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Abstract: - By the end of 2012-13, the cellular industry 
had experienced ups and downs, with an upward surge; a 
rapid progress in policy and technological development 
was witnessed, resulting in an increasingly intense 
competition; on the other hand in year 2012-13 telecom 
industry has faced downfall in terms of number of 
subscribers, which was result of a government decision 
of removing all the cellular numbers from the 
subscribers list which were inactive. Despite of the fact 
that the Indian telecom industry is one of the fastest-
growing industries of the world, the current teledensity 
or telecom penetration is extremely low in comparison 
to the global standards. India’s teledensity of 73.32 in 
Financial Year 2013 can be further increased by putting 
efforts in this area. Further, the urban teledensity is over 
146.96, while rural teledensity is less than 41.02, and by 
watching the statistics of past years it can be assumed 
very easily that this gap is increasing. This gives the 
Cellular companies an opportunity to tap the immense 
potential of market by adopting innovative, unique & 
effective marketing practices 
Key Words: Cellular Services, Technology, Marketing 
Practices. 

Introduction 
Telecom Industry is the one of the most important 
component of Indian Economy and the overall 
contribution to the GDP of 3% is acually remarkable in 
its own sense. It is therfore worthwhile to do a 
systematic research at this growing industry in India. 
Today Indian telecom industry has been divided into two 
major segments, that is, fixed and wireless cellular 
services. Besides, internet services, other factors like 
VAS, PMRTS and VSAT are also present in the Sector. But 
it is the cellular market segment which is witnessing 
rapid growth. All the cellular companies are working 
really hard to either sustain themselves or to be the 
market leader. This effort could be made easy with the 
help of suitably devised and effective marketing 
practices. 

In today’s era of information and technology, the 
telecommunication industry has a very significant role to 
play. It has been considered as the backbone of industrial 
and economic developments since past few years, the 
industry has been providing delivery of voice and data 

services at rapidly increasing speeds, and thus, has been 
revolutionizing communication between humans in most 
reliable and dependable way. A glimpse of the industry is 
mentioned below: 

Total Number of Telephone Subscribers in India 

 

Status of Indian Telecom Sector 
Indian Telecom network is the second largest in the 
world after China. Overall teledensity in the country is 
73.32%.Urban teledensity is 146.96%, whereas rural 
teledensity is 41.02%.The share of wireless telephones in 
total telephones is 96.56%.The share of private sector in 
total telephones was 85.51%. 

Source: TRAI, as on March 2013. 
With this, the country has 898.02 million telephone 
connections, including 864.72 million wireless telephone 
connections. 

Key Players in of Indian Cellular Market  

 

Review of Literature 
 National Telecom Policy (1999) anticipated a target of 

75 million telephone lines by the year 2005 and 175 
million telephone lines by 2010. Indian telecom sector 
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has already achieved 100 million lines. It was stated in 
the policy that the present teledensity is around 9.1% 
and number of telephone connections are 100 million 
and telecom sector has annual turnover of Rs. 61,000 
cr. It was also informed that the growth of Indian 
telecom network has been over 30% consistently 
during last 5 years.  

 Videsh Sanchar Nigam Limited (VSNL) 16th Annual 
Report (2002) Like many other countries of the world 
India has also adopted a steady approach to telecom 
sector reform through selective privatization and 
managed competition in different segments of the 
telecom sector. India introduced private competition in 
value-added services in 1992 followed by opening up 
of cellular and basic services for local area to 
competition. Competition was also introduced in 
National Long Distance (NLD) and International Long 
Distance (ILD) at the start of the current decade.  

 Muhammad Mohsin Butt and Ernest Cyril de Run 
(2008) have carried out survey to measure Satisfaction 
level of customers of Mobile Phones of Pakistan. They 
have cleared that currently Pakistan is experiencing a 
phenomenal growth in mobile cellular industry. The 
mobile cellular density in Pakistan increased from 
0.22% at the turn of millennium, to around 32.07% by 
the year 2008. 

 T.V. Ramachandran (2005) in his tenure of service in 
Vodafone analysed performance of Indian Telecom 
Industry, which is based on volumes rather than 
margins. The Indian consumer is extremely price 
sensitive by nature. Various socio-demographic factors 
such as high GDP growth, rising income levels of 
people, booming knowledge sector and growing 
urbanization have contributed towards tremendous 
growth of this sector. The instrument that will tie these 
things together and deliver the mobile revolution to 
the masses will be 3 Generation (3G) services. 

 Rajan Bharti Mittal (2005) explains the paradigm shift 
in the way people communicate with each other. it was 
stated that there are over 1.5 billion mobile phone 
users in the world today, more than three times the 
number of PCOs. Earlier in the year 1995 position of 
India was 14th but today India has the sixth largest 
telecom network in the world and second largest 
telecom network among the emerging economies. It is 
also the world’s 12th biggest market with a large share 
of $6.4 billion.  

 Ghosh Shyamal (2003) mentions that the most 
significant change since 1999 has been the reduction in 

tariffs which was facilitated by competitors through 
multi operator environment. The most dramatic drop 
in tariff was from very high Rs. 16 per minute to Rs. 2 
per minute. 

Objective of Research 
 To make comparative analysis of marketing practices of 
cellular service providing companies of Madhya Pradesh 
in order to assess their effectiveness.  
Research Methodology 
The research is empirical in nature and needed thorough 
investigation to complete the task. Although the outcome 
of research is obtained though analyses of primary data, 
the research required both Primary & Secondary Data to 
have a complete view of the cellular sector. The research 
is planned to analyze the impact of marketing practices 
of cellular service providing companies in order to assess 
their effectiveness. 

Research Hypothesis 
H1 = By and large the existing marketing practices of 
cellular service provider companies have been proved to 
be effective and had been contributing considerably for 
brand positioning and brand image.  

Sample Size 
Selected Organizations for the study are BSNL, Bharti 
Airtel Ltd., Idea Cellular Ltd. and Vodafone India Ltd. 
Sample of 20 subscribers of each selected cellular 
company was taken from the five major cities of Madhya 
Pradesh (Bhopal, Indore, Ujjain, Gwalior & Jabalpur) i.e. 
80 subscribers per city & 100 subscribers of each cellular 
company from 5 major cities of Madhya Pradesh and 
thus a total of 400 subscribers is taken the study.  

Sampling Technique 
Multistage convenient sampling was carried out to select 
the respondents.  

Data Collection 
The Data Collection was primary in nature. Data for the 
study was collected through structured questionnaire.  

Data Analysis 
The data obtained in the present study was analyzed 
using Single Factor ANOVA to study the impact of 
effectiveness marketing practices. 

Result Analysis 
H1 = By and large the existing marketing practices of 
cellular service provider companies have been proved to 
be effective and had been contributing considerably for 
brand positioning and brand image. Sub hypotheses are: 
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1.  (H1a)  = There is no significant difference in customer 
satisfaction with Tariff/ Price Call Rates of cellular 
service among subscribers of all cellular companies 
i.e. µ1= µ2= µ3= µ4. 

2. (H1b)  = There is no significant difference in customer 
satisfaction with Network Connectivity of cellular 
service among subscribers of all cellular companies 
i.e. µ1= µ2= µ3= µ4. 

3. (H1c) = There is no significant difference in customer 
satisfaction with Coverage Area of cellular service 
among subscribers of all cellular companies i.e. µ1= 
µ2= µ3= µ4. 

4. (H1d) = There is no significant difference in customer 
satisfaction with Value Added Services offered of 
cellular service among subscribers of all cellular 
companies i.e. µ1= µ2= µ3= µ4  

5. (H1e) = There is no significant difference in customer 
satisfaction with Roaming Facility of cellular service 
among subscribers of all cellular companies i.e. µ1= 
µ2= µ3= µ4. 

6. (H1f)  = There is no significant difference in customer 
satisfaction with Transparency in Billing of cellular 
service among subscribers of all cellular companies 
i.e. µ1= µ2= µ3= µ4. 

7. (H1g) = There is no significant difference in customer 
satisfaction with Easy availability of recharge coupons 
of cellular service among subscribers of all cellular 
companies i.e. µ1= µ2= µ3= µ4. 

8. (H1h) = There is no significant difference in customer 
satisfaction with Customer Care Services of cellular 
service among subscribers of all cellular companies 
i.e. µ1= µ2= µ3= µ4. 

9. (H1i) = There is no significant difference in customer 
satisfaction with Sales Promotion Offers of cellular 
service among subscribers of all cellular companies 
i.e. µ1= µ2= µ3= µ4. 

10. (H1j) = There is no significant difference in customer 
satisfaction with Voice Clarity of cellular service 
among subscribers of all cellular companies i.e. µ1= 
µ2= µ3= µ4. 

11. (H1k)  = There is no significant difference in customer 
satisfaction with Dealer Network of cellular service 
among subscribers of all cellular companies i.e. µ1= 
µ2= µ3= µ4. 

Data Interpretation 
 Rejection of H1a indicates that that Customer 

Satisfaction with Tariff/ Price Call Rates of cellular 
service is not same for subscribers of all the cellular 
companies does not support H1.  

 Rejection of H1b, indicates that that Customer 
Satisfaction with network connectivity of cellular 

service is not same for subscribers of all the cellular 
companies does not support H1  

 Acceptance of H1c indicates that that Customer 
Satisfaction with Coverage Area of cellular service is 
same for subscribers of all the cellular companies 
support H1. 

 Acceptance of H1d indicates that Customer Satisfaction 
with Value Added Services Offered of cellular service 
is same for all the cellular companies support H1. 

 Acceptance of H1e indicates that Customer Satisfaction 
with roaming facility of cellular service is same for all 
the cellular companies support H1.  

 

 Rejection of H1f indicates that Customer Satisfaction 
with Transparency in Billing of cellular service is not 
same for subscribers of all the cellular companies 
does not support H1.  

 Rejection of H1g indicates that Customer Satisfaction 
with Easy availability of recharge coupons of cellular 
service is not same for subscribers of all the cellular 
companies does not support H1.  

 Acceptance of H1h indicates that Customer Satisfaction 
with Customer care services of cellular service is 
same for subscribers of all the cellular companies 
support H1.  

  Acceptance of H1i indicates that Customer Satisfaction 
with Sales Promotion Offers of cellular service is same 
for subscribers of all the cellular companies support 
H1. 

 Rejection of H1j indicates that Customer Satisfaction 
with Voice Clarity of cellular service is not same for 
subscribers of all the cellular companies does not 
support H1.  

 Rejection of H1k indicates that Customer Satisfaction 
with Dealer Network of cellular service is not same 
for subscribers of all the cellular companies does not 
support H1. 
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By analysis of all the above hypothesises it can be 
concluded that the hypothesis “By and large the existing 
marketing practices of cellular service provider 
companies have been proved to be effective and had 
been contributing considerably for brand positioning and 
brand image.” is rejected.  

Limitations of Study 
The study is limited to the state of Madhya Pradesh. The 
study is limited to selected cellular companies. The study 
had has not covered rural areas of the state. The sample 
was collected in single phase, so the perception may have 
influenced by time in which data was collected. Sample 
size was limited to 400 subscribers although the 
population of subscribers in Madhya Pradesh is much 
more.  
 
Conclusion 
As a result of the liberalization, privatization, and de-
monopolization initiatives taken by the government of 
India, the telecom sector has experienced a historical 
growth. The trend is expected to continue in the segment, 
as prices are falling as a result of competition in the 
segment. Cellular Service Providing Companies of 
Madhya Pradesh can tap the immense potential present 
in this fast growing market and can be on the leading 
position by adopting innovative and strong marketing 
practices. 

Suggestions 
It is suggested to Cellular Companies to design pocket 
friendly tariff plans for long distance call users. It was 
seen that there is significant difference in the roaming 
charges of cellular companies which can divert the 
subscribers, Majority of respondents came to know 
about particular cellular service through TV and News 
paper advertisements, so due focus should be given to 
these mediums. Mobile Subscriber now can easily change 
their service providers so cellular companies need to 
provide best of services with lucrative tariff options to 
sustain their subscriber base. It is suggested that the 
company should pay attention in the area of systematic 
training of sales personnel.  
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