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INTRODUCTION 

WhyTOrganizationsTFocusTonTCustomerTSatisfaction 

TBusinessesTmonitorTcustomerTsatisfactionTinTorderTtoTdetermineThowTtoTincreaseTtheirTcustomerTbase,Tcusto

merTloyalty,Trevenue,Tprofits,TmarketTshareTandTsurvival.TAlthoughTgreaterTprofitTisTtheTprimaryTdriver,Texem

plaryTbusinessesTfocusTonTtheTcustomerTandThis/herTexperienceTwithTtheTorganization.TTheyTworkTtoTmakeTth

eirTcustomersThappyTandTseeTcustomerTsatisfactionTasTtheTkeyTtoTsurvivalTandTprofit.TCustomerTsatisfactionTi

nTturnThingesTonTtheTqualityTandTeffectsTofTtheirTexperiencesTandTtheTgoodsTorTservicesTtheyTreceive. 

CustomerTSatisfaction 

TTheTdefinitionTofTcustomerTsatisfactionThasTbeenTwidelyTdebatedTasTorganizationsTincreasinglyTattemptTtoTm

easureTit.TCustomerTsatisfactionTcanTbeTexperiencedTinTaTvarietyTofTsituationsTandTconnectedTtoTbothTgoodsTa

ndTservices.TItTisTaThighlyTpersonalTassessmentTthatTisTgreatlyTaffectedTbyTcustomerTexpectations.TSatisfactio

nTalsoTisTbasedTonTtheTcustomer’sTexperienceTofTbothTcontactTwithTtheTorganizationT(theT“momentTofTtruth”Ta

sTitTisTcalledTinTbusinessTliterature)TandTpersonalToutcomes.TSomeTresearchersTdefineTaTsatisfiedTcustomerTwit

hinTtheTprivateTsectorTasT“oneTwhoTreceivesTsignificantTaddedTvalue”TtoThis/herTbottomTline—

aTdefinitionTthatTmayTapplyTjustTasTwellTtoTpublicTservices.TCustomerTsatisfactionTdiffersTdependingTonTtheTsi



5 

 

tuationTandTtheTproductTorTservice.TATcustomerTmayTbeTsatisfiedTwithTaTproductTorTservice,TanTexperience,TaT

purchaseTdecision,TaTsalesperson,Tstore,TserviceTprovider,TorTanTattributeTorTanyTofTthese.TSomeTresearchersTc

ompletelyTavoidT“satisfaction”TasTaTmeasurementTobjectiveTbecauseTitTisT“tooTfuzzyTanTideaTtoTserveTasTaTme

aningfulTbenchmark.”4TInstead,TtheyTfocusTonTtheTcustomer’sTentireTexperienceTwithTanTorganizationTorTserv

iceTcontactTandTtheTdetailedTassessmentTofTthatTexperience. 

TForTexample,TreportingTmethodsTdevelopedTforThealthTcareTpatientTsurveysToftenTaskTcustomersTtoTrateTtheir

TprovidersTandTexperiencesTinTresponseTtoTdetailedTquestionsTsuchTas,T“HowTwellTdidTyourTphysiciansTkeepTy

ouTinformed?”TTheseTsurveysTprovideT“actionable”TdataTthatTrevealTobviousTstepsTforTimprovement.TCustom

erTsatisfactionTisTaThighlyTpersonalTassessmentTthatTisTgreatlyTinfluencedTbyTindividualTexpectations 

T 

 

T 

TSomeTdefinitionsTareTbasedTonTtheTobservationTthatTcustomerTsatisfactionTorTdissatisfactionTresultsTfromTeith

erTtheTconfirmationTorTdisconfirmationTofTindividualTexpectationsTregardingTaTserviceTorTproduct.TToTavoidTd

ifficultiesTstemmingTfromTtheTkaleidoscopeTofTcustomerTexpectationsTandTdifferences,TsomeTexpertsTurgeTco

mpaniesTtoT“concentrateTonTaTgoalTthat’sTmoreTcloselyTlinkedTtoTcustomerTequity.”TInsteadTofTaskingTwhethe

rTcustomersTareTsatisfied,TtheyTencourageTcompaniesTtoTdetermineThowTcustomersTholdTthemTaccountableTCu

stomerTsatisfaction,TaTbusinessTterm,TisTaTmeasureTofThowTproductsTandTservicesTsuppliedTbyTaTcompanyTmee

tTorTsurpassTcustomerTexpectation.TItTisTseenTasTaTkeyTperformanceTindicatorTwithinTbusiness 

TCustomerTsatisfactionTdependsTonTtheTproduct’sTperformanceTrelativeTtoTaTbuyer’sTexpectation,TtheTcustome

rTisTdissatisfied.TIfTpreferenceTmatchesTexpectations,TtheTcustomerTisTsatisfied.TIfTpreferenceTisTexceedsTexpe

ctation,TtheTcustomerTisThighlyTsatisfiedTorTdelightedToutstandingTmarketingTinsuranceTcompaniesTgoToutTofTt

heirTwayTtoTkeepTtheirTcustomerTsatisfied.TSatisfiedTcustomersTmakeTrepeatTpurchasesTinsuranceTproductsTan

dTtellTotherTaboutTtheirTgoodTexperiencesTwithTtheTproduct.TTheTkeyTisTtoTmatchTcustomerTexpectationsTwithT

companyTperformance.TSmartTinsuranceTcompany’sTaimTtoTdelightTcustomersTbyTpromisingTonlyTwhatTtheyTc

anTdeliver,TthenTdeliveringTmoreTthanTtheTpromise.TConsumersTusuallyTfaceTaTbroadTarrayTofTproductsTandTse

rvicesTthatTmightTsatisfyTaTgivenTneed.THowTdoTtheyTchooseTamongTtheseTmanyTmarketingTmakersToffers?TC

onsumersTmakeTchoicesTbasedTonTtheirTperceptionTofTtheTvalueTandTsatisfactionTthatTvariousTproductsTandTse

rvicesTdeliver.T 
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TCustomerTvalueTisTtheTdifferenceTbetweenTtheTvaluesTtheTcustomerTgainsTfromTowningTandTusingTaTproductT

andTtheTcostsTofTobtainingTtheTproductsTcustomersTfromTexpectationsTaboutTtheTvalueTofTvariousTmarketingTo

ffersTandTbuyTaccordingly.THowTdoTbuyersTfromTtheirTexpectations?TCustomerTexpectationsTareTbasedTonTpas

tTbuyingTexperiences,TtheTopinionTofTfriendsTandTmarketerTandTcompetitorTinformationTandTpromises.T 

TCustomerTsatisfactionTwithTaTpurchaseTdependsTonThowTwellTtheTproduct’sTperformanceTlivesTupTtoTtheTcust

omers’Texpectations.TCustomerTsatisfactionTisTaTkeyTinfluenceTonTfutureTbuyingTbehaviour.TSatisfiedTcustom

ersTbuyTagainTandTtellTothersTaboutTtheirTgoodTexperiencesTdies-

satisfiedTcustomer’sTofTtenTswitchesTtoTcompetitorsTandTdisparageTtheTproductsTtoTothers.TAnTinsuranceTprovi

derTopenTonlyTtoTactiveTduty,TretiredTandTseparatedTmilitaryTmembersTandTtheirTimmediateTfamiliesTandTthere

foreTnotTincludedTinTtheTrankings,TachievedTaTsatisfactionTrankingTequalTtoTthatTanyTinsuranceTcompany.T 

T 

 

 

 

TInTgeneral,TcustomerTsatisfactionTwithTautoTinsuranceTprovidersTdecreasedTsignificantly,TwithT20TofTtheT21Tc

ompaniesTsurveyedTdecreasingTinTsatisfactionTfromTtheTpreviousTyear.TInsuranceTisTtheTonlyTcarrierTthatTdidT

notTexperienceTaTdeclineTinTsatisfaction.TThoughTconsumersTreportTtheirTinsuranceTcarriersTareTresolvingTthei

rTclaimsTandTproblemsTfaster.TBusinessesTsurviveTbecauseTtheyThaveTcustomersTwhoTareTwillingTtoTbuyTtheirT

productsTorTservices.THowever,TmanyTbusinessesTfailsTtoT“checkTin”TwithTtheirTcustomersTtoTdetermineTwhet

herTtheyTareThappyTorTnotTandTwhatTitTwillTmakeTtoTmakeTorTkeepTthemThappy. 

TAccordingTtoTU.STconsumers’TaffairsTdepartment,TitTcostsTfiveTtimesTmoreTtoTgainTaTnewTcustomerTthanTtoTr

etainTanTexistingTone.TOtherTstudiesThaveTrepeatedTthatTwithTjustTaTfiveTpercentTincreaseTinTCustomerTretenti

on’sTaTfirmTcanTraiseTitsTprofitabilityTcustomersTspendTsalaryTatTfirst,TbutTwithTsucceedingTyearsTofTgoodTexp

erience,TtheyTwillTspendTincreasinglyTmore. 

TDependingTonTtheTindustryTandTtheTnatureTofTtheTbadTexperience,TdissatisfiedTcustomersTwillTcomplainTtoT1

0TtoT20TfriendsTandTacquaintances,TwhichTisTthreeTtimesTmoreTthanTthoseTwithTgoodTexperiencesTare.THence,T

theTnegativeTinformationTisTinfluential,TandTconsumersTgenerallyTplaceTsignificantTweightTonTitTwhenTmaking

TaTdecision.TIfTthatTisTnotTtheTreasonTenough,TfierceTcompetitorTisTneededTmoreTandTmoreTtoTdifferentiateTfir

msTfromToneTanother.TWithTtechnologyTavailableTtoTvirtuallyTeveryToneTtoday,TtheTtraditionalTfeaturesTandTc



7 

 

ostTadvantagesTareTnoTlongerTrelevant.TStillTproductTandTserviceTqualityTprovidesTanTenormousTopportunityTt

oTdistinguishTaTfirmTfromTtheTrest.TTheTJapaneseThaveTrecognizedTthisTandThaveTthoughTusTtoTexpectTquality.

TToday’sTconsumersTdo,TandTtheyTknowTmoreTaboutTproductsTandTservicesTthanTtheyTeverTdid.T 

TCustomersTareTtheTbestTsourceTofTinformation.TWhetherTtoTimproveTanTexistingTproductTorTserviceTorTwheth

erTfirmsTareTplanningTtoTlaunchTsomethingTnew.TThereTisTnoTsubstitutionTforT“gettingTitTfromThorse’sTmouth”

TWhenTyouTtalkTtoTyourTcustomerTdirectly,TtoTincreaseTyourToddsTforTachievingTsuccessTyouT“mistake-

proof”TyourTdecisionsTandTworkTonTwhatTreallyTmatters.TWhenTyouTroutinelyTaskTtheTcustomersTforTfeedback

TandTinvolveTthemTinTbusinessTthey,TinTturn,TbecomeTcommittedTtoTtheTsuccessTofTyourTbusiness.T 

 

 

 

 

 

 

CustomerTSatisfactionTMeasurement:T- 

TATbasicTandTeffectiveTbaseTlineTcustomerTsatisfactionTsurveyTprogramTshouldTfocusTonTmeasuringTcustomerT

perceptionsTofThowTwillTtheTcompanyTdeliversTonTtheTcriticalTsuccessTfactorsTandTdimensionsTofTtheTbusiness

TasTdefinedTbyTtheTcustomers: 

ForTexample: 

• ServiceTPromptnessT 

• CourtesyTofTStaffT 

• ResponsivenessT 

• UnderstandingTtheTcustomerTproblem,Tetc. 

TheTfindingsTofTtheTcompanyTperformanceTshouldTbeTanalyzedTbothTwithTallTcustomersTandTbyTkeyTsegments

TofTtheTcustomerTpopulation.TTheTessentialTstartingTpointTforTCustomerTSatisfactionTMeasurementT(CMS)TisT

exploratoryTresearch.TSinceTsatisfactionTisTaboutTanTorganization’sTability.TToTmeetTcustomerTrequirementTon

eThasTtoTstartTbyTclarifyingTwithTcustomersTexactlyTwhatTthoseTrequirementsTare.TThisTisTdoneTthroughTexplor

atoryTresearchTusingTfocusTgroupsTorToneTtoToneTdepthTinterviews. 
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TTwoTmainTfactorsTdetermineTtheTaccuracyTofTCMS.TTheTfirstTisTtheTaskingTtheTrightTquestionTandTtheTsecon

dTisTtheTaskingTthemTtoTtheTrightTpeopleTsampleTofTcustomersTwhichTaccuratelyTreflectsTtheTcustomerTbase. 

TThreeTthingsTdecideTtheTaccuracyTofTaTsample.TTheyTare: 

• ItTmustTbeTrepresentative. 

• ItTmustTbeTrandomlyTselected. 

• ItTmustTbeTadequateTenough.T 

 

 

T 

 

 

TMeasuringTcustomerTsatisfaction 

TOrganizationsTneedTtoTretainTexistingTcustomersTwhileTtargetingTnon-

customers.TMeasuringTcustomerTsatisfactionTprovidesTanTindicationTofThowTsuccessfulTtheTorganizationTisTatT

providingTproductsTand/orTservicesTtoTtheTmarketplace. 

TCustomerTsatisfactionTisTanTabstractTconceptTandTtheTactualTmanifestationTofTtheTstateTofTsatisfactionTwillTva

ryTfromTpersonTtoTpersonTandTproduct/serviceTtoTproduct/service.TTheTstateTofTsatisfactionTdependsTonTaTnum

berTofTbothTpsychologicalTandTphysicalTvariablesTwhichTcorrelateTwithTsatisfactionTbehaviorsTsuchTasTreturnT

andTrecommendTrate.TTheTlevelTofTsatisfactionTcanTalsoTvaryTdependingTonTotherTfactorsTtheTcustomer,TsuchT

asTotherTproductsTagainstTwhichTtheTcustomerTcanTcompareTtheTorganization'sTproducts. 

TWorkTdoneTbyTParasuraman,TZeithamlTandTBerryT(LeonardTL)TbetweenT1985TandT1988TdeliveredTSERVQU

ALTwhichTprovidesTtheTbasisTforTtheTmeasurementTofTcustomerTsatisfactionTwithTaTserviceTbyTusingTtheTgapT

betweenTtheTcustomer'sTexpectationTofTperformanceTandTtheirTperceivedTexperienceTofTperformance.TThisTpr

ovidesTtheTresearcherTwithTaTsatisfactionT"gap"TwhichTisTsemi-

quantitativeTinTnature.TCroninTandTTaylorTextendedTtheTdisconfirmationTtheoryTbyTcombiningTtheT"gap"Tdesc

ribedTbyTParasuraman,TZenithalTandTBerryTasTtwoTdifferentTmeasuresT(perceptionTandTexpectation)TintoTaTsin

gleTmeasurementTofTperformanceTrelativeTtoTexpectation. 
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TTheTusualTmeasuresTofTcustomerTsatisfactionTinvolveTaTsurveyTwithTaTsetTofTstatementsTusingTaTLinkerTTech

niqueTorTscale.TTheTcustomerTisTaskedTtoTevaluateTeachTstatementTinTtermsTofTtheirTperceptionTandTexpectatio

nTofTperformanceTofTtheTserviceTbeingTmeasured. 

Methodologies 

TAmericanTCustomerTSatisfactionTIndexT(ACSI)TisTaTscientificTstandardTofTcustomerTsatisfaction.TAcademicTr

esearchThasTshownTthatTtheTnationalTACSITscoreTisTaTstrongTpredictorTofTGrossTDomesticTProductT(GDP)Tgro

wth,TandTanTevenTstrongerTpredictorTofTPersonalTConsumptionTExpenditureT(PCE)Tgrowth.TOnTtheTmicroeco

nomicTlevel,TresearchThasTshownTthatTACSITdataTpredictsTstockTmarketTperformance,TbothTforTmarketTindices

TandTforTindividuallyTtradedTcompanies.TIncreasingTACSITscoresThasTbeenTshownTtoTpredictTloyalty,Tword-

of-

mouthTrecommendations,TandTpurchaseTbehaviour.TTheTACSITmeasuresTcustomerTsatisfactionTannuallyTforT

moreTthanT200TcompaniesTinT43TindustriesTandT10TeconomicTsectors.T 

T 

 

TInTadditionTtoTquarterlyTreports,TtheTACSITmethodologyTcanTbeTappliedTtoTprivateTsectorTcompaniesTandTgo

vernmentTagenciesTinTorderTtoTimproveTloyaltyTandTpurchaseTintent.TTwoTcompaniesThaveTbeenTlicensedTtoTa

pplyTtheTmethodologyTofTtheTACSITforTbothTtheTprivateTandTpublicTsector:TCFITGroup,TInc.TappliesTtheTmeth

odologyTofTtheTACSIToffline,TandTForeseeTResultsTappliesTtheTACSITtoTwebsitesTandTotherTonlineTinitiatives.

TASCITscoresThaveTalsoTbeenTcalculatedTbyTindependentTresearchers,TforTexample,TforTtheTmobileTphonesTsec

tor,ThigherTeducation,TandTelectronicTmail. 

TTheTKanoTmodelTisTaTtheoryTofTproductTdevelopmentTandTcustomerTsatisfactionTdevelopedTinTtheT1980sTbyTProfessor

TNoriakiTKanoTthatTclassifiesTcustomerTpreferencesTintoTfiveTcategories:TAttractive,TOne-Dimensional,TMust-

Be,TIndifferent,TReverse.TTheTKanoTmodelToffersTsomeTinsightTintoTtheTproductTattributesTwhichTareTperceivedTtoTbeTi

mportantTtoTcustomers.TKanoTalsoTproducedTaTmethodologyTforTmappingTconsumerTresponsesTtoTquestionnairesTont

oThisTmodel.TSERVQUALTorTRATERTisTaTservice-qualityTframeworkTthatThasTbeenTincorporatedTintoTcustomer-

satisfactionTsurveysT(e.g.,TtheTrevisedTNorwegianTCustomerTSatisfactionTBarometer)TtoTindicateTtheTgapTbetweenTcust

omerTexpectationsTandTexperience. 

TJ.D.TPowerTandTAssociatesTprovidesTanotherTmeasureTofTcustomerTsatisfaction,TknownTforTitsTtop-

boxTapproachTandTautomotiveTindustryTrankings.TJ.D.TPowerTandTAssociates'TmarketingTresearchTconsistsTpri

marilyTofTconsumerTsurveysTandTisTpubliclyTknownTforTtheTvalueTofTitsTproductTawards. 



10 

 

TOtherTresearchTandTconsultingTfirmsThaveTcustomerTsatisfactionTsolutionsTasTwell.TTheseTincludeTA.T.TKear

ney'sTCustomerTSatisfactionTAuditTprocess,TwhichTincorporatesTtheTStagesTofTExcellenceTframeworkTandTwhi

chThelpsTdefineTaTcompany’sTstatusTagainstTeightTcriticallyTidentifiedTdimensions.TForTBusinessTtoTBusinessT(

B2B)TsurveysTthereTisTtheTInfoTQuestTbox.TThisThasTbeenTusedTinternationallyTsinceT1989TonTmoreTthanT110,

000TsurveysT(NovT'09)TwithTanTaverageTresponseTrateTofT72.74%.TTheTboxTisTtargetedTatT"theTmostTimportant

"TcustomersTandTavoidsTtheTneedTforTaTblanketTsurvey. 

 

 

 

 

 

 

ImprovingTCustomerTSatisfaction 

TPublishedTstandardsTexistTtoThelpTorganizationsTdevelopTtheirTcurrentTlevelsTofTcustomerTsatisfaction.TTheTI

nternationalTCustomerTServiceTInstituteT(TICSI)ThasTreleasedTTheTInternationalTCustomerTServiceTStandardT(

TICSS).TTICSSTenablesTorganizationsTtoTfocusTtheirTattentionTonTdeliveringTexcellenceTinTtheTmanagementTo

fTcustomerTservice,TwhilstTatTtheTsameTtimeTprovidingTrecognitionTofTsuccessTthroughTaT3rdTPartyTregistratio

nTscheme.TTICSSTfocusesTanTorganization’sTattentionTonTdeliveringTincreasedTcustomerTsatisfactionTbyThelpi

ngTtheTorganizationTthroughTaTServiceTQualityTModel.TTICSSTServiceTQualityTModelTusesTtheT5TP'sT-

TPolicy,TProcessesTPeople,TPremises,TProduct/Services,TasTwellTasTperformanceTmeasurement.TTheTimplemen

tationTofTaTcustomerTserviceTstandardTshouldTleadTtoThigherTlevelsTofTcustomerTsatisfaction,TwhichTinTturnTinf

luencesTcustomerTretentionTandTcustomerTloyalty. 

CustomerTSatisfactionTSurveys:T 

SurveysTandTquestionnairesTareTtheTmostTcommonTmarketingTresearchTmethods.TTypically,TtheyTareTusedTto: 

✓ AssessTtheTlevelTofTcustomerTsatisfactionTwithTaTparticularTproduct,TserviceTorTexperience 

✓ IdentifyTfactorsTthatTcontributeTtoTcustomerTsatisfactionTandTdissatisfaction; 

✓ DetermineTtheTcurrentTstatusTorTsituationTofTaTproductTorTservice; 
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✓ CompareTandTrankTproviders;T 

✓ EstimateTtheTdistributionTofTcharacteristicsTinTaTpotentialTcustomerTpopulation;Tor 

✓ HelpTestablishTcustomerTserviceTstandards. 

 

 

 

 

 

 

 

 

BenefitsTandTChallenges: 

TSurveysTallowTanTorganizationTtoTquicklyTcaptureTvitalTinformationTwithTrelativelyTlittleTexpenseTandTeffort.

TATprimaryTadvantageTofTthisTmethodTisTitsTdirectness:T“theTpurposeTisTclearTandTtheTresponsesTstraightforwa

rd.”TAdditionally,TtheTinformationTgatheredTbyTsurveysTcanTeasilyTbeTanalyzedTandTusedTtoTidentifyTtrendsTo

verTtime.TTheTpublicTviewsTconsumerTproductTpollsTandTpollstersTinTaTgenerallyTpositiveTmannerTcomparedTt

oTpoliticalTandTotherTpolls.TOneTstudyTfoundTthatTatTleastTsixtyTpercentTofTtheTpublicTfeelsTthatTmarketTresear

chTaboutTproductsTandTservicesThasTaTpositiveTimpactTonTsociety.TSeventyTpercentTconsiderTtheTpeopleTwhoTc

onductTsuchTsurveysTtoThaveTpositiveTimpactsTonTsociety. 

TATmajorTdisadvantageTofTcustomerTsurveysTisTthatTtheTresponsesTmayTbeTinfluencedTbyTtheTmeasurementTits

elfTthroughTvariousTformsTofTbias.TForTexample,TmostTsurveysTareTvoluntary,TandTsomeTresearchersThaveTfou

ndTdifferencesTbetweenTsurveyTrespondentsTandTnon-

respondents.TPeopleTwhoTrespondTtoTsurveysTanswerTquestionsTdifferentlyTthanTthoseTwhoTdoTnotTrespond,Ta

ndTlateTrespondersTanswerTdifferentlyTthanTearlyTresponders. 
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TMETHODTOFTRESEARCH 

SurveyTmethod:T 

TATSurveyTisTaTcompleteToperation,TwhichTrequiresTsomeTtechnicalTknowledgeTSurveyTmethodsTareTmostlyTp

ersonalTinTcharacter.TSurveysTareTbestTsuitedTforTgettingTprimaryTdata.TtheTresearchTobtainsTinformationTfrom

TtheTrespondentsTbyTinterviewingTthem. 

Sampling:TItTisTnotTalwaysTnecessaryTtoTcollectTdataTfromTwholeTuniverse4.TATsmallTrepresentativeTsampleT

mayTserveTtheTpurpose.TATsampleTmeansTaTsmallTgroupTtakenTinTaTlargeTlot.TThisTsmallTgroupTtakenTinTaTlarg

eTlotT.ThisTsmallTgroupTshouldTbeTemanativeTcrossTsectionTandTreallyT“representative”TinTcharacter.TThisTsele

ctionTprocessTinTcallsTsampling.T 

SampleTsize:TSamplesTareTdevicesTforTlearningTaboutTlargeTmassesTbyTobservingTaTfewTindividuals.TTheTsele

ctedTsampleTisT100. 

MethodsTofTSampling 

RandomTsampleTmethod: 
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TTheTmethodTadop0tedThereTisTrandomTsamplingTmethod.TATRandomTsampleTisToneTwhereTeachTitemTinTth3e

TuniverseThasTasTanTequalTchanceTofTknownTopportunityTofTbeingTselected. 

ResearchTInstrument 

Questionnaire: 

TATquestionnaireTisTaTcarefullyTcompliedTlogicalTsequenceTofTquestr5ionsTdirectedTtoTaTdefineTobjective.TItTis

TtheToutlineTofTwhatTinformationTisTrequiredTandTtheTframeworkTonTwhichTtheTdataTisTbuiltTupon.TQuestionna

ireTisTcommonlyTusedTinTsecuringTmarkerTinformationTthatTitsTpreparationTdeservesTutmostTskillTandTcare. 

 

 

 

 

 

 

CollectionTofTdata: 

TOneTofTtheTimportantTtoolsTforTconductionTmarketTresearchTisTthatTavailabilityTofTnecessaryTandTusefulTdata.

TDateTcollectionTisTmoreTofTanTartTthanTaTscience.TTheTmethodsTofTmarketingTresearchTareTinTaTwayTtheTmeth

odsTofTdataTcollection.TTheTsourcesTofTinformationTfallTunderTtwoTcategories. 

InternalTsources:T 

TEveryTcompanyThasTtoTkeepTcertainTrecordsTsuchTasTaccounts,TreportsTetc.TtheseTrecordsTprovideTsampleTinf

ormationTwhichTanTorganizationTusuallyTkeepsTcollectionTinTitsTworking. 

ExternalTsources: 

TWhenTinternalTrecordsTareTinsufficientTandTrequiredTinformationTisTnotTavailable,TtheTorganizationTwillThave

TtoTdependTonTexternalTsources.TOfTdataTare. 

a) PrimaryTdata: 



15 

 

TTheTdataTcollectedTforTaTpurposeTinToriginalTandTforTtheTfirstTtimeTisTknownTasTprimaryTdata.TTheTresearches

TcollectTthisTdataTtoTstudyTaTparticularTproblem. 

THereTtheTprimaryTdataTisTdataTcollectedTthroughTquestionnaireTbyTdirectlyTmeetingTtheTcustomers 

b)TSecondaryTData: 

TTheTdata,TwhichTisTcollectedTfromTtheTpublishedTsourcesTi.e.,TnotToriginallyTcollectedTofTtheTfirstTrimeTisTcall

edTsecondaryTdata. 

THereTtheTsecondaryTdataTisTdataTcollectedTfromTtheTcompany’sTbrochures,Tpamphlets,TcataloguesTandTtheTwe

bsite. 

 

T 

 

 

 

T 

TNEEDTFORTTHESTUDY 

TCustomerTsatisfactionTsurveyTisTaTsystematicTprocessTforTcollectingTconsumerTdata,TanalyzingTthisTdataTtoTm

akeTitTintoTactionableTinformation,TdrivingTtheTresultsTthroughoutTanTorganizationTandTimplementingTsatisfact

ionTsurveyTisTaTmanagementTinformationTsystemTthatTcontinuouslyTcapturesTtheTvoiceTofTtheTcustomerTthrou

ghTtheTassessmentTofTperformanceTfromTtheTcustomers’TpointTofTview. 

T 

TOBJECTIVESTOFTSTUDY 

TTheTsettingTofTobjectiveTisTtheTcorerTstoneTofTaTsystematicTstudy.TTheTstudyTwillTbeTfruitfulToneTwhenTtheTb

asisTlaidTdownTisTaTconcreteToneTtheyTrepresentTtheTdesiredTsolutionTtoTtheTproblemTandThelpTinTproperTutiliz

ationTofTopportunities.T 

Objectives: 

TheTobjectivesTofTtheTresearchTare: 
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1) ToTfindToutTwhichTsalesTpromotionTtoolsTwillTincreaseTtheTsales 

2)TToTfindToutThowTbrandTambassadorTcanTinfluenceTsalesTpromotion. 

T3)TToTfindToutTtheTmarketTshareTofT“ideaTCellular” 

T4)TToTknowTtheTfeaturesTthatTattractsTtheTcustomerTtoTsubscribeTtoTIdeaTcellular.T 

T5)TToTknowTtheTlevelTofTsatisfactionTofTcustomersTtowardsT“IdeaTCellularTServices”. 

 

 

 

 

 

 

T 

TLimitationsTofTtheTstudy 

1) TimeTfactorTwasTtheTmainTlimitationTforTtheTstudyTasTtheTprojectTwasTrestrictedTtoTsmallTperiod. 

2) TheTresearchTwasTlimitedTonlyTtoTtheTHyderabadTcityTsoTtheTresultTcan’tTbeTgeneralizedTtoTtheTwhol

eTmarket. 

3) TheTsampleTtakenTforTresearchTwasTconcernedTonlyTforT100TcustomersTratherTthanTmillionsTofTcust

omersTscatteredTaroundTtheTworld. 

4) SinceTtheTprojectThasTtoTbeTcompletedTwithinTaTshortTperiodTofTtimeTtheTinformationTcollectedTcoul

dTbeTbiased. 

5) SomeTofTtheTpremiumTsegmentsTcouldTnotTbeTmetTdueTtoTtimeTlackTandTbyTnotTobtainingTpriorTapp

ointmentTdueTtoTtightTscheduleTofTtheTrespondents. 

 

T 
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COMPANYTPROFILE 

TIdeaTCellular,TcalledTBirlaTTataTAT&TTbeforeTbeingTrenamedTinTMayT2002,TisTIndia’sTleadingTcellularTservi

cesTprovider.TItTwasTsetTupTinTJanuaryT2001TfollowingTtheTmergerTofTTataTCellularTandTBirlaTAT&TTCommu

nication.TInTFebruaryT2001,TIdeaTCellularTacquiredTRPGTCellcom,TwhichTisTnowTcalledTBTATCellcomTandTh

asToperationsTinTMadhyaTPradeshTandTChhattisgarh. 

TTheTIdeaTCellularTfootprintTcurrentlyTcoversTfiveTcircles:TMaharashtra,TGujarat,TAndhraTPradesh,TMadhyaTP

radeshT(includingTChhattisgarh)TandTNewTDelhi.TItsTservicesTspanTtheTentireTcellularTvalueTchainTfromTvoiceT

toTtext.TDuringT2001-

2002,TIdeaTCellularTwasTIndia’sTfastestTgrowingTcellularToperator,TregisteringTanTannualTgrowthTrateTofT135T

perTcent.TThanksTtoTtheTfrontlineTtechnologyT–TfromTNokiaTandTEricssonT–

TatTitsTcustomer’sTextensiveTcoverage,TqualityTserviceTandTminimalTcongestionTlevels.TCurrentlyTitThasTanTap

proximateTsubscriberTbaseTofT1.25Tmillion,TwhichTamountsTtoT26.2TperTcentTinTitsTfiveTcirclesTofToperationT(a

ndT10.7TpercentTofTtheTallT–

IndiaTtotal).TIdeaTalsoTenjoysTmarketTleadershipTinTtwoTofTitsTcirclesTofToperation,TMaharashtraTandTGoa,Tand

TAndhraTPradesh.T 
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IDEATCOVERAGE: 

TIdeaTgivesTyouTcoverageTlikeTnoTotherTmobileTserviceTcan.TCoveringT23TDistrictsTandT152TtownsTinT

AndhraTPradeshTandTwithTaTuniqueTconceptTcalledT‘theTcorridorTconnectivity’,TIdeaTpromisesTyouTtheTwidestT

reachTwithTtheTdeepestTpenetration.TCorridorTconnectivityTprovidesThighwayTcoverageTbyTwayTofTtheTCostaTc

orridorTbetweenTSangareddyT(viaTHyderabad)TandTVijayawada,TtheTKrishnaTCorridorTbetweenTVijayawadaTa

ndTTirupati,TtheTRayalaseemaTcorridorTbetweenTHyderabadTandTHindupurTandTtheTkakatiyaTcorridorTbetween

THyderabadTandTMancherialT(viaTWarangal).TBesides,TweTassureTfirstTtimeTconnection,TnoTcallTdropsTenho-

freeTspeech,TbetterTvoiceTclarityTandTnoTcongestionTofTcellularTtraffic.TLastly,TwithTaTbaseTofToverT100Tfranch

iseesTinTtheTstateTdedicatedTtoTcustomerTcareTandTinteraction,Tit’sTnoTwonderTthatTserviceTofferedTbyTIdeaTinTl

ikeTnoTother.T 

 

 

 

 

 

LatestTdevelopmentsTinTideaTCellular: 

• InTJuneT2007TIdeaTCellularTacquiredTEscotelTMobileTCommunicationsTandTEscortsTTelecommuni

cationsTandTnowTitThasTfootprintTacrossT11TtelecomTcircles. 

• IdeaTwillTinvestTRs.1,T200TcroresTforTnetworkTandTcapacityTexpansionTtoTachieveT100TpercentTgro

wthTthisTfiscal. 

• SingaporeTTechnologiesTTelemediaTPteT(STT)TandTTelecomTMalaysiaTBhdThaveTjointlyTboughtTA

T&T’sTentireT33.3TperTcentTstakeTinTIdeaTCellular.T 

• IdeaThasTlaunchedTEnhancedTDataTforTGSMTEvolutionT(EDGE)Tservices’,TofferingThigherTInterne

tTconnectionTspeed,TquickTdownloadsTandTotherTmultimediaTservicesTonTmobiles.TThisTnextTgener

ationTserviceTisTlaunchedTonlyTforTDelhiTandTNCRTsubscribersT(bothTprepaidTandTpost-

Tpaid)Tinitially. 

PRODUCTTPROFILE: 
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IdeaTCellularToffersTaTwideTrangeTofTcellularTservicesTandTproducts.TItsTpostTpaidTandTprepaidTservice

sTareTsupportedTbyTaTvarietyTofTpackageTplainTtoTsuitTtheTneedsTofTdifferentTcustomers.TTheTcompanyTalsoTof

fersTaTvarietyTofTvalue-TaddedTservices.TTheseTare: 

TM-Tcoupon: 

TElectronicTdiscountTcouponsTthatTcustomersTcanTgetTonTtheirTmobileTwhileTtheyTshop. 

VoiceTcourier: 

TIdeaTsubscribersTcanTsendTmessagesTinTtheirTownTvoiceTtoTselectTGSMTsubscribersTallTacrossTtheTcountryTan

dTtoTanyTlandTlineTorTcellularTsubscriberTinTtheTUSTandTCanadaTatTaTfractionTofTSTDTandTISDTrates 

M-chat: 

TAnTinstant-

TmessagingTserviceTthatTenablesTsubscribersTtoTchatTwithTtheirTfriendsTinTMSN,TYahooTandTISQTfromTIdeaTm

obileT(usingTtheTSMSTfeature).TIdea’sTm-

chatTenablesTsubscribersTtoTchatTwithTallTtheTthreeTchatTrooms,TMSN,TYahooTandTISQ,TwithoutThavingTtoTtag

TalongTaTlaptopTorTcomputerTwithTnetTconnection. 

SMSTinTnineTvernacularTlanguages: 

THindi,TGuajarati,TMarathi,TBengaliT,TTeluguT,TTamilT,TMalayalam,TKannadaTandTPunjabi,TinTadditionTtoTEng

lish. 

 

TGPRS/MMS: 

IdeaTDelhiTwasTtheTfirstTmobileTphoneToperatorTtoTlaunchTGPRSTservicesTinTDelhi.TIt’sT3G-

compatibleTnetworksTsupportTGeneralTPacketTRadioTServiceT(GPRS),TwhichTallowsTsubscribersTtoTaccessTInt

ernetTwebsitesTandTinformationTportalsTonTIdeaTmobile.TAnotherToutstandingTapplicationTonTGPRSTisTMultim

ediaTMessagingTserviceT(MMS).TIdeaTisTamongTtheTpioneersTinTprovidingTMMS.TThisTinnovationTinTmobileT

communicationTprovidesTtheTsubscriberTtheTabilityTtoTcommunicateTinTvoiceTorTtextTwithTfullTcolourTreplicas.

TWithTtheTintroductionTofTGPRSTonTitsTnetwork,TIdeaTalsoTsupportsTtheTuseTofTtheTGPRSTphoneTasTaTmodem,

TprovidingTbusyTlaptopTarmedTexecutivesTtheTopportunityTtoTlogTinTwirelesslyTwhileTonTtheTmove. 

IDEATROAMING: 
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TheTworldTisTindeedTbecomingTaTsmallerTplace;TthanksTtoTglobalizationTandTfreeTeconomiesTandTpeop

le’sTincreasingTloveTofTtravelling.TAndTthankTtoTGodTforTcellularTtelephony’sTgreatestTboon:TROAMING.TBeT

itTyourTnextTtownTsupplierTofTyourTacross-the-

TstateTsalesTforce;TwishTtoTbreakfastToverTwithTaTSingaporeTdealerTorTjustTenjoyTLondon’sTfallTwithTyourTcous

ins;TIDEA’STroamingTservicesTtakeTcareTofTallTyourT“communicationTonTtheTmove”Tneeds.TAfterTallTIdeaTund

erstandsTyourTneedTtoTALWAYSTFEELTATTHOME,TnoTmatterTwhereTyouTare.TSo,TROAMTwithTIdea.TFriend

lyTNationalTInternationalTYourTsmileTisTworthTit. 

TFriendlyTRoaming: 

TIdeaToffersTyouTaTveryTlucrativeTassortmentTof:TfriendlyTstates”TwhereTyouTcanTroamTandTuseTourTcellularTse

rvicesTinTtheTfollowingTcitiesTcoveredTforTyourTinterests:1)TMaharashtra-GoaT2)TGujaratT3)TMadhyaTPradesh-

TChhattisgarhTThus,TwithTIdeaTFriendlyTRoaming,TyouTcanTreceiveTandTmakeTcallsTwithinTanyTofTtheTaboveTv

isitedTnetworkTregionTasTwell’TthoughTtheTlatterTwillTbeTchargedTstandardTSTDTrates.TInTcaseTyouTvisitTaTparti

cularTnetworkToutsideTHomeTnetwork,TandTwishTtoTcallTupTaTthirdTnoneTHomeTnetworkTregion,TyouTwouldTb

eTableTtoTdoTsoTonlyTifTyouThaveTsubscribedTtoTSTDTfeatureTbyTpayingTtheTnecessaryTSTDTdeposit,TasTapplic

ableTinTyourTHomeTnetworkTsubscriptionTcharges.TE.g.TasTaT9848003689Tsubscriber,TyouThaveTyourThomeTne

tworkTasTAndhraTPradesh.TYouTwillTbeTableTtoTmakeTandTreceiveTcallsTonTthisTHomeTIDEATCellularTnumber

TwhileTroamingTinTMaharashtra-TGoa,TMadhyaTPradeshT–

TChhattisgarhTandTGujarat.TIfTyouTtravelTtoTMadhyaTPradeshTyouTcanTcallTMadhyaTPradeshTandTAndhraTPrad

eshTonly,TwithoutThavingTsubscribedTtoTSTDTfacilityTatThome.TINTcaseTyouTwishTtoTcallTupTBangaloreTorTChe

nnaiTorTanywhereTelseTinTIndiaTwhileTroamingTinTMadhyaTPradesh,TyouTneedTtoToptTforTtheTSTDTfacility.TFri

endlyTRoamingT 

 

 

SouthTroaming: 

TIdeaTgoesToneTstepTaheadTandTbringsTtoTyouTSouthTRoam,TtheTroamingTfacilityTthatTenablesTyouTtoTroamTinT

Chennai,TKarnataka,TKeralaTandTTamilTNadu.TSoTstayTconnectedTinTallTsouthernTstatesTwithoutTevenThavingTt

oTsubscribeTforTtheTSTDTfacility.TThisTuniqueTroamingTfacilityTisTbeingTofferedTinTassociationTwithTRPGT–

TChennai,TSpiceT–TKarnataka,TBPLT–KeralaTandTBPLT–TTamilTNadu.TSouthTRoaming 

NationalTRoaming: 
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TCountryTroadT.T.T.TtakeTmeThome,TtoTtheTplaceTITbelongT.T.T.TthusTsangTJohnTDenverTinToneTofThisTfamousTson

gsT“CountryTRoad”.TAndTIdeaTtakesTitTuponTitselfTtoTensureTthatTourTcountry’sTscatteredTgeographiesTneverTf

ailTtoTcatchTourTnetworkTcoverage,TsoTwhereverTyouTtravelTinTIndia,TanTIdeaTnetworkTisTalwaysTwithinTreach. 

WorldTRoam: 

TWithTIdeaTWorldTRoamTservices,TyouTcanTbeTcloseTtoThomeTevenTwhenTyou’reTglobetrotting.TWithToneTofTt

heTfinestTroamingTfootprintsTinTUSATandTmostTGSMTcountriesTinTEurope,TFarTEastTAsiaTandTCentralTAsia.TY

ouTareTassuredTofTtheTmostTcomprehensiveTcoverageTaroundTtheTglobe,TwithToverT72TcellularTserviceTprovide

rsTcoveringT53Tcountries. 

CallTManagementTServices: 

TWhatTisTtechnologyTwithoutTaTbitTofTspice?TThat’sTpreciselyTwhyTIdeaTthinksTitTrightTtoTbringTtoTyouTaTniceT

littleTconsortiumTofTfeaturesT.WhichTreallyTmakeTcellularTlifeTsoTcomfortable?TRangingTfromTCallerTLineTIde

ntityTPresentationTwhichTletsTtheTcaller’sTnumberTtoTbeTdisplayedTonTyourTreceiver,TtoTCallTWaiting-

CallTHoldTwhichTallowsTyouTtoTputTaTcallTonTholdTwhileTyouTareTalreadyTspeakingTonToneTaTtoggleTbetweenTt

heTtwo;TIdeaTtakesTsoTmuchTeffortTtoTreinventTandTkeepTyourTcellTphoneTconstantlyTendowedTwithTsuchTvalu

ableTfeatures.TTheTlistTalsoTincludesTcallTDivert,TCallTBarring,TCallerTLineTIdentityTRestrictionTandTCallTConf

erencing,TallTdesignedTtoTmanageTourTcallingTwaysTbetter. 

CALLERTLINETIDENTIFICATIONTPRESENTATIONT(CLIP): 

TCLIPTidentifiesTtheTcallerTbyTdisplayingTtheTnumberTofTtheTcallerTonTtheThandset.TThisTallowsTyouTtheTbenef

itTofTacceptingTorTrejectingTtheTcall;Talthough,TatTtimesTCallerTLineTIdentificationTmayTnotTappearTdueTtoTtech

nicalTproblemsTinTtheToriginatingTnetwork.T 

 

 

CALLTHOLD/CALLTWAIT: 

TThisTfeatureTallowsTyouTtoTreceiveTorTmakeTanotherTcall,TwhileTyouTareTalreadyTbusyTwithTaTcall,TwithoutTdi

sconnectingTit.TYouTcanTreceiveTorTmakeTaTsecondTcall,TbyTputtingTtheTfirstTcallTonThold.TYouTareTbilledTforT

bothTtheTcalls.TYouTcanTactivateTcallTwaitingTbyTusingTtheTmenuTofTyourTcellTphone. 

CALLTDIVERTS: 
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TThisTfeatureTenablesTyouTtoTdivertTanTincomingTcallTtoTaTlandlineTnumberTwithinTyourTcityTorTaTcellTphoneT

withinTtheTIdeaTnetwork. 

CALLTCONFERENCE: 

TThisTfeatureTallowsTyouTtoThaveTaTteleconferenceTwithTupTtoTfiveTpeopleTatTtheTsameTtime,TnoTmatterTwhereT

youTare.TTheThandTsetTshouldTsupportTthisTfeature.TYouTcanTconferenceTwithTeitherTcellTorTlandlineTphones.T

AllTtheTcallsTinTtheTconferenceTareTchargeable.TThisTfeatureTneedsTtoTbeTsupportedTbyTtheThandset. 

SHORTTMESSAGINGTSERVICES: 

TThisTfeatureTallowsTyouTtoTsendTandTreceiveTmessages,TtoTandTfrom,Trespectively;TalmostTallTnationalTcellula

rToperators.TSMSTallowsTyouTaccessTtoTServicesTlikeTreceivingTstockTquotes,Thoroscopes,Tjokes,Tmessages,Temail,Tn

ews,TandTmanyTothers.TItTcomesTasTanTin-

builtTfeatureTtoTallTIdeaTsubscribers.TIdeaToffersTanTarrayTofTservicesTthatThelpTyouTmanageTyourTcallsTbetter.TFr

omTcallerTIdentificationTtoTCallTWaiting,TfromTCallTDivertTtoTCallTConference,TIdeaTredefinesTconvenience.T

MostTofTthisTfeatureTareToptionalTandTcanTbeTavailedTofTonTrequestTandTcarryTaTnominalTsubscriptionTcharge.T

ToTactivateTanyTfeature,TcallTourTCustomerTCareTorTvisitTanyTIdeaT‘n’TUTshowroom. 

TITEMISEDTBILLING: 

ThisTfeatureTgivesTyouTtheTdetailsTofTallTcallsTmadeTandTreceived,TSMSTsentTduringTaTmonth.TYourTm

onthlyTbill,Ttherefore,TwillTcarryTtheTdetailsTofTtheTnumberTcalled/received,TtimeTandTdateTofTtheTcall,Tduratio

n,TamountTcharged,TnumberTtoTwhichTtheTSMSThadTbeenTsent,Tetc.TThisTfeatureTisTgivenTbyTdefault,TandTcanT

beTdeactivatedTonTrequest 

 

 

 

 

IDEATCHITCHAT:TREGISTRATIONT&TACTIVATIONTPROCESS 

 

• ApplicationTformTalongTwithTIDTproofTtoTbeTforwardedTtoTIdeaTCellular 

• OnTreceiptTofTtheTsameTSIMTwouldTbeTactivated. 

• TheTcustomerThasTtoTmakeT/TreceiveTaTchargedTcallTtoTgetTregisteredTinTourTnetwork 

T 
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TEntryTlevelTcostT:TTotal:TRs.99 

AnyTProcessingT:TRs.T149TperTmonthTassumingT1TrechargeTcouponTofTRs.T324T/TmonthT(withTRs.T151T

talkT&TRs.T149TprocessingTfee) 

TMonthlyTfreeTcallT:TNilTallowances 

TDurationTofTplanT:TOngoing 

TAnyTtaxes,TinT:T10.2%TserviceTtaxT&TanyTotherTtaxesTleviedTbyTadditionTtoTtheTaboveTgovt. 

 

 

 

 

 

 

 

 

 

 

 

 

 

FEATURESTOFTIDEATCHITCHATTSERVICE 

Features Charges 

 

EntryTPrice:TStarterTPack 

 

RS.49/-+TRS.T100/-

TTalkTtimeT+TValidity:TlifeTlong 

BillingTpulse 

 

60Tseconds 

CallerTLineTIdentification 

 

Free 
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AllTIncoming 

 

Zero 

OutgoingTCallsT(Rs./min) 

 

 

Local 

 

Rs.T60Tseconds 

ToTCellular 

 

Rs.T60Tseconds 

ToTFixed/WLL Rs.T1.minute 

 

STD 

 

 

ToTFixedT/TWLLT(STD)T51-200 Rs.T1.75/minute 

 

ToTFixedT/WLLT(STD)T200-490 

 

Rs.T1.75/Tminute 

ToTFixedT/TWLLT(STD)T>490TKms Rs.T2.75/Tminute 

 

ToTCellular Rs.T1/Tminute 

 

ISD 

 

 

U.S.A,TCANADA,TAUSTRALIA,TU.K,TSAARC 

 

Rs.T10.25/min 

GULFTANDTRESTTOFTTHETWORLD 

 

 

 

 

 

 

 

 

 

 

 

SMSTCharges  

Incoming Free 

O/GTMobileTtoTMobile:TNationalT&THomeTlocation Re.1.psTOutgoingTMessage 



26 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

T 

 

 

 

 

HowTtoTremoteTre-charge: 

O/GTMobileTtoTApplications Re.T1.00/-TOutgoingTMessage 

InternationalTSMS:TOutgoingT(Global) Re.T1.00/-TOutgoingTMessage 

NationalTRoam  

Rental Nil 

OutgoingTairtime Rs.T1.00/-

T+TOperatorTCharge+T15%TSurcharge 

SMST–TO/g Rs.T1Tps/- 

InternationalTAutoTRoam  

Rental Nil 

IntTRoam-l/C Rs.49/- 

IntTRoam-OT/Tg NoTAccess 

IntTRoamTSMS-O/g NoTAccess 

  

SIMTCHGT16K Rs.100/- 
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ThereTareTtwoTwaysTyouTcanTrecharge. 

1) FromTMobile 

 

• DialT2222 

• ChooseTtheTlanguageT–TForTEnglishT1;THindiT2;TTeluguT3 

• ChooseTtheTpotionT–TBalanceT1;TRechargeT2;TPinTnumberTchangeT3;TSubscriptionTExpiryT4 

• ChooseTtheToptionT2 

• SystemTasksTforTVoucherTNumber 

• EnterTtheT13TdigitTPINTCodeTprintedTinTtheTRechargeTCoupon 

• TheTsystemTreconfirmsTtheTPINTCodeTentered 

 

 

2) FromTLandline 

• DialT9848102222 

• EnterTtheTmobileTnumberTasTperTsystemTrequest 

• TheTsystemTwillTpromptTforTPINTnumber 

• SystemTasksTforTVoucherTNumber 

• EnterTtheT13TdigitTPINTCodeTprintedTinTtheTRechargeTCoupon 

• TheTsystemTreconfirmsTtheTPINTCodeTentered 

 

 

 

T 

 

T 

 

 

TPREPAID:T 
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TATPrepaidTsubscriptionTisTlikeTaT“cashT&Tcarry”Tsubscription,TdesignedTforTquickTconvenienceT&TeaseTofTm

obilityTofTourTvaluedTcustomers.TToTsubscribeTforTaTprepaidTconnection,TdoTaskTforTtheT“IDEATChitchat”TBra

ndTatTourToutlets.TUnderTthisTtypeTofTsubscription,TyouTcanTpayTinTadvanceTforTusingTtheTservicesTandTyourTc

reditTbalanceTonTtheTsubscriptionTkeepsTreducingTinTrealTtimeTagainstTusage.TYouTwillTneedTtoTbuyTaTpro-

paidTcard,TwhichTmayTorTmayTnotThaveTaTpreloadedTcallingTvalue.TIfTthereTisTnoTdefaultTpreloadedTcallingTval

ue,TthenTyouTwillTneedTtoTbuyTaTrechargeTcouponTtoTaddTcallingTvalueTtoTyourTaccount.TTheseTrechargeTcoup

onsTareTavailableTinTdifferentTdenominations. 

TEveryTrechargeTcouponThasTaTpre-

TdefinedTcallingTvalueTandTaTvalidityTperiod.TThisTmeansTthatTyouTneedTtoTuseTtheTentireTamountTofTyourTcou

ponTwithinTaTcertainTtimeTlimit.TInTcaseTyouTexceedTtheTtimeTlimitTorTtheTcouponTvalue,TyourTnumberTwillTbe

TdeactivatedTtillTsuchTtimeTasTyouTrTenewTyourTcoupon.TYouTwillTbeTgivenTgraceTperiodTbeyondTthisTtimeTlim

itTtoTrechargeTyourTaccount,TIfTtheTaccountTisTnotTrechargedTwithinTtheTgraceTperiod,TtheTprepaidTsubscription

TisTpermanentlyTdeactivatedTandTtheTbalance,TifTany,TisTforfeited.TOnceTtheTgraceTperiodTisTexpired,TtheTprepa

idTsubscriptionTgetsTpermanentlyTdeactivated.TInTthisTcase,TyouTwillTneedTtoTbuyTaTnewTprepaidTcardTandTget

sTaTnewTcellularTnumberTasTtheToldTnumberTcanTnoTlongerTbeTallotted. 

T 

 

 

 

 

 

 

 

 

 

 

TPrepaidTRechargeTCoupons 
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MRPTValueT(Rs.) TalkTtimeT(Rs.) Validity 

T10 6.00 0TDays 

T20 14.25 0TDays 

T29 24.49 0TDays 

T49 45.00 LifeTlong 

T111 111 LifeTlong 

T222 222 LifeTlong 

T333 333 LifeTlong 

T555 555 LifeTlong 

T1000 1000 LifeTlong 
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OutgoingTrates: 

Local:TIdeaTtoTIdeaT:T29p/min 

IdeaTtoTotherTmobileT:T60p/min 

LandTlineT:TRsT1.00/min 

STDT:TRs.T1.00/min 

ISDT:USA,TCANADA,TEUROPE,TSAARC,TAUSTRALIA:TRs.T11.00/min 

GULFTANDTRESTTOFTTHETWORLD:TRs.T14.00/min 

SMS 

A.PT-T1paiesa 

OutsideTA.PT-T60paiesa 

InternationalT-TRs.T1.00 

 

LifelongTValidityTRechargeTVoucher: 

MRP:TRs.49/-TTalkTTime:TRs.49/-TValidity:TUnlimited 

TariffTonTrecharge: 

LocalTM2M/M2LTcallsT:T60.00Tpaiesa 

STDTcallsT:TRs.T1.00T/Tmin 

SMSTchargesT:TRs.T1/2/5TforTLocal/TNational/TInternational 

Respectively. 

 

 

 

POSTPAID: 
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ATpost-

paidTsubscriptionTisTalsoTcalledTaTbillingTsubscription.TInTthisTtypeTofTaTconnection,TyouTcanTavailTofTtheTcell

ularTconnectionTfirstTandTpayTforTtheTusageTatTtheTendTofTtheTmonth.TToTavailTthisTtypeTofTconnection,TyouTw

illTbeTrequiredTtoTsubmitTaTsignedTCustomerTServiceTAgreementT(CSA)TfromTalongTwithTcertainTspecifiedTdo

cumentsTlikeTproofTofTaddress,TproofTofTincome,Tetc.TYourTconnectionTwillTbeTactivatedTpostTtheTpaymentTofT

theTonetimeTchargeTorTactivationTfee,TaTrefundableTdepositTandTverificationTofTtheTrequisiteTdocuments.TOnTc

onsistentTandTregularTpaymentTandThighTusageTpatterns,TyouTcouldTwinTyourselfTtheTopportunityTtoTenjoyTexc

lusiveTloyaltyTandTfrequentTuserTfacilitiesTprovidedTbyTIdeaTCellular. 

ToTavailTofTaTpost-paidTconnection,TyouTwillTbeTrequiredTtoTarrangeTforTtheTfollowingTdocuments: 

TProofTofTresidenceTlikeTtelephoneTorTelectricityTbillTorTcreditTcardTstatementTorTleaseTagreement.T 

TProofTofTidentityTlikeTotterTID,TdrivingTlicenseT,TpassportTorTvoter’sTcardTPANTorTGIR.TInTcaseTyouTaren’tTab

leTtoTprovideTeither,TyouTwillTbeTrequiredTtoTsignTonTFromT60.TPassportTsizeTphotographTwhileTtakingTaTnewT

post-paidTconnection,TyouTwillTbeTrequiredTtoTpayTaTone-

timeTactivationTchargeTandTaTsecurityTdeposit.TTheTonetimeTactivationTfeeTattractsTanTapplicableTserviceTtax.T

TheTsecurityTdepositTisTrefundable.TYourTSIMTcardTwillTbeTactivatedTonTcompletionTofTallTformalities. 

 

 

 

 

 

 

 

 

T 

T 

TPost-paidTCharges 

NameTofTtheTplan SME1 SME200 SME249 MAGICT349 
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49 

MonthlyTRental Rs.149 Rs.200 Rs.249 349 

FreeTTalktime/SMS NIL T9999Local/NationalTMin

sTfree 

99Local/NationalTSMST

free 

599LocalTMobileTMinsTfree 

199LocalTSMSTfree 

999LocalTMobileTMinsTfree 

199LocalTSMSTfree 

CUG 0 0 CUGTTopTofTRe.49TforTCU

GTFree 

CUGTTopTofTRe.49TforTCU

GTFree 

Local     

Idea-Idea 49p 49p 39p 29p 

IdeaTtoTLocalTMobi

le 

49p 49p 39p 29p 

IdeaTtoTLandline 49p 49p Rs.1 Rs.1 

STD     

ToTIdea 75p 49p 1.00 0.75 

ToTotherTmobile 75p 49p 1.00 1.00 

ToTLandline 75p 49p 1.00 1.00 

ISD Standa

rd 

Standard Standard Standard 

NationalTRoamingT

Tariff 

    

LocalTIdeaTOutgoin

g 

Rs.1 Rs.1 Rs.1 Rs.1 

LocalTOtherTOutgoi

ng 

Rs.1 Rs.1 Rs.1 Rs.1 

STDTIdeaTOutgoing Re.1.5 Re.1.5 Re.1.5 Re.1.5 

STDTotherToutgoing Re.1.5 Re.1.5 Re.1.5 Re.1.5 

AllTIncoming Rs.1 Rs.1 Rs.1 Rs.1 

SMS     

Local 49p 49p 49p 49p 

National 49p 49p 49p 49p 

ISD Re.5 Re.5 Re.5 Re.5 
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TBillTPayment 

IdeaTgivesTyouTtheTconvenientToptionTofTmakingTyourTbillTpaymentTeitherTbyTcash,TlocalTcheque/DD/

PO/InternetTorTCreditTCard.TPaymentTshouldTbeTmadeTinTfavourTofTIdeaTCellularTLtd.TToTensureTquickTandTe

asyTprocessingTofTyourTpayments,TpleaseTwriteTyourTaccount/cellularTnumberTonTtheTreverseTofTtheTchequeT/

DD/POTandTsubmitTtheTsameTalongTwithTtheTremittanceTslip.TPleaseTdon’tTuseTdropTboxesTcashTpayments. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

TIndustryTprofile 
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CellularTIndustry:T 

TTheTtechnologyTthatTgivesTaTpersonTtheTpowerTtoTcommunicateTanytimeThasTspawnedTanTentireTindustryTinT

mobileTTelecommunication.TMobileTtelephonesThaveTbecomeTanTintegralTpartTofTgrowth,TsuccessTandTefficie

ncyTofTanyTbusinessTorTeconomy.TTheTmostTprevalentTwirelessTtechnologyTinTtheTworldTtoday,TisTGSM.TTheT

DSMTASSOCIATIONT(GlobalTSystemTforTMobileTCommunication)TwasTinstitutedTinT1987TtoTpromoteTandT

expediteTtheTadoption,Tdevelopment,TdeploymentTandTevolutionTofTtheTGSMTstandardTforTdigitalTwirelessTco

mmunication.TTheTassociationTwasTformedTasTaTresultTofTaTEuropeanTcommunityTagreementTonTtheTneedTtoTa

doptTcommonTstandardTsuitableTforTcrossTborderTEuropeanTmobileTcommunications.TStartingToffTprimarilyTa

sTitTwasTthenTcalledTsoonTcameTtoTrepresentTtheTglobalTsystemTforTmobileTcommunicationsTasTitTachievedTthe

TstatusTofTaTworldwideTstandard 

TTheTGSMTmembershipThasTgrownTexponentiallyTsinceT1992.TTheTmembershipTnowTextendsTtoT491Tmember

sTfromToverT161Tcountries.TTheT373TGSMTnetworksTworldwideTnowTserviceToverT369.9TmillionTcustomers.T

TheTworld’sTsatelliteToperatorsThaveTalsoTjoinedTtheTGSMTcommunity,TwhichTfurtherTaddsTtoTitsTstrengthTand

TalsoTitsTimpactTonTworldTmarkets.TGSMTtoday,TtheTworld’sTleadingTdigitalTstandardTaccountsTforT68.5%TofTt

heTglobalTdigitalTwirelessTmarketsT 

AnTOverviewTofTCellularTIndustryTinTIndia: 

TTheTgovernmentTofTIndiaTrecognizesTthatTtheTprovisionTofTaTworld-

classTtelecommunicationsTinfrastructureTandTinformationTisTtheTkeyTtoTrapidTeconomicTandTsocialTdevelopme

ntTofTcountry.TItTisTtheTcriticalTnotTonlyTforTtheTdevelopmentTofTtheTinformationTtechnology,TbutTalsoThasTwid

eTspreadTramificationsTonTtheTentireTeconomyTofTtheTcountry.TItTisTalsoTanticipatedTthatTgoingTforward,TaTmaj

orTpartTofTGDPTofTtheTcountryTwouldTbeTcontributedTbyTthisTsector.TAccordingly,TitTisTofTvitalTimportanceTtoT

theTcountryTthatTthereTbeTaTcomprehensiveTandTforwardTlookingTtelecommunicationsTpolicyTthatTcreatesTanTe

nablingTframeTworkTforTdevelopmentTofTthisTindustry.T 

 

 

 

 

TTheTIndianTgovernmentTwhenTconsideredTtheTintroductionTofTcellularTservicesTinTtoTtheTcountryTmadeTaTland

TmarkTdecisionTtoTtheTIntroduceTtheTGSMTstandard,TleapfroggingTobsoleteTtechnologies.TAlthoughTcellularTli
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censesTwereTmadeTtechnologyTneutralTinTSeptemberT1999,TallTtheTprivateToperatorsTareTofferingTonlyTGSMTs

ervices.TTheTfirstTmetroTcellularTnetworkTstartedToperatingTinnTAugustT1995TinTCalcutta.TTheTindustryTalread

yThasT42Tnetworks,TcoveringTmoreTthanT600TtownsTandT7TcitiesTandTseveralTthousandTvillagesTandTservicingT

moreTthanT3TmillionTsubscribersTallToverTtheTcountry.T 

TCellularTtelephonyTisTstillTgrowingTatTaTrateT49%TannuallyTinTevenTtheTdevelopedTnations,TwithTtechnologyTu

pTgradation.TCellularTservicesTareTmowTbecomingTpopularTinTIndia.TTelecomTdensityTisTonlyT2perT100,Twhic

hTisTlessTthanTthatTofTchinaT(4.5perT100)TandTtheTworldTaverageT(10TperT100).TCellularTpenetrationTisTcurrentl

yTlowTatT0.1%TcomparedTtoTchinaT(1.1%)TandTMalaysiaT(2%)TToTimproveTpenetrationTwillTsimplyTanTinvest

mentTofToverTRST600TbillionTinTtheTnextT5Tyears.TByTtheTyearT2000,TtheTindustryThadTalreadyTInvestedTinTexc

essTofTRs.149TbillionTandTitTisTestimatedTthatTtheTfinancialTcommitmentTofTtheTindustryToverTtheTnextT5yearsTt

illT2005TwillTbeTapproximatelyTRs.T200billon.TAsTperTtheTgrowthTtrends,TCOAITenvisagesTaTsubscriberTbaseT

ofT49TmillionTbyT2005. 

 

ContributionTofTtheTcellularTindustry: 

 

TEmploymentTgeneration:TitTisTestimatedTthatTtheTtotalTemploymentTgeneratedTbyTtheTcellularTindustryTisTtoTt

heTtuneTofT49,000TofTwhichTtheTmajorityTwillTbeTprofessionallyTquailedTpeople.TWithTtheTenvisagedTcontinuoT

growthTofTcellularTnetworks,TemploymentTopportunitiesTwillTgrowTinTcontinuoTproportions. 

GrowthTinTGDP:TATWorldTBankTreportThasTdrawnTaTdirectTrelationship,TbetweenTgrowthTinTtaleTindustryTand

TitsTimpactTonTeconomicTgrowth.TTheTreportTstatesTthatTforTeveryT1-%TincreaseTinTTele-

density,TthereTisTaT3%TincreaseTinTtheTgrowthTofTGDP. 

IncreasedTFDITFlow:TTheTtelecomTsectorTattractsTtheTlargestTforeignTdirectTinvestmentTinTtheTcountry,TwithTF

DITinflowTofTRS.290Tbillion,TaccountingTforTalmostTone-

fifthTofTFDITapprovalsTsinceT1991.TOfTthisTtheTbulkTofTtheTinvestmentThasTflowedTintoTtheTbasicTandTcellularT

sectorsTwithTtheTactualTFDITintoTcellularTserviceTequalsTtoT49%TofTtheTtotalTinflowsTintoTteeTtelecom. 

 

 

THeavyTinvestmentTinTinfraTstructure:TThisTsectorTisTresponsibleTforTtheTsingleTlargestTchunkTofTinvestmentTb

yTanyTindividualTindustryT–
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TwithTanTactualTinvestmentTofTRS.149TbillonTtillTtheTyearT2005TforTtheTrevenueTgenerationTforTtheTgovernmen

tTofTIndia.TTheTcumulativeTrevenuesTthatThaveTalreadyTflowedTtoTtheTgovernmentTofTIndiaTthroughTlicenseTfe

eTandTnon-TlicenseTfeeTsourcesTbyTyearT2000TareTalreadyTinTtheTregionTofTRS.85Tbillion. 

LatestTdevelopmentsTinTtheTTelecomTsector: 

TInTIndiaTtelecomTindustryThasTgatheredTenoughTmomentumTinTtheTpastT5TyearsTdueTtoTtheTentranceTofTtheTpr

ivateTplayersTinTtheTtelecomTsector.TThereTareTloudTnoisesTinTtheTtelecomTsector.TObviouslyTeachToperatorTsh

outedTloudlyTwhenTTRAITstartedTunifyingTtheTaccessTlicenses.TButTgradually,TtheyTsettledTdownTandTtheTtran

sitionTledTtoTanTexplosiveTgrowthTofTtheTsector.TThereTwillTbeTevenTmoreTgrowthTwhenTtotalTunificationTtake

sTplace.TTRAITisTdesperatelyTworkingThardTtoTbringTinTthisTtransition. 

TGivenTthisTbackTground,TtheTcitationTofTtheTAsiaTPacific’sTBestTregulatorTawardT2004’TforTTRAITisTreallyTen

couraging.TItTreads:T“TelecomTRegulatoryTAuthorityTofTIndiaT(TRAI)TreceivesTtheTAsiaTPacificTRegulatorTofT

theTyearTawardTforTitsTunprecedentedTdecisionTtoTallowTforTunifiedTlicensesTforTtelecomTservicesTinTIndiaTend

ingTfinallyTtheTuncertainTenvironmentTinTwhichTtheTtelecomToperatorsTofTIndiaTwereTworking.TTheTIndianTtel

ecomTindustryThasTbeenTsubjectedTtoTcertainTdegreeTofTregulatoryTconfusionTfromTtheTtimeT[the]TindustryTwa

sTliberalizedTinitiallyTledTbyTconcernsTofTindependenceTofTregulatoryTauthorityTfromTtheTincumbentTplayer.TT

heTsituationTwasTnotThelpedTbyTnearTastronomicalTfiguresTquotedTasTbidsTbyTpotentialTcellularTandTfixedTlicen

seesTinTtheTfirstTroundTofTliberalizationTofTtheTentryTofTWLLTbasedTplayersTcomplicatedTtheTalreadyTcomplex

TissuesTinTtheTindustry.T 

TBYTallowingTforT[an]TunifiedTlicensingTregimeTunderTwhichTbothTbasicTandTcellularToperatorsTareTtoTbeTallo

wedTtoTofferTeitherTtypeTofTserviceTwithoutTtheTformalityTofTacquiringTaTseparateTlicenseThasTallowedTtheTopt

imismTbackTinTtheTindustryTandTfavourableTtoTforeignTinvestors.TTheTdecisionTwouldTallowTtheTIndianTIndust

ryTtoTgrowTappreciablyToverTtheTnextTfewTyearsTandTmakeTtelecomTservicesTavailableTtoTaTwideTspectrumTofT

theTpopulationTinTtheTcountry.” 

TTariffsTdidTcomeTdownTforTconsumers.TJustTaTfewTyearsTago,TmobileTtariffsTusedTtoTbeTRS.16TaTminuteTatTb

othTends.TToday’sTregimeTofT“callingTPartyTPays”,Tconvergence,TandTtheTfallingTtrendsTofTtariffsThaveTlowere

dTtheTeffectiveTchargeTtoTusers,TtoTbelowTReT1.00TperTminute;T(theTeffectiveTchargeTtakesTintoTaccountToutgoi

ngTasTwellTasTincomingTminutes).TThisTdecliningTtrend,TandTtheTsector’sTconsequentialTgrowth,TisTclearlyTde

monstratedTbyTtheTaccompanyingTgraph. 

 

TSalesTpromotion: 
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TSalesTpromotionTconsistsTofTaTdiverseTcollectionTofTincentiveTtools,TmostlyTshortTterm,TdesignedTtoTstimulat

eTquickerTorTgreaterTpurchaseTofTparticularTproductsTorTservicesTbyTconsumersTorTtheTtradeT.SalesTpromotionT

isTaTkeyTingredientTinTmarketingTcampaigns. 

TWhereasTadvertisingToffersTaTreasonTtoTbuy,TsalesTpromotionToffersTanTincentiveTtoTbuy.TSalesTpromotionTin

cludesTtoolsTforTconsumerTpromotion-

Tsamples,Tcoupons,TcashTrefundToffers,TpriceToffs,Tpremiums,Tprices,TpointT-Tof-

TpurchaseTdisplaysTandTdemonstration;TTradeTpromotionT–

TpricesToff,TadvertisingTandTdisplayTallowances,TandTfreeTgoods;TandTbusinessTandTsalesTforTpromotionT–

TtradeTshowsTandTconventions,TcontestsTforTsalesTrepsTandTspecialtyTadvertising. 

TFactorsTthatTcontributeTtoTtheTrapidTgrowthTofTsalesTpromotion: 

TInternalTFactors:T 

TPromotionTisTnowTmoreTacceptedTbyTtopTmanagementTasTanTeffectiveTsalesTtool;TmoreTproductTmanagersTar

eTunderTgreatTpressureTtoTincreaseTcurrentTsales. 

ExternalTFactors: 

TTheTnumberTofTbrandsTasTincreased;TcompetitorsTuseTpromotionsTfrequently,TmanyTbrandsTareTseenTasTsimil

ar:TconsumersTareTmoreTprice-

oriented;TtheTtradeThasTdemandedTmoreTdealsTfromTmanufactures;TandTadvertisingTefficiencyThasTdeclinedTbe

causeTofTraisingTcosts,TmediaTclutterTandTlegalTrestraints. 

1)TCommunication:TTheyTgainTattentionTandTusuallyTprovideTinformationTthatTmayTleadTtheTconsumerTtoTth

eTproduct. 

2)TIncentive:TTheyTincorporateTsomeTconcession,TinducementTorTcontributionTthatTgivesTvalueTtoTtheTconsu

mer.TIncentive-

typeTpromotionsTareTgivenTtoTattractTnewTtiers,TtoTrewardTloyalTcustomersTandTtoTincreaseTtheTrepurchaseTrat

esTofToccasionalTusers. 

3)TInvitation:TTheyTincludeTaTdistinctTinvitationTtoTengageTinTtheTtransactionTnow.TCompaniesTuseTsalesTpro

motionTtoolsTtoTdrawTaTstrongerTandTquickerTbuyerTresponse.TSalesTpromotionTcanTbeTusedTforTshort-

TrunTeffectsTsuchTasTtoTdramatizeTproductToffersTandTboostTsaggingTsales. 

 



38 

 

 

MajorTdecisionsTinTsalesTpromotion: 

InTusingTsalesTpromotionTtheTfollowingTdecisionsTareTtoTbeTtaken: 

• EstablishTobjectives 

• SelectTtheTsalesTpromotionTtools 

• DevelopTtheTprogram 

• Pre-testTtheTprogramT 

• ImplementTandTcontrolTtheTprogram 

• EvaluateTtheTresults 

 

ImpactTofTBrandTEndorsementTonTpromotion 

ResearchTonTreplicaTbuiltTthroughTendorsementTofTcelebritiesTshowTthatTthereTareTthreeTaspectsTthatTinfluence

TaTconsumer’sTattitudeTofTaTbrand. 

TheseTare:T 

• Attractiveness 

• Trustworthiness 

• Expertise 

 

ExamplesTofThowTsomeTcelebritiesTinTIndiaThaveTbeenTuseTinTadvertisingTinTIndiaThaveTbeenTusedTinTadvertis

ingTtoTenhanceTbrandTreplicaTareTlistedTbelow.T 

ATfilmTactressTlikeTMaduraiTDixitTisTaTcredibleTsourceTofTinformationTforTsoap.TKhaitan,TtheTownerTofTtheTbr

andThimselfTassuresT100%TreliabilityTofTtheTbrandTinTtheTadvertisementTthusTmakingTtheTinformationTdepend

able.TTheTUprightnessTofTSeshanTmakesThimTcredibleTwhenTheTrecommendsTaTfrozenTvegetableTbrandTclaimi

ngTthatTifTyouTareTaTvegetarianTyouTneedTnotTbeT“soft.”TNaninaTBolsover,Twell-

knownTbeauticianTcanTcrediblyTadvertiseTforTsunTsilkTandTTendulkarTforTRocker 

 

 

T 
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T 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

AspectsTofTa 

Brand 

Replica Superstar Artefact 

TAttractiveness Graceful 

Attractive 

Fashionable 

RenukaTSahni 

MaduraiTDixit 

Pataudi 

Whisper 

Lux 

“TAsian 

Paints” 

Royale 

Reliability Reliable 

Dearest 

Steadfast 

Khaitan 

SeshanTT.N 

KapilTDev 

KhaitanTFan 

FrozenTVegetable 

Lift 

Know-how Familiarity 

Competent 

Expert 

Sachin Ramesh 

Tendulkar 

NainaTBalsavar 

AmjadTAliTKhan 

RockersTShoes 

Shampoo 

Bazooka 
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“WhatTisTNeffTtoToneTpersonTcanTbeTcultTtoTsomeoneTelse.TTheTkeyTisTmakingTsureTanTadvertTorTendorsem

entThitsTtheTrightTnoteTwithTtheTpeopleTyouTareTlookingTtoTretainTorTconvertTintoTcustomers.”T 

• CelebrityTendorsementsThelpTgarnerTsaliency,Tconnectivity,TbrandTdifferentiationTandTbrandTvalues.TF

orTNerolacToneTofTtheTbiggestTtakeawaysTfromTtheTadvertTwithTAmitabhTBachchanTwasTsaliency.THeT

cutTacrossTallTclass,TcasteTbarriersTbecauseTofThisTcultTstatusTandThisTattentionTgettingTvalue.T 

• CelebritiesTcanTincreaseTconsumer’sTawarenessTofTtheTadvertisement,TcaptureTtheirTattentionTandTmak

eTadvertsTmoreTmemorable 

• Heroes,Tauthors,Tentertainers,TandTathletes;TalmostTeverybodyTseemsTtoThaveTbeenTaTpartTofTthisTtradit

ion.TInTmoreTwaysTthanTone,TaTcelebrityTisTtheTproductTofTinformationTage.TCelebritiesTmayTbeTmanuf

actured,TbutTtheyTdoTmeetTaTpsychologicalTneed. 

• UsingTaTcelebrityTinTadvertisingTisTthereforeTlikelyTtoTpositivelyTaffectTconsumers’TbrandTattitudesTan

dTpurchaseTintentions. 

• TheyThelpTinTraisingTawarenessTofTnotTonlyTyou’reTyourTadTcampaignTbutTalsoThelpTinTprofilingTyourT

organizationTtoTlargerTaudiencesTandTgetTmediaTcoverage. 

• NotTonlyTthat,TbutTtheyThelpTinTrepositioningTtheTorganizationTinTtheTpublicTperceptionTandTbolsterTaTl

ongTrunningTcampaign. 

• CelebritiesTareTknownTtoTbeTfineTspokespersonsTandTgreatTtoolsTforTmarketingTbecauseTtheyTprovideTa

T“setTofTcharacteristics”T 

ThatTsupportsTconsumersTinTevaluatingTtheTpresentedTbrand.TInTcontrastTtoTanonymousTendorsers,Tcelebri

tiesTaddTvalueTtoTtheTreplicaTtransferTprocessTbyTofferingTmeaningsTofTextraTdepthTandTpower 
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MAKETWAYTFORTANTIDEA.TITTWILLTCHANGETYOURTLIFE. 

TBornTOfTIntelligenceTbredTonTconvenienceTthat’sTIdeaTChitTChatTforTyou.TOurTprepaidTcellularTserviceTdeliv

ersTsuperiorTcallingTandTvalueTaddedTcapabilities.TOnTtheTstrengthTofTourTstate-of-the-

artTINTELLIGENTTSYSTEM.TAndTwhenTitTcomesTtoTyouTfromTtheTworldTleaderTinTtelecommunications,Tres

tTassured;TIDEATwillTchangeTyourTlife.TTheTIdeaTChitTChatTisTaTrechargeableTSIMTcardTeasilyTavailableTacros

sTaThostTofTdealerTandTretailToutletsTallToverTyourTcity.TTheTSTARTERTPACKTincludesTtheTSIMTandT“compli

mentary”TairtimeTwithTaTlimitedTexpireTperiod,TbeforeTwhichTyouTwillTneedTtoT“topTup”TyourTChitTChatTacco

untTwithT“sufficientTtalkTtimeTvalue”TbyTbuyingTRECHARGETVOUCHERSTofTvariableTdenominationsTandT

RECHARGINGTthemTonTyourTSIMTcardTaccount. 

TAllTIdeaTChitTChatTcardsTareTequippedTwithTformidableTfeaturesTlikeTshortTMessageTServicesT(SMS),TNation

alTRoaming,TCallerTLineTIdentificationTPresentationT(CLIP)TandTLongTDistanceT(STD)TasTwellTasTInternation

alTCallingT(ISD).TToTsoundTmoreTsweetTIdeaTChitTChatTdoesn’tTcomeTwithTanyThasslesTofTbills,TpaymentTdue

Tdates,TlateTpaymentTcharges,TrentalTorTdeposits.TInsteadTitTsetsTyouTfreeTwithTinstantTbalanceTenquiry,Tround-

Tthe-TclockTrechargeTfacility,Ton-lineTrechargingTsystemTandTaT24Thours;T365TdaysTCustomerTCareTService.T 
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T1:TTheTmobileTserviceTsubscribedTbyTtheTrespondents 

TTableT1: 

 

 

T 

 

 

 

 

 

TMobileTserviceTsubscribedTbyTtheTrespondents 

 

Inference:T39%TrespondentsTofTIdea,T16%TrespondentsTofTAirtel,16%TrespondentsTofTVodafone.9%Trespond

entsTofTReliance,T20%TrespondentsTofTCellTFromTthisTweTcomeTtoTknowTthatTlargestTsegmentTofTrespondentsT

areTofTideaTthenTcomesTCellTone,TAirtelTandTVodafone. 

 

 

35

15 15

10 10

15

35

15 15

10 10

15

IDEA AIRTEL VODAFONE RELIANCE CELL ONE TATA 
DOCOMO

Series1 Series2

Sl.TnoT MobileTservice No.TofTrespondents % 

1 Idea 35 35 

2 Airtel 15 15 

3 Vodafone 15 15 

4 Reliance 10 10 

5 CellTone 10 10 

6 TataTdocomo 15 15 

 Total 100 100 
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T2:TTheTcellularTsubscribersTpreferringTtheTtypeTofTservice 

TTableT2: 

Sl.Tno TypeTofTservice No.TofTrespondents % 

1 PreTPaid 29 29 

2 PostTPaid 71 71 

 Total 100 100 

 

CellularTsubscribersTpreferringTtheTTypeTofTservice 

    

TInference: 

T29%TrespondentsTofTIdeaTareTusingTpreTpaid 

T71%TrespondentsTofTIdeaTareTusingTpostTpaid 

FromTthisTweTcanTconcludeTthatTmostTofTtheTrespondentsTofTIdeaTpreferTpost-

paidTserviceTthanTtoTpreTpaid 

T 

 

T3:TTheTprepaidTrespondentsTusingTtheTrechargeTcouponT 

29 29

71 71

NO. OF   RESPONDENTS PERCENTAGE

1 Pre Paid 2 Post Paid
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TTableT3 

Sl.TNo TypeTofTrechargeTcouponT NoTofTrespondents % 

1 Rs.108 11 11 

2 Rs.324 55 55 

3 Rs.539 10 10 

4 Rs.1080 15 15 

5 Rs.3239 9 9 

 Total 100 100 

T 

TUsageTofTRechargeTcoupons 

T   

 

Inference:T11%TrespondentsTpreferTRs.T108TrechargeTcoupon,T55%TrespondentsTpreferTRs.324TrechargeTcou

pon,T10%TrespondentsTpreferTRs.539TrechargeTcoupon,T15%TrespondentsTpreferTRs.1080TrechargeTcoupon,T9

%TrespondentsTpreferTRs.T3239TrechargeTcoupon. 

FromTthisTweTconcludeTthatTmostTofTtheTrespondentsTpreferTtheTRs.T324/-TrechargeTcoupon. 

T 

 

 

TMODETOFTAWARENESS 

T4:TThroughTwhichTmediaTrespondentsTcameTtoTknowTaboutTIdea. 

11

55

10
15

911

55

10
15

9

RS.108 RS.324 RS.540 RS.1080 RS.3240

No of respondents Percentage
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TTableT4 

Sl.TNo TypeTofTmedia No.TofTrespondents % 

1 Television 23 23 

2 PrintTMedia 23 23 

3 Friends/Relatives 37 37 

4 Hoardings 7 7 

5 Other 10 10 

 Total 100 100 

 

TTypeTofTMedia 

T  

 

Inference:T23%TrespondentsTcameTtoTknowTthroughTtelevision,T23%TrespondentsTcameTtoTknowTthroughTpri

ntTmedia,T37%TrespondentsTcameTtoTknowTthroughTfriendsT/Trelatives,T7%TrespondentsTcameTtoTknowTthroug

hThoardings,10%respondentsTcameTtoTknowTthroughTothers. 

TFromTthisTitTisTclearTthatTmostTofTtheTrespondentsTcameTtoTknowTaboutTideaTthroughTfriendsT/Trelatives. 

 

T5:TTheTfeaturesTthatTattractTanTIdeaTcardTpurchase. 

TTableT5 

23 23

37

7 10

23 23

37

7 10

No. of       respondents Percentage
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Sl.no Features NoTofTrespondents % 

1 MostTfriendlyT&TaffordableTplans 7 18 

2 BestTqualityTnetwork 12 31 

3 WidestTcoverageTinTA.P 20 51 

4 BrandTloyalty 0 0 

 Total 39 100 

T 

TFeaturesTthatTattractTIdeaTcardTpurchase 

T  

 

Inference:T18%TrespondentsTareTattractedTtowardsTIdea’sTmostTfriendlyT&affordableTplans.T31%Tresp

ondentsTareTattractedTtowardsTIdea’sTbestTqualityTnetwork.51%TrespondentsTareTattractedTtowardsTIde

a’sTwidestTcoverageTinTA.P.1%TrespondentsTareTattractedTtowardsTIdea’sTbrandTloyalty. 

 

 

 

T6:TTheTfeaturesTthatTneedTimprovement. 

TTableT6 

7
12

20

0

18

31

51

0

MOST FRIENDLY &       
AFFORDABLE PLANS

BEST QUALITY 
NETWORK

WIDEST COVERAGE 
IN   A.P

BRAND LOYALTY

No of respondents Percentage
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Sl.TNo FeaturesT No.TofTrespondents % 

1 Service 41 41 

2 TransparencyTinTbilling 24 24 

3 CallTclarity 20 20 

4 Other 25 25 

 Total 100 100 

 

FeaturesTneedTtoTImprove 

T  

 

Inference:T41%TrespondentsTsayTserviceTneedTimprovement.24%TrespondentsTsayTmoreTtransparencyTinTbilli

ngTshouldTmaintained.20%TrespondentsTsayTcallTclarityTneedTimprovement.25%TrespondentsTsayTotherTfeatur

esTneedTimprovement. 

TFromTthisTweTconcludeTthatTmostTofTtheTrespondentsTneedTimprovementTinTservice. 

 

T7:TTheTsalesTpromotionTtools. 

TTableT:7 

41

24

20

25

41

24

20

25

SERVICE TRANSPARENCY 
IN    BILLING

CALL CLARITY OTHER

No. of            respondents Percentage
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Sl.TNo SalesTPromotionalTtool No.TofTrespondents % 

1 ExtraTtalkTtime 38 38 

2 CustomizedTrechargeTfacility 9 9 

3 FreeTincomingTforTmoreTthanT1Tmonth 38 38 

4 Other 15 15 

 Total 100 100 

 

TSalesTPromotionTtoolsT 

 

Inference:T38%TrespondentsTsuggestedTforTextraTtalkTtime.9%TrespondentsTsuggestedTforTcustomizedTrechar

geTfacility.38%TrespondentsTsuggestedTforTfreeTincomingTforTmoreTthanT1Tmonth.15%TrespondentsTgaveTothe

rTsuggestionsTforTsalesTpromotion. 

TFromTthisTweTcanTsayTthatTrespondentsTpreferTextraTtalkTtimeTandTfreeTincomingTforTmoreTthanT1TmonthTasT

goodTsalesTpromotionalTtools. 

 

 

T8:TTheTBrandTambassadorTwhoTcanTinfluenceTsales 

TTableT8: 

38

9

38

15

38

9
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TbSl.TNo BrandTAmbassador No.TofTrespondents % 

1 FilmTstar 34 34 

2 SportsTperson 46 46 

3 Politician 3 3 

4 CompanyTCEO 17 17 

 Total 100 100 

 

TBrandTAmbassador 

 

 

Inference:T34%TrespondentsTsuggestedTforTfilmTstarTasTbrandTambassador.46%TrespondentsTsuggestedTforTsp

ortsTpersonTasTbrandTambassador.3%TrespondentsTsuggestedTforTpoliticianTasTbrandTambassador.17%Trespon

dentsTsuggestedTforTcompanyTCEOTasTbrandTambassador.T 

TFromTthisTitTisTclearTthatTmoreTrespondentsTpreferTsportsTpersonTtoTfilmTstate 

 

 

T9:TTheTfeaturesTthatTmakeTideaTcellularTtheTmostTpreferred. 

TTableT9: 
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Sl.TNo Features NoTofTrespondents % 

1 WidestTcoverageTinTAP 15 39 

2 BrandTloyalty 0 0 

3 MostTEconomicalTandTfriendlyTpackages 11 29 

4 BestTqualityTandTextensiveTnetwork 13 32 

 Total 39 100 

 

FeaturesTofTIdeaTCellularTpreferredT

 

 

Inference:T39%TrespondentsTsuggestedTforTextraTtalkTtime.29%TrespondentsTsuggestedTforTcustomizedTrecha

rgeTfacility.32%TrespondentsTsuggestedTforTfreeTincomingTforTmoreTthanT1Tmonth.15%TrespondentsTgaveToth

erTsuggestionsTforTsalesTpromotion. 

 

 

T 

T10:TTheTratingsTtheTrespondentsTgaveTforT“IdeaTCellular”Tservices. 

TTableT10 

Sl.TNo Ratings NoTofTrespondents % 
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1 Excellent 17 43 

2 Good 12 35 

3 Satisfactory 10 22 

4 Poor 0 0 

 Total 39 100 

 

TRatingsTofTIdeaTCellularTServices 

T  

TInference: 

43%TrespondentsTratedTanTexcellent. 

35%TrespondentsTratedTasTgood.T 

22%TrespondentsTratedTsatisfactory.T 

 

 

T11:TTheTopinionsTofTrespondentsTtowardsTtheTIdea’sTrecentlyTlaunchedTrechargeTcouponTofTRs.T49/-

TRsT100/-. 

TTableT11 
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Si.TNo Ratings NoTofTrespondents % 

1 Excellent 9 18 

2 Good 20 39 

3 Satisfactory 16 36 

4 Poor 3 7 

 Total 49 100 

T 

TOpinionTofTRespondents 

T  

 

Inference:18%TrespondentsTratedTasTexcellent.39%TrespondentsTratedTasTgood.36%TrespondentsTratedTasTsati

sfactory.7%TrespondentsTratedTasTnotTexciting. 

 

 

T12:TTheTopinionsTofTtheTrespondentsTregardingTLifelongTincoming. 

TTableT12 
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SiT.No Response No.TofTRespondents % 

1 Yes 56 56 

2 No 44 44 

  100 100 

T 

TOpeningTregardingTlifelongTincoming 

T  

TInference: 

T55%TrespondentsTareTreadyTtoTsubscribeTtheTlifelongTplan 

T44%TrespondentsTdoTnotTwantTtoTsubscribeTbecauseTtheyTmakeTmoreToutgoingTcallTratesTless 

 

 

 

 

 

T13:TTheTageTgroupTofTtheTrespondents 

TTableT13 

56 56

44 44
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SiT.no AgeTgroup No.TofTrespondents % 

1 15-25 31 31 

2 26-35 51 51 

3 36-45 31 31 

4 46TandTabove 4 4 

  100 100 

 

TAgeTGroupTofTRespondents 

T  
T 

TInference:31%TrespondentsTareTinTtheTageTgroupTofT15-

25Tyears.51%TrespondentsTareTinTtheTageTgroupTofT26-35Tyears.14%TrespondentsTareTinTtheTageTgroupTofT36-

45Tyears.4%TrespondentsTareTinTtheTageTgroupTof46andTabove-25Tyears 

 

 

 

T14:TTheToccupationTofTrespondents. 

TTableT14 
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Si.Tno Occupation No.TofTRespondents % 

1 Business 39 39 

2 Employee 34 34 

3 Student 13 13 

4 Professional 11 11 

5 Others 3 3 

 Total 100 100 

 

TOccupationTofTRespondents 

T  

 

TInference:T39%Trespo9ndetnsTareTbusinessmen.34%Trespo9ndetnsTareTemployees.13%Trespo9ndetnsTareTstu

dents.11%Trespo9ndetnsTareTprofessionals.3%Trespo9ndetnsTareTother. 

 

 

 

 

T15:TTheTincomeTgroupTofTtheTrespondents 

TTableT15 
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IncomeTGroupTofTRespondents 

 

Inference: 

T25%TrespondentsTareTinTtheTincomeTgroupTofTlessTthanTRs.4900/-

T45%TrespondentsTareTinTtheTincomeTgroupTofTRs.T4900-

10000.T17%TrespondentsTareTinTtheTincomeTgroupTofTRs.T10000-

14900.T13%TrespondentsTateTinTtheTincomeTgroupTofTRsT14900TandTabove. 

T 

 

 

 

25

45

17

13

25

45

17

13

LESS THAN 5000 5000-10000 10000-15000 15000 AND ABOVE

No .of respondents Percentage

SlT.no IncomeTgroup NoT.ofTrespondents % 

1 LessTthanT4900 25 25 

2 4900-10000 45 45 

3 10000-14900 17 17 

4 14900TandTabove 13 13 

 Total 100 100 
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T 

 

 

 

 

TFINDINGST 

1.TMostTofTtheTrespondentsTofTIdeaTpreferTpost-paidTserviceTthanTtoTpreTpaidT 
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2.TMostTofTtheTrespondentsTcameTtoTknowTaboutTideaTthroughTfriendsT/Trelatives. 

3.TNearlyT49TpercentTofTrespondentsTareTattractedTtowardsTIdea’sTwidestTcoverageTandTtheTremainingT49Tperc

entTtowardsTotherTfeatures. 

4.TMostTofTtheTrespondentsTneedTimprovementTinTservice 

5.TMoreTrespondentsTpreferTsportsTpersonTtoTfilmTstarTasTbrandTambassador 

6.55%TrespondentsTareTreadyTtoTsubscribeTtheTlifelongTplan 

 

 

 

 

 

 

 

 

 

 

 

 

 

T 

T 

TSUGESSTIONS 
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1.TCustomersTwantTtheTcompanyTtoTtakeTfeedbackTregardingTservicesTandTinformTtheTaboutTnewTtariffTplanTc

harges 

2.TIdeaTshouldTchangeTpulseTrateTfromT1TminuteTtoT15Tseconds 

3.TCustomersTwantTmoreTimprovementTinTservice. 

4.T“IdeaTCellular”TshouldTgiveTmoreTadvertisementTthroughTTelevisionTandTshouldTplaceTmoreThoardingTandT

billboards. 

TNewspapersTandTshouldTpaceTmoreThoardingTandTbillboards. 

5.TIdeaTmustTmakeTclearTtheTconditionsTapplicableTwithTlifelongTIncomingTplan. 

6.TIdeaTshouldTgiveTextraTtalkTtimeTandTreduceTrentalTcharges. 

7.TCallTclarityTshouldTbeTimproved. 

8.TCustomersThaveTsuggestedTforTcustomizedTrechargeTfacility 

9.TManyTcustomersThaveTsuggestedTofTfreeTSMSTserviceTandTfreeToutgoingTcallsTwithinTtheTCUG. 

10.TTheTpackageTdesignTisTnotTcommunicativeTandTeyeTcatching,TsoTpackageTdesignsTandTcolourThasTtoTblen

dTharmoniouslyTtoTmakeTtheTpackageTcommunicative. 

11.TNetworkTshouldTbeTexpandedTtoTruralTareasTalso. 

12.TIdeaTmustTimproveTtheirTpersonnelTsellingTandTdirectTcontactingTtoTprovideTcustomersTfullTknowledgeTab

outTtheirTproducts. 
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QUESTIONNAIRETFORTCUSTOMER’STSATISFACTIONTTOWARDSTIDEATCELLULAR 
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1. DoTyouTown/useTaTcellTphone?T[T]T 

(a)TYesT(b)TNoT 

2. IfTyouTown/useTaTcell,TwhichTserviceTyou’reTusingTatTpresent?T[T]T 

T(a)TIDEAT(b)TAIRTELT(c)TVODAFONET 

T(d)TRELIANCET(e)TCELLONE 

3. WhichTtypeTofTserviceTdoTyouTuse?T[T] 

(a)TPrepaidT(b)TPost-paid 

4. IfTprepaid,TwhichTrechargeTcouponTyouToftenTuse?T[T]T 

(a)TRs.T111T(b)TRs.T324T(c)T539T 

T(d)TRs.T1080T(e)TBlowT100 

5. DoTyouTknowTaboutTIdea?T[T]T 

TYesT(T)TNoT(T) 

TIfTyes,ThowTyouTcameTtoTknow? 

T(a)TTelevisionT(b)TPrintTmediaT(NewspapersT/TMagazines) 

T(c)TFriendsT/TRelativesT(d)THoardingsT/TBillTboards 

T(e)TAnyTotherT(specify)T__________________________ 

6. WhatTfeaturesTattractTanTIdeaTcardTpurchase?T[T]T 

(a)TMostTfriendlyTandTaffordableTplansT(b)TBestTqualityTNetwork 

(c)TWidestTcoverageTinTA.PTd)TBrandTLoyalty 

7. SuggestTfeaturesTyouTthinkTneedsTimprovementT[T]T 

 

T(a)TServiceT(b)TTransparencyTinTBillingT 

T(c)TCallTClarityT(d)TAnyTotherT(specify) 

 

8. WhichTsalesTpromotionTactivityTdoTyouTthinkTwouldTbeTmoreTeffectiveTinTgrabbingTmoreTmarketTshar

e?T 



65 

 

 

(a)TExtraTtalkTtimeT(b)TCustomizedTrechargeTfacilityT[T] 

(c)TFreeTincomingTforTmoreTthanToneTmonthT 

(d)TAnyTotherT(specify)T 

9. SuggestTwhichTBrandTAmbassadorTwillTeffectTsalesTpromotion?T[T]T 

(a)TFilmTstarT(b)TSportsTpersonT 

(c)TMusicianT(d)TCompanyTCEO 

10. TWhatTmakesTIdeaTmostTpreferred?T[T] 

 

(a)TWidestTcoverageTunTA.PT(b)TBrandTLoyalty 

(c)TMostTeconomicalTandTfriendlyTpackages 

(d)TBestTqualityT&TextensiveTnetwork 

11. WhichTbrandTdoTyouTrecommendTifTgivenTaTchoice?T[T] 

(a)TIDEAT(b)TAIRTELT 

(c)TVODAFONET(d)TRELIANCET 

(e)TCELLONET 

12. HowTdoTyouTrateTtheTservicesTatT“IdeaTCellular”T[T] 

 

(a)TExcellentT(b)TGoodT 

(c)TSatisfactoryT(d)TPoor 

T 

 

 

13.TWhatTisTyourTopinionTaboutTIdea’sTrecentlyTlaunchedTrechargeTcouponTofTRs.49TandTRs.100?T 
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(a)TExcellentT(b)TGoodT 

(c)TSatisfactoryT(d)TNotTexcitingT[T] 

14. WouldTyouTpreferTtoTsubscribeTforTIdea’sTlifelongTincomingTplan?T 

(a)TYesT(b)TNoT[T]T 

T15.TAnyTsuggestionsTtoTimproveTtheTsalesTofTIdeaT 

 

 

 

 

SignatureTofTtheTCustomer 

 

 

 

 

 

 

 

 


