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INTRODUCTION

In the current situation of the Indian economy, communication
broadcasts are required to gather people, companies, and government bodies
together (Vidani, 2015).Rapid mechanical breakthroughs and a huge rise in uses
of the web made this industry a crucial column of electronic database
incorporation as well as financial development (Vidani & Solanki, 2015).The
telecom industry has changed the way how individuals communicate with each
other and get in touch with their family, from making versatile communication
with less demanding to giving sensibly estimated high-speed websites (Vidani,
2015). In the top major player of the broadcast communications industry, India
may be on top, which can be a column of advancement on a worldwide scale
(Vidani, 2015).

India’s telecommunications industry has a huge base of clients which is
over 1.1 billion as of January 2021 (Vidani, 2015). The customer base of 1.1
billion makes it one of the fastest & greater growing telecom industries in the
world (Solanki & Vidani, 2016). It has played a key part in advancing financial
advancement, rapid computerized alteration, and filling the gap between
urban-rural divisions (Vidani, 2016). The improvement of the sector from early
transmits establishment in there various kinds of noteworthy advancements
from the 19th century in modern portable services and high-speed web (Bhatt,
Patel, & Vidani, 2017). Crucial occasions incorporate the privatization of the
telecom sector, which represents focused companies into the showcase, and
within the economy's liberalization in the 1990s (Niyati & Vidani, 2016).

Two main telecom companies of India Jio and Bharti Airtel have effective
powers and they are changing the telecom scene in India (Pradhan, Tshogay, &
Vidani, 2016). In 2016, Jio overturned the industry by giving sensibly estimated
voice and information administration, constraining competitors like Airtel to
come up with imaginative arrangements (Modi, Harkani, Radadiya, & Vidani,
2016). Many Indian shoppers have made a profit from the amazing cost, well-
planned scope, and benefit quality enhancements carried around by the
competition between the two titans (Vidani, 2016).

Many uncommon difficulties come up in this industry because of rapid
improvement (Sukhanandi, Tank, & Vidani, 2018). For a balance between
organized quality weight must be provided with rising clients' requests (Singh,
Vidani, & Nagoria, 2016). Due to reasonable costs, customers in the present time
search for reliable networks, quick web, and high-quality customer benefits
(Mala, Vidani, & Solanki, 2016). Due to that, benefit suppliers must understand
customers in arrange in a way that conforms to the law or rules (Dhere, Vidani,
& Solanki, 2016).

LITERATURE REVIEW

Research Objectivise

e To study the satisfaction levels of consumers regarding the network
coverage provided by their telecom service provider (Objective achieved in
Question 6 of the Questionnaire).
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e To analyze the consumer perception of the pricing of telecom plans in terms
of affordability and budget-friendliness (Objective achieved in Question 7
of the Questionnaire).

e To evaluate consumer satisfaction with the internet speed offered by their
telecom service provider (Objective achieved in Question 8 of the
Questionnaire).

e To assess the effectiveness of customer service support provided by telecom
service providers (Objective achieved in Question 9 of the Questionnaire).

e To understand the influence of promotional offers and discounts on
consumers’ choice of telecom provider (Objective achieved in Question 10
of the Questionnaire).

e To measure consumer satisfaction with the plan validity offered by their
telecom service provider (Objective achieved in Question 11 of the
Questionnaire).

e To study the consistency of network connectivity experienced by
consumers during calls and internet usage (Objective achieved in Question
12 of the Questionnaire).

e To determine the impact of advertisements on consumers’ decisions to
choose a particular telecom service provider (Objective achieved in
Question 13 of the Questionnaire).

e To analyze the likelihood of consumers recommending their current
telecom provider to others (Objective achieved in Question 14 of the
Questionnaire).

e To assess consumer satisfaction with the value-added services provided by
their telecom service provider (Objective achieved in Question 15 of the
Questionnaire).

e To evaluate consumer perceptions of transparency in billing and usage
details offered by telecom service providers (Objective achieved in Question
16 of the Questionnaire).

e To examine the level of inconvenience consumers, feel when switching to
another telecom provider (Objective achieved in Question 17 of the
Questionnaire).

e To study the impact of affordability on consumers” decisions to continue
with their current telecom service provider (Objective achieved in Question
18 of the Questionnaire).

Client Contentment and Preferences

Research Specify Conflicting Strengths: customers choose Jio since it’s
low-cost, but Airtel is higher in terms of quality (Singh & Vidani, 2016). While
Airtel serves consumers seeking first-rate service and dependability, Jio’s
pricing targets people who have a low budget (Vidani & Plaha, 2016). Both
companies have designed their scheme to attract these different types of
customers (Solanki & Vidani, 2016).
Performance of Networks

Because of significant structure spending, Airtel offers excellent
dependability and speed then also Jio leads in download rates (Vidani, 2016).
Airtel influences metropolitan regions Jio suffers from regional differences due
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to affordability catering to semi-urban and rural subscribers (Vidani, Chack, &
Rathod, 2017).
The Cost and Affordability

Due to competition, Jio’s entry changed the meaning of affordability in
the entire market (Vidani, 2018). The modification of internet use attracts
millions of people, especially those who are from middle-class and lower-class
backgrounds (Biharani & Vidani, 2018). Despite Airtel being more expensive
than Jio, its outstanding service, fast broadband connectivity, and superior
features all help to justify its pricing (Vidani, 2018).

4. Effects on Society and the Economy

Jio’'s revolution very much expanded internet access, enabling
marginalized communities and bridging rural-urban gaps (Odedra, Rabadiya,
& Vidani, 2018). It changed how purchase things, flashed expansion changes in
laws to make things more budget-friendly, and flashed expansion in industries
like streaming and e-commerce (Vasveliya & Vidani, 2019).

Results of the Digital Change

Jio has a good knowledge of people's online preferences (Sachaniya,
Vora, & Vidani, 2019). Indian people are more connected with internet services,
ranging from education to entertainment, thanks to Jio for good price high-
speed internet service (Vidani, 2019). Consumer behavior changed about the
internet during this digital revolution and the widespread effects of telecom
innovation were concentrated on by the various corporate opportunities
(Vidani, Jacob, & Patel, 2019).

This study focuses on buyers' behavior in Ahmedabad and incorporates
the evolving socioeconomic and worldly demands of urban and semi-urban
India (Vidani J. N., 2016). By focusing on the important elements including
customer satisfaction, performance, and pricing arrangements, the study
compares the dependence of Jio and Airtel to determine how well they fulfill
customer demands and needs (Vidani & Singh, 2017). This study is mainly to
understand how these telecom behemoths may align their operations with the
evolving needs of India’s digital economy at the time of promoting more digital
inclusion (Vidani & Pathak, 2016).

Research Gap

When various studies have examined consumer behaviour in the
telecommunications industry, limited research has directed attention mainly to
the comparative analysis of huge providers like Airtel and Jio, mainly in
regional contexts such as Ahmedabad City. Existing literature frequently
examines consumer satisfaction, service quality, and pricing strategies on a
broader national or global scale but insufficiently imparts knowledge into local
consumer choices and challenges. As well, the role of demographic factors, like
age, in manipulating decision-making and satisfaction levels with telecom
services has been unpredictably addressed, with inconsistent findings that call
for further study. Additionally, with the quick evolution of telecom
technologies, as well as the acceptance of 5G and digital ecosystems, there is a
major gap in awareness of how these enhancements manipulate consumer
behaviour at the regional level. In Ahmedabad City, where local infrastructure
and consumer trends is very important, there the impact of Airtel and Jio-
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specific consumer service, promotional offers, and network dependability are
still not fully studied. By offering focused insight into Ahmedabad's consumer
preferences, satisfaction factors, and behavioural patterns, this study seeks to
close this knowledge gap and advance both academic research and useful
tactics for telecom provider.
Hypothesis
H1: Age is significantly associated with the choice of Current Telecom Service
Provider (Airtel).
H2: Age is significantly associated with the choice of Current Telecom Service
Provider (Jio).
H3: Age is significantly associated with satisfaction regarding the network
coverage provided by the current telecom service provider.
H4: Age is significantly associated with the perception that the pricing of the
current telecom plan is economical and suits the budget.
H5: Age is significantly associated with satisfaction regarding the internet
speed provided by the current telecom service provider.
He6: Age is significantly associated with satisfaction regarding the customer
service support provided by the current telecom service provider.
H7: Age is significantly associated with the influence of promotional offers and
discounts on the choice of telecom provider.
H8: Age is significantly associated with the perception that the telecom
provider offers sufficient plan validity for the price paid.
HO9: Age is significantly associated with the experience of consistent network
connectivity during calls and internet usage.
H10: Age is significantly associated with the influence of advertisements by the
telecom provider on the decision to choose their service.

Table 1. Validation of Questionnaire

Statements Citation
Current Telecom Service Provider: (Airtel, Jio | (Pathak & Vidani, 2016)
or Other)
I am satisfied with the network coverage | (Vidani & Plaha, 2017)

provided by my current telecom service
provider.

The pricing of my current telecom plan is
economical and suits my budget.

(Vidani J. N., 2020) (Sharma &
Vidani, 2023)

I am satisfied with the internet speed provided
by my service provider.

(Vidani J. N., 2018) (Mahajan
& Vidani, 2023)

The customer service support provided by my
telecom provider meets my expectations.

(Vidani & Dholakia,
(Saxena & Vidani, 2023)

2020)

Promotional offers and discounts influence my | (Vidani, Meghrajani, &
choice of telecom provider. Siddarth, 2023)

My telecom provider offers sufficient plan | (Rathod, = Meghrajani, &
validity for the price I pay. Vidani, 2022)

I experience consistent network connectivity | (Vidani & Das, 2021)

during calls and internet usage.

Advertisements by my telecom provider

(Vidani J. N., 2022) (Patel,
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influenced my decision to choose their service.

Chaudhary, & Vidani, 2023)

I would recommend my current telecom
provider to others based on my experience.

(Saxena & Vidani, 2023)

I am satisfied with the availability of value-
added services (e.g., streaming apps, free SMS)
offered by my provider.

(Vidani, Das, Meghrajani, &
Singh, 2023)

My telecom provider offers sufficient
transparency in billing and usage details.

(Vidani, Das, Meghrajani, &
Chaudasi, 2023)

I find switching to another telecom provider
inconvenient, even if they offer better plans.

(Bansal, Pophalkar, & Vidani,
2023)

The affordability of my plan significantly
affects my decision to continue with my
current provider.

(Chaudhary, Patel, & Vidani,
2023)

Would you recommend it to others.

(Sharma & Vidani, 2023)

METHODOLOGY

Source: Author’s Compilation

Table 2. Research Methodology

Research Design

Descriptive

Sample Method Non-Probability - Convenient Sampling method
Data Collection Primary method

Method

Data Collection Structured Questionnaire

Method

Type of Questions | Close ended

Data Collection
mode

Online through Google Form

Data Analysis Tables

methods

Data Analysis Tools | SPSS and Excel

Sampling Size 153

Survey Area Ahmedabad

Sampling Unit Students, Private and government Job employees,

Businessmen, Home maker, Professionals like CA,
Doctor etc.

Source: Author’s Compilation

Demographic Summary

In the study, the demographic profile of all participants included in the
sample has the majority of females which is 55.3%, while Male in the sample is
44.7%. Now considering age, the largest group is the 18-25 age range which is
83.6% followed by 25-32 which is 8.6%, 32-38 with 3.3%, 38-45 with 3.9%, and
the last smallest group above 50 with 0.7%. Now taking a look at the
occupation, the student group is the largest which is 65.1%, followed by jobs-
24.3%, homemakers-5.3%, business owners are 3.3%, and last professionals are
2.0%. In part of education qualifications, the list part is high school (7.2%), after
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that postgraduate represent 30.3%, and the majority part covered by graduates
with 58.6%. Now in the income portion, the majority part is covered by people
who earn below Rs 10000 per Month is 57.9% and smaller groups which are Rs
10001-25000 with 27%, 25001-50000 with 7.2% and last above 50000 with 7.9%.
The valuable context is provided by demographic breakdown for the study’s
findings.

Cronbach Alpha
Table 3. Cronbach Alpha
Cronbach Alpha Value | No. of items
939 15
Source: SPSS Software
In Cronbach’s Alpha, great internal consistency and reliability of the
instrument are indicated by the value of Connacht Alpha 0.939 for a 15-item
scale. This value of .939 is very great in context to Cronbach alpha and this also
suggests that the items on the scale are in proper & well correlated and take the
measurement of a single construct efficiently. Also, the value of Cronbach's
alpha above 0.9 is very strong and indicates that the scale is likely to produce
constant and reliable outcomes across different samples. So by looking at all the
outcomes, we can say that the scale used in this particular study shows a high
degree of internal reliability, which can mean that this can be taken for further
analysis.

RESULT AND DISCUSSION
Table 4. Results of Hypothesis Testin

Sr. | Alternate Result | >/< | Accept/ R Relationship

No | Hypothesis p= 0.05 | Reject Null | value

hypothesis

H1 | Ageissignificantly | 0.716 |> HO1 0.99 | Strong
associated with the Accepted
choice of Current (Null
Telecom Service hypothesis
Provider (Airtel). Accepted)

H2 | Ageis significantly | 0.216 |> HO02 - Weak
associated with the Accepted 0.014
choice of Current (Null
Telecom Service Hypothesis
Provider (Jio). Accepted)

H3 | Age is significantly | 0.29 > HO3 - Weak
associated with Accepted 0.021
satisfaction (Null
regarding the hypothesis
network coverage Accepted)
provided by the
current telecom
service provider.
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H4 | Age is significantly | 0.611 HO04 - Weak
associated with the Accepted 0.028
perception that the (Null
pricing  of  the hypothesis
current telecom plan Accepted)
is economical and
suits the budget.

H5 | Age is significantly | 0.123 HO05 - Weak
associated with Accepted 0.122
satisfaction (Null
regarding the hypothesis
internet speed Accepted)
provided by the
current telecom
service provider

H6 | Age is significantly | 0.202 HO06 0.071 | Weak
associated with Accepted
satisfaction (Null
regarding the hypothesis
customer service Accepted)
support provided by
the current telecom
service provider.

H7 | Age is significantly | 0.288 HO07 - Weak
associated with the Accepted 0.013
influence of (Null
promotional offers hypothesis
and discounts on the Accepted)
choice of telecom
provider.

H8 | Age is significantly | 0.233 HO8 0.001 | Weak
associated with the Accepted
perception that the (Null
telecom provider hypothesis
offers sufficient plan Accepted)
validity for the price
paid.

H9 | Age is significantly | 0.680 HO09 - Weak
associated with the Accepted 0.122
experience of (Null
consistent network hypothesis
connectivity during Accepted)
calls and internet
usage.

H10 | Age is significantly | 0.657 HO010 0.075 | Weak
associated with the Accepted
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influence of (Null
advertisements by hypothesis
the telecom provider Accepted)

on the decision to
choose their service.

Source: Author’s Compilation

The study focuses on the analysis of consumer behaviour on network
connectivity offered by Jio and Airtel in Ahmedabad city, which is basically
focused on the relationship between age and different aspects of customer
satisfaction and decision-making. The end results of the study, which is based
on hypothesis testing, provide insights into the significance of age in
influencing consumer preference and perception.

For H1, in that the relation of age and the choice of Airtel as the current
telecom service provider is examined, and with the value of p = 0.716, R = 0.99,
we can say the null hypothesis was accepted. On the basis of the value of p & R,
we can say that there is a strong correlation. And we can say that correlation
suggests that while age is a main factor in selecting Airtel, the reason is other
variables. On the other hand, for H2, about Jio, the null hypothesis was also
accepted with p = 0.216, R = -0.014; these values show a weak negative
relationship. On the basis of the study, we can say that the findings imply that
age does not significantly impact the choice of Jio as a telecom provider, and by
weak relationship or correlation, it highlights minimal variability in consumer
decisions across age groups for Jio.

Now H3, which shows the satisfaction with network coverage, has a
value of p of 0.29 and R is -0.021, which is the null hypothesis that was accepted
and shows that there is a weak negative relationship. By interpreting end
results, age does not influence satisfaction with internet coverage of either Jio or
Airtel. And the same as H4, which got our focus on the perception of price
being economical, & by p = 0.611 & R = -0.028, we can say the null hypothesis
was accepted.

For H5, the satisfaction with internet speed, the value of p = 0.123, R = -
0.122. By the value of p & R, we can say that the null hypothesis was accepted,
and this thing shows a weak negative relationship. For influencing satisfaction
with the speed of the internet, there is no role of age, say the telecom provider.
Also in H6, similar end results are there, which show a weak positive
relationship between age and customer satisfaction with service provider with
the value of p = 0.202 & R = 0.071.

Promotional offers and discounts are under H7, which are on consumer
decisions. Under this null hypothesis, the value of 0.288 of p and -0.013 of R are
also age independent. Similarly, the H8 null hypothesis was accepted; it is upon
the plan's validity. And the value of p 0.23e & R 0.001 reflect a small
relationship between age and satisfaction with the validity of the plan.

The null hypothesis was accepted for the network consistency during
calls and internet usage H9. In H9, the value of p is 0.680, and R is -0.122,
showing the weak negative relationship between age and H9. And at last, for
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advertising influence, which is under H10, the null hypothesis was accepted
because the value of p is 0.657 & R is 0.075, which shows a weak positive
relationship. By this we can say that age has a small impact on how advertising
influences consumer decisions.

In brief, the behaviour of consumers regarding network connectivity and
service satisfaction for Airtel and Jio does not depend upon the age of the
customer. The most relationships are weak, showing that factors other than age
can be more crucial in giving shape to customer preference and satisfaction
levels.

The end result of this study shows us that this study offers us several
theoretical implications for understanding how customers behave towards
network connectivity for the telecom service providers Jio and Airtel in the city
of Ahmedabad. The end results have a part to the large flied of customer
behaviour and marketing by emphasizing a small amount of influence of
demographic factors like age, occupation, income, on telecom service
preference and satisfaction.

There are people who think that age has an impact on consumer
decisions and satisfaction levels; this is one of the challenges of the study. We
can say that there is no significant association between key decision-making
factors and age, which is shown by the results of various hypotheses. By the
results of various hypotheses, we can say that consumer behaviour in the
telecom sector may be less influenced by demographic variables and more by
other factors such as service quality, pricing and brand name or brand image.
The observation of weak relationships suggests that age is not a dominant
variable in giving shape to telecom-related consumer behaviour, aligning with
various theories and considering the role of psychographic and behavioural
factors over demographic ones.

The plan of marketing strategies is more important and is supported by
the results of promotional offers, plan validity, and advertising influence. The
weak relationship with age and other parts of hypothesis questions basically
implies that companies targeting specific age demographics may not result in
significant differentiation in the behaviour of consumers. Instead, telecom
providers could benefit from giving special importance to global appeals like
reliability and affordability, which produce to whole age groups. Which show is
the reflection of theories on particular consumer groups in huge markets, where
segmentation by demographic factors like age has less effect?

Furthermore, in digital or technology-driven sectors, the study gives
importance to the evolving nature of consumer behaviour. As by today's trend,
the telecom industry moves towards data-centric services and digital
ecosystems, the quality of traditional demographic segmentation may decrease.
The Technology Acceptance Model (TAM) suggests that simple use and
usefulness are more crucial determinants of customer choice than demographic
characteristics.

The end results of this study give us the valuable insights of telecom
service providers. Also, they provide us with the fact that marketers and
policymakers in the telecommunications industry are also valuable. This shows
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us that age has a small impact on consumer behavior and satisfaction. This all
thing makes a highlight that this is the importance of developing strategies that
provide a huge demographic range, but for that they prioritize other key factors
that give shape to customer preference.
1. Service quality as a key differentiator

On the basis of the weak relationship between age and satisfaction with
network coverage & internet speed, one can say that telecom providers need to
focus on quality of service over tailoring services based on age. For retention
and attraction on consumers, service providers need to focus on network
reliability and also on faster internet speed for all age people. If they want to
ensure the service delivery is constant, they need to spend on infrastructure
and technological upgrades.
2. Uniform marketing strategies

If telecom providers want to adopt new marketing strategies by
considering age, they can do it because these things are not significantly
associated with age, due to which they can adopt more new marketing
strategies. To resonate with a huge audience, companies need to give
importance to global benefits like affordable plans and value for money. The
telecom provider always wants to streamline their promotional efforts for
maximum impact with the help of leveraging mass appeal rather than age-
specific messaging.
3. Focus on value for money

The weak relationship between age and perceptions of pricing getting
economical also suggests that customers of all age groups give importance to
value for money. The prices of telecom providers need to be in a limit that can
tulfil the balance between affordability and service. If we provide data, calling,
and value-added services at affordable prices in combination to customers, it
can be provided to a huge base of customers with economic efficiency.
4. Targeting experience over demographic

On the basis of end results of study, one can say that customer
satisfaction is driven by overall service that is provided to them over
demographic factors like age. This shows the importance of serving a seamless
and satisfying user experience. If a telecom provider wants to enhance user
satisfaction regardless of the age, they need to focus on personalized customer
engagement like Al-driven support and easy plan customization with
affordability and moreover they can run rewards programs.
5. Redefining Advertisement and Promotion

As we can see, there is a weak link between age and the influence of
advertisements; telecom companies must strive for impactful, emotionally
resonant and informative advertising campaigns. Other features, such as
continuous connectivity, new technologies, and better customer care, could be
communicated more appropriately than by age-related targeted advertising. If
providers want to engage with the people who have great knowledge of
technology, they need to explore digital marketing channels and need to give
their universal reach to them.
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6. Policy formulation and inclusivity

The study’s end results emphasize the importance of ensuring equal
access to good-quality telecom service for all age groups of persons responsible
for policy. Therefore, creating an ecosystem that can benefit all consumers
equally needs regulation for promoting or pushing fair competition;
additionally, it needs to spend on network infrastructure.

7. Consumer-centric innovation

As seen in our study, we get weak correlation in all variables. Which is
suggesting to us that there is a need for innovation in the telecom sector with
global applicability in mind. Also, providers should give importance to
Improving user convenience.

In a nutshell, we can say that some part of the study highlights the need
for telecom providers to adopt a more consumer-friendly approach. Moreover,
they need to focus on quality and value creation rather than demographic
segmentation. By taking this aspect companies like Airtel and Jio can improve
competitive advantage and meet the evolving demands for a vivid consumer
base.

CONCLUSIONS AND RECOMMENDATIONS

With a focus on the relationship between age and various factors
affecting satisfaction and decision-making, this study aim to investigate
customer behaviour toward network connectivity of Airtel and Jio in
Ahmedabad City. The results demonstrate that age and other decision-making
criteria such as price, promotion and advertisement, have no discernible effects
on telecom provider preference or feature satisfaction. All of the null
hypotheses of studied variables were accepted, and the modest correlations
found there suggest factors other than age influence customer behaviour more.

Some of the main findings indicate that, in reality, age has little or no
effect on how satisfied respondents feel about coverage, download speeds,
customer service, and price. This leads to the realization that common,
universal quality and service dependability resonate with most customers,
irrespective of demographics. Moreover, marketing with a focus on inclusivity
instead of focusing on ages would be better, where variables such as value for
money and reliability of the services are felt by customers irrespective of age
groups.

The study also shows how the telecom industry is experiencing a
growing importance of consumer experience and service innovation. Providers
such as Airtel and Jio should focus on network reliability, affordability, and
customer engagement to maintain their competitive edge. This will enable them
to better meet the expectations of consumers in a market that is becoming
increasingly competitive.

In conclusion, this study contributes to consumer behaviour in the
telecommunications sector by emphasizing that age as a determining factor is
being reduced and hence calls for quality-driven and more inclusive strategies
to suit this diverse and evolving customer base that would bring about better
satisfaction and loyalty.
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The results of this study show several avenues for future research and

highlight areas where the next investigation can improve the understanding of
consumer behaviour in the telecommunication sector.

1.

Exploration of other demographic and psychographic factors: Future
studies can extend this focus to check the impact of other demographic
factors like income, education, gender, and occupation on consumer
behavior. Further psychographic variables of lifestyle, technology adoption,
and brand loyalty will give more insight into what customers prefer and the
degree of satisfaction.

Impact of emerging technologies: Future research can analyse how
emerging trends like 5G networks, IoT devices, and digital ecosystems
influence the behaviour of consumers. The manner in which these changes
shape preferences and even the level of satisfaction will provide invaluable
information to telecom operators.

Comparative analysis across regions: Similar studies could be done in
different cities or regions to determine location differences. Differences in
urban versus rural customer preferences could also lead to a better
understanding of varied needs within the telecom market.

Longitudinal studies: Future studies will find value in taking the
longitudinal approach—to understand how consumer behaviour changes
over time—and to recognize trends and shifts in preferences, given new
technologies, pricing models, and marketing strategies.

Incorporating behavioural economics: Analysing consumer behaviour
through behavioural economics can detect biases, heuristics, and patterns of
decision-making. Knowledge of how value, risk, and satisfaction are
perceived by consumers might help better service and marketing strategies.
Role of customer experience and engagement: Although the given study
has focused on age as a factor, further research could be based on customer
experience metrics, such as ease of use, personalization, and post-sales
support. Additionally, an interesting point could be traced regarding digital
engagement tools such as mobile apps and Al-based customer service.
Impact of social media and digital marketing: The increasing social and
digital media can help a future study in investigating their influence on the
choices made by consumers towards their chosen telecom providers. Effects
can be measured based on consumer-generated reviews, celebrity or
influencer endorsements, and also targeted advertisements.

Impact of social media and digital marketing: Future research may probe
further the connection between brand equity, customer loyalty, and service
provider choice. Knowing how consumer perception of brands drives long-
term relationships with a service provider can help providers better plan
their strategies.

Cross-industry comparison: In doing that, it can give some wider views on
the expectations and drivers of consumer satisfaction with regard to the
telecom sector, such as banking or retail. Such a point of view may suggest
universal service quality benchmarks.
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10. Impact of pricing model and promotional strategies: Further research can
be conducted based on the effectiveness of different pricing models, like
subscription-based plans or pay-per-use, in influencing consumer
preferences. Findings regarding the role long-term promotional strategies
play in customer retention could also give more insights.

Future studies will build on the outcomes of this study by dealing with
these areas, so as to provide a more subtle and holistic understanding of
consumer behaviour that can help telecom operators adjust to the changing
market landscape.

FURTHER STUDY
This research still has limitations so further research is still needed on
this topic.

REFERENCES

Bansal, A., Pophalkar, S., & Vidani, C. (2023). A Review of Ed-Tech Sector in
India. International Journal of Management Analytics (IIMA), 1(1), 63-84.

Bharathi, D. (2022). A COMPARATIVE ANALYSIS ON CONSUMER
PREFERENCE OVER JIO & AIRTEL NETWORK SERVICES.
INTERANTIONAL JOURNAL OF SCIENTIFIC RESEARCH IN
ENGINEERING AND MANAGEMENT.
https:/ /doi.org/10.55041/ijsrem17020.

Bhatt, V., Patel, S., & Vidani, ]J. N. (2017, February). START-UP INDIA: A
ROUGH DIAMOND TO BE POLISHED. National Conference on Startup
India: Boosting Entrepreneurship (pp. 61-67). Pune: D.Y. Patil University
Press.

Biharani, S., & Vidani, J. N. (2018). ENTREPRENEURSHIP: CAREER
OPPORTUNITY HAS NO GENDER DISCRIMINATION. Compendium of
Research Papers of National Conference 2018 on Leadership, Governance
and Strategic Management: Key to Success (pp. 101-104). Pune: D. Y Patil
University Press.

Chaudhary, N., Patel, V., & Vidani, C. J. (2023). A Review of Non-Technical
Training Programmes Conducted by Corporate Trainers for IT Companies.
International Journal of Management Analytics (IMA), 1(1), 85-110.

Dhere, S., Vidani, J. N., & Solanki, H. V. (2016, November). A SURVEY ON THE
TOWARDS SATISFATION LEVEL OF THE CUSTOMER SHOPPING
MALL'S: AN ANALYTICAL STUDY. International Multidisciplinary
Journal Think Different, 3(24), 45-50.

Jyoti, M., & Priyanka, M. (2023). “The Jio Effect: Evaluating the Impact of Jio on
Internet Usage and Digital Transformation”. REST Journal on Data
Analytics and Artificial Intelligence.
https:/ /doi.org/10.46632/jdaai/2/2/16.

M, S, S, T,S, R, B, D, &N, K. (2022). NETWORK STRENGTH COMPARISON
BY REGION. International Journal Of Trendy Research In Engineering And
Technology. https:/ /doi.org/10.54473 /ijtret.2022.6304.

Mahajan, H., & Vidani, J. (2023). Packaging strategies: Outlook on consumer

1128



International Journal of Sustainable Applied Sciences (1JSAS)
Vol. 2, No. 6, 2024: 1115-1132

buying behaviour for FMCG products. Journal of Management and
Entrepreneurship, 17(4), October - December 2023.

Mala, Vidani, J. N., & Solanki, H. V. (2016, November). GREEN MARKETING-
A NEw WAY OF MARKETING: A REVIEW APPROACH. International
Multidisciplinary Journal Think Different, 3(24), 40-44.

Modi, R., Harkani, N., Radadiya, G., & Vidani, ]J. N. (2016, August). Startup
India: Even Diamonds start as Coal. NTERNATIONAL JOURNAL FOR
INNOVATIVE RESEARCH IN MULTIDISCIPLINARY FIELD, 2(8), 111-
116.

Niyati, B., & Vidani, J. N. (2016, July). Next Generation Children: Smarter or
Faster. NTERNATIONAL JOURNAL FOR INNOVATIVE RESEARCH IN
MULTIDISCIPLINARY FIELD, 2(7), 110-114.

Odedra, K., Rabadiya, B., & Vidani, J. (2018). AN ANALYSIS OF IDENTIFYING
THE BUSINESS OPPORTUNITY IN AGRO and CHEMICAL SECTOR -
WITH SPECIAL REFERENCE TO AFRICAN COUNTRY UGANDA.
Compendium of Research Papers of National Conference 2018 on
Leadership, Governance and Strategic Management: Key to Success (pp.
96-100). Pune: D.Y Patil University Press.

Patel, V., Chaudhary, N., & Vidani, C. J. (2023). A Study on Awareness of
Various Non-Technical Training Programmes Conducted by Corporate
Trainers for IT Companies in Ahmedabad. International Journal of
Management Analytics (IMA), 1(1), 111-132.

Pathak, K. N., & Vidani, J. N. (2016). A SURVEY ON THE AWARENESS
SATISFACTION AS WELL ASTO KNOW THE LEVELoF OF THE
ONLINE SHOPPING AMONG THE PEOPLE OF AHMADABAD CITY.
Governance in E-commerce: Contemporary Issues & Challenges (pp. 261-
275). Ahmedabad: GTU.

Pradhan, U., Tshogay, C., & Vidani, J. N. (2016, July). Short Messages: Its Effect
on Teenager's Literacy and Communication. NTERNATIONAL JOURNAL
FOR INNOVATIVE RESEARCH IN MULTIDISCIPLINARY FIELD, 2(7),
115-120.

R. (2023). Comparative Analysis of Jio Vs Airtel. International Journal For
Multidisciplinary Research.

Rathod, H. S., Meghrajani, D. 1., & Vidani, J. (2022, December). Influencer
Marketing: A New Marketing Communication Trend. Shodhsambhita,
VIII(12(11)), 155-167.

Sachaniya, C., Vora, H., & Vidani, J. (2019). A Study on Identifying the Gap
between Expected service and Actual Service with Special Reference to Suk
Sagar Gir Resort, Sasan. In P. Rijwani, S. Shome, & D. Danak (Ed.),
BUSINESS, ECONOMY AND ENVIRONMENT: CORPORATE
PERSPECTIVES (pp. 162-169). Ahmedabad: Himalaya Publishing House
Pvt. Ltd.

Saxena, M., & Vidani, J. (2023). MBA Chai Wala. In M. R. Dixit, S. Bist, & S.
Shah, Searching Alternativies (pp. 22-32). Ahmedabad: Routledge - imprint
of Taylor & Francis group.

Saxena, M., & Vidani, J. N. (2023). MBA Chai Wala. In M. R. Dixit, S. Bist, & S.

1129



Yadav, Patel, Vidani

Shah, Searching Alternativies (pp. 22-32). Ahmedabad: Routledge - imprint
of Taylor & Francis group.

Sharma, S., & Vidani, C. J. (2023). To Study the Consumer Attitude Towards
Purchase Intention of Online Courses on Udemy Using Co-Relation with
Reference to English Speaking and Excel Among Gen-Z in Ahmedabad.
International Journal of Management Analytics (IIMA), 1(1), 193-212.

Sharma, S., & Vidani, C. J. (2023). To Study the Consumer Attitude Towards
Purchase Intention of Online Courses on Udemy Using Regression with
Reference to English Speaking and Excel Among Gen-Z in Ahmedabad.
International Journal of Management Analytics (IMA), 1(2), 213-234.

Singh, P. K., & Vidani, J. N. (2016, November). PROBLEMS AND PROSPECTS
OF AGRICULTURE MARKETING IN INDIA. International
Multidisciplinary Journal Think Different, 3(22), 9-16.

Singh, P. K., Vidani, J. N., & Nagoria, V. S. ( 2016, July-September). Waste
Management: Inspire Today for A Better Tomorrow. Journal of Basic and
Applied Engineering Research, 3(10), 921-926.

Solanki, H. V., & Vidani, J. N. (2016, November). A NEW ERA OF E-VYAPAR
IN 21ST CENTURY: A REVIEW APPROACH. INTERNATIONAL
JOURNAL OF MULTIDISCIPLINARY EDUCATIONAL RESEARCH,
5(11(2)), 61-77.

Solanki, N., & Vidani, J. N. (2016, January). THE STUDY LEGAL ASPECTS OF
TRADE IN ETHIOPIA. ZENITH International Journal of Multidisciplinary
Research, 6(1), 226-284.

Sukhanandi, S., Tank, D., & Vidani, J. N. (2018). ANALYSIS OF THE IMPACT
OF WORK LIFE BALANCE ON WORKING WOMEN LEADER IN INDIA.
National Conference 2018 on Leadership, Governance and Strategic
Management: Key to Success (pp. 77-80). Pune: D.Y.Patil University Press.

Vasveliya, M., & Vidani, J. (2019). A Study on Analyzing Gap between Expected
and Actual Customer Satisfaction Regarding Royal Enfield's Features and
Services. In P. Rijwani, S. Shome, & D. Danak (Ed.), BUSINESS,
ECONOMY AND ENVIRONMENT: CORPORATE PERSPECTIVES (pp.
79-85). Ahmedabad: Himalaya Publishing House Pvt. Ltd.

Vidani, J. N. (2015, December ). THE STUDY OF INVESTMENT PATTERN OF
THE PEOPLE OF BHAVNAGAR DISTRICT. The Indian Writer's e -
Journal, 1(1), 1-26.

Vidani, J. N. (2015, December). “THE STUDY OF THE CONCEPTS OF
PERSONALITY TRAITS, VALUES, SKILLS AND PERCEPTION OF
DR.MANMOHANSINGH. The Indian Writer” s e - Journal, 1(1), 1-14.

Vidani, J. N. (2015, December). THE STUDY OF PESTLE ANALYSIS IN
KERALA STATE. ZENITH International Journal of Multidisciplinary
Research, 5(12), 33-50.

Vidani, J. N. (2015, November). Self-Aid Group - A Preeminent way for Bucolic
Female Empowerment. International Journal of Advance Engineering and
Research Development, 2(11), 351-360.

Vidani, J. N. (2016). IS ENTREPRENEURSHIP A GENDER BLIND (PART II).
Indian Journal of Technical Education (IJTE) - Special Issue for ICWSTCSC-

1130



International Journal of Sustainable Applied Sciences (1JSAS)
Vol. 2, No. 6, 2024: 1115-1132

2016, 25-33.

Vidani, J. N. (2016, December ). Roles of a Bhartiya Nari Vyapari: A Case study
review Approach. International Journal of Management, IT & Engineering,
6(12), 328-341.

Vidani, J. N. (2016, November). Fake Opportunities and Real Challenges of an
Indian Women Entrepreneurs: A Review Approach. International Journal
of Multidisciplinary Educational Research, 5(11(3)), 224-237.

Vidani, J. N. (2016, September). Rural Women Entrepreneurship: "Nari Bani
Vyapari". International Journal of Management and Research, 1, 208-213.

Vidani, J. N. (2018). Export and Import Procedures (Vol. 1). Online: Educreation
Publishing .

Vidani, J. N. (2018). MERGER AND AQUISITIONS: A CASE FROM INDIAN
TELECOM SECTOR VODAFONE & IDEA. Compendium of Research
Papers of National Conference 2018 on Leadership, Governance and
Strategic Management: Key to Success (pp. 105-108). Pune: D.Y Patil
University Press.

Vidani, J. N. (2018). Overview of Opportunities and Challenges in Marketing
Strategies of Ecopreneurs for their Eco-Prenrurial Products in the Markets
of Saurahtra Region. In B. UNNY, D. N. BHATT, & D. S. BHATT (Ed.),
Transformation Through Strategic and Technological Interventions (pp.
159-167). Ahmedabad: McGraw Hill Education (India) Private Limited.

Vidani, J. N. (2019). INFLUENCER MARKETING: A NEW TREND. Nafional
Conferenee on "Multidisciplinary Research in Socelal Seienes &
Management Studies. 6, pp. 344-353. Pune: D.Y Patil Institute of
Management Studies.

Vidani, J. N. (2020). ROLE OF WOMEN IN AGRICULTURE SECTOR OF
INDIA. In P. (( Mateen, WOMEN EMPOWERMENT & ECONOMIC
DEVELOPMENT (pp. 32-47). Kanpur: International Publications.

Vidani, J. N. (2022). Digital Marketing for Business in #hashtag era (Vol. 1).
Delhi, India: Publishing Expert.

Vidani, J. N., & Das, D. S. (2021, August). A Review on Evolution of Social
Media Influencer Marketing: Reflection on Consumer Behaviour and
Consumer’s Decision-Making Process. Turkish Online Journal of
Qualitative Inquiry (TOJQI). Retrieved from
https:/ /www.tojqi.net/index.php/journal/issue/view /51

Vidani, J. N., & Dholakia, A. (2020). An Introspective Study on Retail Sector The
Current Scenario in Gujarat and India. In R. B. Chauhan, Management and
Innovation: Research Study (pp. 1-15). Kanyakumari: Cape Comorin
Publisher.

Vidani, J. N., & Pathak, K. N. (2016). A SURVEY ON AWARENESS AND
SATISFACTION LEVEL OF THE CONSUMERS OF ONLINE GIFTING
WITH SPECIAL REFERENCE T0 AHMADABAD CITY. Governance in E-
commerce: Contemporary Issues &Challenges (pp. 121-135). Ahmedabad:
GTU.

Vidani, J. N., & Plaha, N. G. (2016, November). SWACHH BHARAT: CSR
INITIATIVE BY INDIAN CORPORATES. International Multidisciplinary

1131



Yadav, Patel, Vidani

Journal Think Different, 3(22), 44-50.

Vidani, J. N., & Plaha, N. G. (2017). AGRIPRENEURSHIP: A
REINCARNATION OF INDIAN AGRICULTURAL SECTOR. Proceedings
of the International Conference on Enhancing Economic Productivity and
Competitiveness through Financial and Monetary Reforms (pp. 154-159).
Ahmedabad: GTU.

Vidani, J. N., & Singh, P. K. (2017). To study the effect of marketing on
awareness and the use of contraceptive pills in the rural areas with special
Reference to Ahmedabad District. Services in Emerging Markets (pp. 254-
265). Ahmedabad: Emerald.

Vidani, J. N. & Solanki, N. (2015, December). THE STUDY OF
FUNDAMENTAL CONCEPTS OF MANAGEMENT FOCUSING ON
POSDCORB ANALYSIS - PARLE INDIA PVT. LTD. EXCEL International
Journal of Multidisciplinary Management Studies, 5(12), 45-56.

Vidani, J. N., Chack, P. K., & Rathod, D. N. (2017, February). STARTUP INDIA:
A CHALLENGING WAY OF THRONES. National Conference on startup
India: Boosting Entrepreneurship (pp. 111-118). Pune: D. Y. Patil University
Press.

Vidani, J. N., Das, S., Meghrajani, 1., & Singh, G. (2023, August). Influencer
Marketing and Gendered Consumer Behavior: An Analysis of Clothing
Purchases across Different Fashion Categories. Sodhsamhita, 137-157.

Vidani, J. N., Meghrajani, 1., & Siddarth, D. (2023, May). Unleashing the Power
of Influencer Marketing: A Study on Millennial Consumer Behaviour and
its Key Antecedents. JOURNAL OF EDUCATION: RABINDRA BHARATI
UNIVERSITY, XXV(6), 99-117.

Vidani, J.,, Das, S., Meghrajani, 1., & Chaudasi, C. (2023). Unveiling the
Influencer Appeal: A Gender-Centric Exploration of Social Media Follower
Motivations. Rabindra Bharati Journal of Philosophy, 182-203.

Vidani, J., Jacob, S., & Patel, M. (2019, July - September). MENTAL HEALTH
START-UP: MOODCAFE. Economic Challenger: An International Journal,
21(84), 35-42.

1132



