

Idea  47 (44.34) 

Airtel  20 (18.87) 

Vodafone 18 (16.98) 

Telenor (Uninor) 13 (12.26) 

BSNL 4 (3.77) 

Tata Docomo 3 (2.83) 

Reliance 1 (0.94) 

Total 106 (100) 

The table 5 portrays the clear picture of telecom operators whose services are availed by rural consumers. The maximum number of respondents (44.34%) have 

been availing the service of Idea followed Airtel (18.87%), Vodafone (16.98) and Telenor (12.26%).  

 

TABLE 6: TYPE OF ACCOUNT 

Type of Account No. of User 

Post paid 4 (3.77) 

Pre paid 102 (96.23) 

Total 106 (100) 

As shown in the table 6, 96.23% of rural consumers have prepaid account whereas only 3.77% of rural consumers have post-paid account.   

 

TABLE 7: FREQUENCY OF LOSS OF SERVICE 

Frequency of loss of service No. of User 

Never  10 (9.43) 

Once  10 (9.43) 

Rarely  14 (13.21) 

Often 7 (6.60) 

Sometimes 65 (61.32) 

Total 106 (100) 

The above statistics make it clear that 9.43% of respondents have reported the ‘Never’ loss of service, 9.43 % of respondents shared ‘Once’ loss of service, 13.21% 

of respondents have reported ‘Rarely’ loss of service, 6.60% of respondents experienced ‘Often’ loss of experience while majority of respondents (65%) have 

opined ‘Sometimes’ loss of service. 

TABLE 8: USE OF INTERNET THROUGH MOBILE 

Internet user in Mobile No. of user 

User  91 (85.85) 

Non- user  15 (14.15) 

Total 106 (100) 

The above table gives an account of the access of internet facility through mobile. As per the given data, 85.85% of respondents have access of internet through 

their mobile whereas only 14.15% do not avail internet facility in their mobile. Moreover, Appendix II offers the bird view of rural consumers’ perception toward 

telecom services, 35% of respondents are highly satisfied whereas 33% are just satisfied. Moreover, Majority of respondents (55%) opined that they enjoy availing 

service and 35% agreed that they will not switch over to other operators. Similarly, 39% of rural respondents strongly believed that staffs are courteous, polite 

and well behaved, 34% of respondents agreed that there is availability of customer care offices. In the similar line, 43% of respondents agreed that technical 

support and problem assistant are taken care of. Surprisingly, 55% of rural consumers strongly agreed for 24 x 7 hours’ customer care service.  

 

TABLE 9: DESCRIPTIVE STATISTICS AND RELIABILITY TEST 

Variables No. of Items Mean  S.D. Cronbach's Alpha 

Commercial Aspects 05 3.0981 0.69625 0.584* 

VAS (Value Added Service) 11 3.6973 0.44105 0.622 

Customer Care Service 06 3.7484 0.61946 0.657 

Customer Satisfaction 04 3.8113 0.74866 0.700 

The reliability and internal consistency of the items representing each construct were evaluated using Cronbach’s alpha. The reliability statistics for independent 

and dependent variables given in the table 9 show that the values of variables range between 0.584 and 0.700. There is a general consensus among the researchers 

that the acceptable alpha limit could be as low as 0.600 or 0.500* for scales consisting of a small number of items (Carmines & Zeller, 1979; Cronbach & Meehl, 

1955; Pedhazur & Schmelkin, 1991). Hence, the reliability and internal consistency values of the measures are accepted. 

8.1. MULTIPLE REGRESSION ANALYSIS & HYPOTHESES TESTING 

 

TABLE 10: REGRESSION MODEL SUMMARY 

Model R R Square Adjusted R Square Std. Error of the Estimate 

1 .504a .254 .232 .65601 

a. Predictors: (Constant), Customer Care Service, Commercial Aspects, VAS

The above tables indicate that independent variables have an impact on rural customer satisfactions towards telecom service since the value of R is 0.504 and 

25.4% variance is explained by independent variables in dependent variable.  
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TABLE 11: ANOVA 

Model Sum of Squares Df Mean Square F Sig. 

1 Regression 14.956 3 4.985 11.584 .000b 

Residual 43.896 102 .430   

Total 58.851 105    

a. Dependent Variable: Customer Satisfaction 

b. Predictors: (Constant), Customer Care Service, VAS, Commercial Aspects

The ANOVA table shows that overall model is significant as the p sig. value (0.000) is less than 0.05. So, the model is statistically significant and fit. 

 

TABLE 12: REGRESSION COEFFICIENTS 

Coefficientsa 

Model 

Unstandardized Coefficients Standardized Coefficients 

T Sig. B Std. Error Beta 

1 (Constant) .411 .594  .692 .491 

Commercial Aspects .100 .094 .093 1.067 .289 

VAS .582 .166 .343 3.496 .001 

Customer Care Service .250 .120 .207 2.077 .040 

a. Dependent Variable: Customer Satisfaction 

The Regression Coefficients table depicts that the commercial aspects of telecom service has an insignificant impact on customer satisfaction. So, the Ho1 is 

accepted. The rest of the variables namely VAS and CCS have the significant impact on customer satisfaction as p sig. value is less than level of significant 0.05. 

And, therefore, Ho2 and Ho3 are rejected. Among all variables, VAS is the major variable contributing highly with standardized coefficient β=0.343. While CCS is 

the second variable contributing moderately with standardised coefficient β= 0.207.  

 

9. FINDINGS, RECOMMENDATIONS & MANAGERIAL IMPLICATION 
Looking at present trend in telecom sector, all telecom companies are required to formulate such benefit offering strategies as can retain the customers for long 

time and be capable of fetching more number of new customers. Similarly, telecom service providers should adopt customer oriented approach instead of product 

oriented. To a larger extent, consumer friendly approach in service sector especially telecom adds value to the customer satisfaction. Most importantly, rural 

consumers often complain about the loss of connectivity or service which may negatively influence their perceptions and satisfaction. To capture larger market 

share, service providers need to develop necessary infrastructure suited to wireless telecom service and make available customer care offices at particular desti-

nation in rural areas. Besides, receipt of junk stuff such as unwanted SMS and unsolicited call develop feeling of irritation among the consumers which in turn 

switching to other service providers. It is also recommended that telecom service providers should think of such variety of promotion offers as can satisfy the 

diversified needs of rural consumers. Today, highest attrition rate is observed in telecom industry and therefore, service providers should revamp the marketing 

strategy which is aggressive in nature and more attention should be paid on quality of service. To wisely deal with rural consumers and to persuade them, staffs 

should be well trained, courteous, polite and well mannered.  

 

10. CONCLUSION  

In a nutshell, tele-density of wireless telecom subscription in rural areas is yet lesser than that of in urban areas. And factors like customer care services, fair 

charges of SMS and call, non-receipt of spam SMS and unsolicited calls, courteous and polite staff contribute significantly to customer satisfaction.  

 

11. LIMITATIONS OF STUDY 
The study is confined to only few selected rural areas of Kheda district and therefore, the result cannot be generalized. Moreover, the research involves small 

sample size. Hence, the same study can be conducted with large sample size and in the context of other rural areas.  

 

12. SCOPE FOR FURTHER RESEARCH 
Similar study can also be carried out in rural areas by taking other services such as healthcare, education, insurance, banking etc. 
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APPENDIX I - PROFILE OF RESPONDENTS 
 

No Demographic Details of Respondents Number and % of Respondents 

1 Gender Male 59 (55.66) 

  Female 47 (44.34) 

2  Age Group 18-24 91 (85.85) 

   25-30 3 (2.83) 

  31-40 6 (5.66) 

  41-50 5 (4.72) 

  Above 50 1 (0.94) 

3 Education SSC 4 (3.77) 

  HSC 60 (56.60) 

  Graduation 13 (12.26) 

  Under Graduation 27 (25.47) 

  Post Graduation 2 (1.89) 

4 Occupation  Student 87 (82.08) 

  Housewife 2 (1.89) 

  Self-employed 3 (2.83) 

  Businessman 7 (6.60) 

  Service 7 (6.60) 

5 Monthly Family Income Less than Rs.5000 7 (6.60) 

  Rs. 5000-10000 50 (47.17) 

  Rs.11000-20000 25 (23.58) 

  Above Rs. 20000 24 (22.64) 

Source: Primary Data compiled by the authors 

 

APPENDIX II - TOTAL SCORE AND PERCENT SCORE ON VARIABLES 
 

 Variables   Strongly Agree Agree Neither Agree Nor Disagree Disagree Strongly Disagree 

Commercial Aspects      

Fair SMS Charges 14(13.208) 26(24.5) 26(24.5) 22(20.76) 18(16.98) 

Fair Call Charges 19 (17.92) 42(39.62) 13(12.26) 20(18.87) 12(11.32) 

Correctly charged video call 5 (4.7) 13(12) 66(62) 17(16) 5(4.7) 

No hidden charges are imposed 10 (9.4) 25(24) 45(42) 11(10) 15(14) 

Tariff Charged as per the advertisement  14 (13) 25(24) 40(38) 21(20) 6(5.7) 

VAS (Value Added Service)      

Better Voice quality 44(41.5) 42(39.6) 18(17) 2(1.89) 0(0) 

Barrier free voice call & video call 10(9.4) 32(30) 44(42) 14(13) 6(5.7) 

Ability to check balance 67(63.2) 31(29.2) 4(3.7) 3(2.83) 1(0.94) 

Quick and Easy Recharge 74(69.8) 27(25.5) 3(2.83) 2(1.89) 0(0) 

Consumer Friendly call & SMS Plan 32(30) 47(44) 20(19) 6(5.7) 1(0.94) 

Variation in Internet Schemes 34(32.1) 27(25.5) 26(24.5) 14(13.2) 5(4.72) 

Good Speed of Internet 30(28) 25(24) 26(24.5) 19(18) 6(5.7) 

Wide network coverage & connectivity  28(26) 35(33) 23(22) 17(16) 3(2.8) 

 Varity of promotional offers 24(23) 38(36) 30(28) 10(9.4) 4(3.8) 

No Receipt of Spam SMS 8(7.5) 18(17) 38(36) 18(17) 24(23) 

No Receipt of unsolicited Call 10(9.4) 13(12) 43(41) 17(16) 23(22) 

Customer Care Service      

24 x 7 hours Customer Care Service 58(55) 30(28) 12(11) 4(3.8) 2(1.9) 

Courteous, polite & well behaved staff 38(36) 41(39) 23(22) 1(0.9) 3(2.8) 

Timely complaint handling 20(19) 46(43) 29(27) 7(6.6) 4(3.8) 

Technical Support & Problem Assistant 11(10) 46(43) 37(35) 10(9.4) 2(1.9) 

Minimum Waiting Period 23(22) 35(33) 38(36) 9(8.5) 1(0.9) 

Availability of Customer Care Offices 22(21) 36(34) 18(17) 13(12) 17(16) 

Customer Satisfaction      

I enjoy availing the service 27(25) 58(55) 12(11) 5(4.7) 4(3.8) 

I will not switch over to other operator 30(28) 37(35) 25(24) 9(8.5) 5(4.7) 

I will recommend it to other 24(23) 40(38) 27(25) 12(11) 3(2.8) 

Overall, I am satisfied with the service 37(35) 35(33) 24(23) 8(7.5) 2(1.9) 

Source: Primary, complied by the authors 
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