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Abstract: After the introduction of private companies in telecom sector, the competition among the marketers 

in both rural & urban areas has exceeded all the expectations to penetrate the untapped rural market specially, 

because the urban market is already captured by companies. Rural market is huge in size, around 70% of 

India’s population is staying only in rural India with a 83 crores of population and most of the areas are 

unexploited still it has few severe challenges like electricity problems, low level of literacy, poor communication 

facilities, lack of infrastructural facilities, language diversity etc. To overcome these challenges most of the 

companies are now adopting various strategies and decisions to understand their needs, preferences, 

purchasing power, culture and style. The comparative study has been conducted to find out the sources of 

information from where the rural and urban consumers are collecting the information at the time of buying the 

mobile services in West Bengal. SPSS   21   is   used   to   analyze   the   results. The researcher has used Chi-

square & Friedman’s ANOVA method to conduct the survey. 234 responses have been collected with the help of 

well structured questionnaire & Convenience Sampling Method has also been used to identify the samples. 
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I. INTRODUCTION 
There is a huge upsurge in the current telecommunication market in India due to several reasons. Urban 

market is almost penetrated by all the national & international players but still the rural market is not yet pierced 

as compare to urban market. The 70% of population in India are staying in rural India only. So, naturally all the 

marketers will try to enter the market & want to grasp it as soon as possible. Now a day’s mobile phones 

become a basic element of individual communication across the globe in the last few years, and with this the 

demand for mobile SIM cards has also increased. In India the rural population still represents about two-thirds 

of the total population. Population in urban areas is continuously increasing as a result of the structural alteration 

of the economy. Peoples move toward urban areas in search of employment opportunities to make higher 

income. The growing competition between the telecom service providers has augmented demand for both 

mobile telecom services as well as the handsets. According to estimate by the Govt. of India 30% peoples’ lives 

in urban areas and 70% peoples’ lives in rural areas of India. There is a wrong perception about the rural 

markets in India is that rural India is poor and there is a lack of sufficient infrastructure. Second, rural India 

depends upon agriculture as an exclusive source of survival. But in reality of rural India is different from the 

general perception. It is important to differentiate the buying behavior of consumer’s lives in urban areas and the 

consumers live in rural areas. The main object of this study is to compare the sources of information which 

influences the buying behavior of rural and urban consumers and find out their priorities while making a 

purchase decision with the help of information collected from various sources. 

The telecom sector witnessed a substantial increase in the number of subscribers during the year 2015-

16. At the end of financial year 2015- 16, the overall telecom subscriber base has increased to 1058.86 million 

as compared to 996.49 Million at the end of financial year 2015-16 an increase of 62.37 million. The wireless 

subscriber base was 969.89 million as on 31st March 2015 in comparison to the subscriber base of 1033.63 

million as on 31st March 2016 registering a growth of 6.57% during the financial year 2015-16. (According to 

TRAI Annual Report 2015-16) 

 

II. REVIEW OF LITERRATURE 
Mallikarjuna et al. (2011) in their study revealed that due to less switching cost & effective call rate of 

various companies the pre-paid customers are leaving a particular brand very fast. The network operators need 

to think some innovative strategies to retain the customers as well as they need to concentrate on call rate, 

network coverage, quality of services etc. The companies need to satisfy the customers again & again so the 

customers will attach themselves with those companies. Improvement of technology & quality of services will 

always give a boost in customer retention & if the customers are satisfied then they will became loyal to the 

service providers also. Molapo et al. (2011) enumerated that recently the South African telecom sector is rising 

like anything. Few telecom operators are getting more than 30% of the customers comparing to the preceding 
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years. The study mainly focuses on the retention strategies adopted by different companies in telecom sector of 

South Africa. Various studies have been done before on customer retention in other services sectors except 

telecom sector. The study reveals that the three major factors which are having impact on customer retention are 

service quality, customer support services & affordability. Nawaz et al. (2011) demonstrated that what are the 

factors mainly affecting customers to make themselves loyal to the brand. The study has been conducted in 

Pakistan & it has been observed that various telecom companies are mainly facing challenges to retain their 

customers. Satisfaction, trust, commitment & quality of services are the major factors which are mainly 

affecting the customers to retain themselves in a particular brand. Out of all the factors the service quality is the 

most important factor which are mainly influencing brand loyalty. 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 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. Akarte et al. (2012) in their research article examined the comparison between 

rural & urban buyer & the motivation factors to buy a mobile phone. The research has been conducted in 

Amaravati District with a sample size of 400 out of 200 will be from rural area & rest is from urban. Price, 

quality, style, brand & functionality has been taken as a motivating factor & independent T test has been used to 

find out the result. The study reveals that rural customers are not so much motivated like urban customers in 

terms of functionality & brand. Nasser et al. (2012) explained in their article that their primary objective is to 

find out that what are the factors affecting the customer satisfaction level in Yemen. The other objectives of the 

study are to find out the co-relation between customer satisfaction and customer expectation, corporate image, 

perceived quality & perceived value. 118 samples have been chosen from public universities of Yemen from 

questionnaire with the help of stratified random sampling. Correlation & Multiple regression analysis has been 

used with the help of SPSS to find out the result. The analysis reveals that all the four factors are having a 

positive relationship with customer satisfaction. But the study also reveals that there is no statistical significance 

with the customer satisfaction, which means there is no significant relationship amongst these two factors. Bhatt 

et al. (2012) clarified that in India presently the telecom sector is one of the most booming sector compare to 

any other in the market. The future of this sector is very bright as so many private players are entering to the 

market. The study reveals that every company has to keep their promises & provide good services to satisfy the 

customer unless they might lose them in no time. The study also reveals the attitude of the customers who are 

using a particular service providers services & the problems facing by them. 
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Objective of the study 

 To find out the comparison between rural and urban consumers on information sources towards mobile 

services in West Bengal & compare them accordingly. 

Hypotheses 

 Family Members are providing information about mobile services to influence the rural and urban 

consumers of West Bengal  

 Retailers are providing information about mobile services to influence the rural and urban consumers 

of West Bengal 

 Friends are providing information about mobile services to influence the rural and urban consumers of 

West Bengal 

 Past Experiences are providing information about mobile services to influence the rural and urban 

consumers of West Bengal 

 Word of Mouth is providing information about mobile services to influence the rural and urban 

consumers of West Bengal 

 Colleagues are providing information about mobile services to influence the rural and urban consumers 

of West Bengal 

 Salespersons are providing information about mobile services to influence the rural and urban 

consumers of West Bengal 

 Promotional offers are providing information about mobile services to influence the rural and urban 

consumers of West Bengal 

 Relatives are providing information about mobile services to influence the rural and urban consumers 

of West Bengal  

 Radio is providing information about mobile services to influence the rural and urban consumers of 

West Bengal  

 TV is providing information about mobile services to influence the rural and urban consumers of West 

Bengal 

 Magazines are providing information about mobile services to influence the rural and urban consumers 

of West Bengal 

 Newspapers are providing information about mobile services to influence the rural and urban 

consumers of West Bengal 

 Hoardings are providing information about mobile services to influence the rural and urban consumers 

of 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. 

Researchers have collected information from different sources to conduct the study effectively. In this study 

researcher has collected the samples from the rural consumers of West Bengal from both the urban & rural 

areas. The area chosen for the study is urban West Bengal, which comprises most prominent urban areas namely 

Asansol, Malda, Siliguri, Kolkata and Kharagpur. Another five subdivisions has been selected in the context of 

rural prominence namely Rampurhat, Islampur, Mekhligunj, Tehatta and Egra. The data for present study is 

collected from 300 consumers via structured questionnaires distributed among the consumers of rural and urban 

areas of West Bengal & out of 300 questionnaires 234 questionnaires returned which the researcher has use for 

analysis purpose. From where 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. Two Stage Cluster Sampling method has been used to 

collect various perceptions of subscribers of different mobile service providers in West Bengal. Chi square & 

Friedman’s ANOVA method has been used to compare and rank the study. 

 

 

 

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 0.897. Though the value is well above 0.70 so the 
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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. 

Chi-Square Analysis 

In the tables below Chi-square test for consumer’s satisfaction level in West Bengal has been recorded 

and the responses from both the rural and urban consumers have been analyzed. 

Table1: Chi-Square Test for Sources of Information towards Mobile Services in Rural West Bengal 

Test Statistics 

 Chi-Square df Asymp. Sig. 

Family Members 195.978 6 .000 

Retailers 137.600 5 .000 

Friends 175.600 6 .000 

Past Experiences 12.889 6 .121 

Word of Mouth 110.244 6 .000 

Colleagues 114.133 6 .000 

Salespersons 117.789 6 .007 

Promotional offers 61.711 6 .003 

Relatives 51.078 6 .000 

Radio 73.456 6 .000 

TV 65.478 6 .000 

Magazine 14.667 5 .069 

Newspaper 132.156 6 .000 

Hoardings 17.478 6 .113 

*5% significance level 

Table2: Chi-Square Test for Sources of Information towards Mobile Services in Urban West Bengal 

Test Statistics 

 Chi-Square df Asymp. Sig. 

Family Members 110.244
a
 6 .000 

Retailers 13.133
a
 6 .087 

Friends 117.789
a
 6 .007 

Past Experiences 15.711
a
 6 .061 

Word of Mouth 51.078
a
 6 .000 

Colleagues 71.456
a
 6 .000 

Salespersons 87.478
a
 6 .000 

Promotional offers 14.667
b
 5 .109 

Relatives 142.156
a
 6 .000 

Radio 10.478
a
 6 .079 

TV 92.133
b
 5 .000 

Magazine 173.033
a
 6 .000 

Newspaper 149.311
a
 6 .000 

Hoardings 66.667
b
 5 .000 

*5% significance level 
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Table1 & 2 explains that in the rural West Bengal past experiences, magazines and hoardings is not having a 

significant impact on rural consumers. But in the urban West Bengal the magazines and hoardings is having a 

significant impact and past experiences is not having a significant impact. In the urban consumers table it has 

been observed that retailers, promotional offers and radio are not providing information about mobile services 

to influence the urban consumers of West Bengal before buying the SIM Cards. It is not having a significant 

impact. Rural consumers are having significant impact on Family Members, Retailers, Friends, Word of 

Mouth, Colleagues, Salespersons, Promotional offers,  Relatives, Radio, TV and Newspapers. Whereas urban 

consumers are having significant impact on Family Members, Friends, Word of Mouth, Colleagues, 

Salespersons, Relatives, TV, Magazine, Newspapers and hoardings. 

Table3: Friedman’s ANOVA Test for Sources of Information towards Mobile Services in Urban West 

Bengal 

Ranks 

 Mean Rank 

Family Members 9.93 

TV 9.95 

Friends 9.72 

Word of Mouth  10.09 

Promotional offers  5.78 

Past Experiences  5.84 

Salespersons 5.60 

Colleagues 6.76 

Relatives 5.92 

Magazine 7.56 

Retailers  5.74 

Radio  3.60 

Newspaper 9.00 

Hoardings 9.49 

Now the researcher wants to find out which are the most influential sources of information in urban areas. 

Accordingly Friedman’s ANOVA has been used to find out the result and it has been depicted from the table that 

Word of mouth is the most important element and after that TV, family members, Friends, Hoarding and 

newspapers are there respectively. The least influencing factor is Radio, Retailers, Promotional offers etc.   

 

Table4: Friedman’s ANOVA Test for Sources of Information towards Mobile Services in Rural West Bengal 

Ranks 

 Mean Rank 

Family Members 6.10 

Retailers 6.18 

Friends 5.95 

Salespersons 7.18 

Magazine  6.30 

Colleagues 8.08 

Past Experiences  6.11 

Promotional offers 3.76 

Relatives 9.49 

Radio 9.91 

TV 9.82 

Word of Mouth 10.31 

Newspaper 9.68 

Hoardings 6.14 

In case of rural areas the researcher found out that the most influential sources of information according to 

Friedman’s ANOVA is Word of mouth. Radio, TV, Newspapers, retailers etc are following after that. The least 

influencing factors are Promotional offers, friends etc.   

 

 

V. FINDINGS & CONCLUSION 
The analysis finds that Family Members are providing information about mobile services to influence 

the rural and urban consumers of West Bengal. Retailers are providing information about mobile services to 

influence the rural consumers but not the urban consumers. Friends are providing information about mobile 
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services to influence the rural and urban consumers whereas Past Experiences are not influencing the both rural 

and urban consumers. Word of Mouth is providing information about mobile services to influence both the rural 

and urban consumers of West Bengal. It is also depicted that in case both the consumers’ word of mouth is the 

most influential factor. Rural market tele-density is rising day by day but still the network quality has not been 

improved. Government is taking steps to improve the quality of network to provide the internet facilities in rural 

areas. Our PM Mr. Narendra Modi has also shown concern about the rate of call drop. One of the most difficult 

task is to aware & educate rural people regarding new technologies. With the help of different media we can 

help the rural people to use the latest technologies available in the market. 
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