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Abstract: Mobile technology has developed rapidly and provided a wealth of opportunity for mobile service 

providers. As a result, many mobile phone users enjoy access to data services in addition to basic voice 

communication. For the past few years, cellular mobile service sector in India has been experiencing the 

highest growth rate in terms of subscribers and revenues. With the increasing demands of the customer, cellular 

mobile sector has become competitive. The present study aims to prove that how and to what extent the factors 

are influencing both the urban and rural consumers to buy the SIM cards of various mobile service providers.  

The comparative study has been conducted to find out the information from the rural and urban consumers of 

West Bengal. SPSS   21   is   used   to   analyze   the   results. The researcher has used multiple regression 

method to conduct the survey. 200 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 price 

sensitive but they are highly quality conscious and that is why service quality is the most important factor 

compare to price. 
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I. INTRODUCTION 
The speed and magnitude of mobile phone adoption is a recent worldwide phenomenon akin to that of 

the television in the mid-20
th

 century and the Internet in the late 20
th

 century. Prior to 1990, the mobile phone 

was a rare and expensive technology with an adoption level too low for the charts to even register. During the 

1990s mobile phone adoption exploded, with very few subscriptions reaching a half billion worldwide and well 

into the billions in the following decade. In fact, those who do not use a mobile phone are now in the minority in 

many countries. In India the mobile phone industry is growing very rapidly, with the second highest growth rate 

in the world just next to China. As the competition intensified in the mobile phone market, retaining the existing 

customer is the key issue for the service providers. The networks are looking at ways of branching out into new 

profit-making avenues. In spite of the new avenues the voice and text is still the main profit center for the 

service providers. As a part of the new market development the network providers are also getting more into 

handset development to cope with manufacturers' increasing demands for higher margins. On the technology 

front, the numbers of developments are taking place. Maintaining the technological competitive advantage for 

the service providers is becoming more difficult, due to the technology penetration. The standardization of 

mobile technology poses new challenges in front of network providers as the product-differentiation is diluted 

considerably. For the past few years, cellular mobile service sector in India has been experiencing the highest 

growth rate in terms of subscribers and revenues. With the increasing demands of the customer, cellular mobile 

sector has become competitive. Despite this, most of the cellular mobile service providers in India are primarily 

focusing on expanding their customer base and tend to overlook investing in service quality. Companies are 

investing great amount of resources to develop the loyalty programs in order to retain the consumer's loyalty. 

Thus retaining the loyalty of the existing customer is the key issue for the companies. 

 

II. REVIEW OF LITERATURE & HYPOTHESES DEVELOPMENT 
Nigam et al. (2011) in their research article illustrated that information from 140 respondents have been 

collected in central Haryana to find out the buying behavior of consumers who are using prepaid mobile 

services. The study has been conducted to find out the result from the objective with the help of discriminant 

analysis. The analysis found that there is different thinking of customers on different cellular service providers 

in the market. The study also reveals that network quality is one of the major factors which is influencing the 

customers to decide on service quality. Patel et al. (2011) in their research article enlightened that mobile phones 

have became one of the most important device in current communication era. The study has been carried out in 

a town named Visnagar which is located in Gujrat where rural youths have been taken as a sample. The students 

have given their feedback on various brands of mobile phones in the market & their functions. The paper reveals 
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that which are the influential factors mainly influencing the purchase behavior of different customers at the time 

of buying. The study also illustrated that rural market can be observed much closely after increasing the market 

size. Paulrajan et al. (2011) explained in their research article that which the factors are mainly influencing the 

customers when they are purchasing the services from a particular service provider. The data has been collected 

primarily from the different levels of consumer with the help of a structured questionnaire on different 

dimensions like price, customer service, facilities, attributes etc. The research has been carried out with the help 

of factor analysis & the study reveals that price & communication were the most preferred criteria amongst 

others when customers are opting to buy the services from telecom service providers in the market. Rajpurohit 

et al. (2011) in their research article described that customers are satisfied or not after using the various services 

provided by the telecom operators. The study has been conducted in Jodhpur city with 250 mobile phone users 

to find out the responses of various respondents on various telecom players like TATA, Vodafone, BSNL, Airtel 

etc. The result has been created with the help of ANOVA test & result reveals that call rate is the key factor 

when a customer is choosing a particular service. The study also reveals that VAS is well known to the 

consumer & they are satisfied with the services also. But still some hitches are there like call drop, poor voice 

clarity, lack of network etc. In the conclusion the researchers have also explained that BSNL & Reliance are 

providing good services to the consumers & majority of the respondents are very happy with this. Alshurideh et 

al. (2012) illustrated that the study primarily wants to identify the relationship between customer satisfaction & 

retention in Jordon based mobile companies. There are few other aims of studies like identifying the main 

factors which are causing customer satisfaction, customer switching & customer retention. 364 samples has 

been collected from various sources & the sampling method has been used for the study is named as 

convenience sampling. Chi-square test has been used to find out the result. The result reveals that customer 

satisfaction is having a direct effect on customer retention. The result also disclosing the fact that if the 

customers will get satisfied with services provided by the companies then customers will go for repeat purchase 

& they will retain themselves as a permanent purchaser of services. From the literature review these are the 

hypotheses have been developed. 

 Brand image is having a positive impact on rural & urban consumers at the time of purchasing a SIM 

card.  

 Influence of family members or others is having a positive impact on rural & urban consumers at the 

time of purchasing a SIM card.  

 Price is having a positive impact on rural & urban consumers at the time of purchasing a SIM card.  

 Service quality is having a positive impact on rural & urban consumers at the time of purchasing a SIM 

card.  

 Availability is having a positive impact on rural & urban consumers at the time of purchasing a SIM 

card.  

 Promotion is having a positive impact on rural & urban consumers at the time of purchasing a SIM 

card.  

Objective of the Study 

 To compare between rural and urban consumers on factors influencing to buy mobile services in West 

Bengal. 

 

III. 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 200 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. 
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IV. DATA ANALYSIS & INTERPRETATIONS 
Reliability & Validity Testing 

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 0.823 for rural consumers and 0.868 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. 

Multiple Regression Analysis 

In the tables below multiple regressions 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. 

Rural Consumers of West Bengal 

Model Summary
b
 

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

1 .725
a
 .525 .524 .706 1.966 

a. Predictors: (Constant), Promotion, Brand Image, Price, Service Quality, Influenced by Family 

Members & Others, Availability 

b. Dependent Variable: Rural consumers’ purchase decision 

Coefficients
a
 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. Collinearity Statistics 

B Std. Error Beta Tolerance VIF 

1 

(Constant) 1.304 .086  15.202 .000   

Brand Image  .014 .017 .014 .807 .070 .896 1.116 

Influenced by Family 

Members & Others  

.111 .015 .144 7.259 .000 .720 1.389 

Price .228 .017 .261 13.157 .000 .717 1.395 

Service Quality .197 .016 .230 12.083 .000 .782 1.279 

Availability .018 .015 .025 1.270 .004 .726 1.378 

Promotion  .041 .016 .055 2.570 .010 .613 1.631 

a. Dependent Variable: Rural consumers’ purchase decision 

Rural consumers purchase decision mainly influenced by the various factors namely Brand Image, 

Influenced by Family Members & Others, Price, Service Quality, Availability and Promotion. To test the 

multiple regression, at first, the researcher have found out 0.725 is the Correlation coefficient (R) for Model 1, it 

emphasizes an amount of correlation between the independent variables and dependent variable (Consumer 

Satisfaction Level). The R square value explains the 0.525 or 52.5% which is quite significant. The Durbin-

Watson is mainly explaining that there is no auto-correlation though the value is quite close to 2. 

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 price is having highest un-standardized B value 

of .228 as well as t value is also high. So it is the most influencing factor on rural consumer’s purchase decision. 

After that the second highest will be service quality with the B value of .197. Influenced by Family Members & 

Others, Promotion, Availability and Brand Image are following after that. 
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It is interpreted from the result 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. Then it has been found out 

from the study that family members and others are having a strong influence on rural consumers and they 

respect the opinions of them. Promotional activities also influence the rural people whereas and they are very 

much attracted to that whereas availability & brand image does not affect much. It has been also found out that 

most of 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 Purchase Decision = 1.304 + (.014) X1 + (.111) X2 + (.228) X3 + (.197) X4+ (.018) X5 + (.041) 

X6  

[Brand Image = X1 , Influenced by Family Members & Others = X2 , Price = X3 , Service Quality = X4 , 

Availability = X5 , Promotion = X6 ] 

Urban Consumers of West Bengal 

Model Summary
b
 

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

1 .771
a
 .594 .590 .731 1.968 

a. Predictors: (Constant), Promotion, Brand Image, Price, Service Quality, Influenced by Family 

Members & Others, Availability 

b. Dependent Variable: Urban consumers’ purchase decision 

Coefficients
a
 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. Collinearity Statistics 

B Std. Error Beta Tolerance VIF 

1 

(Constant) .869 .076  11.388 .000   

Price  .148 .022 .156 6.896 .000 .590 1.694 

Availability  .012 .012 .018 1.019 .008 .941 1.063 

Influenced by Family 

Members & Others  

.063 .018 .067 3.599 .000 .871 1.149 

Promotion  .110 .023 .117 4.870 .000 .525 1.906 

Service Quality .158 .018 .175 8.588 .000 .728 1.374 

Brand Image .128 .019 .147 6.861 .000 .661 1.512 

a. Dependent Variable: Urban consumers’ purchase decision 

Urban consumers purchase decision mainly influenced by the same factors which are influencing rural 

consumers and these are Brand Image, Influenced by Family Members & Others, Price, Service Quality, 

Availability and Promotion. To test the multiple regression, at first, the researcher have found out 0.771 is the 

Correlation coefficient (R) for Model 1, it emphasizes an amount of correlation between the independent 

variables and dependent variable (Consumer Satisfaction Level). The R square value explains the 0.594 or 

59.4% which is quite significant. The Durbin-Watson is mainly explaining that there is no auto-correlation 

though the value is quite close to 2. 

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 service quality is having highest un-

standardized B value of .158 as well as t value is also high. So it is the most influencing factor on urban 

consumer’s purchase decision. After that the second highest will be price with the B value of .148. Brand Image, 

Promotion, Availability and Influenced by Family Members & Others are following after that. 

It is interpreted from the result that urban consumers are not price sensitive but they are highly quality 

conscious and that is why service quality is the most important factor compare to price. Then it has been found 

out from the study that family members and others are not at all having a influence on urban consumers and they 

hardly need the opinions of them & that is why it is the least important factor. Brand image and promotional 

activities are influencing the urban people because the urbanites are much conscious about image of the 

companies, whereas availability does not affect much. It has been also found out that all the factors are quite 

significant in 1% significance level.  

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

Rural Consumers Purchase Decision = .869 + (.148) X1 + (.012) X2 + (.063) X3 + (.110) X4+ (.158) X5 + 

(.128) X6  

[Price = X1, Availability = X2, Influenced by Family Members & Others = X3 , Promotion = X4 , Service Quality 

= X5 , Brand Image = X6 ] 
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V. 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 price 

sensitive but they are highly quality conscious and that is why service quality is the most important factor 

compare to price. Then it has been found out from the study that family members and others are having a strong 

influence on rural consumers and they respect the opinions of them whereas in case of urban people family 

members and others are not at all having a influence on them and they hardly need the opinions of them & that 

is why it is the least important factor. Promotional activities influence both the ruralites & urbanites.  Then it has 

been found out from the study that Brand image influencing the urban people because the urbanites are much 

conscious about image of the companies, whereas brand image does not affect rural people much. 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. 

Factors Null Hypothesis Rural Urban 

Brand image Brand image is not having a positive impact on rural & urban 

consumers at the time of purchasing a SIM card 

Accepted Rejected 

Influence of 

family 

members or 

others 

Influence of family members or others is not having a positive 

impact on rural & urban consumers at the time of purchasing a SIM 

card 

Rejected Rejected 

Price Price is not having a positive impact on rural & urban consumers at 

the time of purchasing a SIM card. 

Rejected Rejected 

Service 

quality 

Service quality is not having a positive impact on rural & urban 

consumers at the time of purchasing a SIM card 

Rejected Rejected 

Availability Availability is not having a positive impact on rural & urban 

consumers at the time of purchasing a SIM card. 

Rejected Rejected 

Promotion Promotion is having a positive impact on rural & urban consumers 

at the time of purchasing a SIM card. 

Rejected Rejected 

 

VI. CONCLUSION 

As a result of the liberalization, privatization, and globalization initiatives taken by the government of 

India, the telecom sector is experiencing a historical growth. The trend is expected to continue in the segment, as 

prices are falling as a result of competition in the segment. Mobile communication has become highly modern 

innovative and competitive. Fixing always ever newer tariffs most beneficial to the consumers, creating a 

stability in network to serve the consumers properly to the care of their satisfaction and to keep them attracted to 

its service are the first major works of mobile phone service providers. Various network operators in India are 

doing their best to have more focus on building a corporate image and they always analyze more carefully the 

reasons as to why the consumers switch to other brands. By doing so, they try to increase loyalty among the 

consumers’. The beneficiaries of the competition are the consumers, who are given a wide variety of services. In 

the years to come, the country is predicted to witness a communication revolution, which would increase the 

subscriber base to match that of the developed world. The need of the time is a new revolution in telecom 

services and it is imperative that service providers work towards the same and make it a reality.  
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