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ABSTRACT

Over the past two decades, the Resource Based View (RBV) of the firm has
emerged as one of the leading paradigms in the field of strategic management. However,
the theory has been subjected to a number of criticisms, particularly because the vast
majority of contributions within the RBV have been of a conceptual rather than an
empirica nature. Empirical research on strategic resources and their impacts on firm
performance are scarce. Despite extensive discussion grounded in RBV theory, its
fundamental tenets still remain to be validated in the field. In order to examine the
relationship between strategic resources and superior performance empirically, Cellular
Mobile Operator (CMO) industry was chosen with empirical research method. In order to
achieve the objective of the study, the strategic resources which contribute significantly
in creating distinctive customer value and superior performance are studied in Indian
CMO organizations.

The research design used both deductive and inductive approaches. Deductive
approach uses RBV and Sustainable Competitive Advantage (SCA) framework
developed in genera to provide framework to achieve sustainable competitive advantage
and superior performance for CMO firms. Inductive approach explores industry specific
strategic resources, attributes of cellular mobile services and customer value dimensions
for cellular mobile services. This research used data triangulation which includes
guestionnaire for customers, questionnaire for executives, archival records and
documentation.

Competitive dynamics in Indian cellular mobile operator industry is so intense
that every participant is striving to gain an advantageous market position. The need of the
hour is to identify those resources that cater to customer needs and wants and translate
them into services that generate value to the subscribers. The research identified six
strategic resources from the literature review for cellular mobile operators. Strategic
resources that contribute to attain sustainable competitive advantage for CMO firms are
human capital, customer capital, location capital, reputational capital, process capital and
innovation capital.



Sustainable competitive advantage is a function of attribute differentiation that
drives distinguished customer value. It was discovered from the literature review that
usefulness, ease of use, network size, compatibility and complementary service variety
are attributes of cellular mobile services that drive customer value. Customers prefer
services from that service provider who creates and delivers them better value in the
market. The customer value dimensions for cellular mobile services that subscribers
consider while assessing the value of services are functional value, socia value,
emotional value, conditional value, epistemic value and monetary vaue.

The findings revealed that: (1) there is a significant positive relationship between
strategic resources and superior performance, (2) among the attributes of services,
complimentary service variety has the highest influence on customer value, and (3)
among the customer value dimensions, monetary value has the strongest effect on
superior performance in cellular mobile services. Thus the results of the study can be
used as a guiding tool by managers to identify, develop, protect and deploy strategic
resources for CMO firms to achieve superior performance. Further, from the managerial
perspective, this thesis highlights the importance of strategic resources to achieve
superior performance, creation of new value added services and their contribution in
creating and delivering customer value in CMO firms. The results of the study give
guidelines for managers about which attributes need to be emphasized in cellular mobile
services to create better customer value.

Finally, the study integrated strategic resources, attributes of services and
customer value dimensions and developed a holistic RBV and sustainable competitive
advantage framework for cellular mobile operator firmsto achieve superior performance.
Keywords:

Resource Based View, Sustainable Competitive Advantage, Strategic Resources, Cellular

Mobile Services, Superior Performance, Attributes of Services and Customer Value.
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CHAPTER ONE

INTRODUCTION
1.1  Chapter Overview

This chapter provides an introduction to the scope of this thesis. It is divided into
eight sections. The following section 1.2 presents the issue related to the research
background. Section 1.3 explains the statement of the problem. Section 1.4 provides the
research questions identified. Section 1.5 specifies the research objectives. Section 1.6
describes the significance of the study. Section 1.7 briefly discusses the methodology
used in the study. Finally, the overall structure of the thesisis outlined in section 1.8.

1.2  Background to the Research

Strategic management has seen creation of many new theories of the firm over the
past few decades. Among these theories the Resource Based View (RBV) stands
distinctly. To understand why some firms outperform others, RBV theory clearly
explains that those firms possess unique resources and exploit them to yield the desired
end result of Sustainable Competitive Advantage (SCA) and superior performance.

Resource based view considers each organization as a pool of resources that act as

a foundation for crafting and executing strategy to attain SCA (Chamberlin, 1935). The
rationale of strategy is that it produces above average performance through leveraging
organizational resources. The RBV theory emphasizes that the source of a company’s
competitive advantage comes from the bundle of key resources that the company
possesses. Firms obtain sustainable competitive advantage by implementing strategies
that exploit their internal strengths, through responding to environmental opportunities,
while neutralizing external threats and avoiding internal weaknesses (Barney, 1991).
Firms seeking a competitive advantage must demonstrate the ability to alter and control
resources in such a way that their full potential is realized (Newbert, 2007). External
factors, (Industry and Market structure) may contribute to a firm’s profitability, superior
returns are being pursued through the internal factors (strategic choices) by which firm

positions itself distinct within industry (Porter, 1998). When a firm implements a value

1



creating strategy due to which customers prefer their products or services and their
competitors are unable to copy it or find it too costly to imitate, it creates sustainable
competitive advantage (Hitt et al., 2006).

According to resource based view theory, the firm's management tasks are to
identify, develop and deploy the key resources which are: valuable, rare, inimitable and
non substitutable to creaste SCA and hence superior performance (Barney, 1991).
Resource based view theory identifies key resources as those which essentially drive and
determine organizational performance (Penrose, 1959; Wernerfelt, 1984; Prahlad &
Hamel, 1990; Barney, 1991; Teece et al., 1997 & Lopez, 2007). The RBV theory was
embraced by scholars in view of the fact that it deals directly with internal assets and
capabilities of the firm which contribute to attain SCA. Hall (1992) defines ‘resource’ as
that, which is owned or possessed, and a ‘capacity’ or ‘skill’ as something that must be
realised.

The RBV theory asserts that accumulation of unique and valuable resources act as
a competitive weapon to attain SCA and superior performance (Wernerfelt, 1984; Grant,
1991). A firm, to have an edge over others in the market, needs to attain competitive
advantage by focusing on external as well as interna factors. Fahy (2000) developed a
resource based model of sustainable competitive advantage and identified tangible assets,
intangible assets and capabilities as strategic resources (also called key resources). These
key resources have characteristics of valuable, difficult to duplicate and appropriability
and hence contribute in the creation of distinct value to customer and thus lead to
superior performance. Barney (1991) argues that the key resources which satisfy the
conditions of being valuable, rare, inimitable and non substitutable are source of SCA.
Clulow et a. (2003) prove that tangible assets do have value that may be appropriated by
the firm, but are not key resources because they are causally explicit and hence easily
duplicated. The authors revise the resource based model of sustainable competitive
advantage. The authors explain that a firm with key resources which are valuable, barrier

to duplication and appropriable will create consistently high performing value to its

2



customers leading to SCA and superior performance relative to competitors. Customers
prefer services from that firm which delivers them better value in the market that leads to
superior performance for the firm.

Tablel.1
Moddsof RBV and SCA

Author M odel

(Barney, 1991) A model of ‘Firm resources and sustained competitive
advantage’

(Lado, 1992), A Competency — Based model of Sustainable
Competitive Advantage

(Hall, 1993), A framework linking Intangible resources and
capabilitiesto SCA

(Bharadwaj et dl., Sustainable competitive advantage in service

1993). Industries:. A Conceptual model and research
propositions

(Kettinger et ., Model of sustainability

1994),

(Mazzarol et d., SCA for educational institutions: a suggested model

1999),

(Fahy, 2000) A resource based model of SCA: Capabilities driven
perspectives

(Veronaand A dynamic model of customer loyalty

Prandelli, 2002)

(Clulow et a., 2003) | A resource based view of customer value and its
relationship to SCA

(Javalagi et al. 2005) | A framework to SCA and performance of internet
firms

(Heywood and SCA model for corporate real estate

Kenley, 2008)

Source: Literature Review

1.2.1 Indian Telecommunication Mar ket

The Indian Telecommunication market has witnessed tremendous growth over the

past decade. It has been one of the fastest growing telecom markets in the world. Indian



Telecommunication market is the second largest market in the world*. Cellular mobile
penetration is expected to go up to nearly 100 per cent by 2015°. Revenue from cellular
mobile value added services are expected to grow to approximately Rs. 48,000 crores by
2015°. It is estimated that in 2025 consumer spending on communication will be 6 per
cent from 2.7 per cent in 2007*. The estimated projection of future subscribers in India
indicates that, still thereisalot of potential in the market. Hence the eyes of the world are

now on Indiaavery aluring market attracting global players.

The Country is divided into 23 Service Areas consisting of 19 Telecom Circle
Service Areas and 4 Metro Service Areas for providing Cellular Mobile Telephone
Service. The circles were classified as Metros, A, B or C depending upon the revenue
potential for the circle with Metros & A circles expected to have the highest potential. As
on 31% of March 2010, all over India there were 14 players, some in pipe line to enter the
market, and at least 6 players in each circle and it is expected shortly to have
approximately 12 operators in each circle. Average numbers of service providersin other
countries of the world are three, to five whereas in Indiaiit is ten service providers®. The

dominant players are Airtel, Reliance, Vodafone, BSNL, Idea and Tatatele services.

As global players are entering aggressively, intensity of competition is getting
fierce in cellular mobile operator industry, and actors and forces of environment are
continuously changing and challenging the service provider to survive in the market.
Competition from new entrants with wide experience, globa footprint, economies of
scale and where present technology was old for them (2G and 3G in developed countries)

is forcing operators to slash the call charges $0.01 lowest rate in the world, leading to

! Ernst & Young and Confederation of Indian Industry (2008), "India 2012: Telecom Growth Continues”,
India
*Telecom Regulatory Authority of India, (2010), “The Indian Telecom Services Performance Indicators’,
India
* ASSOCHAM Financial Pulse Study, (2010) — Emerging Landscape in Mobile VAS Industry, India.
* Ernst & Y oung and Confederation of Indian Industry (2008), “India 2012: Telecom Growth Continues”,
India
>COAIl - PWC Analysis, (2011), “Indian Mobile Services Sector-Struggling to Maintain Sustainable
Growth”, India.
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reduce ARPU (Average Revenue Per User) (second lowest in the world)®, with
increasing Minutes Of Usage (MOU) forcing to search for an alternative way to increase
revenue by Value Added Services (VAS) and by expanding the business to unrepresented
areato stay in business. The new entrants are coming with alluring schemes and benefits,
new services which appeal to customers to leave existing service provider and join them
aswell as new subscribers to build their market share.

In this scenario the existing service providers are struggling to attract new
customers and retain the existing customers. In urban areas the Teledensity (number of
people who own mobile for every hundred people) is nearing to 100 per cent, new
entrants have to grab the market share of the existing players. Customers have the
bargaining power as they can change the service provider depending on their choice
considering the different dimensions like quality of service, brand, network coverage,
price, vaue added services they offer. Rapid and drastic changes in business
environmental factors are posing challenges to the Cellular Mobile Operators (CMO) in
India to survive in the market. As intensity of competition is getting fierce in cellular
mobile operator industry, with increase in cost and reduced margin, the service provider
who wants to stay in business has to gain SCA, in turn superior performance. A service
provider achieves SCA, when an attractive number of customers prefer its services over
the offerings of competitors and when the basis for this preference is durable (Thompson
Jr., Strickland 111, & Gamble, 2005). A CMO which achieves SCA attains superior
financial, strategic and operationa performance over a prolonged period. Superior
performance means above average performance: performance of afirm is greater than the
industry average (Bharadwaj et al., 1993; Barney & Hesterly, 2008).

Competitive dynamics in CMO industry is so intense that every participant is
striving to gain an advantageous market position. Where new entrants try to gain market
share, the existing players lose and some of them find it difficult to survive. To stay, and

grow in business and to have an edge over their rivals it is necessary to develop strategic

6 COAI, (2008), "Annual Report - 2008", India



competitiveness. Strategic competitiveness of an organization is defined as its ability to
understand changing customer needs and wants, design and develop services that create
value to them resulting in superior performance and sustainable growth rate relative to
competitors (Gatignon & Xureb, 1997; Hamel & Prahalad 1994; Han et a., 1998;
Heywood & Kenley, 2008). In India today every service provider is concentrating on
core business of basic voice, leading to decreasing traffic and Average Revenue Per User
(ARPU). The best way to ensure further profit is to increase traffic by offering widest
possible range of VAS. The intense competition in the CMO industry has made VAS
offered by service provider akey service differentiator. Service provider has to innovate,
and develop those services that add value to the user so that traffic increases and hence
revenue.

Cellular mobile operator firms lack resources needed to compete effectively in
the market place due to discontinuity in technological environment and fast changing
business environment (Dodourova, 2003). The need of the hour is to identify those
resources that try to understand customer needs and wants and trandate them into
services that generate value to the subscribers. As (Porter, 1998) explains external factors
may contribute to a firm’s profitability, but superior returns are being pursued through the
internal factorsi.e. key resources, which make the firm position itself distinct within the
industry. A CMO needs to understand and make use of the interna factors which are
within their control to attain superior performance.

The Resource based view theory asserts that accumulation of unique and valuable
resources is a competitive weapon to attain superior performance (Wernerfelt, 1984,
Grant, 1991). The RBV is about identification, development and deployment of key
resources continuously to make a CMO firm distinct from its competitors and to attain
sustainable competitive advantage. As business environmental factors change and
customer vaue proposition also changes, a CMO firm with the strategic resources is
competent enough to design and deliver what is value for cellular mobile subscribers.
RBV of the firm emphasizes that if a firm persistently earns above average returns, they

should have access to highly firm specific and distinct resources as opposed to
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undifferentiated inputs, which create barriers to imitation (Dierickx & Cool, 1989).
Unique characteristics of key resources make them causal ambiguity which is difficult for
competitors to imitate and hence a potential source of SCA. A cellular mobile operator
firm which generates SCA leads to superior financial, strategic and operationa
performance for a prolonged period. Superior performance means above average
performancei.e. performance of afirmis greater than the industry average (Bharadwagj et.
al., 1993; Barney & Hesterly, 2008). Competitiveness can be characterized as inside out
where an organization’s internal environment, resources and capabilities are used to
account for its competitive position (Rumelt, 1984; Teece, 1984). Resource based view
theory explains an organization which continuously develops and creates new resources
and capabilities, can respond quickly to changing market conditions to yield SCA (Foon,
2009).

Despite the enthusiasm with which the RBV theory has been embraced, it has
increasingly been subjected to various criticisms. Mc Williams & Smart (1995) argue that
RBV isvery much a developing paradigm that requires further work to establish itself as
apractical and useful theory of the firm. Recent RBV study has acknowledged that RBV
research has tended to focus on the macro phenomena averaged over broad industry
samples (Rouse & Daellenbach, 1999). While much of the RBV literature makes
reference to the value of some resources, there has been little effort to establish
empirically what, how and why these resources influence firm competitiveness (Miller &
Shamsie, 1996). Researchers suggest that the RBV be augmented by a consideration of
the business processes through which resources become valuable (Foss, 1998; Ray,
Barney, & Muhanna, 2004). Hitt, Gimeno, & Hoskisson (1998); Rouse & Daellenbach
(1999) assert that large scale multiple industry samples using generic resource sets will
do little to tease out the unique and hard to copy resources that are sources of SCA. Amit
& Schoemaker (1993) suggest the importance of using single industry studies in RBV
research because the strategic value of resources can be industry specific.

Till this date, the vast majority of contributions within the RBV have been

conceptual rather than empirical in nature, with the result that many of its fundamental
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tenets till remain to be validated in the field (Fahy, 2000; Clulow et a., 2003; Clulow et
al., 2007). Ang & Wight (2009) advocate that empirical research on key resources and
their impacts on firm performance are scarce despite extensive discussion grounded in
RBV. Thereis a need of using the model of resource based view of customer value and
its relationship to sustainable competitive advantage for cellular mobile service provider
firm. To fill the gap current thesis uses a single industry setting with empirical
metodology to theoretically develop the resource based view and identify the set of key

resources that act as a source for sustainable competitive advantage.

1.3  Statement of the Problem

Fast changes in environmental factors, competitive environment, increasing
operating costs and initiatives of the Indian Government like issuing new licenses for
new entrants, mobile number portability, have led to intensified competition in cellular
mobile services market. A service provider which wants to continue and grow in business
has to develop competitiveness so that it can survive. A cellular mobile operator firm
which wants to develop competitiveness so that it can respond to the market changes and
competitor actions has to develop key resources (Foon, 2009). A CMO firm can achieve
competitiveness from a defensible market position and sustainable competitive
advantages (Hamel & Prahalad 1994). The Resource based view theory is about
identification, development and deployment of key resources continuously to make a
CMO firm distinct from its competitors and to attain sustainable competitive advantage
(Barney, 1991). This research identifies the key resources that a service provider needs to
develop and protect continuously which contribute in creation of distinct value to their
customer and attain sustainable competitive advantage.

The research empirically tests the theory and superior performance relationship
with key resources for cellular mobile operator firm. These key resources which
contribute significantly in creating distinctive customer value and superior performance
are studied in Indian CMO organizations. There is no published empirical evidence to

prove the relationship of key resources and superior performance of a firm with a single
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industry of cellular mobile service providers. This study also uses the empirical evidence
to show the influence of key resources in creating distinctive value to the customers.

The key drivers of customer value in cellular mobile services stem from different
sources. Creation and delivery of superior customer value to customers is a key element
for success of any firm (Higgins, 1998; Woodruff 1997; Porter, 1996). Sustainable
competitive advantage is a function of attribute differentiation (Coyne, 1986) that drives
distinguished customer value. The role and effects of networked service attributes have
received little attention in the context of consumer markets (Thorbjornsen et al., 2009).
This research identifies attributes of cellular mobile services and empirically tests among
them which are the attributes that contribute more in creation and delivery of distinctive
customer value.

Thus it is important to examine attributes of mobile services that create value to
customers and its impact on superior performance. This study analyses empirically in
Indian context, five attributes of cellular mobile services. It aso explores how much each
attribute contributes in creating customer value as well as identifies which attribute is
more important for customers in cellular mobile services. Customers prefer services from
that service provider who creates and delivers them better value in the market because
they are satisfied with the services due to the value they get. Hence exploring and
understanding customer vaue is important for cellular mobile service providers
(Alkemade, 2003). The knowledge of customer value in cellular mobile services is
limited (Yang & Jolly, 2006), thus it is important to examine customer value associated
with current cellular mobile servicesin India.

This study analyses empirically the six dimensions of customer value that
influence superior performance and how much each dimension influences the superior
performance. The research identifies empirically which value is more important for
customers in cellular mobile services. To understand why some firms outperform others,
RBV theory clearly explains that those firms possess unique resources and exploit them
to yield SCA. Sustainable competitive advantage will produce value to customers, with

superior performance. Superior performance means above average performance:
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performance of a firm is greater than the industry average (Bharadwa et al., 1993),
(Barney & Hesterly, 2008). A Cellular mobile operator firm which attains superior
strategic, operational and financial performance over a prolonged period will achieve
SCA. This research empirically tests strategic performance, financia performance and
operational performance of CMO firms selected for the study. The research aso tests
among the firms which firms have attained superior performance. The suitable conceptual
framework will be developed to attain SCA and superior performance. There is a need to
look at the problem as to which are the sources of SCA and superior performance, and
their interrelationships in the context of CMO organization.

There is a need to provide a comprehensive view of attributes of services that
drive distinct customer value, and understand which attributes customers perceive as
important in cellular mobile services. There is a challenge to understand among six
dimensions of customer value which dimensions subscribers consider while assessing
value of cellular mobile services that drive superior performance. There is a need to
strengthen the concepts which contribute to the superior performance in Indian CMO
organizations. The problem can be stated as, A Sudy of Resource Based View and
Sustainable Competitive Advantage for superior performance in Cellular Mobile

Operator Organisations.

Based on the issues identified in the preceding sections, the following questions

set out the problem of this research.

14  Research Questions
1. Which are the strategic resources that contribute to sustainable competitive
advantage and hence superior performance for cellular mobile operators?
2. What is the relationship between strategic resources and superior performance?
3. Which are the attributes that drive customer value in cellular mobile services?

4. What is value to subscribersin cellular mobile services?
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15 Research Objectives

1. Toidentify the strategic resources those contribute to sustainable competitive
advantage and hence superior performance for cellular mobile operators.

2. To assess the relationship between strategic resources and superior
performance.

3. To determine the attributes of services that drive customer vaue in cellular
mobile services.

4. To explore the customer value dimensions in cellular mobile services that lead
to superior performance.

5. To suggest a framework for superior performance for Indian cellular mobile

operators.

1.6  Significance of the Study

This research makes a contribution to both cellular mobile operator firm and
academic knowledge. From the literature review it is clear that there is a need to fill the
gap by studying empirically the concept which adds to the existing body of knowledge on
resource based view and sustainable competitive advantage in particular and to strategic
management in general. From the literature review there is evidence that strategic
resources contribute significantly to superior performance for cellular mobile operators.
The research identifies the strategic resources for cellular mobile operators which
contribute significantly in creating and delivering better customer value. The research
fills the gap by validating the conceptual framework of resource based view and
sustainable competitive advantage in the field empirically for cellular mobile operators
industry. There is scope for presenting a framework which is capable of effectively
evaluating performance of cellular mobile service provider firm, as well in relation to
service industry. From the practical point of view this study is a guiding tool for
achieving superior performance in terms of strategic, operational and financial
performance for cellular mobile operators. This study significantly contributes by

identifying what makes a cellular mobile operator firm achieve sustainable competitive
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advantage in the Indian context. This study will provide guidelines for an organization to
gain competitiveness and to create distinctive value to its customers to achieve

sustainable competitive advantage and superior performance.

1.7  Methodology

The exploratory nature of the current study called for an approach capable of
discovering an understanding of the basic empirical conceptsin a new context. Empirical
research design deeply involves data collection through qualitative and quantitative
methods. Many RBV scholars have acknowledged the benefits of combining qualitative
and quantitative methodologies in strategy research as they can be vauable for both
theory generation and theory testing (Hitt, Gimeno, & Hoskison, 1998; Barney et al.,
2001).
The research design has used both inductive and deductive approaches. Inductive
approach explores industry specific (key) strategic resources, attributes of cellular mobile
services and customer value dimensions for cellular mobile services. Deductive approach
uses RBV and SCA framework developed generally to provide framework to achieve
sustainable competitive advantage and superior performance for CMO organizations. To
examine the theory of resource based view and sustainable competitive advantage, and to
conclude superior performance in cellular mobile service provider organizations,
deductive approach method was used to draw conclusion from facts. Inductive anaysis
allows us to explore strategic resources, attributes of services and value dimensions and
deductive approach assessed the strategic resources and superior performance in CMO
organization. The research design in this research uses data triangulation which includes
guestionnaire for customers, questionnaire for executives, archival records and
documentation. The research design is focused on the study of resource based view and
sustainable competitive advantage in CM O organisations through integrative perspective.
In order to achieve the objective of the study, al the CMO organizations in India were
considered as the population for this study. The population consisted of 14 service

providers and the sample survey was derived from the Annua report of Telecom
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Regulatory Authority of India-March 2010. A total of six service providers that constitute
92 per cent of the market share, were purposively selected based on the inclusion and
exclusion criteria for the study. Inclusion criteria: All CMO firms who are operating in
India from the year 2005, since we need to evaluate long term performance. Exclusion
criteria: It was found that around 92 per cent of the market share was controlled by these
six service providers. Based on market share as on 31% of March 20107, those CMO firms
market share is less than 10 per cent were excluded from the study. There are six service
providers namely BSNL, Reliance Communications, Vodafone Essar Limited, Bharti
Airtel Ltd., Tata Teleservices Ltd., and Idea Cellular Limited. To collect data from Chief
Executive Officers of the six organisations regarding key resources, a structured
guestionnaire survey was conducted. For cellular mobile users the researcher used
purposive sampling technique taking into consideration the respondents’ availability,
willingness to share the information, location of the subscriber where aready third
generation (3G) technology was launched, and use of value added services which is a
very important criterion for selection of respondents to the study. As on March 2010, the
country had 584 million mobile subscribers, which is the population for the research.
Based on sample size calculation formula at confidence level of 95 per cent and
confidence interval of ‘3’ the sample size needed is 1067. To collect data from cellular
mobile users, self administered questionnaire survey was conducted in Bombay, Chennai,
Hyderabad and Bangalore, the cosmopolitan cities that are sources of mgjor revenue. Of
these, Bombay and Chennai belong to Metro circle and Bangal ore and Hyderabad belong
to circle A. For the present study, data was collected from 300 respondents from each city
totaling up to 1200 cellular mobile users. Descriptive and inferential statistics were
applied using SPSS (Statistical Package for the Social Sciences). To rank the CMO firms
based on the key resources they possess, analytic hierarchical process was used. Analytic

hierarchy process is a powerful tool that may be used to make decisions when multiple

’ Telecom Regulatory Authority of India, (2010), “The Indian Telecom Services Performance Indicators”,
India
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and conflicting objectives/criteria are present, and both qualitative and quantitative
aspects of a decision need to be considered (Saaty, 1980). Kruskal Wallis test is used to
assess whether a dependent variables is the same across al levels of a factor in the
independent variables. To test hypotheses that reflect the relationships between these
theoretical constructs, the model fit was determined through regression analysis and
significance by Pearson’s correlation.

The model of RBV and SCA is developed and a framework suggested for SCA
and superior performance as an outcome of deductive and inductive analysis for CMO

organization.

1.8  Structureof Thess

This section provides a brief review of the structure of the thesis. Chapter One
introduces the issues related to the topic under investigation, with a statement of problem,
research questions, research objectives, and a brief discussion about the methodology
used. Chapter Two provides a review of the related literature that forms the theoretical
framework and develops the literature map. The review identifies key resources such as
human capital, reputational capital, customer capital, location capital and process capital
and innovation capital.

The literature also identifies attributes of cellular mobile services: usefulness, ease
of use, network size, compatibility, and complementary service variety, customer value
dimensions; functional value, social value, emotional value, conditional value, epistemic
value, and monetary value and superior performance; strategic performance, operational
performance and financial performance. Based on the gaps identified, further, it develops
the conceptua framework for the research and research hypotheses to be tested. Chapter
Three deals with the research design to empirically examine the proposed model as
outlined in Chapter Two. The methodology comprises an overview of the empirical
research design and the use of quantitative method, the scale items used to measure the

underlying constructs, population and sampling, reliability, and validity, instruments used
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to collect the data, and discusses the pre test and final survey. Chapter Four presents the
analysis and interpretation of data and testing of hypotheses stated in the research. The
final Chapter Five draws major findings and conclusions and aims to answer the five
research guestions of Chapter One. Theoretical and managerial implications drawn from
the results are reported. Limitations of this thesis and avenues for further research are
also discussed.
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CHAPTER TWO

REVIEW OF RELATED LITERATURE

21  Chapter Overview

This chapter reviews the literature related to RBV and SCA highlighting key
resources for CMO organizations; Section 2.2 and Section 2.3 review respectively the
development of resource based view theory and sustainable competitive advantage
from its inception to present status. Section 2.4 presents measurement of superior
performance proposed by key researchers. Section 2.5 and section 2.6 review RBV
and SCA and their linkages in depth. Section 2.7 and its subsections present the
conceptual framework of RBV and SCA. Section 2.7.1 discusses resources, and
Section 2.7.2 reviews the intangible resources and aso reviews the intangible
resources identified. Section 2.7.3 discusses basic and value added services of cellular
mobile services. Section 2.7.4 discusses five attributes of cellular mobile services.
Section 2.7.5 discusses the concept of SCA in cellular mobile services. Section 2.7.6
discusses customer value and its dimensions for cellular mobile services. Section
2.7.7 discusses the concept of superior performance and its measures in strategic,
operational and financial performance. Section 2.8 discusses concept of behavioural
intention. Section 2.9 highlights the related literature review and identifies research
gaps. Section 2.10 develops the research framework and proposes research
hypotheses. Finally, Section 2.11 summarises the chapter.

2.2  Development of Resource Based View

The resource based view theory encompasses principles from several major
research streams including the organizational economics paradigm, main stream
strategy research, and industrial organizational thought (Mahoney & Pandian, 1992).
Edith Penrose was one of the first scholars to recognize the importance of resources,
argued that a firm consists of ‘a collection of productive resources and these
resources may only contribute to a firm’'s competitive position to the extent that they
are exploited (Penrose, 1959). Rubin (1973) argued that instead of merely possessing
resources ‘firms must process raw resources to make them useful’ and conceptualized

firms resources as bundles. The resource based view theory has become a major
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theory in strategy research since 1980's. Wernerfelt (1984) suggested that firms may
earn above normal returns by identifying and acquiring resources that are critical to
the development of demanded products and proposed a balanced perspective between
resources and products (or markets). Hitt & Ireland (1985) assert that distinctive
competencies are firm attributes that allow it to compete more effectively and
successfully than other firms. Dierickx & Cool (1989) argued that to sustain above
normal returns over time, its resources must be inimitable and non substitutable.
Barney (1991) developed a model of ‘Firm resources and sustained competitive
advantage’ and argued that the resources acquired by firms that possessed resources
that were valuable and rare would attain a competitive advantage and achieve
improved performance for short time. Barney (1991) also contended that in order for a
firm to sustain competitive advantage and achieve sustained performance over timeits
resources must be valuable, rare, inimitable and non substitutable. Conceptual model
developed by Barney (1991) is depicted in Figure 2.1.

Valuable, Rare Competitive
- > > Perf
Resources/Capability Advantage ormence
Valuable, Rare, Sustained Sustained
Inimitable, R c . R
Non-substitutable - ompetitive | Performance
Resources/Capability Advantage

Source: (Newbert, 2007)
Figure2.1
Conceptual Model of Firm Resources and SCA

Mahoney & Pandain (1992) argued that ‘a firm achieves rents not because it
has better resources, but rather the firm's distinctive competence involves making
better use of its resources’. Mahoney & Pandain (1992); Peteraf, (1993) suggested
that firms have to accumulate valuable, rare, inimitable and non substitutable

resources and those resources must be properly exploited to maximize their
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productivity and financial yield. Kay (1993) contends that a resource becomes a
competitive advantage when it is applied to an industry or brought to a market.
Williams (1992) describes the manageria role is converting resources into something
of value to customers. Amit & Schoemaker (1993) contend resources as ‘stocks of
available factors that are owned or controlled by the firm’ and capabilities as ‘firm’'s
capacity to deploy resources and stress the strategic role of management in
identifying, protecting and deploying the firm’'s resource. Fahy (2000) argues that
resources in themselves do not confer a sustainable competitive advantage and
explains the role of strategic choices by managers and suggests ‘a resource based
model of sustainable competitive advantage’.

In the model Fahy (2000) classified the resources into tangible assets,
intangible assets and capabilities, if they satisfy the conditions of being valuable,
barrier to duplication and appropriability are called key resources. Fahy (2000)
contended that in a firm if these resources are identified, developed/protected and
deployed properly through the management’s strategic choices, they will create value
to customers and achieve SCA and hence superior performance for the firm. Fahy
(2000) suggested for future empirical research to meet the chalenges involved in
identifying and measuring resources and role played by management in the process by
which resources are converted into positions of advantage. Clulow et al. (2003)
showed that tangible assets do have value that may be appropriated by the firm but are
not key resources because they are causally explicit and hence easily duplicated.
Further Clulow et al. (2003) argued that tangible assets do not satisfy the criteria for
SCA and intangible assets and capabilities are key resources which satisfy the criteria
of providing the firm with SCA. Clulow et al. (2003) revised and improved ‘a
resource based moded of sustainable competitive advantage’ and suggested “a
resource-based view of customer value and its relationship to sustainable competitive
advantage”’ as shown in Figure 2.2. Empirical tests using resource based view theory
have been conducted across a diverse assortment of academic literatures (Barney &
Arikan, 2001). The present research used this as the base model to study resource
based view and sustainable competitive advantage for cellular mobile operator firms.
The major research works on RBV and their contributions are presented in Table 2.1.
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Management’s Strategic Role
Key resources identification
Key resource development and protection

A 4

KEY RESOURCES
Tangible Intangible Capabilities
Assets Assets
Value
Barrier to
Duplication
Appropriability
\4
Sustainable Competitive Superior
Advantage Performance
) » Market performance -
Vaue to customer — consistently rate of return relative
high performance to competitors

Source: (Clulow et al., 2007)

Figure 2.2
Model of RBV of Customer Value and its Relationship to SCA

2.3  Development of Sustainable Competitive Advantage

In competitive advantage, advantage is a relative concept (Hu, 1995; Kay,
1993) only meaningful when compared to another entity or set of entities. A
competitive advantage is then an advantage one firm has over a competitor or group
of competitors in a given market, a strategic group or industry (Kay, 1993). A firm
can achieve competitive advantage over its competitor by differentiation or low cost
(Porter, 1985). The terms used sustained advantage (Barney, 1991) and sustainable
advantage (Grant, 1991) meaning that it is difficult to attain and competitive moves
are not rapidly imitated (Bhide, 1986). A firm may have many advantages over other
firms but the important advantages are those in which customers place some level of
value (Coyne, 1986).
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Table 2.1: The Study of Resource Based View

Author

Contribution

(Penrose, 1959).

Firm consists of ‘a collection of productive resources

(Rubin, 1973)

Firms must process raw resources to make them useful

(Wernerfelt, 1984)

Firms must acquire resources that are critical to the
development of demanded products

(Hitt & Ireland,
1985)

Distinctive competencies are firm attributes that allow to
compete more effectively and successfully

(Dierickx & Cooal,
1989)

Resources must be inimitable and non substitutable to
sustain above normal returns over time

(Barney, 1991)

Resources must be valuable, rare, inimitable and non
substitutable to achieve SCA and sustained performance

(Mahoney & Distinctive competence involves making better use of its

Pandain, 1992) resources

(Mahoney & Resources must be properly exploited to maximize their

Pandain, 1992; productivity and financial yield.

Peteraf, 1993)

(Kay, 1993) Resources become competitive advantage brought to a
market.

(Williams, 1992) Management roleis converting resources into something of
value to customers.

(Amit & Strategic role of management in identifying, protecting and

Schoemaker, 1993) | deploying the firm’s resource.

(Fahy, 2000) Key resources - valuable, barrier to duplication and
appropriability - tangible assets, intangible assets and
capabilities

(Clulow et dl., Intangible assets and capabilities - key resources and are

2003) sources of SCA.

(Crook et a., 2008)

Strategic resources are positively related to performance.

Source: Literature Review

Bharadwa] et a. (1993) explained that the attainment of sustainable

competitive advantage can be expected to lead to superior performance measured in
conventional terms such as market share and profitability. Lado et a. (1992)
developed a competency—based model of sustainable competitive advantage through
which he contended that achieving and sustaining competitive advantage position
require that managers focus on developing and nurturing their firm’s idiosyncratic
competencies that inhibit imitability. Lado et al. (1992), argued that firms should
continually invest in skills and capabilities that are causally ambiguous and are not

easily tradable in the market for strategic factors, or when acquired from such a
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market, have potential to generate above normal returns. Hall (1993) identified
reputation, employee know how, culture, networks and data bases as intangible
resources and developed a framework based on empirical study to link intangible
resources and capabilities to SCA. The study of SCA within particular service
industries was proposed initialy by (Bharadwg et a., 1993) and they proposed a
conceptual model which attempted to integrate SCA issues from the fields of
marketing, strategic management and industrial organization economics. Bharadwaj et
al. (1993) explored “...the implications of the distinctive characteristics of service
industries and firms for achieving SCA”. Kettinger et al. (1994) through their
empirical work showed that attainment of sustained 1 T-based competitive advantage
may be more of a process of building organizational infrastructure in order to enable
innovative action strategies. Mazzarol, et al. (1999) developed a model of sustainable
competitive advantage for education service enterprises in international markets
wherein they suggested that market success for education service enterprises is the
outcome of delivering a successful combination of distinctive competencies. Fahy
(2000) developed a model of RBV and SCA wherein he explained some stumbling
blocks on the road to understanding SCA and contended that desired outcome of
managerial effort within the firm isa SCA. Fahy (2000) argued that the resources of a
firm must meet the conditions of value, barrier to duplication, and appropriability as
well and they must enable the creation of value to customers to achieve SCA which
allows the firm to earn economic rents or above average returns. Verona & Prandelli
(2002) developed a dynamic model of customer loyalty and through empirical study
of internet firms, they emphasize that to achieve SCA, the strategy should be based on
both affiliation and lock-in of customers. Clulow (2003) showed empirically that a
high performing firm in the financial services industry, identifies, develops, deploys
and protects its key intangible assets and capabilities in sustaining competitive
advantage.

Javalagi, et al. (2005) developed an integrative framework of the internet and
SCA and they identified three key components that are critical to sustaining a
competitive advantage and gaining superior performance. The three components are
the consumer decison making process on the web, customer relationship
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management, and firm performance. Ramirez & Hachiya (2008), proved empirically

that strategic resources or industry structural conditions help firms build up a SCA.

Heywood & Kenley (2008) developed a model of sustainable competitive

advantage for corporate real estate and contended that cost, innovation and

differentiation are the sources of SCA. The principal contribution of the RBV of the

firm to date has been the theory of SCA. The present study focuses on RBV theory of

identifying key resources and its relationship in delivering superior value to its

customers and achieving SCA and superior performance for firm. The major research

works on SCA and their contributions are presented in Table 2.2.
Table 2.2: The Study of Sustainable Competitive Advantage

Author Contribution
(Hu, 1995; Kay, 1993) | Competitive advantage -A relative concept
(Kay, 1993) An advantage over competitors

(Coyne, 1986)

Advantages are those - customers place some level of value.

(Porter, 1985)

Sources of competitive advantage -differentiation and low cost

(Barney, 1991; Grant,
1991)

Sustained advantage and sustainable advantage - difficult to
attain and imitate competitive moves

(Bharadwaj et dl.,
1993)

SCA leads to superior performance- market share and
profitability

(Lado et dl., 1992)

Nurture idiosyncratic competencies, invest in skills and
capabilities - causally ambiguous -generate SCA

(Hall, 1993) Intangible resources and capabilities to SCA
(Bharadwagj et al., Distinctive characteristics of service industries for SCA.
1993)

(Kettinger et al., 1994)

A process of building organizational infrastructure for SCA

(Mazzarol, et a., 1999)

SCA isan outcome of delivering a successful combination of
distinctive competencies.

(Fahy, 2000)

Value, barrier to duplication, and appropriability enable the
creation of value to achieve SCA.

(Verona& Pranddlli,
2002)

SCA based on both affiliation and lock-in of customers

(Clulow, 2003)

Identify, develop, deploy and protect key intangible assets and
capabilitiesfor SCA

(Javalagi, et d., 2005)

Consumer decision making process, CRM, and performance
are critical to SCA

(Ramirez & Hachiya,
2008)

Strategic resources or industry structural conditions - build up
aSCA.

(Heywood & Kenley,
2008)

For corporate real estate cost, innovation and differentiation
are the sources of SCA

Source: Literature Review
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The empirical studies on resource based view and sustainable competitive
advantages are presented in Table 2.3.
Table2.3: Empirical studieson RBV and SCA

Author Contribution

(Pfeffer, 2005) Producing SCA through : effective management of people

(Thompson & Coe, Gaining SCA through Strategic pricing

1997)

(Mataet al. , 1995) Information technology, and SCA; A resource based
analysis

(Colgate, 1998) Creating SCA through : MIS technology

(Lewis, 2000) L ean production and SCA

(Burden & Proctor Creating SCA through training

2000)

(Carmeli & Cohen, Organizational reputation as a source of SCA and above

2001) normal performance

(Johnson, & Sirikit Service quality in Thai telecommunication industry: atool

2002) for achieving SCA

(Clulow et al., 2003) The RBV and SCA: the case of afinancia servicesfirm

(Sharkie, 2003) Knowledge creation and its place in the development of
SCA

(Vorhies & Morgan, Benchmarking marketing capabilities

2005)

(Khandekar & Managing Human resource capabilities for SCA

Sharma, 2005)

(Yap, 2006), Corporate Branding as a source of SCA

(Clulow et al., 2007) The RBV and value: the customer based view of the firm

(Newbert, 2008) A conceptual level empirical investigation of the RBV of
thefirm

(Smith D. Alan, 2008) | RBV of the firm: Measures of reputation among health
service sector Businesses

(Kazlauskaite & Therole of HR and their management in the establishment

Buciuniene, 2008) of SCA

(Zhu, 2009) Value of information systems to electrical construction
companies. RBV

(Sun & Tse, 2009) The RBV of competitive advantage in two sided markets

Source: Literature Review

24  Superior Performance

It is difficult to measure competitive advantages (Ketchen, Hult, and Slater,
2007). Many researchers have sought to empirically link strategic resources and
performance (Barney and Arikan, 2001). The assumption is that if strategic resources

are related, then a competitive advantage must exist. In many studies the term
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competitive advantage is amost synonymous with performance (Crook et a., 2008).
Competitive advantage is generally used to describe the relative performance of rivals
in a given market environment (Peteraf and Barney, 2003). Superior performance
means above average performance i.e. performance of a firm is greater than the
industry average (Bharadwag et. al., 1993; Barney and Hesterly, 2008). A review of
past empirical studies on performance indicates that there are variations in measuring
performance in organizations (Monge et a., 2006). Different variables used for
measuring superior performance have been identified from the literature and is
presented in Table 2.4.

Table 2.4: Superior Performance M easures Proposed by Key Researchers

Variables M easur es K ey Resear cher
Market performance, | Long term (Bharadwaj et al., 1993)
Financial performance Performance
Market share, Market | Market Performance, (Fahy, 2000)
effectiveness, Sales | Sales performance,

growth, ROI, ROA, ROS. | Financial Performance

ROA, ROI, saes growth, | Financial performance | (Carmeli & Cohen, 2001)

profit margin (Srinivasan, 2008)

ROI Market performance (Clulow et al., 2003)
ROI Superior performance, | (Tuominen et al., 2005)
Customer satisfaction, | Overall firm | (Vorhies& Morgan
Market effectiveness, | performance, 2005)

Profitability.

Trudt, satisfaction, loalty, | Strategic performance, | (Javalgi et a., 2005)
Brand equity, Customer | Financia performance

lifetime value
Product quality, Customer | Organizational (Khandekar & Sharma,
satisfaction, new product | performance 2005)

development,  attraction
and retain of employment.

ROI Market performance (Clulow et al., 2007)
Innovation and learning, | Organizational (Rhodes et al., 2009)
Process improvement, | performance

customer satisfaction,

financial based.

ROA Financial performance | (Cater & Cater, 2009)
ROA Financial performance | (Ang & Wight, 2009)

Source: Literature Review
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25 ResourceBased View

In strategic management, RBV considers each organization as a pool of
resources that act as foundation for crafting and executing strategy. The rationale of
strategy is that it produces above average performance through leveraging
organizational resources. The RBV emphasizes that the source of a company’s
competitive advantage comes from the bundle of key resources that the company
possesses (Chamberlin, 1935). RBV explains that a firm’s competitive advantage is
the result of its ability to identify, develop, assemble and exploit an appropriate
combination of resources. An organization is defined with RBV as what it can do
(Grant, 1991). RBV contends that every firm is unique, dynamic, idiosyncratic,
immobile, and inimitable and hence it has to focus internally to earn above average
returns. RBV theory identifies intangible resources as those which essentialy drive
and determine organizational performance (Penrose, 1959; Wernerfelt, 1984; Prahalad
& Hamel, 1990; Barney, 1991; Teece et a., 1997 and Lopez, 2007). Barney (1991),
Srinivasan (2008) advocate that in the RBV the firm's management tasks are to
identify, develop and deploy the key resources (strategic resources) which are:
valuable, rare, inimitable and non substitutable to create superior performance. SCA
can be obtained when management of the firm identifies, develops and deploys
strategic resources and exploits them at the right opportunity (Fahy, 2000). Mere
possession of resources itself will not yield superior performance for a long time, it
needs to be bundled in right combination and exploited as opportunity arises in
market place to attain sustainable competitive advantage. Firms seeking a
competitive advantage must demonstrate the ability to alter and control resources in
such a way that their full potential is realized (Newbert, 2007). Resources are inputs
into a firm's production process, such as capital equipment, the skill of individual
employees, patents, finances, and talented managers (Hitt et al., 2006; Aaker, 1989).
‘Resource’ is that, which is owned or possessed, and a ‘capacity’ or ‘skill’ is
something that must be realized (Hall, 1992). Resources within the RBV are generally
broken down into two fundamental categories. 1) Tangible resources and 2)
Intangible resources (Hall, 1992; Hitt et al., 2006). Tangible resources are assets that
can be seen and quantified to include those factors containing an accounting value as
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recorded in the firm’'s balance sheet. Hall (1992) identifies two tangible resources: a)
financial assets and b) physical assets. Tangible resources are necessary in achieving
above average returns but they can be openly exchanged in the market. Since tangible
resources are easily imitable, they fail to satisfy the condition of valuable, rare,
inimitable and non substitutable (VRIN) requirement of strategic resources to gain
sustainable competitive advantage. Tangible assets whilst having value for the firm
were determined not to fit the construct of “key resources’ or “strategic resources’,
because they were found to be causally explicit and hence imitable because, they did
not satisfy the criteria of fundamental to the achievement of SCA (Clulow et al.,
2007). Intangible resources are called strategic resources that contribute significantly
in value generating activity. Intangible resources include assets and capabilities that
are typically rooted deeply in the firm’'s history and have accumulated over time.
‘Imitation of these resources by other firms becomes next to impossible’ (Dierickx &
Cool, 1989) resulting in causal ambiguity. Intangible resources are embedded in
unique patterns of routines, it takes a period of time to develop and accumulate, hence
itisreatively difficult to analyze and imitate (Hitt et al., 2006).

25.1 Strategic Resources

Intangible resources are caled ‘key resources or ‘strategic resources which
are sources of SCA because they satisfy the unique characteristics valuable, rare,
inimitable and non-substitutable (Clulow et a., 2007). Strategic resources are
classified as assets and capabilities (Hall, 1992). If the intangible resource is
something that the firm “has’, it is an asset. If the intangible resource is something
that the firm “does’, it is a capability. Intangible resources that are assets include
organization culture, brand name, customer relationship, reputation and networks
(Coyne, 1986). Capabilities are the firm's capacity to deploy resources that have been
purposely integrated to achieve a desired end state. Firm specific capabilities have
been regarded as rather unobservable, path-dependent resources because their
accumulation process is characterized by high levels of tacitness and causal ambiguity
(Lippman & Rumelt, 1982; Reed & DeFillippi, 1990). RBV literature emphasizes that
capabilities are interaction based, they are even more difficult to duplicate due to
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causal ambiguity and a source of SCA (Callis, 1994). Intangible resources that are
skills include organization tacit knowledge or employee know-how (Coyne, 1986).
Hall (1993); Itami & Roehl (1987); Michalisin et al. (1997); Clulow et al. (2007)
classify resources like client trust, reputation, networks, and intellectual property as
intangible assets and knowledge, organizational culture, skills, management
processes, organizational networks and experience as capabilities. Fahy (2000)
identifies intellectual property, client trust, reputation, network/communication
systems, databases as assets, and capabilities are team embodied knowledge, know
how, organizational culture, organizational history, learning by doing, managerial
skill. The glue binding an organization together capabilities emerge over time through
complex interactions among tangible and intangible resources (Hitt et al., 2006).
Gerpott, et a. (2008) identify seven categories of intangible resources in
telecommunication industry like human capital, customer capital, supplier capital,
location capital and investor capital which are assets and process capital, and

innovation capital are capabilities.

2.6  Sustainable Competitive Advantage

Strategy aims at developing competitive capabilities to forge a series of
moves, both in the market place and internaly, that makes the company distinct and
which rivals can’t quite match. This tilts the playing field in the company’s favor by
giving buyers reason to prefer its products or services and hence create and sustain
superior performance. The fundamental basis of above average performance is SCA
(Porter, 1985). Sustainable competitive advantage is attained when a firm implements
a strategy with strategic resources; it creates and delivers consistently higher value to
customers than its competitors hence customers prefer the services of the firm,
resulting in above average performance, and last for longer duration. Firm’'s abnormal
profitability can be defined as the difference between the total profitability of a firm
and its competitive or industry-wide profitability (Jacobson, 1988; Peteraf, 1993). A
firm’'s above normal profitability can either be that of the level of profits earned by a
firm, which is above or below the average or break-even for a particular industry.
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Sustainable competitive advantage is a function of attribute differentiation, the
capability gap, and the most important condition is that existing and potential
competitors cannot or will not take actions to close the gap (Coyne, 1986). A
competitive advantage is sustained only if it continues to exist after efforts to
duplicate that advantage have ceased. The essential requirements for aresource / skill
to be a source of SCA are vauable, rare, inimitable, and non substitutable (Barney,
1991). Sustainability is a condition where a firm’'s competitive advantage resists
erosion by competitor behavior, this requires that a firm possesses some barriers that
make imitation of the strategy difficult (Porter, 1985). SCA is the product of enjoying
both competitive advantage and strategic advantage and it represents a process that
meets the competitive needs of the present without compromising the ability of the
organization to meet future competitive needs and currently derives the ability to add
more value than its competitors. Strategic advantage is used to describe an
organization's dynamic and unique resources that determine its competitive renewal
(Chaharbaghi & Lynch 1999). A CMO achieves SCA, the objective of business
strategy when an attractive number of buyers prefer its products or services over the
offerings of competitors and when the basis for this preference is durable (Thompson
et a., 2005). SCA will produce value to customers, with superior performance in
market performance, sales performance, and financial performance which is favorably
abnormal (Fahy, 2000). Sustainable competitive advantage is a key to ensure a
sustained, superior long-term performance (Bharadwaj et al., 1993; Lado & Wilson,
1994).

2.7  Conceptual Framework

A conceptual framework for CMO firms, based on theories of RBV and SCA
to achieve above average performance is presented in Figure 2.3. The framework
explains that intangible resources are strategic in nature which satisfy the condition of
VRIN, hence make them causal ambiguity contribute to develop unique value to
customers and create gap between the firm and competitors. Unique characteristics of
intangible resources make them causal ambiguity which is difficult for competitors to
imitate and hence a potential source of SCA. A CMO firm which possesses strategic
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resources exploits them as opportunity arises and can understand attributes of services
and customer value dimensions that are required to stand apart in the market, design
basic and VAS for which most of the customers prefer their services compared to
competitors leading to superior performance. Customers prefer the services of that
service provider who understands their needs and wants and delivers better value to
them than their competitors which leads to SCA and superior strategic, operational,

and financial performance.
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RESOURCES Strategic resources (Considered in the study)
| TANGIBLE RESOURCES : ————— Non strategic resources (Not considered in the study)
1 L.-
| FR, OR, PR, TR C
| 1 |
e o e - - - — 1 BASIC & VALUE SUSTAINABLE COMPETITIVE
I ADDED SERVICES ADVANTAGE
INTANGIBLE RESOURCES
Attributes of Customer Value
ASSETS Services
HC, RC, CC, LC *
SUPERIOR
CAPABILITIES PERFORMANCE
IC, PC SP, OP, FP
Tangible Resour ces; I ntangible Resour ces: Superior Pe;formance:
Financial Resource (FR) Assets: Capabilities: Strategic Zler or;nance (SP)
Organizational Resource (OR)  Human Capital (HC) Innovation Capital (1) Operational Performance (OP)

Physical Resource (PR)
Technological Resource (TR)

Reputation Capital (RC)  Process Capital (PC) Financial Performance (FP)
Customer Capital (CC)
Location Capital (LC)

Figure2.3

Conceptual Framework of Resour ce Based View and Sustainable Competitive Advantage for CM O firms
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2.7.1 Resources

Resources are inputs to a firm, ‘stocks of available factors that are owned or
controlled by the firm’ (Amit & Schoemaker, 1993) through which it performs its
operations or carries out activities (Amit & Schoemaker, 1993; Black & Boal, 1994;
Grant, 1998). Resources within the RBV are generally broken down into two
fundamental categories viz. tangible resources and intangible resources. (Hitt et.al,
2006) has classified tangible resources into four types - Financia Resources (FR),
Organizational Resources (OR), Physical Resources (PR), and Technological
Resources (TR) which are necessary in attaining superior performance but fail to
satisfy qualities of strategic resources.

2.7.2 Intangible Resources

Intangible resources are the feedstock of capabilities differentials, which result
in SCA and superior firm performance (Hall, 1992; 1993). Intangible resources are
divided into assets and capabilities (Hall, 1992). Intangible resources include assets
that are non-physical, typically rooted deeply in the firm's history and accumulated
over time (Hitt et a., 2006). Assets - are something which a CMO owns like Human
Capital (HC), Customer Capital (CC), Location Capital (LC), and Reputational
Capital (RC) (Gerpott et al., 2008) which are internal and within the control of service
provider, which contribute significantly for the performance. (Day, 1994), explains
capabilities are “complex bundles of skills and accumulated knowledge, exercised
through organizational processes, which enable firms to coordinate activities and
make use of their assets’. A firm may achieve rents not because it has better
resources, but because of the firm's distinctive capabilities (competence) like
innovation and process capabilities which make better use of its resources (Mahoney
& Pandain, 1992). Innovation Capital (IC) and Process Capital (PC) (Gerpott et al.,
2008) are the capabilities of a CMO firm that signifies ‘its ability to integrate, build,
and reconfigure internal and external competences to address rapidly changing
environments' (Teece et a., 1997). A firm which makes use of its internal intangible
resources which are within their control attains SCA and superior performance
because of causal ambiguity (Porter, 1998). The choice of intangible internal
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resources was carefully made because they are owned and within the control of a
CMO which enables to respond to competitors action and changing environment by

strategy through altering, developing and deploying resources.

2.7.2.1 Assets

If the intangible resource is something that the firm “has’, it is an asset (Hall,
1992). Internal intangible assets that contribute for CMO to attain SCA are Human
Capital (HC), Customer Capital (CC), Location Capital (LC), and Reputational
Capital (RC) (Coyne, 1986; Hall, 1993; Itami & Roehl, 1987; Michalisin et a., 1997;
Clulow et al., 2007; Gerpott et al., 2008). A service provider, who develops, protects,
deploys, and exploits these assets continuously as opportunity arises, creates and

delivers distinct value to subscribers and attains SCA.

2.7.2.2 Human Capital

Human element in CMO is one of the most important intangible assets that
contribute significantly in each and every stage. Human capital of a firm refers to
inherent employee based knowledge, skills, attitude, experience, motivation, loyalty,
decision making capacity, risk taking propensity, wisdom of people and abilities that
employees possess and use in their work, firm’'s culture, working climate and
associated with a firm, built up over a period of time, which drive value and hence
achieve SCA (Schultz, 1961; Hall, 1992; Barney, 1995; Grant 1998; Kamoche, 1999;
Marr et a., 2004; Swart, 2006; Gerpott et al., 2008; Cater & Cater, 2009). Gerpott et
al. (2008) identifies operational human capital indicators as company and job tenure
structures of a firm's employees, employee turnover rates, and job satisfaction levels,
specia knowledge and skills required to innovate, to design new services and operate

complex networks.

2.7.2.3 Reputational Capital

Reputation is based on perception by stakeholders about an organization
developed over a period of time. Dowling (2001); Michalisin et a. (2000) have
proved that reputation is a strategic resource and thereby reputed firms outperform
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their competitors. Reputation can be exploited for better firm performance; it creates
value for stakeholders leading to better performance (Fombrun, 1996). Reputation is
feeling good and secure with the firm, and a great deal of respect, credibility,
trustworthiness that creates better value which contributes for the firm to earn superior
performance. Reputation helps in acquiring new customers, retaining existing ones,
charging premium prices, attracting and retaining human resource, access to capital
markets, and attracting investors which contribute to the firm to earn above average
return through increased market share and profitability (Smith, 2008).

2.7.2.4 Customer Capital

Customer capital of a firm is “the knowledge embedded in the marketing
channels and customer relationships that an organization develops through the course
of conducting business’ (Ordonez, 2005). Customer capital is customer-related
knowledge part of a broader “client and network capital” (Swart, 2006). Sun & Tse
(2009) prove that customers of a service who participate in the network as resources
contribute significantly to SCA. Customer capital can be created by “committing the
customers to the company’s activities” (Hussi, 2004). According to Katz & Shapiro
(1986), ‘there are many products for which utility that a user derives from
consumption of goods increases with number of other agents consuming the good'.
Customer capital consists of market-related variables such as a firm's current
customer base, market share, customer satisfaction or brand strength, long-term

relationships to contractually or emotionally bonded customers (Gerpott et al., 2008).

2.7.2.5 Location Capital

A firm that locates its facilities in a place where over a period of time it turns
out to be a valuable prime location, then that firm possesses a resource which leads to
geographical coverage and connects customers to network, always (Hirshliefer, 1980;
Ricardo, 1966; Barney, 1991) leading to add and create value to its customer.
Selection of location to provide cellular mobile services is critical, it requires signa
coverage within the building, every where in the city, geographical location national

highways wherever customer goes, prime locations like colleges, airports, and centre
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of the city. If a firm's subscriber gets connected to the network anytime and
everywhere this distinguishes the firm from their competitors and acts as a value to
customers. Positional differential is a consequence of past actions which have
produced a certain advantageous location of facilities which contribute not only to
competitive advantage but also to defensible position for which it needs long time for
competitor to match (Hall, 1992). According to Gerpott et al. (2008) location capital
is advantages associated with the spatial prime location of the company. Location
advantages often arise from the possibility of exclusively offering telecommunication

services in economically highly attractive places.

2.7.2.6 Capabilities

Capabilities are created by bundling of resources, something that a firm
“does’, it is a capability. Important functional capabilities differentials are innovative
capabilities, tacit knowledge, skills, experience of employees, suppliers, distributors,
and other specific capabilities in a company (Foon, 2009). Capability is an ability to
innovate or to respond to changing customer needs, which can make all the
difference, when it comes to market value (Ulrich & Small wood, 2004). A CMO firm
which possesses Process Capital (PC) and Innovation Capital (IC) (Mahoney &
Pandain, 1992; Gerpott et al., 2008) which are distinct capabilities would be able to
perform individual functions more effectively to create and deliver distinct customer

value compared to its competitors to achieve superior performance.

2.7.2.7 Process Capital

Processes are seen as firm’'s ability to integrate and change resource bases to
address changing environments. Process innovation is a critical step in making the
services more productive in the market. Process capital can be seen as resources that
are acquired, integrated, transformed or reconfigured to reduce cost and generate
activities that create value to customers (Eisenhardt & Martin, 2000; Teece et al.,
1997). Process capital resources are knowledge, skills, disposition, and commitment
to communication, leadership and the team (Barney, 1991; Habbershon & Williams,
1999). The most important source of value is to be derived from intellectual-based
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assets and capabilities including “process-based capabilities” and skills embedded in
individual s'teams with know-how (Clulow et al., 2007). This intangible asset category
focuses on the level of sophistication of a firm’'s internal work sequences such as its
guality management. Pertinent indicators include information on a firm's sales
network, planning and maintenance, or complaint management processes (Gerpott et
al., 2008). If the operator can provide a cost effective solution to benefit the user, call
center traffic will reduce and hence the operational cost. A cellular mobile operator
firm with process capital will gain low operational costs advantage and hence
sustainable competitive advantage in the market with process innovation through

improvement in process, routines, information systems, and know how.

2.7.2.8 Innovation Capital

Innovation is the development and implementation of new ideas by people
who over time engage in transactions with others within an institutional order
(VanDenVen, 1986). Innovation Capital is defined as the comprehensive set of
characteristics of an organization that facilitate and support innovation strategies
(Burgelman et al., 1996). Innovation capital is a complementary and interdependent
resource clusters created with interaction of resources accumulated over time, and
built gradually to create value to customers hence SCA. By implementing
innovations, firms establish a flow of resources that |eads to the creation of stocks of
specific assets that other companies will be unable to rapidly replicate (Dierickx &
Cool, 1989). The outcome of innovation is the generation of new combinations of
assets, of high value, specifically related to that firm (McGrath et al., 1996). In
cellular mobile services, innovation in content and process excites employees,
delights customers, and builds confidence among investors (Ulrich & Small Wood,
2004). Innovation capital deals with a company’s R& D capitalization as reflected in a
firm’s number and quality of patents or other intellectual property rights (Gerpott et
al., 2008).

A cellular mobile operator firm with the tangible and the intangible resources
designs the cellular mobile network in such a way that subscribers get connectivity to
the network anywhere at anytime. A CMO firm with better resources understands
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tastes and preferences, needs and wants of cellular mobile subscribers. Lane &
Lubatkin (1998) find that tacit knowledge has a higher probability of creating value
for the firm via absorptive capacity, such a firm innovates and develops new value
added services faster than competitors, for which the subscribers prefer and use more
and more services from that service provider. A CMO with strong intangible
resources is capable to develop innovative value added services that deliver distinct

customer value, hence customers prefer to use services from such a service provider.

2.7.3 Basicand Value Added Services

A CMO that can exploit its resource combinations to effectively attain a
differentiation based service development should be able to understand market
changes and preferences and respond by quickly developing new value added services
with enhanced connectivity compared to their competitors. The demand for cellular
mobile services is indirectly affected by the increased supply of variety, different and
complementary services (Gupta et al., 1999). A service provider with strategic
resources can understand the market and attributes that drive customer value, can be
utilized to develop new distinct VAS (Hall, 1992) which will maintain, and win
market share by creating unique value for subscribers, hence SCA for the firm. As
Hitt et a. (2001) explains, expert knowledge enhances a firm’s ability to offer new
products or services or expand into new customer markets. Sustainable competitive
advantage is a function of attribute differentiation (Coyne, 1986). In cellular mobile
services, the value of these servicesisin part determined by attributes not associated
with the service itself and these service attributes are essential in the creation of

customer value.
2.7.4 Attributesof Cedllular Mobile Services

The key drivers of customer value in networked services such as
cellular mobile services stem from different sources. Network service attributes
emerge from fundamentally two different sources namely intrinsic and extrinsic
attributes. Customer perceived value of mobile services which are inherent attributes
of the service itself, are referred to as intrinsic attributes. Intrinsic attributes are
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attributes designed into the service itself, as well as experiences derived from the
augmented product. Customer perceived value is in part determined by attributes not

associated with servicesitself and they are called extrinsic attributes.

Attributes of mobile services were classified into three broad
categories based on the types of attributes that drive customer value (Thorbjornsen et
a., 2009). They are intrinsic value drivers, user network value drivers and
complement network value drivers. Mobile services driven by intrinsic attributes are
denoted by the fact that the inherent attributes of the services per se are most
important for perceived value. Intrinsic attributes such as ease of use and usefulness
are key drivers of value for mobile services (Thorbjornsen et al., 2009). Mobile
services driven by user network attributes are defined as services where the perceived
value increases as the installed base/network size and network strength increase.
Network size is most salient and important attribute of the network that drives
perceived customer value (Thorbjornsen et al., 2009). Mobile services driven by
complement network attributes are defined as services where the perceived value
increases with the perceived number and quality of complementary services.
Complementary service variety and compatibility are the complement network
attributes that drive perceived customer value in mobile services (Thorbjornsen et al.,
2009). (Thorbjernsen et al., 2009) identifies usefulness, ease of use, network size,
compatibility, and complementary service variety as attributes of networked services

which are the drivers of customer vaue for cellular mobile services.

Usefulness is functionality of content of the service characterized by
accessibility at any time, time saving, money saving, improving efficiency and
reliability. Pedersen & Nysveen (2003) suggest usefulness as a theoretical concept
determined by accessibility as well as functionality of the content of the service that
drive value to customers. Innovative value added services which benefit the customer

because of which he or she gains advantageous position will add value to subscribers.

A cellular mobile operator firm which designs creatively new services
which facilitate subscribers to transact easily, communicate, access the information,

without confusion and avoid middiemen will deliver distinguished value to their
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customers. A service developed with multimedia, and interactive voice response
technology which is easy to operate, ease of use of mobile applications and is user

friendly significantly affects customer value.

Compatibility is defined as “the degree to which an innovation is perceived as
being consistent with the user’s existing values, needs, and past experiences’ (Moore
& Benbasat, 1991). Newly developed innovative services which are compatible to
already existing services on a specific platform will lead to higher and faster
adoption-rate and increase perceived value. Compatibility pertains to whether the
service is believed to be compatible with other services and on other platforms, and
whether the service is consistent with the user’s needs and his’her experience with

similar services (Thorbjegrnsen et a., 2009).

Network size is installed base, market share, and size of the user base, where
the perceived value increases as the installed base/network size and network strength
increases. As network size of a service provider increases, it can increase the number
of subscribers and handle that capacity smoothly (Thorbjarnsen et al., 2009). A better
network size enables increased speed, good clarity, continuous streaming and avoids
call drop that add to perceived customer value.

Complementary service variety is where a service provider offers more
number of services which are complementary to one another. Consumers value those
services that offer alarge number and variety of complementary services (Basu et al.,
2003; Gupta et al., 1999; Stremersch et al., 2007). The demand for cellular mobile
service is indirectly affected by the increased supply of complementary services
(Guptaet al., 1999). A service provider, who can understand the market and attributes
of services that drive customer value, can develop new distinct value added services
which will maintain, and win market share by creating unique value for customers
hence SCA for the firm.

2.7.5 Sustainable Competitive Advantage
A CMO firm, which develops, deploys, and exploits the strategic resources,

designs basic and VAS which leverage to create better customer value and hence
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more number of subscribers subscribe, leading to SCA. RBV of a firm is the
possession of strategic resources to achieve superior performance through competitive
advantage; it emphasizes strategic choice, charging the firm’'s management with
important tasks of identifying, developing and protecting, and deploying the key
resources to have competitive advantage (Fahy, 2000). RBV explains that a CMO
which continuously develops existing resources and creates new resources and
capabilities can respond quickly to changing market conditions to yield SCA (Foon,
2009). A service provider can attain SCA by continuously updating strategic
resources which enable to understand changes and preferences of customers and
design services that add better value to subscribers. A cellular mobile operator firm
achieves sustainable competitive advantage when it creates and delivers consistently
higher value to customers than its competitors and hence customers prefer the services

of the firm, resulting in above average performance, that last for longer duration.

2.7.6 Customer Value

Customer value is relative to the perceived satisfaction obtained among
aternative value offerings, it is considered an important factor for determining service
attractiveness (Walters & Lancaster, 1999). “Customer value is a customer’'s
perceived preference for and evauation of those product attributes, attribute
performances, and consequences arising from use that facilitate achieving the
customer’s goals and purposes in use situations’ (Woodruff, 1997). Customer value
is user’s overall assessment of the utility of the services when using mobile services
(Leeet al., 2002). Market driven CMO firms need to focus on creating and delivering
superior customer value to retain existing and grow with new subscribers (Day, 1990;
Narver & Slater, 1990; Khalifa, 2004). Customer value is the “consumer’s overall
assessment of the utility of a service based on perception of the utility of a product
based on perception of what is received and what is given” (Zeithaml, 1988). (Gale,
1994; Khalifa, 2004) puts customer value as market perceived quality adjusted for
relative price of your product. Treacy & Wiersima (1995); Khalifa (2004) define
customer value as the sum of benefits received minus the costs incurred by customer

in acquiring product or service.
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Creating customer value and providing value added services should be based
on a deep understanding of the mobile market and insight of potential mobile service
consumers (Alkemade, 2003). Thus, for a CMO firm, strategic resources contribute
significantly in exploring and understanding customer value in cellular mobile
services in order to successfully commercialize mobile services (Alkemade, 2003).
Sheth et. a. (1991) developed multiple value dimensions for customer value;
functional value, conditional value, social value, emotional value, and epistemic value
relate specifically to the perceived utility of a choice. Dodds et a. (1991) argue that
buyer’s perception of value represent a tradeoff between the quality or benefits they
received in the product relating to the sacrifice they perceived by paying the price.
Customers receive value when the benefits from a product service exceed what it
costs to acquire and use it (Horovitz, 2000; Khalifa, 2004). When using cellular
mobile services, subscribers are often perceived to save time and money, hence
monetary value is also an important value dimension. Hence for the study we consider
the following customer value dimensions: functional value, socia value, emotional
value, conditional value, epistemic value, and monetary value (Sheth et al., 1991;
Sigala, 2006; Pihlstrom & Brush, 2008) which subscribers consider while assessing
value of cellular mobile services.

The functional aspect of mobile service can lead consumers to adopt and
utilize the mobile data services. Functional value can be defined as the practical or
technical benefits that users can obtain by using a service. Functiona value typically
relates to factors such as utility, product appearance, durability and price and
underlies the performance of the object in key areas including price, reliability and
durability (Sweeney & Soutar, 2001). Functional value refers to value derived from
effective task fulfillment, ability to do the task easily and instantly with efficiency and
effectiveness (Sheth et al., 1991).

Emotional value refers to meeting the psychological needs of product or
service users (Sweeney & Soutar, 2001). In cellular mobile services enjoyment and
fun are strong motivators to use and adopt the services (Pura, 2005). Emotional value
is the most important predictor of behavioral intention to use services in cellular
services (Sweeney & Soutar, 2001). Emotional value represents the capacity of a
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product/service to arouse feelings or affective states, and is measured using a set of
feelings toward its object. Emotional value stresses feeling or emotiona status,
mobile services like SMS, MMS and VAS are capable of changing consumer feelings
or emotional states that have emotional value (Sheth et al., 1991).

Social value is obtained when consumers feel they are connected to others by
using a product or a service with social group like friends, colleagues, and family.
(Sheth et al., 1991) proposed that products have social vaue if they can link
consumers to social groups. Social value relates to social approval and the
enhancement of self-image among other individuals (Sigala, 2006). Hence socid
value influences mobile services adoption and use of services. Regarding social value,
consumers are concerned not only with real characteristics but also with their capacity
of improving social status such as acceptance by others and positive impression.

Epistemic value of a product/service is that which provide novelty or
knowledge, creates curiosity and stimulates subscribers to purchase and use it (Sheth
et a., 1991; Duman & Mattila, 2005). Something ‘new’, ‘unusual’ or ‘fashionable’ is
valued regardless of other factors, including functional or social value. Consumers
buy technology not only for a specific goal or use, but also due to curiosity and
novelty seeking. New generation, innovative and distinct cellular mobile value added
service are novel, curious, complicated or unique, are the factors generally driven by
the epistemic value (Schiffman & Kanuk, 1987; Chang, 2008) which influences the
user assessment.

Conditional value is described as the set of situations, occasions or events
(anniversaries, birth of a child, accident) faced by customers while using service
affects assessment. Situational variables influence customer assessments of
product/service utility (Sheth et al., 1991, Belk, 1974). Services of a CMO during
particular circumstances create impression about the service, if impression is positive,
the conditional value isincreased (Sheth et al., 1991) and customers try to continue to
use from that service provider.

Monetary value is defined as how much a service is satisfactory with regard to
cost, time or effort spent in using a product or a service (Sweeney & Soutar, 2001;
Bolton & Drew, 1991; Cravens et al., 1988; Yang & Jolly, 2006). If the monetary
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value of a particular service provider is higher, customers prefer the services from that
firm rather than competitors.

A CMO with intangible resources is capable of understanding connectivity
and which attributes drive better customer value and achieve SCA. Hence more
number of customers prefer that service provider compared to competitors resulting in
superior performance in financial performance, strategic performance and operational
performance which is favorably abnormal (Fahy, 2000).

2.7.7 Superior Performance

A successful strategy adapts to the CMO firm’s external and internal situation
leading to creation of better customer value and hence more number of customers
prefer the service provider leading to sustainable competitive advantage and superior
performance. A firm'’s superior performance depends on its ability to innovate, defend
intangible assets, such as knowledge, and use those assets (Teece, 2000). The
attainment of SCA can be expected to lead to superior performance measured in
conventional terms such as market share and profitability (Bharadwaj et al., 1993).
Resource based view theory explains the role of firm resources and capabilities in
creating superior performance or persistent or sustainable abnormal profits. Abnormal
profitability can be defined as the total profitability of a firm and its competitive or
industry-wide profitability (Jacobson, 1988; Peteraf, 1993). Competence of a
company’s strategy implementation is indicated by its performance: strategic
performance, operational performance, and financial performance and all the three
performances were considered to evaluate superior performance of CMO firms. The
sustainability of firm abnormal profit is defined as abnormal profitability that persists
over along period of time.

Strategic performance reflects leading indicators of future financia
performance, operational performance and business prospects of a firm. Strategic
performance indicates whether a company’s competitiveness and market position are
deteriorating, holding steady or improving. Strategic performance indicators like
customer trust, customer satisfaction, customer loyalty and brand equity (Javalgi et
al., 2005) show to the managers, the positioning of CMO firms in the mind of the
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customers. These indicators are a sign of future performance of the service providers
based on past and present services they offer. To attain superior strategic performance
afirm hasto craft its strategy and allocate its resources so that it delivers better value,
and satisfies and creates loyal customers. Strategic performance signifies strength in

market standing, competitive vitality and future business prospects of afirm.

Operational performance indicators are service quality, service innovation,
market share, and market effectiveness which focus on key operational success factors
of a CMO that lead to better financial performance (Venkatraman & Ramanujam,
1986).

Financial performance is a measure of how well afirm can use assets from its
primary mode of business and generate revenues. Thus financial performance
indicates financial strength and profitability that reflects the fulfillment of the
economic goals which is essential for long term health and ultimate survival of the
firm. Financial indicators are sales growth, profitability, ratios such as return on
investment, return on sale, return on equity and earnings per share (Venkatraman &
Ramanujam, 1986). Despite this shift in the theory and practice of performance
measurement, several authors claim that financial measures still represent an integral
part of measuring performance (Bible et al., 2006) and remain the most important
group of performance indicators (Bourne, 2005; Henri 2006).
2.7.7.1 Customer Satisfaction

A firm which wants to continue in market for longer period has to have an
objective of creating satisfied customers. Zeithaml & Bitner (2000) defined customer
satisfaction as the “customers’ evaluation of a product or service in terms of whether
that product or service has met their needs and expectations’. When a customer
subscribes for cellular services, he/she has some needs and expectations. Satisfaction
is therefore a consumer’s post-purchase evaluation and affective response to the
overall cellular mobile service experience. Customer satisfaction is an outcome of
overall evaluation of cellular services by subscriber about the services and, responses
during interaction with service provider (Srinivasan, 2008). Oliver (1980) defined that
“customer satisfaction is a summary of psychological states when the emotions

surrounding disconfirmed expectations are coupled with the consumers’ prior feelings
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about consumption experience”. Parasuraman et a. (1994) suggested that the
customer satisfaction is influenced by service quality, product quality and cost.
Overall satisfaction refers to the customers rating on a particular event based on all
dimensions and experiences (Johnson and Fornell, 1991). Rust & Oliver (1994)
defined satisfaction as the “ customer’ s fulfillment response” which is an evaluation as
well as an emotion-based response to a service. Once the customers are satisfied with
the services of their CMO, it leads to confidence building and obviously they trust

their service provider.

2.7.7.2 Customer Trust

Customer trust indicates whether the service provider has developed
confidence with their subscribers. Moorman et a. (1992) defined trust as “a
willingness to rely on an exchange partner in whom one has confidence”. Trust isa
psychological state that involves the approval of vulnerability formed from the
positive expectations of the behaviors or intentions of another (Rousseau et al., 1998).
It is a result of different interactions, incidences and situations of subscribers with
their service provider over a period of time. Geyskens et a (1996); Rousseau et al
(1998); Singh & Sirdeshmukh (2000); Urban et al. (2000) suggested that customer
trust is an essential element in building and maintaining strong customer relationships
and sustainable market share. Customer trust indicates his future actions, behavior and
long term relationship of subscribers with their service provider. (Berry &
Parasuraman, 1991) found that “customer-firm relationships require trust” and the
degree of trust is described as a “fundamental relationship building block”. Trust also
can be defined as “the belief in the integrity, honesty and the reliability of another
person” (Dwyer & Tanner, 2002). Trust is a key element for relationship success and
tends to be related to a number of elements such as competitive advantage and
satisfaction (Ratnasingam & Pavlou, 2003). Customer trust signifies future behavior
of subscribers: whether to switch or to stay. Once customers trust a CMO firm, they
tend to become loyal to them. (Chiou et al., 2002) found that perceived trust had
direct and positive impacts on the overall satisfaction and loyalty of customers. It is
now well-established that trust supports exchange and helps partners project their

exchange relationships into the future.
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2.7.7.3 Customer Loyalty

A loyal subscriber generally acts better than a satisfied one and prefers to
repurchase services continuously and also recommends to others to an extent that his
patronage is retained for along period of time. Oliver (1999) defined customer loyalty
as “a deeply held commitment to re-buy or re-patronize a preferred product/service
consistently in the future, thereby causing repetitive same-brand or same brand-set
purchasing, despite situational influences and marketing efforts having the potential to
cause switching behavior”. Customer loyalty refers to strong favorable attitude
towards a particular brand and also leads to repeat purchase of the same brand (Day,
1969). Customer loyalty is a relationship between relative attitude towards an entity
and repeat patronage behavior (Dick & Basu, 1994). The operational measures in
deterministic approach are preference, buying intention, and recommendation (Kim et
a., 2004; Boulding et a., 1993; Gerpott et a., 2001). Customer loyalty is concerned
with the likelihood of customer returning, making business referrals, providing strong
word-of-mouth references and publicity (Bowen & Shoemaker, 1998). A loyal
customer to a cellular service provider is thus, one who will stay with the same
service provider, is likely to use new value added services with the service provider
and islikely to recommend to others (Fisher, 2001).

2.7.7.4 Brand Equity

Brand equity is the value added to a product or service by its association with
a brand name and/or symbol (Aaker 2004; Keller, 1993). Brand equity, which refers
to the incremental utility or value added to a product by its brand name (Keller, 2003),
which nurtures long-term buying behavior. Yoo & Donthu (2001) explains the
positive effect of brand equity on a company’s future profits and long-term cash flow,
a consumer’s willingness to pay premium prices, sustainable competitive advantage,
and marketing success. Brands with high brand equity are those that have high levels
of consumer awareness and strong, positive, and unique associations in consumers
memory (Keller, 1993). The sources of brand equity are derived from a high level of
brand awareness and a positive brand image, which then provide consumers with
strong, favorable, and unique brand associations. Kotler (2003) defines brand equity

as “the positive differential effect that knowing the brand name has on customer
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response to the product or service”. “The differential effect that brand knowledge has
on consumer or customer response to the marketing of that brand” (Keller, 2002).
This leads to customers showing preferences for a brand when products are basically
identical, and are prepared to pay a price premium. Brand equity thus represents the
extent to which the firm influences the customer’s subjective evaluation of the firm's
offerings. As such, the brand equity construct may be measured through brand
awareness, attitude towards the brand and attitude towards the company. For firms,
growing brand equity is a key objective achieved through gaining more favorable

associations and feelings among target consumers (Falkenberg, 1996).

2.7.7.5 Service Innovation

Service innovations are defined as new services introduced to meet needs of
customers. The service innovativeness embodied in a firm’s innovation output can be
used to assess the firm’s ability to create new products. A firm’'s ability to generate a
continuous stream of innovations is more important than ever in alowing a firm to
develop or maintain competitive advantage because of the increasing levels of
competition and decreasing product life cycles. A firm's ability to innovate new
products/ services is a major innovation capability (Adler & Shenbar, 1990; Hoffman
et a., 1998; Romijn & Albaladejo, 2002) and it provides the most obvious way to
enhance performance (Chapman & Hyland, 2004; Johne, 1999). Rapid stream of
multiple innovations over time may enable the firm to continue to generate high levels
of profitability (Barczak, 1995; Roberts, 1999). The ability of firms to develop and
exploit their innovative capabilities is widely recognized as a critical determinant of
firm performance and competitive advantage (Bettis & Hitt, 1995; Helfat & Peteraf,
2003; Voss, 1994).
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2.7.7.6 Service Quality

Service quality in the cellular mobile operator industry is an important
indicator to assess a firm's performance. Service quality is viewed as an overall
assessment of service (Parasuraman et a., 1988). Service quality can be defined as a
consumer’s overall impression of the relative efficiency of the organization and its
services. Carman (1990) defined the service quality to be “consumers judgment
about the overal excellence or superiority of a service”. Johnson & Ettlie (2001)
describe perceived quality as the result of service performance and being free from
defects, or how reliably the product meets customer requirements. Service quality has
been described as a form of attitude, but not an equivalent to satisfaction that results
from the comparison of expectations with performance (Parasuraman et al., 1988; and
Bolton & Drew, 1991). Perceived quality has also been found to have a significant
effect on perceived value (Dodds, Monroe & Grewal, 1991). Venetis & Ghauri (2000)
viewed that the service quality is regarded as one of the few means for service
differentiation and competitive advantage, that attracts new customers and contributes
to the market share.

2.8  Behavioural Intention

The behavioural intention is customers willingness to recommend and
repurchase intention of service (Stauss et. al., 2001). Behavioral intention is predicted
by the individua’s attitude towards the behavior (Ajzen, 1991; Fishbein & Ajzen,
1975). In accordance with the behavioral intention theories, consumer value acts as an
antecedent to predict switching intention (behavioral intention) to use cellular mobile
services (Sweeney & Soutar, 2001; Parasuraman & Grewal, 2000; Zeithaml, 1988;
Sheth, Newman, and Gross, 1991; Yang & Jolly, 2006). Customer switching refers to
migration of customers from one service provider to another. Switching behavior
characterized in terms of retreat and relationship ending, represents a decision of a
customer not to buy products or services offered by a particular organization (Zikiene
& Bakanauskas, 2009). The subscriber intention to stay with the service provider is
based on the services offered. The distinguished attributes of services and better
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customer value impress a customer so that he/she stays, recommends to others and

repurchases more, leading to superior performance.

2.9 Highlightsof Related Literature Review and Resear ch Gaps

Empirical studies of resource based view have indicated that there is a
significant relationship between strategic resources and superior performance. The
theoretical framework of RBV emphasizes the importance of firm specific resources
and capabilitiesin conferring SCA which alows a firm to earn above average profits.
Resource based view theory assumes explicitly and implicitly that every firm is
heterogeneous. A cellular mobile operator firm which constantly identifies upgrades
and deploys strategic resources will be able to design distinct cellular services which
deliver better value to its customers and have an edge over its rivals for a period of
time. The causes of competitive advantage are how differences between firms become
amplified over time (Dierickx. & Cool, 1989). A cellular mobile operator firm with
sustainable competitive advantage, distinguishes itself from its competitors, provides
positive economic benefits for a longer period, and is not readily duplicated (Pfeffer,
2005). By studying which CMO firms consistently outperform their rivals in the
marketplace and their resources, a clear understanding of specific resources that
contribute to attain SCA is gained. A CMO firm achieves SCA when an attractive
number of buyers prefer its services over the offerings of competitors and when the
basis for this preference is durable, (Thompson et al., 2005). SCA is a function of
attribute differentiation, the capability gap, and the most important condition is that
existing and potential competitors cannot or will not take actions to close the gap
(Coyne, 1986). A CMO firm can stay ahead of its competitors and achieve
competitiveness from a defensible market position and SCA (Hamel & Prahaad
1994). If a cellular mobile operator firm adapts its strategic resources to respond to
environmental changes, formulates and implements a strategy that creates value to
customers and competitors are unable to duplicate and find it too costly to imitate, it
will lead the firm to sustainable competitive advantage i.e. superior performance
(Barney, 1991). A service provider which leverages its strategic resources will create

and deliver better value, and achieve SCA, resulting in superior performance.
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In cellular mobile services, mgjority of customers consider attributes of
services and customer value dimensions as the key criteria for evaluating and buying
services. This study facilitates CMO firms to deliberate on intangible resources,
attributes of services, customer value dimensions and its impact on superior
performance. Strategic resources contribute in designing cellular services with
accessibility, connectivity, reachability, portability, localization, ubiquity and
personalization which are characteristics of connectivity. The intangible resources
contribute significantly to attain strategic competitiveness to a CMO firm by
introducing new services and improve existing services with attributes such as
usefulness, ease of use, compatibility, network size and complementary service
variety. These attributes drive to create distinct value to the customers in terms of
functional, social, emotional, conditional, epistemic and monetary value. Thus the
CMO firm which delivers distinct customer value attains SCA i.e. superior strategic,
operational and financial performance and stays ahead of its competitors for a
prolonged period.

Customer value is relative to the perceived satisfaction obtained among
aternative value offerings, it is considered an important factor for determining service
attractiveness (Walters & Lancaster, 1999). “Customer value is a customer’'s
perceived preference for and evauation of those product attributes, attribute
performances, and consequences arising from use that facilitate achieving the
customer’s goals and purposes in use situations’ (Woodruff, 1997). Zeithaml (1988)
defines customer value as the “consumer’s overall assessment of the utility of a
service based on perception of the utility of a product based on perception of what is

received and what is given”.

Creating customer value and providing value added services (VAS) should be
based on a deep understanding of the mobile market and insight of potential mobile
service consumers (Alkemade, 2003). Sheth Newman & Gross (1991) developed
multiple value dimensions for customer value; functional value, conditional value,
socia value, emotional value, and epistemic value, relate specifically to the perceived
utility of a choice. Dodds, Monroe, & Grewal (1991) argue that buyer’s perception of

value represent a tradeoff between the quality or benefits they received in the product
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relating to the sacrifice they perceived by paying the price. Customers receive value
when the benefits from a product or service exceed what it costs to acquire and use it
(Horovitz, 2000; Khalifa, 2004). When using cellular mobile services, subscribers are
often perceived to save time and money, hence monetary value is also an important
vaue dimension. Hence for the study we consider the following customer value
dimensions. functional value, social value, emotional value, conditional value,
epistemic value, and monetary value (Sheth Newman & Gross, 1991; Sigala, 2006;
Pihlstrom & Brush, 2008) which subscribers consider while assessing value of

services.

Competence of company’s strategy implementation is indicated by its
performance. strategic performance, operational performance, and financia
performance. RBV explains the role of firm resources and capabilities in creating
superior performance or persistent or sustainable abnormal profits. Abnormal
profitability can be defined as the total profitability of a firm and its competitive or
industry-wide profitability (Jacobson, 1988; Peteraf, 1993). The sustainability of firm
abnormal profit is defined as abnormal profitability that persists over along period of
time.

Resource based view theory contends that every firm is unique, dynamic,
idiosyncratic, immobile, and inimitable and hence it has to focus internally to earn
above average returns. Firms seeking a competitive advantage must demonstrate the
ability to alter and control resources in such away that their full potential is realized
(Newbert, 2007). Researchers suggest that the RBV theory be augmented by a
consideration of the business process through which resources become valuable (Foss,
1998; Ray et. al, 2004). While much of the RBV literature makes reference to the
value of some resources, there has been little effort to establish empirically what,
how, and why these resources influence firm competitiveness (Miller & Shamsie,
1996). Hitt et al. (1998); Rouse & Daellenbach (1999) argue that large scale, multi
industry samples using generic resource sets will do little to tease out the unique and
hard to copy resources that are at the heart of competitive advantage. Strategic value
of resources is industry specific. Amit & Schoemaker (1993) suggest the importance

of using single industry studies in RBV research. There is a research gap suggesting
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the need for identifying strategic resources for a single industry. Dodourova (2003)
contends that CMO firms lack resources needed to compete effectively in the market
place due to discontinuity in technological environment and fast changing business
environment. The falling profit margins and intensifying competition force CMO
firms to seek value creating opportunities to increase traffic on network. This can be
done only by offering subscribers widest possible range of value added services that
add value to them. The demand for cellular mobile service isindirectly affected by the
increased supply of complementary services (Gupta et al., 1999). A service provider
with strategic resources can understand the market and attributes that drive customer
value, can be utilized to develop new distinct added services (Hall, 1992) which will
maintain, and win market share by creating unique value for subscribers and hence
SCA for the firm. Specifically those resources that are complex, unobservable and
difficult to measure are the ones that need improvement in quantitative investigation
with case study work (Lockett et al., 2009). The gap is in the identification and
measurement of industry specific strategic resources, which are complex and
unobservable for CMO firms, which they need to develop, and deploy and protect to
gain competitiveness to compete effectively in the market and achieve sustainable
competitive advantage (Research Gap 1).

The RBV theory contends that strategic resources with unique characteristics
enable the cellular service provider to implement strategies which add value to its
customers so that the customers prefer services from that provider leading to superior
performance for the service provider. A firm with intangible resources is able to enjoy
lower contracting and monitoring costs, top employee talent, greater loyalty from
consumers and employees, stable revenues, fewer risks of crisis and greater latitude to
act by constituents (Fombrun, 1996). These benefits facilitate superior performance.
There is aresearch gap in the analysis of the relationship between strategic resources
and superior performance which has received only limited attention in the empirical
literature. The RBV’s acceptance appears to be grounded more on the basis of logic
and intuition than on empirical evidence (Newbert, 2008). Till this date empirical

research on intangible resources and their impact on organization performance are
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scarce. Despite extensive grounded theory in the RBV many of its fundamental tenets
still remain to be validated in the field (Barney, 1991; Fahy, 2000; Villalonga, 2004;
Clulow et. al, 2007; Ang & Wight, 2009). The gap is in the empirical verification of
the relationship between the strategic resources with SCA and superior performance
(Research Gap 2).

Customers prefer services from the service provider who creates and delivers
them better value. Creation and delivery of superior customer value to customersis a
key element for the success of any firm (Higgins 1998; Woodruff 1997; Porter 1996)
that leads to customer satisfaction and loyalty (Reichheld, Markey, & Hopton 2000).
If CMO firms create and deliver appropriate consumer vaue that can fulfill
consumers’ needs and wants, they will see a strong adoption of mobile data services
among mobile phone subscribers (Alkemade, 2003). Customer value is “not what the
producer putsin, but what the customer gets out” (Doyle 1989). Customer valueisthe
sum of benefits received minus cost incurred by the customer in acquiring a product
or service (Treacy & Wiersima 1995). Horovitz (2000) puts that customers receive
value when the benefits from a product or service exceed the cost. Customers perceive
different weights for different dimensions of customer value (Sweeney & Soutar
2001). The majority of existing empirical research on customer perceived value is
based on traditional services, or on experiences of consumption of goods (Kerin et a.,
1992; Babin et al., 1994; Caruana et al., 2000; Cronin et al., 2000; McDougall &
Levesque, 2000; Pura, 2005). In cellular mobile services the importance of time and
location for customers' value perceptions should be especially emphasized (Heinonen,
2004). Creating customer value and providing value added services should be based
on a deep understanding of the mobile market and insight of potential mobile service
consumers (Alkemade, 2003). Thus exploring and understanding customer value in
using cellular mobile services is an important process for mobile operators in order to
successfully commercialize mobile data services (Alkemade, 2003: Yang & Jolly,
2006). Moreover, knowledge of consumer value in using cellular mobile services is
limited, thus it is important to examine consumer value associated with cellular

mobile services (Yang & Jolly, 2006). In addition, it is critical to identify consumer
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values that might be further developed for consumer-oriented cellular mobile services

in the Indian market (Research Gap 3).

Competitive dynamics in CMO industry in India is so intense that every
participant is striving to gain an advantageous market position. To stay, and grow in
business and to have an edge over their rivals it is necessary to develop strategic
competitiveness. A CMO, to stay ahead of its competitors for a prolonged period, has
to gain SCA. RBV theory explains that an organization, which possesses strategic
resources and exploits them, can attain SCA and deliver better value to their
customers leading to above average performance (Barney, 1991). Sustainable
competitive advantage is a function of attribute differentiation (Coyne, 1986) that
drives distinguished customer value leading to superior performance. It is necessary to
identify those resources that contribute significantly in creating better value to the
subscribers and hence drive SCA and superior performance for CMO firms.
Understanding customer value associated with cellular mobile services provides
directions for development of cellular mobile value added services in accordance with
customer value (Yang and Jolly, 2006). We are testing the dimensions of customer
value as measures of the RBV model at CMO industry level where has not been done
so far in the Indian context. Towards this end the literature map is drawn and it
indicates that the need to strengthen the theory of RBV, identify industry specific
strategic resources that contribute to delivering distinguished customer value to

subscribers and hence achieve SCA for CMO firm (Figure 2.4).

210 TheResearch Framework

Measuring strategic resources has proved to be difficult because of the
problems apparent in operationalising and measuring resources, particularly those that
are “intangible” in nature (Godfrey and Hill, 1995; Hitt et al., 1998; Barney and
Mackey, 2005). There is a scientific challenge to understand the relationship between
strategic resources and sustainable competitive advantage, superior performance from
the perspective of customers, employees, secondary sources and CMO firms and
design of proper research framework.
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2.10.1 Strategic Resources

The strategic resources include human capital which reflects the inherent
knowledge and skills of the employees, firm’s culture and working climate, job tenure
structures of a firm’'s employees, employee turnover rates, and job satisfaction levels:
reputation capital reveal about customers feeling good and secure, a great deal of
respect, credibility, and trustworthiness; customer capital indicate a firm’s current
customer base, market share, customer satisfaction or brand strength, long-term
relationships to contractually or emotionally bonded customers; location capital deals
with spatial location of the company, valuable transport routes, geographical distance
to universities, economically highly attractive places; process capital focuses firm's
internal work sequences such as its quality management, information on a firm’s sales
network, planning and maintenance, or complaint management processes; innovation
capital reflects number and quality of patents or other intellectual property rights,
absolute and relative R& D expenditures, ratio of sales generated with new services. It
is a challenging task to measure strategic resources of CMO firms. The operational
definitions used to measure the level of resources in CMO firms are presented in
Table 2.5.
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Table2.5

Operational Definition for Strategic Resour ces

Variables

Operational Definitions

1 | Human Capital*

Inherent knowledge and skills of the employees, firm's
culture and working climate, employees job tenure of a
employee turnover rates, and job satisfaction levels,
specia knowledge and skills required to design and
operate complex networks

2 | Reputation
Capital**

Reputation is feeling good and secure with the firm, and
a great dea of respect, credibility, trustworthiness that
creates better value which contributes for the firm to earn
superior performance.

3 | Customer Capital*

Customer capital current customer base, market share,
customer satisfaction or brand strength, long-term
relationships to contractualy or emotionaly bonded
customers.

4 | Location Capital*

Vauable transport routes or a low geographical distance
to universities with excellent graduates, and offering
economically highly attractive places.

5 | Process Capital*

Internal work sequences such as its quality management.
sales network, planning and maintenance, complaint
management processes.

6 | Innovation Capital*

R&D capitalization as reflected in a firm’'s number and
quality of patents or other intellectual property rights.
R&D expenditures, patent portfolio structure variables,
or the ratio of sales generated with new products.

Source:* (Gerpott, et a., 2008) ** (Smith, 2008).

2.10.2 Attributesof Services
Attributes of cellular mobile services drive customer value. The attributes for

networked services for cellular mobile services are usefulness, ease of use, network

size, compatibility, and complementary service variety (Thorbjgrnsen et al., 2009).

The attributes of cellular mobile services indicate usefulness of service to customer,

ease of use of service, availability of compatibility of service, size of the user base

and more and variety of value added services offered by service provider were

considered (Table 2.6).

56




Table 2.6
Operational Definition for Attributes of Services

Variables Operational Definitions
Usefulness Using services saves time, improves efficiency and are useful to
customer.
Ease of use Learning to use serviceis easy, easy to make use of service,

clear and understandable, and easy to use service.
Compatibility Service is compatible with other services and completely
compatible across all mobile service providers.

Network size Perceived size of the user base.

Complementary | Availability of complementary services, alarge amount of
servicevariety | different complementary services, and great variety of
“complementary services'.

Source: (Thorbjarnsen et al., 2009)

2.10.3 Customer Value

Customer value is relative to the perceived satisfaction obtained among
aternative value offerings, it is considered an important factor for determining service
attractiveness (Walters & Lancaster, 1999). Creating distinctive customer value
should be based on a deep understanding of the mobile market and insight of potential
mobile service consumers (Alkemade, 2003). While assessing value of services
customers use six dimensions of customer value: functional value, socia value,
emotional value, conditional value, epistemic value, and monetary value (Sheth et al.
1991, Sigala, 2006; Pihlstrom & Brush, 2008). Dimensions of customer value reflect
ease and speed of achieving a task, and convenience; social approval and the
enhancement of self-image among other individuals; feelings or affective states the
service generates; in a specific situation, on a context; curiosity, novelty or gained
knowledge; monetary benefit, value derived from task fulfillment (Table 2.7).
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Table2.7

Operational Definition for Customer Value Dimensions

Variables Operational Definitions
Functional value | Ease and speed of achieving atask effectively and conveniently
Social value Social approval and the enhancement of self-image among other

individuals, “the utility derived from the product’ s ability to
enhance social self-concept”

Emotional value Product/service generates feelings or affective states

Conditional value | Depends on the context, exists only in a specific situation.
Context includes “any information that characterizes a situation
related to the interaction between humans, applications, and the
surrounding environment”

Epistemic value Experienced curiosity, novelty or gained knowledge

Monetary value Value derived from task fulfillment, Monetary benefit or
superiority, compared with the alternatives.

Source: (Pura, 2005)

2.10.4 Superior Performance

A firm’'s superior performance depends on its ability to innovate, defend
intangible resources (Teece, 2000). RBV explains the role of firm resources and
capabilities in creating superior performance. Superior performance can be defined as
the total profitability of a firm and its competitive or industry-wide profitability
(Jacobson, 1988; Peteraf, 1993). To evaluate superior performance of CMOs firms
strategic performance, operational performance, and financial performance are
considered and integrated. Superior performance is measured as a result of strategic
performance outcome of customer satisfaction, customer trust, customer loyalty,
brand equity; operational performance, outcome of innovation, service quality,
market share, growth in market share, market effectiveness; and financia
performance outcome of sales growth, profitability, ROI, ROS, ROE, and EPS (Table
2.8).
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Table2.8

Operational Definition for Superior Performance

Variables Operational Definitions Sour ce
Customer | Satisfied with my decision to choose the service provider, | (Westbrook
Satisfaction | right thing in selecting this service provider, choiceisa & Oliver's,

wise one, good experience with this service provider. 1991)
Customer | Service provider meets expectations, never disappoints, is | (Delgado-
Trust honest and sincere and customer can rely on the service Ballester et
provider. al., 2003;
Tariq &
Moussaoui,
2009)
Customer | Customer wants to continue, recommend others about this | (Kish, 2000;
L oyalty service provider and proud to be a customer of this Bridgewater,
service provider. 2001)
Brand Customer prefers the service provider even if competitor | (Holehonnur
Equity has same features, among brands of service providers et a., 2009)
prefers this service provider, if another service provider
offers at same price as this customer still prefersto
choose this service provider.
Service Rate of introducing new services, innovative value added | (Hee Shin
Innovation | services offered, services are attractive compared to Dong- &
competitors. Kim Won-
Y ong, 2008)
Service Services are valuable, satisfying, response is satisfactory, | (Hee Shin
Quality quality of content and services are as per requirement of | Dong- &
customer Kim Won-
Y ong, 2008)

The hypotheses are developed based on the literature review, the pilot study

and grounded theory. For some resources, characteristics such as social complexity,

causal ambiguity and unique historical conditions under which they were accumulated

make it difficult for competitors to replicate the same resources (Dierickx &

Cool,1989; Lippman & Rumelt, 1982). Because of resource heterogeneity, some

CMO firms possess strategic resources and exploit them to yield SCA and superior

performance because strategic resources cannot be easily replicated and therefore

resources based advantage can be sustained over time (Hoopes et a., 2003). Thus

organizations with strategic resources should have SCA over competitors (Barney,
1991). It is difficult to measure SCA (Ketchen, Hult, & Slater, 2007), many
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researchers have sought to empirically link strategic resources and performance

(Barney & Arikan, 2001). The assumption is that if strategic resources and

performance are related, then an SCA must exist. In many studies SCA is almost

synonymous with performance in the sense that competitive advantage is ‘generally

used to describe the relative performance of rivals in a given market environment’

(Peteraf & Barney, 2003). Hence organizations which possess strategic resources

should relate positively to their performance. Thus we have the following hypotheses:

H1: The strategic resources will be positively related to superior performance of the
firm.

H1la: The strategic resources will be positively related to strategic performance of the
firm.

H1b: The strategic resources will be positively related to operational performance of
the firm.

H1c: The strategic resources will be positively related to financial performance of the
firm.

Wernerfelt (1984) suggested that firms may earn above normal returns by
identifying and acquiring resources that are critical to the development of demanded
products and proposed a balanced perspective between resources and products (or
markets). A CMO firm which possesses strategic resources can understand and design
attributes of services and customer value dimensions that are required to stand apart in
the market. If the firm exploits the strategic resources as opportunity arises by
designing distinctive services and delivering better customer value, most of the
customers prefer their services compared to competitors leading to superior
performance.

H2: The strategic resources have a positive influence on the attributes of services.

Based on previous research, sustainable competitive advantage is a function of
attribute differentiation (Coyne, 1986) that drives distinguished customer value and
hence superior performance for the firm. Differentiated attributes of cellular mobile
services contribute significantly in creating superior performance for the firm. Thus
the following hypotheses are postulated to explore the consequent effect of attributes
of cellular mobile services on customer value and superior performance. They need to
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innovate, and develop those services that add value to the user so that traffic increases

and hence the revenue.

H3: The strategic resources positively influence customer value.

The key drivers of customer value in networked services such as cellular mobile

services stem from different sources. Thorbjernsen et al. (2009) identifies usefulness,

ease of use, network size, compatibility, and complementary service variety as

attributes of networked services which are the drivers of customer value for cellular

mobile services. A service provider, who can understand the market and attributes of

services that drive customer value, can develop new distinct value added services

which will maintain, and win market share by creating unique value for customers and

hence SCA for the firm.

H4: The attributes of services will influence the customer value positively.

Each of the five attributes of cellular mobile services plays an antecedent role towards

creating customer value and consequently superior performance for the firm

(Thorbjornsen et al., 2009). Each of the five attributes of cellular mobile services is

hypothesized to affect customer value.

H4a: Usefulness of cellular mobile services will positively affect the customer
value.

H4b: Ease of use of cellular mobile services will positively affect the customer
value.

H4c: Compatibility of cellular mobile services will positively affect the customer
value.

H4d: Network size of cellular mobile services will positively affect the customer
value.

H4e: Complementary service variety of cellular mobile services will positively
affect the customer value.

H5: The attributes of services will have a positive influence on the superior
performance.

H5a: The attributes of services will influence the strategic performance positively.

H5b: The attributes of services will influence the operational performance

positively.
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H5c: The attributes of services will influence the financial performance positively.

Customers prefer the services of that service provider who understands their needs
and wants and delivers better value to them than competitors, which leads to SCA and
superior performance.

Creating customer value and providing value added services should be based
on a deep understanding of the mobile market and insight of potential mobile service
consumers (Alkemade, 2003). Thus, for CMO strategic resources contribute
significantly in exploring and understanding customer value in VAS in order to
successfully commercialize mobile services (Alkemade, 2003). Customer vaue
dimensions are functional value, social value, emotional value, conditional value,
epistemic value, and monetary value (Sheth Newman & Gross, 1991; Sigala, 2006;
Pihlstrom & Brush, 2008) which subscribers consider while assessing the value of
services.

H6:  The customer value will influence the superior performance positively.
H6a: The customer value will influence the strategic performance positively.
H6b: The customer value will influence the operational performance positively.
H6c: The customer value will influence the financial performance positively.

Each of the six dimensions of customer value plays an antecedent role towards
creating superior performance for aCMO firm.

H6d: Functional value will positively affect the superior performance.
H6e: Social value will positively affect the superior performance.

H6f: Emotional value will positively affect the superior performance.
H6g: Conditional value will positively affect the superior performance.
H6h: Epistemic value will positively affect the superior performance.
H6i: Monetary value will positively affect the superior performance.

The behavioural intention is customers willingness to recommend and
repurchase intention (Stauss et. al., 2001). Customer value has been examined as the
antecedent of consumer’s behavioura intention to purchase a product or service
(Sweeney & Soutar, 2001; Parasuraman & Grewal, 2000; Zeithaml, 1988; Sheth,
Newman, & Gross, 1991; Yang and Jolly, 2006). Behavioral intention is predicted by
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the individual’ s attitude towards the behavior (Ajzen, 1991; Fishbein & Ajzen, 1975).
Value is defined as beliefs that relate to desirable end states or modes of conduct
transcend specific situations, and guide selection or evaluation of behavior (Rokeach,
1973). The individual consumer’svalue is relevant to the concept of a person’s beliefs
in the behavioral intention theories. Switching behavior characterized in terms of
retreat and relationship ending represents adecision of a customer not to buy products

or services offered by a particular organization (Zikiene & Bakanauskas, 2009).

H7:  Switching intention of customers will be negatively influenced by the strategic
resources.

H8:  Switching intention of customers will be negatively influenced by the
attributes of services

H9:  Switching intention of customers will be negatively influenced by the

customer value.

There is a need for cellular mobile operator firms to identify, develop, protect
and deploy strategic resources to create distinctive services and deliver distinct value
to attain SCA and superior performance. It is necessary to understand attributes of
cellular mobile services that drive customer value and which attributes affect more on
customer value. It is also required to know customer value dimensions for cellular
mobile services and their relation to superior performance. Finally, the research
framework is developed for cellular mobile operator organizations with integration of
strategic resources, attributes of services and customer value, to achieve superior

performance as shown in figure 2.4 and figure 2.5.
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STRATEGIC RESOURCES
CONTRIBUTE TO SCA RQ1

DIMENSIONS OF CUSTOMER VALUE IMPACT ON
SUPERIOR PERFORMANCE RQ4

ATTRIBUTESDRIVE

y

STRATEGIC CUSTOMER VALUE RQ3

RESOURCES

ASSETS ATTRIBUTES CUSTOMER
OF SERVICES VALUE

Human Capital

Reputation Capital Usefulness Functiona value

Customer Capital Ease of use »| Emotional value

Location Capital Network size Socia value
Compatibility Epistemic value
Complementary Conditional value

CAPABILITIES service variety Monetary value

Innovation Capital

Process Capital

SUPERIOR
PERFORMANCE

Strategic performance
Customer satisfaction
Customer trust
Customer loyalty
Brand equity

Operational performance
Service quality, Service
Innovation, Market share,
Growth in market share,
Market effectiveness,

Financial performance
ROI, ROS, ROE, EPS,
Sales growth, Profitability

STRATEGIC RESOURCES ON SUPERIOR PERFORMANCE RQ2

SUPERIOR PERFORMANCE OF CMOs RQ5

Source: Literature Review

Note: RQ= Research Questions

Figure2.4

The Resear ch framework: Resour ce Based View and Sustainable Competitive Advantage for CMO
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The Condensed Resear ch Framewor k
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Figure 2.5 Literature Survey Map of RBV and SCA: An Investigation among Cellular Mobile Operators
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211  Summary

The literature reviewed in this chapter provides the theoretical framework of
identifying the set of strategic resources, and its contribution in achieving sustainable
competitive advantage and superior performance for cellular mobile operator firms.
The review illustrates the importance and dearth of empirical study of RBV theory
regarding strategic resources and superior performance in single industry. Thereis a
need to approach the research problem from the perspective of management,
customer, and the organization. As discussed, there is an immense need for exploring
strategic resources and its impact on SCA and superior performance which presents
an opportunity to contribute to the existing body of knowledge. The literature has
reveas that there is a need to develop a holistic approach to evaluate SCA and
superior performance of CMO firms based on the strategic resources they possess and
the distinctive value they create and deliver to their customers. The literature review
proves that there is a dearth of knowledge of drivers of customer value and
dimensions of customer value related to cellular mobile services. There is a challenge
for measurement of superior performance and rudimentary research evidence in
measuring superior performance. Literature review shows that the superior
performance measurement in the empirical study related to RBV have focused on
operational and financia performance. Strategic performance reflects as leading
indicators of business prospects of a firm. Strategic performance indicates a
company’ s competitiveness, market position and the positioning of CMOs in the mind
of the customers. These are indicators of future performance of the service providers
based on past and present services they offer. These act as guidelines for managers.
Therefore, it is necessary to have a comprehensive measure of performance. The
research framework is developed considering the strategic resources, attributes of
services and customer value dimensions, to study resource based view to attain
sustainable competitive advantage and superior performance for CMO organizations.

67



68



CHAPTER THREE

RESEARCH DESIGN



CHAPTER THREE

RESEARCH DESIGN
3.1 Chapter Overview

This chapter details the research design used to test the theoretical model
established in Chapter Two, using inductive and deductive approaches. It is divided
into fourteen sections. The second section (Section 3.2) deals with methodological
overview. Section 3.3 discusses the empirical research design involving the four
areas, viz., research questions (Section 3.3.1), unit analysis (Section 3.3.2), secondary
data (Section 3.3.3), and data collection and analysis (Section 3.3.4). Section 3.4
discusses the issues related to validity and reliability. Section 3.5 discusses the
inductive and deductive approaches to develop the framework for resource based
view and sustainable competitive advantage in the CMO firm. Section 3.6 discusses
the population and sampling. Section 3.7 explains survey methodology. Section 3.7.1
justifies the self administered questionnaire. Section 3.8 gives an account of scale
items used in the survey. Section 3.9 explains the measurement of the model and
testing of hypotheses. Section 3.10 explains the confirmatory factor analysis. Section
3.11 discusses analytical hierarchical process used to rank CMO firms. Section 3.12
discusses Kruskal Wallis test used to determine “significant” differences among the
population medians. Section 3.13 discusses regression analysis. Lastly Section 3.14

summarizes the chapter.

3.2  Methodological Overview

Research methods are the basis for the production of knowledge in any given field
(Pinsonneault & Kraemer, 1993). Empirical research is used as a research strategy in
many situations to contribute to the body of knowledge. Every type of empirical
research has implicit, if not explicit, research design. In the most elementary sense,
the design is a logical sequence that connects empirical data to a study's initial
research questions and ultimately, to its conclusions. In a sense the research design is
a blueprint of research, dealing with at least four problems: what questions to study,
what data are relevant, what data to collect, and how to analyze the results (Yin,

1994). It is much more than a work plan because the main purpose is to help to avoid
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the situation in which the evidence does not address the initial research questions. The
role of empirical methods is to help researchers discover general features byanalyzing
specific discourse phenomena or programs that interpret or generate them. Once
relevant features are identified, hypotheses about the relationship between them can
be formed, and controlled studies that test the hypothesized relationships can be
devised. This approach leads to general theories via the following steps, which many
readers will recognize as a variation of Cohen’s empirical generalization strategy
(Cohen, 1995). 1. Feature identification: identify features of the discourse, tasks, and
context that may influence the target behavior; 2. Modeling: develop a causal model
of how these features influence the target behavior; 3. Evaluation: assess the
performance of the model for producing the target behavior on the tasks and in the
contexts for which it was devised; 4. Generalization: once the model makes accurate
predictions, generalize the features so that other discourses, tasks, and contexts are
encompassed by the causal model, and test whether the general model accurately
predicts behavior in the larger set of discourses, tasks, and contexts.

For the current study secondary data was gathered from the books, journals,
newsletters, study reports, and annual reports of telecom regulatory authority, cellular
mobile operators association. The data published by Centre for Monitoring Indian
Economy was collected and used for the study. The reports submitted by various
agencies and departments relevant for the study was referred to and incorporated
whenever necessary to substantiate primary data. The study was conducted through
exploratory and descriptive research methods. The closed ended questionnaires were
designed and prepared on the basis of objectives to capture data from executives and
customers. The validity of the instrument was obtained by experts in the area and pilot
tested for a small group of respondents and reliability by Cronbach’s alpha. To rank
CMO firms based on the level of resources they possess analytic hierarchy process
was used. Chi Square, Fishers exact test, Kruskal Wallis test, correlation and
regression analysis were applied using SPSS (Statistical Package for Social Sciences)

version 17.0.
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3.3  Empirical Research Method

Research design is “the entire process of research from conceptualizing a
problem to writing research questions, and on to data collection, analysis,
interpretation, and report writing” (Creswell, 1994). It is the “logical sequence that
connects the empirical data to a study’s initial research questions, and ultimately, to
its conclusions” (Yin, 2003). The choice of which method to employ is dependent
upon the nature of research problem. Morgan & Smircich (1980) argue that the actual
suitability of a research method derives from the nature of the social phenomenon to
be explored. According to Clarke (1998), research methods can be described,
considered and classified at different levels, the most basic of which is the
philosophical level. There are two basic methodological traditions of research in
social sciences namely positivism and post positivism. Smith (1998) provides a useful
insight into positivist thinking within social sciences with this description: ‘Positivist
approaches to the social sciences . . . assume things can be studied as hard facts and
the relationship between these facts can be established as scientific laws. For
positivists, such laws have the status of truth and social objects can be studied in
much the same way as natural objects’. The basic reasoning of positivism assumes
that an objective reality exists which is independent of human behavior and is
therefore not a creation of the human mind. For the post-positivist researcher reality is
not a rigid thing, instead it is a creation of those individuals involved in the research.
Comte (1971) suggests that all real knowledge should be derived from human
observation of objective reality. Reality does not exist within a vacuum, its
composition is influenced by its context, and many constructions of reality are
therefore possible (Hughes 1994).
Empirical research methods are a class of research methods in which empirical
observations or data are collected in order to answer particular research questions.
Scientific knowledge is based on the accumulation of empirical evidence (Kazdin, 2003).
The empirical approach is an evidence-based approach that relies on direct observation
and experimentation in the acquisition of new knowledge. In the empirical approach,

scientific decisions are made based on the data.
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A wide range of research methods can be used in the course of developing a
empirical design, both quantitative and qualitative data can be collected and obtained
from different sources (Marelli, 2007). The research design uses both inductive and
deductive approaches. Inductive approach explores industry specific strategic
resources, attributes of cellular mobile services and customer value dimensions for
cellular mobile services from literature. The deductive approach uses self
administered questionnaire for strategic resources, attributes of cellular mobile
services, dimensions of customer value and superior performance. The empirical
research design is focused on the study of RBV and SCA in CMO firms from
executives, customers and secondary data through integrative perspective (Figure

3.1).
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Literature Review
Establishing the background of RBV, Strategic resources, SCA,
Attributes of services, Customer value dimensions, measuring
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TRAI & - CMIE Executives Customers
COAI Database
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Suggest a framework to create distinct customer value to and achieve
SCA and superior performance for CMO firm

Figure3.1
Resear ch Design Areasfor the Proposed Research

The research deign used in this research involves the following areas:

3.3.1 Research Questions

Defining research questions represents one of the most important steps to be
undertaken in any empirical study (Benbasat et al., 1987). One of the key criteria for
the appropriate use of the empirical study method is the type of research questions
posed. To formulate research questions the researcher conducted literature review and
prepared a literature map. The critical review of literature led to insightful questions
about the problem. Five research questions were framed on a limited number of

events, conditions and their interrelationships, to study RBV and SCA in CMO firms.
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3.3.2 Secondary Data

Secondary data refers to data that have been collected and made available by a
primary source. Secondary data are often collected for a specific purpose but can also
be used to address questions in other fields of research (Boslaugh, 2007). In addition,
general repositories of data exist to aid researchers with factual statistics about a
population of interest. Heaton (2004) defines secondary data analysis as ‘a research
strategy which makes use of pre-existing quantitative data or pre-existing qualitative
data for the purposes of investigating new questions or verifying previous studies’. In
other words, secondary data analysis is the use of previously collected data, for some
other purpose. Reasons for conducting a secondary data analysis include: applying a
new research question (Heaton, 2004); using old data to generate new ideas (Fielding,
2004); ‘verification, refutation and refinement of existing research’ (Heaton, 2004,),
and exploring data from a different perspective (Hinds, Vogel & Clarke-Steffen,
1997). Secondary data can arise from both cross-sectional and longitudinal research
designs. The advantages of working with secondary data are: economy; the breadth of
data available and the data collection process is done by expertise with
professionalism. Secondary data used for analysis like the financial data, and sales
data were collected for all the six CMO organizations from “PROWESS” published
by Centre for Monitoring Indian Economy (CMIE), Telecom Regulatory Authority of
India (TRAI), and Cellular Operators Association of India (COAI).
3.3.3 Survey

A survey is a method of collecting data in a consistent way. A survey is a
systematic examination of a population by means of a series of specific, targeted
questions. Survey research is useful for documenting existing conditions,
characteristics of a population, and opinion. Kerlinger (1973) considered survey
research as social scientific research and focuses on people, the vital facts of people,
and their beliefs, opinions, attitudes, motivations and behaviour. A survey is a means
of "gathering information about the characteristics, actions, or opinions of a large
group of people, referred to as a population" (Tanur, 1982). Survey analysis may be
primarily concerned either with relationships between variables, or with projecting

findings descriptively to a predefined population (Glock, 1967).

74



3.34 DatacCollection and Analysis

Researchers administer questionnaires to some samples of a population to
learn about the distribution of characteristics, attitudes, or beliefs. In deciding to
survey a group of people, researchers make one critical assumption—that a
characteristic or belief can be described or measured accurately through self-
reporting. In using questionnaires, researchers rely totally on the honesty and
accuracy of participants’ responses.

Questionnaires typically entail several questions that have structured response
categories; some open-ended questions may also be included. The questions are
examined sometimes for bias, sequence, clarity, and face-validity. Questionnaires are
usually tested on small groups to determine their usefulness and, perhaps, reliability.
A structured questionnaire, is one in which the questions asked are precisely decided
in advance. When used as an interviewing method, the questions are asked exactly as
they are written, in the same sequence, using the same style, for all interviews.
Nonetheless, the structured questionnaire can sometimes be left a bit open for the

interviewer to amend to suit a specific context.

Any finding or conclusion in empirical research is more convincing and accurate if it
is based on different sources of information (Dube & Guy, 2003). This research uses
data triangulation which includes questionnaire for customers, questionnaire for
executives, archival records and documentation (secondary data published by TRAI,
COALI, and CMIE).

This researcher examines raw data and uses many interpretations in order to
find linkages between the research objectives and outcomes with reference to the
research questions. Throughout the evaluation and analysis process, the researcher
remained open to new opportunities and insights. The empirical reserch method, with
its use of multiple data collection methods and analysis techniques, provided the
researcher with opportunities to triangulate data in order to strengthen the research
findings and conclusions. The researcher categorized, tabulated, and recombined the
data to address the initial propositions or purpose of this study, and conduct cross-

checks of facts and discrepancies in accounts.
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34  Validity and Reliability

An important consideration in the empirical design is to create a design with
construct validity, internal validity, external validity and reliability. Construct validity
deals with the use of instruments and measures and operationalises the constructs for
the study. Internal validity is obtained by internal consistency of scale items through
Cronbach’s alpha. External validity is done through the specification of theoretical
relationships, from which generalizations can be made. Since all the scale items used
in the research are selected from literature review, Confirmatory Factor Analysis was
used which is a better method for use in research where hypotheses about the
grounded theoretical model exist (Bollen, 1989). The Confirmatory Factor Analysis
was used to determine whether the number of factors and the loadings of measured
indicators (items) conformed to what was expected, based on theory. In using
Confirmatory Factor Analysis a factor loading of 0.50 and above on a specified factor
has been considered to be acceptable (Hair et al., 1998), and in this research all the
items showed factor loading above this level. The rationale for internal consistency is
that the individual items of the scale should all be measuring the same construct and
thus be highly inter-correlated (Nunnally, 1978). One type of diagnostic measure is
the reliability coefficient that assesses the consistency of the entire scale, with
Cronbach’s alpha being the most widely used measure (Nunnally, 1978; Cronbach,
1990). These alpha values range from 0 to 1, higher values indicate higher levels of
internal consistency. The generally agreed upon lower limit for Cronbach’s alpha is
0.7, although it may decrease to 0.60 in exploratory research (Saraph et. al., 1989).
Content validity is established through a review of the literature and with the help of
experts. It subjectively assesses the correspondence between the individual items and
the concepts through ratings by experts, pre tests with multiple sub populations or
other means (Hair et. al., 1998). In order to obtain content validity, the researcher
followed the recommendations of Cooper and Schindler (2001) through identifying
the existing scales from the literature and with panel of experts (including
academicians and practitioners from the industry), asking them to give comments on

the instrument. The expert team members for the content validity were: two
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Professors in strategic management, and one Chief Executive Officer of a cellular

mobile service provider firm.

3.5 Inductive and Deductive Approach

An inductive approach advocates starting with a specific organization in a
specific country. To do this one must develop a context by combining the necessary
dimension and appropriate definitions to generate a working model. This model in
turn becomes a foundation for the strategic resources, customer value dimensions and
superior performance in cellular mobile operator industry. On the other hand, the
deductive approach follows a general model developed somewhere in the world, such
as resource based view of customer value and sustainable competitive advantage; firm
resources and SCA; and a framework to SCA. Such RBV and SCA models, though
sound in their reasoning, may not be strategic for the purpose. From the literature
review it is evident that RBV and SCA researchers all over the world are comparing
the advantages and disadvantages of the deductive approach. This researcher
identifies that there is a need to combine both inductive and deductive approaches to
deal with changing business environment. In this thesis, the researcher used structured
closed ended questions for unit analysis. This approach is inductive.

Resource based view and sustainable competitive advantage efforts around the
world follow two distinct scenarios. The first scenario is that a research interest
develops a context of what is needed by the organization or the academic purpose. In
the present study a cellular mobile operator firm, to gain competitiveness, has to
achieve SCA. The researcher reviews the RBV and SCA ideas around the world and
uses exploratory methods to obtain new information on RBV. This sequence is
inductive. The second scenario has a different sequence. Any researcher, or
organization or country develops an interest in RBV and SCA because of the
literature it encounters. Once an interest is sparked in the subject matter, it further
investigates the topic. Most likely, it will pursue the original source and conduct the
investigations. This sequence is deductive.

Analysis of the results was carried by mixed method approach (Inductive and

Deductive). The researcher organizes the inductive and deductive approaches in the
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following ways: Inductive approach explores industry specific strategic resources,
attributes of cellular mobile services and customer value dimensions for cellular
mobile services. Deductive approach uses RBV and SCA framework for achieving
superior performance in CMO firm and to provide framework to achieve SCA and
superior performance. Both qualitative (to explore and discover the contributing
factors to SCA and performance) and quantitative methods (survey by questionnaire)
are used in the overall study. Exploratory research was used to identify factors of
SCA and to formulate hypothesis. To test the hypotheses and for analysis of attributes
of services and dimensions of customer value, criteria for selecting particular service

provider, descriptive research method was used.

3.6 Population and Sampling

In order to achieve the objective of the study, all the CMOs operating in India
were considered as the population for this study. The population consisted of 14
service providers and the sample survey was derived from the annual report of
Telecom Regulatory Authority of India- March 2010. It was found that majority of
market share (92 per cent) was held by six service providers who operate in the entire
country. For the present research the researcher selected purposively six service
providers based on the inclusion and exclusion criteria.

Inclusion Criteria: All CMOs who are operating in India from the last five

years (i.e. from 2005) since we need to evaluate long term performance.

Exclusion Criteria: Based on Market share as on 31% of March 2010 (TRAI —
Annual Report 2010), those CMOs where market shares were less than 10 per cent
were excluded for the study. Based on inclusion and exclusion criteria, the following
six cellular mobile service providers were selected for the study: BSNL, Reliance
Communications, Vodafone Essar Limited, Bharti Airtel Ltd., Tata Teleservices Ltd.,
and Idea Cellular Limited. It was found that around 92 % of the market share was
controlled by these six service providers. The present study was designed with
cooperation from six cellular mobile service provider organizations. The required data
regarding strategic resources were collected from the CEOs of the six CMO firms

using structured questionnaire.
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Malhotra et. al. (1996) defines purposive sample as “a form of convenience
sampling in which the population elements are purposively selected based on the
judgement of the researcher”. Dillion et al. (1993) defines purposive sampling as
“selecting certain respondents for participation in the study presumably because they
are representative of the population of interest and / or meet the specific needs of the
research study”. For the research all the cellular mobile users in India were considered
as population. Since population is very large, the researcher used snowball sampling
technique which is a subset of purposive sampling. Purposive sampling technique was
used taking into consideration the respondents’ availability, willingness to share the
information, location of subscriber, and use of value added services, which is a very
important criterion for the study. Snowball sampling is a method typically used with
unknown populations. Members of these populations have not all been previously
identified and are more difficult to locate or contact than known populations
(Coleman, 1958; Goodman, 1961; Spreen, 1992). The primary advantage of snowball
sampling is its success in identifying individuals from unknown (and potentially very
large) populations beyond any known segments of the population. As on March 2010
the country had 584 million mobile subscribers, which is the population for the
research. Based on sample size calculation formula which is very much used by
American Marketing Association, sample size was calculated. At Confidence Level
of 95 per cent and Confidence Interval of ‘3° the sample size needed is 1067. To
collect data from cellular mobile users, self administered questionnaire survey was
conducted in Bombay, Chennai, Hyderabad and Bangalore. Of these cosmopolitan
cities which are sources of major revenue, Bombay and Chennai belong to Metro
circle and Bangalore and Hyderabad belong to circle A. For the present study, data
was collected from 300 respondents from each city totaling up to 1200 cellular mobile

users.

3.7  Conducting Survey
Deductive approach uses descriptive (Questionnaire) method to study strategic

resources, attributes of cellular mobile services, customer value, and SCA in CMO.
For this purpose a self administered survey is more useful to collect data for the

following reasons: it is an effective tool; it provides accurate means of assessing
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information about the sample and enables the researcher to draw conclusions about
generalizing the findings from a sample of responses to a population (Creswell,
1994); it is more concerned about causal research situations (Hair et.al., 2003); finally
it is considered useful because it is quick, inexpensive, efficient and can be
administered to a large sample (Zikmund, 2003). Hair et. al. (2003) regards large
sample (i.e. more than 200 respondents) as one of the main reasons for using survey
research. The guidelines recommended by Hair et al. (2003) were taken into account
to ensure precision and to avoid these problems associated with the survey methods.
All the scales used in the research to measure constructs were tested previously for
reliability and validity. Systematic response distortion was addressed by ensuring that
the questionnaire was designed in a way that it would be easy for the respondents to
understand and would be free of response bias. As for the issue of research control,
any research method has its own limitations. However, the above mentioned reasons
were considered for choosing the survey method. The next section addresses the type

of survey method used.

3.7.1 Sef Administered Questionnaire.
Self administered Questionnaire was used to collect data which is one of the

better methods because of large sample size. Using this method we can administer
quickly and economically compared to other methods like telephonic and personal
interview. The questionnaire could be completed whenever the respondents had time,
it reached a geographically widespread sample with lower cost because the researcher
is not required to be present (Zikmund, 2003). Self administered questionnaire also
used drop off survey method. This method involves the researcher travelling to
respondents’ location to deliver by hand the survey questionnaires or a representative
of the researcher at the research setting distributing the survey questionnaires.
Following this, the completed surveys are picked up by the representative after the
respondents have finished (Hair et al., 2003; Zikmund, 2003). The advantages of this
method as outlined by Hair et al. (2003) are the availability of a person to answer
questions and the ability to generate interest in completion of questionnaires. The

overview of survey methodology is presented in (Figure 3.2). The self administered
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questionnaire used in the study for executives is given in Appendix III and for cellular

mobile users is given in Appendix I'V.

N . A
Conceptualizations developed based
Specify domain of construct | on literature
J J
i N 4 ] )
Generate sample pool of Items drawn from literature on
items strategic resources, service attributes,
and customer value dimensions
Yy, \. J
4 ) é . : . A
Two questionnaires were designed
Questionnaire design (executives and customers)
\_ J . S
v
( N (" . o o )
To achieve reliability and validity-
Pre- test questionnaires were tested with small
group respondents
\_ Y, \\ S
e N\ A
Final survey Data collection in the field, Secondary
data
. / o S
( ¢ ) é . . . A
Analytical hierarchical process,
To test the proposed model Kruskal Wallis test, Regression
analysis, goodness-of-fit indices
. J \\ S
Source: Research data
Figure 3.2
Overview of Survey Methodology

3.8  Scale Development
In research to measure subjective variables (attitudes, feelings, personal

opinions, or word usage), a scale is used. The Likert scale is by far the most popular
attitude scale type (Babbie, 1983). A statement is followed by several levels of
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agreement: strongly agree, agree, no opinion, disagree, strongly disagree. This five-
point scale is commonly used, but other scales, from four to ten points, can be used as
well (Muller, 1986). The Likert-type scale is also used to capture qualitative data that
is (1) difficult to measure or (2) addresses a sensitive topic, to which a respondent
would likely not respond, or would response falsely, if asked directly.

The scales used in this thesis have been developed from a review of relevant
literature, and results of the pilot study. Most of the scales used were pre-tested and
used in previous studies. A total of 86 scale items were used to measure the
constructs in the research framework as discussed in the Chapter Two (Table 3.1). All
of the scale items used in the questionnaire designed for customers were based on a
five point Likert scale ranging from 1 (very low) to 5 (very high) and were modified
for cellular mobile services context. In the research to measure strategic resources we
used a five point Likert scale 1 to 5, ranging through Strongly Disagree, Disagree,
Somewhat Agree, Agree, and Strongly Agree. The CEOs of the six CMO firms were
asked to rate each strategic resource of their firm on the 5 point rating scale. The
respondents were also asked to give their priority on each strategic resource for a
cellular mobile organization on a 10 point rating Likert scale ranging from 1 = lowest

priority to 10 = highest priority based on their experience for main criteria.
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Table3.1
Scale ltemsUsed in the Thesis

Construct  Attribute/Variables Number Sour ces
of Items
Human Capital 6
Reputation Capital 3
Strategic Customer Capital 4
Resourc%es* Location Cap?tal 3 (Gerpott, et al., 2008)
Innovation Capital 5
Process Capital 5
Usefulness 3
Attributes of  Ease of use 4
Cellular Network size 2 .
Mobile Compatibility ) (Thorbjernsen et al., 2009)
Services Complementary 3
service variety
Functional Value 6
Emotional Value 4 (Sheth ct al. 1991; Sigala,
Customer Social Value 3 .
. : 2006; Pihlstrom and Brush,
Value Epistemic Value 3 2008)
Conditional Value 3
Monetary Value 3
Customer 4 (Westbrook and Oliver’s,
satisfaction 1991)
Customer trust 4 (Tariq and Moussaoui, 2009)
Superior Customer loyalty 3 (Kish, 2000; Bridgewater,
Performance 2001)
Brand equity 3 (Holehonnur et al., 2009)
Service Innovation 3 (Hee Shin and Yong Kim,
Service Quality 4 2007)
Behavioural Switching Intention 3 (Hee Shin and Yong Kim,
Intention 2007)

* Executives

39  Measurement Model
Analytic Hierarchy Process was used to rank the CMOs based on strategic

resources. Kruskal Wallis test was used to evaluate whether a dependent variable was
the same across all levels of a factor in the independent variables. To test hypotheses
that reflect the relationships between these theoretical constructs, the model fit was
determined through regression analysis and significance by Pearson’s correlation. The
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goodness -of-fit statistics displayed are R, R* and adjusted R? and standard error of the

estimate.

3.10 Factor Analysis

Exploratory Factor Analysis (EFA) has widely been suggested as the
appropriate tool when a theory is absent or new scales are being developed (Anderson
& Gerbing, 1988; Byrne, 1989; Hair et al., 1998). In addition Anderson & Gerbing
(1988) have argued that exploratory factor analysis cannot assess unidimensionality
directly, but aims to assess the factor structure of a scale. Therefore, Confirmatory
Factor Analysis (CFA) is a better method for use in research where hypotheses about
the grounded theoretical model exist (Hair et al., 1998), as is the case in this thesis.
Thus, CFA is considered a more powerful and more flexible technique than
exploratory factor analysis for such an assessment (Hair et al., 1998). Since all the
scale items used in the research are selected from literature review confirmatory factor
analysis was used which is a better method for use in research where hypotheses
about the grounded theoretical model exist (Bollen, 1989). The confirmatory factor
analysis was used to determine whether the number of factors and the loadings of
measured indicators (items) conformed to what was expected, based on theory. In
using confirmatory factor analysis a factor loading of 0.50 and above on a specified
factor has been considered to be acceptable (Hair et al., 1998), and in the research all

the items showed above this level.

3.11 Analytic Hierarchy Process

Analytic Hierarchy Process (AHP), is a powerful tool that may be used to make
decisions when multiple and conflicting objectives/criteria are present, and both
qualitative and quantitative aspects of a decision need to be considered (Saaty, 1980).
The importance of the criteria could be approximated by the AHP using pairwise
comparisons: The AHP considers a set of evaluation criteria, and a set of alternative
scenarios among which the best decision is to be made. It generates a weight for each
evaluation criterion and scenario according to the information provided by the

decision maker. The AHP combines the objective and scenario evaluations
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determining a ranking of the scenarios. The AHP has been used in a wide variety of
complex decision making problems, such as the strategic planning of organizational
resources (Saaty, 1990), and the evaluation of strategic alternatives (Yang & Lee,
1997). AHP is effective in dealing with complex decision making because it reduces
complex decisions to a series of pairwise comparisons. AHP reduces the bias in the
decision making process because it also checks the consistency of the decision
maker’s evaluations. AHP may be considered as a tool that is able to translate the
pairwise relative evaluations (both qualitative and quantitative) made by the decision
maker into a multi-criteria ranking. There are three major concepts related to the
AHP: a) The AHP is analytic because it converts decision maker’s inputs into
numbers. b) The AHP structures the problem as a hierarchy. ¢) The AHP is
hierarchical because it reduces complex decision-making problems into pairwise
comparisons.

The AHP helps in the decision-making process. The AHP incorporates decision
maker’s inputs and defines a process for decision-making.

The AHP consists of these steps:

(1) Computing the vector of objective weights,

(2) Computing the matrix of scenario scores,

(3) Ranking the scenarios,

(4) Checking the consistency.

In this research the data collected through structured questionnaire from the six
CEOs of the six CMO firms was analyzed using AHP. AHP was used to rank CMO
firms based on the strategic resources they possess.

The data collected with 5-point Likert scale is converted to a 10-point equivalent. The
process employed to conversion is basically anchoring the end points of the scale to
the 10-point. So 1 stays as 1, 5 becomes 10. The points in between are converted as 2
becomes 3.25; 3 becomes 5.5; 4 becomes 7.75. This assumes the data are "equal
interval" (e.g. the distance between 1 and 2 is the same as between 2 and 3 on the
scale). As Dawes (2008), proves with an experiment, on either a 5-point, 7-point or

10-point scale, the three scales give almost identical results. In the present research to
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rank the CMO firms based on strategic resources steps of AHP from (Roger, 1987)
and (Perera & Costa, 2008) were adopted.

3.12 Kruskal-Walli’'s Test:

The Kruskal-Wallis test evaluates whether the population medians on a
dependent variable are the same across all the levels of a factor. To conduct the
Kruskal-Wallis test, using the K independent samples procedure, cases must have
scores on an independent or grouping variable and on a dependent variable. The
independent or grouping variable divides individuals into two or more groups, and the
dependent variable assesses individuals on at least an ordinal scale.

This test is appropriate for use under the following circumstances:

(a) You have three or more conditions that you want to compare;

(b) Each condition is performed by a different group of participants; i.e. you have an
independent-measures design with three or more conditions.

(c) The data do not meet the requirements for a parametric test. (i.e. use it if the data
are not normally distributed; if the variances for the different conditions are markedly
different; or if the data are measured on an ordinal scale). To analyse the data
collected from customers regarding attributes of services, customer value dimensions,
strategic performance, Kruskal Wallis test was used to arrive at the solution of

ranking each service provider on each criterion.

3.13 Regression Analysis

The objective of this study is to identify whether there exists some relationship
between variables, which is usually done by a study of correlation between the
variables (Hair et. al., 1998). The regression analysis was applied to investigate the
relationships between dependent variables (i.e. Superior Performance) and
independent variables (i.e. Strategic resources). Linear regressions estimate the
coefficients of the linear equation, involving one or more independent variables that
best predict the value of the dependent variable. The variance of the distribution of the
dependent variable should be constant for all the values of independent variable. The

relationship between the dependent variable and each independent variable should be
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linear, and all observation should be independent. The direction of the relationship
between dependent and independent variables can be determined by looking at ‘the
regression coefficient’ (B) associated with the independent variables (Bryman &
Cramer, 1996). If the regression coefficient is positive then there is positive
relationship between these variables, otherwise they are negatively related. Thus
strategic resources are empirically tested and shown to be related to customer value,

and superior performance.

3.14 Summary

The research design briefly describes the empirical research design used. The
research design used mixed approach with both inductive and deductive approaches.
Inductive approach was used based on the Literature review to identify strategic
resources, cellular mobile service attributes, dimensions of customer value and
superior performance in cellular mobile services. Deductive approach was used with
the standard model of “Resource Based View and Sustainable Competitive
Advantage” to assess cellular mobile operators framework through descriptive
method using self administered questionnaire. To examine the service provider’s
performance and SCA, deductive approach method was used to draw conclusion from
facts. In order to obtain content validity, this research followed the procedures
recommended by Cooper & Schindler (2001) through identifying the existing scales
from the literature, and conducting interviews with panel of experts (including
academicians and practitioners from the industry), asking them to give their
comments on the research tools used. The expert team members for content validity
consisted of a senior executive from CMO firm and two professors in management
and business administration. The pilot study was conducted with a sample size of 58
respondents to examine content validity of the questionnaire and reliability was
confirmed through calculating Cronbach’s alpha. The self administered questionnaires
were used to study strategic resources, attributes of services, customer value
dimensions, and superior performance of CMO firms. A total of 86 scale items were
used to measure the constructs in the research framework. The empirical research
design was focused on the study of RBV and SCA in CMO firms through an

integrated perspective. The measurement model RBV and SCA for superior
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performance was developed and a framework suggested for RBV and SCA to gain
superior performance as an outcome of inductive and deductive analysis in CMO

firms.
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CHAPTER FOUR

DATA ANALYSIS AND INTERPRETATIONS
4.1 Chapter Overview

This chapter analyses the data collected from the cellular mobile operator
firms and aims to interpret the data in relation to the research problem. It starts with
analyzing data collected from executives on strategic resources using AHP, followed
by data collected from customers and secondary data on attributes of services,

customer value dimensions, and superior performance.

Finally the measurement model of RBV and SCA for superior performance is
presented as a result of inductive and deductive analysis. Results have been concluded

with a brief summary at the end of the chapter.
4.2. Data Editing, Coding and Screening

Following the data collection, the data was transferred into a worksheet to
ensure completeness and consistency of the data. Editing was considered as a part of
data processing and analysis. Coding was used to assign numbers to each answer and
allow the transference of data from questionnaire to SPSS. In this thesis, the coding
procedure was performed by establishing the data file in SPSS, and all questions were
pre-coded. Data editing procedures were undertaken after data were entered into the
data file in order to detect any errors in data entry. Screening of the data in SPSS

indicated that no variable had any missing data.
4.3 Ranking CMO Firms Based on Strategic Resources Using AHP

The data related to the strategic resources: human capital, reputation capital, customer
capital, location capital, innovation capital, and process capital were analysed using
analytic hierarchical process.

Human Capital: Employees sound domain knowledge, relevant education and
experience in cellular mobile operations, the basic values of organization, learning as
the key to improvement, employee attrition rate, job satisfaction level, and personnel
capability to handle complex situations and problems; Reputation Capital:
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Customers feeling about firm, security in services, great deal of respect for firm;
Customer Capital: Customer churn rate, strong loyal customer base, strategy of
competitive advantage is based on the understanding of customer needs, and the
commitment to retain valued customers; Location Capital: Services in economically
highly attractive places, geographical coverage has exclusive advantage, and spatial
location contributes significantly; Innovation Capital: Innovation in services and
processes on R&D results are readily accepted, Management actively seeks
innovative ideas, People are not penalized for new ideas that do not work, Introduce
new services before competitors, value added services are more attractive compared
to competitors; Process Capital: Internal work sequences are contributing
significantly in delivering quality services, queue in call centre is reduced drastically,
reduction in number of complaints received, able to answer and resolve customer
queries instantly, and number of complaints handled by employees per hour in call
center is increasing.

The hierarchical tree of the model using main criteria and sub criteria was
developed for strategic resources to arrive at the end results of ranking CMO firms
(Figure 4.1). The data collected from the six executives of six CMO firms were
analysed using pairwise comparison matrix to arrive at priority vector for main
criteria. Similarly priority vector were calculated for sub criterion and normalised
weights were calculated. The table showing normalised weights of main criteria, sub

criteria and overall priority score for each alternative is given in Appendix VI.
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HIERARCHICAL TREE

Ranking of CMO firms

Goal
»
> (Level 1)

Criteria

HC RC cC LC IC PC — »(Level2)
| HC1 | ] Rrci L | cci L | Lci L1 11 | pci :
| HC2 | RC2 | cc2 | LC2 —{ 12 —{ PC2 :

E Sub Criteria

L1 He3 | L re3 | b co3 | L4 o3 | b 13 | ] Pc3 17 (Level3)
b Hc4 — cc4 — 14 — PC4
HC3 __| 1cs | ] pCs :
b | Hes :

Alternatives

RELIA | VODA | TATA BSNL IDEA AIRTEL, [——» (Leveld)
Figure 4.1

A Hierarchical Structure of AHP Model to Rank CMO firms

Note: HC= Human Capital; RC= Reputation Capital; CC= Customer Capital, LC= Location Capital;
IC= Innovation Capital; PC= Process Capital

Results of the pairwise comparison of the ranking of strategic resources are

shown in Table 4.1, and consistency ratio for all the matrices are less than 0.1 which

are within the prescribed limit and hence the quality of judgments is consistent and

valid.
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Criteria and Overall Priority Score for Each Alternative.

Ranking CMOs

Criterion Criterion Criterion Criterion Criterion Criterion

HC 0.36 RC 0.16 CC0.22 LC 0.06 PC 0.12 IC 0.08
REL 0.10 0.13 0.14 0.15 0.26 0.15
YOD 0.31 0.32 0.23 0.33 0.18 0.33
TATA 0.15 0.13 0.09 0.04 0.09 0.10
BSNL 0.06 0.04 0.04 0.10 0.06 0.04
IDEA 0.06 0.06 0.14 0.07 0.07 0.05
AIRT 0.31 0.32 0.35 0.33 0.34 0.33

/
—
RELIA
0.14

—
VODA BSNL IDEA
0.28 0.05 0.08

Figure 4.2
Normalised Weights of Main Criteria Sub Criteria and Overall Priority

Table 4.1 shows cellular mobile service provider wise strategic resources weights and

the overall rank.
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Table 4.1

Rank of CMO Firms Based on Strategic Resources

0.36* | 0.16* | 0.22* | 0.06* | 0.12* | 0.08*
CMO OVERALL

HC | RC | CC |LC IC PC RANK
AIRTEL | 031 | 0.32 | 0.35 | 0.33 | 0.34 | 0.33 0.33
VODA 031 | 032 | 0.23 | 0.33 | 0.18 | 0.33 0.28
RELIA 0.1 | 013 ] 0.14 | 0.15 | 0.26 | 0.15 0.14
TATA 0.15 | 0.13 | 0.09 | 0.04 | 0.09 | 0.1 0.12
IDEA 0.06 | 0.06 | 0.14 | 0.06 | 0.07 | 0.05 0.08
BSNL 0.06 | 0.04 | 0.04 | 0.1 | 0.06 | 0.04 0.05

Source: Survey Results *Weight for main criteria

The Figure 4.3 shows the graph of cellular mobile service provider ranks

based on their strategic resources.

Ranking of CMOs on Strategic Resources
. 0.40
™ 035
&
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=
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s IDEA
& 005 -
= 0.00 e=BSNL
—
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Figure 4.3
Ranks of Cellular mobile operator firms Based on Strategic Resources
The ratings given by experts on six strategic resources which are main criteria
and their sub criteria were considered for the framework to evaluate the CMOs. The

finding reveals that Airtel emerged as the first rank holder with a overall score of
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0.33, followed by Vodafone as second with a score of 0.28, Reliance as third with
score of 0.14. Tata had fourth rank with score of 0.12, Idea being ranked fifth with
score of 0.08, and finally, BSNL was ranked last amongst the selected CMOs with

overall score of 0.05.

Table 4.2

Experience of Executives in Years
CMO Present Telecom Overall

Organization | Industry | Experience
Airtel 10 12 21
Vodafone 10 10. 20
Reliance 5 9.5 15
BSNL 34 34 34
TATA 5 9 20
Idea 6 10 24

Source: Survey Results

Table 4.2 shows the experience of executives of the six CMO firms who
shared the information by filling questionnaire. The table shows the experience in the
present organization, telecommunication industry and total experience as an
executive. All the executives have more than five years of experience in current
organization, more than nine years of experience in telecommunication industry and

overall they have more than fifteen years of experience as executives.

4.4 Sample Characteristics of Customers

Table 4.3
Gender Wise Distribution of Respondents (per cent)
CMO Male | Female
Airtel 64.10 35.90

Reliance 62.50 37.50
Vodafone | 54.40 45.60

Tata 57.30 42.70
Idea 67.00 33.00
BSNL 56.00 44.00
Total 60.00 40.00

Source: Survey Results
> =10.09, P=0.121

94



As shown in Table 4.3, chi-square test revealed that there is no significant
difference with respect to the gender of cellular mobile subscribers. Among the
respondents, overall 60 percent were male and 40 percent were female. This pattern is

almost the same for every service providers.

Table 4.4
Age Wise Distribution of Respondents (per cent)
Above
CMO 18-30 31-40 | 41-50 50
Airtel 53.40 | 4220 | 2.70 1.70

Reliance 45.50 46.00 3.60 4.50
Vodafone 65.20 29.40 5.10 0.30

Tata 64.30 35.10 0.60 0.00
Idea 61.40 38.60 0.00 0.00
BSNL 46.00 | 40.00 8.00 6.00
Total 57.00 38.08 3.25 1.67

Source: Survey Results
Fishers exact test p = 0.0001, p<0.001

The age distribution of the cellular mobile subscribers is shown in the
above Table 4.4. The Fisher’s test reveals that there is a significant difference with
respect to the age of subscribers with 57.5 per cent of the respondents belonging to the
age group of 18-30 years, 38.3 per cent to the age group of 31-40 years, and 2.9 per
cent to the age group of 41-50 years and only few people belonged to the age group of
more than 50 years. This indicated the youth segment (18-30 years) is the major
segment with Vodafone (65.4%), Tata (64.3%) and Idea 61.4(%) having very high

percentage of subscribers in this age group.
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Table 4.5

Education Wise Distribution of Respondents (per cent)

Under Post
CMO Graduate | Graduate | Graduate
Airtel 19.40 47.30 33.30
Reliance 12.50 64.30 23.20
Vodafone 33.10 34.10 32.80
Tata 15.80 51.50 32.70
Idea 12.50 37.50 50.00
BSNL 30.00 44.00 26.00
Total 21.50 45.80 32.80

Source: Survey Results
x? = 64.699, P<0.001, Highly significant
As shown in the Table 4.5 chi-square test revealed that there is a significant difference
among the service providers with respect to the education level of cellular mobile
subscribers. Among the respondents, 21.5 percent were under graduates, 45.80
percent of them graduates and remaining 32.8 percent of them were post graduates.

Table 4.6
Occupation Wise Distribution of Respondents (per cent)

CMO Student | Salaried | Business | Housewife
Airtel 27.70 63.60 8.00 0.70
Reliance 9.80 83.90 5.40 0.90
Vodafone | 43.60 51.40 3.70 1.40
Tata 24.00 67.30 8.80 0.00
Idea 28.40 70.50 1.10 0.00
BSNL 32.00 54.00 10.00 4.00
Total 29.30 63.10 6.80 0.80

Source: Survey Results
Fishers exact test p = 0.0001, p<0.001, Highly significant
The occupation distribution of the cellular mobile subscribers is as shown in
the Table 4.6. The Fisher’s exact test reveals that there is a significant difference in
occupation of subscribers. Among the respondents, 29.10 percent of them were
students, 63.60 percent were salaried, 6.30 percent were business and a small 0.10 per

cent was housewife.
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Table 4.7
Average Monthly Expense Wise Distribution of Respondents (per cent)

Less More
CMO |thanRs | Rs151- | Rs500- | than Rs

150 499 1000 1000
Airtel 1550 | 74.00 7.50 2.90
Reliance 11.60 79.50 8.90 0.00
Vodafone | 16.90 80.40 1.70 1.00
Tata 18.10 78.40 3.50 0.00
Idea 19.30 76.10 4.50 0.00
BSNL 32.00 62.00 4.00 2.00
Total 17.60 75.90 5.20 1.30

Source: Survey Results

Fishers exact test p = 0.0001, p<0.001, Highly significant
The distribution of average monthly expense of the cellular mobile subscribers is as
shown in the Table 4.7. The Fisher’s exact test reveals that there is a significant
difference in monthly expenses of subscribers. Among the respondents, 17.60 percent
of them spend less than Rs. 150, 75.90 percent of them spend between Rs.151 to Rs.
499, 5.20 percent spend between Rs. 500 to Rs. 999, and 1.30% percent spends more
than Rs. 1000. Maximum number of respondents belongs to the group of average
monthly expense between Rs.151 to Rs. 499.

Table 4.8
Service Type Wise Distribution of Respondents (per cent)

Post Pre
CMO paid paid
Airtel 9.20 90.80

Reliance 13.40 86.60
Vodafone 12.50 87.50

Tata 7.60 92.40
Idea 8.00 92.00
BSNL 22.00 78.00
Total 11.00 89.00

Source: Survey Results
x> =15297, P=0.018, Significant

As shown in the Table 4.8 chi-square test revealed that there is a significant

difference with respect to service type of cellular mobile subscribers. Among the
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respondents, 11 percent were postpaid service subscribers, and 89 percent of them

were pre paid subscribers.

Table 4.9
Service Provider Wise Respondents

CMO Percent

Airtel 343

Vodafone 247

Tata 14.3

Reliance 12.9

Idea 73

BSNL 6.5

Total 100

Source: Survey Result, N=1200

Service Provider Wise Respondents (%)

0.5

m Airtel

® Vodatone
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FIGURE 4. 4
Service Provider Wise Respondents (%)
The Table 4.9 and Figure 4.4 show that among the respondents 34.3 percent of them
were subscribers for Airtel, 24.7 percent of them were subscribers for Vodafone, 14.3
percent of them use Tata, 12.9 percent of them use Reliance, 7.3 percent of them use

Idea and 6.5 percent of them were subscribers for BSNL.
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Table 4.10
Duration of Subscriber’s Stay with the Service Provider (per cent)

Less More

CMO than 3 3-6 7-12 than 1
Months | Months | Months Year

Airtel 1.70 2.70 3.90 91.70
Reliance 1.80 7.10 3.60 87.50
Vodafone 2.00 1.40 1.40 95.30
Tata 1.80 5.30 13.50 79.50
Idea 1.10 2.30 6.80 89.80
BSNL 0.00 0.00 2.00 98.00
Total 1.60 2.90 4.80 90.80

Source: Survey Results
Fishers exact test p = 0.0001, p<0.001, Highly significant
The Table 4.10 shows the duration of stay of subscribers with their service
providers. The Fisher’s exact test reveals that there is a significant difference in
duration of stay of subscribers with their service providers. Among the respondents,
90.80 percent of them stay with their service provider more than one year, 4.8 percent
of them stayed between 7-12 months, 2.90 percent of them stayed between 3- 6
months, and 1.60 percent of them stayed less than 3 months.
Table 4.11

Changed Service Provider

Changed to CMO | Percent
Airtel 19.20
Reliance 19.60
Vodafone 27.00
Tata 39.20
Idea 17.00
BSNL 23.00
Total 23.50

Source: Survey Results
¥’ =33.59, P=0.000, Highly significant

As shown in the Table 4.11 chi-square test revealed that there is a significant

difference among the service providers with respect to change of service provider.
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Among the respondents, 76.50 percent of them did not change their service provider,
and remaining 23.50 percent of them have switched from their service providers.

Table 4.12
Reason for Change of Service Provider

Reasons Percent
Higher price 58.5
Poor customer service 35.6
Poor coverage 30.4
Less value added service 22.5
Poor response 49.1

Source: Survey Results

The Table 4.12 shows that the subscribers switched from previous service
providers because of higher price (58.5 percent), poor response from service providers
(49.1 percent), poor customer service (35.6 percent), poor coverage (30.4 percent) and

less value added services (22.5 percent.)

Table 4.13
Reasons for Choosing a Particular Service Provider

Factors Percent
Has Coverage 67
Brand 58.25
Quality of service 54.75
Convenience 43.42
Affordable 35.42
Has Exact Features 28.5
Status Orientated 10.25
Did Not Choose 1.92
Did Not Know 1.83

Source: Survey Results

The Table 4.13 shows that the respondents considered following factors while
choosing a particular service provider: network coverage (67 %), brand (58.25 %),
quality of service (54.75 %), convenience (43.42 %), affordability (35.42 %), and

having the exact features desired (28.5 %). Very few respondents choose a service
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provider without considering any factors: did not choose (1.92 %), did not know (1.83
%). Maximum number of customers selects service providers based on network
coverage, brand, quality of service, convenience and affordability.

Table 4.14
Use of Value Added Services (per cent)

Value Added Service Percent
SMS 100
MMS 11.0
Games 24.2
News/weather 8.3
Internet 69.9
Contest 5.5
Ringtone 20.8
Video/TV 2.4
Music download 31.3
Alert 40.8
Chat 514

Source: Survey Results

N=1200

The Table 4.14 shows the different cellular mobile value added
services and their usage pattern. Among the respondents all of them (100 percent) use
short message services, 69.9 percent of them use internet access, 51.4 percent of them
use chat, 40.8 percent of them use alerts, 31.3 percent of them use music download,
24.2 percent of them use games, 20.8 percent of them use ringtone, 11 percent of
them use MMS, (8.3 percent) of them use news/weather, (5.5 percent) of them use

contest services and a small (2.4%) of them use video/TV services.

4.5  Assessment of Attributes of Services

The data related to attributes of basic and VAS was analyzed using Kruskal
Wallis test. The overall process that was used in the analysis of the constructs is
described below. Attributes of Services are usefulness, ease of use, network size,
compatibility, and complementary service variety which are the drivers of customer

value for cellular mobile services.
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Usefulness: Using services of service provider saves my time, using services

of service provider improves my efficiency, and mobile services are useful to me.

Ease of Use: Learning to use “service” is easy for me, It is easy to make the
“service” do what I want it to, My interaction with “service” is clear and

understandable, It is easy to use “service”.

Compatibility: Using “service” is compatible with all aspects of my mobile
service use, “Service” is completely compatible across all my mobile service

providers.

Network Size: The “service” is used by a large number of users, A large

number of users, also beyond those I know of, use this “service”.

Complementary Service Variety: Availability of complementary services, a
large number of different complementary services, and great variety of

“complementary services”.

To measure variables in the study we have used five point rating Likert scale,
hence if mean value of the variable is less than 3, we have considered it as low; if it is

equal to 3 as moderate; and if it is greater than 3 as high.
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Table 4.15
Assessment of Usefulness

Percentage Kruskal-
CMO Mean SD | Median Mean Wallis test »*
Using Airtel 349 | 889 | 4.00 69.71
services Reliance 3.40 .799 4.00 68.04
saves time | Vodafone | 3.47 | .867 | 4.00 69.46 36.627
Tata 357 | 964 | 4.00 71.46 p<0.001
Idea 285 | 1.01 | 3.00 57.05
BSNL 324 | 111 | 3.00 64.80
Total 342 | 927 | 3.00 68.35
Using Airtel 3.67 950 4.00 73.45
services Reliance 3.23 .939 3.00 64.64
improves | Vodafone | 3.65 | .867 | 4.00 72.91 66.418
efficiency | Tata 3.74 | 851 | 4.00 74.74 p<0.001
Idea 284 | 993 | 3.00 56.82
BSNL 3.60 | 1.10 | 4.00 72.00
Total 355 | 957 | 4.00 70.98
Mobile Airtel 384 | 950 | 4.00 76.84
services are | Reliance 3.64 .804 4.00 72.86
useful Vodafone | 3.72 | .803 | 4.00 7432 27.336
Tata 381 | 946 | 4.00 76.26 p<0.001
Idea 320 | 125 | 3.00 64.09
BSNL 352 | 931 | 3.0 70.40
Total 3.69 | 943 | 4.00 73.88
Usefulness | Airtel 3.67 752 3.67 73.33
Reliance 343 | 670 | 3.67 68.51
Vodafone | 3.61 | .698 | 3.67 72.23 59.808
Tata 371 | 754 | 3.67 74.15 p<0.001
Idea 297 | 870 | 3.00 5932
BSNL 345 | 859 | 3.33 69.07
Total 355 | 775 | 3.67 71.07

Source: Survey Results
Average level of usefulness of service is high (3.67+ 0.775) with percentage

mean value of 71.10 as shown in Table 4.15. Kruskal - Wallis test shows that there is
a significant (p < 0.001) difference among the service providers with respect to
usefulness of services. The Table 4.15 also shows that the mean value of usefulness of
service is high for the service providers Airtel, Reliance, Vodafone, Tata and BSNL
and low for Idea (2.97). Percentage mean value shows that usefulness of services is
above average for Airtel, Vodafone, Tata and BSNL, whereas for Reliance and Idea it

is below industry average.
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Table 4.16
Assessment of Ease of Use

Percentage Kruskal-
CMO Mean | SD | Median Mean Wallis Test >
Learning to use Airtel 3.75| .828 4.00 74.95
service is easy Reliance 3.47| 735 3.00 69.46
Vodafone | 3.55| 796  4.00|  71.08 32.714
Tata 3.62 | .855 4.00 72.40 p<0.001
Idea 3.20 | .961 3.00 64.09
BSNL 3.80 | .756 4.00 76.00
Total 3.59| .833 4.00 71.85
It is easy to make | Airtel 3.81| .797 4.00 76.21
"service" do what | Reliance 3.35| .927 3.00 66.96
I want it to Vodafone | 3.52| 819 3.00| 7047 59.251
Tata 361 770 400| 7216 p<0.001
Idea 320 1.00 3.00 64.09
BSNL 3.72 | .970 4.00 74.40
Total 3.58| .854 4.00 71.65
Interaction with | Airtel 3.70 | .892 4.00 73.98
service is clear Reliance 3.48 | .849 3.50 69.64
and Vodafone | 3.67| 784 |  4.00| 7338 19.159
understandable | Tata 3.65 | 863 400|  73.10 p<0.001
Idea 3231 1.01 3.00 64.55
BSNL 3.62 | .967 3.00 72.40
Total 3.60 | .869 4.00 72.00
It is easy to use | Airtel 3.90 | .865 4.00 77.96
"service" Reliance 3.55| 1.05 4.00 71.07
Vodafone | 3.74| 796|  4.00|  74.80 40.610
Tata 3.64 | 950 4.00 72.75 p<0.001
Idea 3.32| 1.01 3.00 66.36
BSNL 3.86 | 1.01 4.00 77.20
Total 3.73 | .904 4.00 74.52
Ease of Use Airtel 3.79 | .664 3.75 75.78
Reliance 3.46 | .738 3.50 69.29
Vodafone | 3.62 | .640 3.63| 7243 50.982
Tata 3.63 | .708 3.50 72.60 p<0.001
Idea 3.24 | .848 3.25 64.77
BSNL 3.75| .754 3.75 75.00
Total 3.63 | .701 3.75 72.50

Source: Survey Results

Average level of ease of use of services is high (3.63+ 0.701) with percentage
mean of 72.50 as shown in Table 4.16. Kruskal - Wallis test shows that there is a
highly significant (p < 0.001) difference among the service providers with respect to
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ease of use of services. The Table 4.16 also shows that the mean value of ease of use
of service is high for the service providers Airtel, Tata, BSNL, Reliance, Vodafone,
and Idea. Percentage mean value shows that ease of use of services are above average
for Airtel, Tata and BSNL whereas for Vodafone, Reliance and Idea, it is below

industry average.

Table 4.17
Assessment of Compatibility
Percentage Kruskal-
CMO Mean | SD | Median Mean Wallis Test y*
Using service | Airtel 3.65 | .755 4.00 72.91
is compatible | Reliance 346 | .721 3.00 69.11
with all other | Vodafone 3.47 | .823 4.00 69.39
services Tata 342 | 825 | 4.00 68.42 25.017
ldea 3.25 | 925 | 3.00 65.00 p<0.001
BSNL 3.50 | .789 3.00 70.00
Total 349 | .799 4.00 69.85
Service is Airtel 3.77 | .930 4.00 75.34
compatible Reliance 344 | 908 3.00 68.75
across all Vodafone 3.70 | .821 4.00 73.92 34.191
service Tata 3.55 | .947 | 3.00 70.99 p<0.001
providers Idea 324 | 922 | 3.00 64.77
BSNL 3.94 1.01 4.00 78.80
Total 3.63 | .923 4.00 72.57
Compatibility | Airtel 3.71 | .729 3.50 74.13
Reliance 3.45 | 745 3.50 68.93
Vodafone 3.58 .700 3.50 71.66 37.114
Tata 3.49 | .802 3.50 69.71 p<0.001
Idea 3.24 | .858 3.00 64.89
BSNL 3.72 | .852 3.75 74.40
Total 3.56 | .762 3.50 71.21

Source: Survey Results

Average level of compatibility of services is high (3.56+ 0.762) with the
percentage mean of 71.20 as shown in Table 4.17. Kruskal - Wallis test shows that
there is a significant (p < 0.001) difference among the service providers with respect
to compatibility of services. The Table 4.17 also shows that the mean value of
compatibility of service is high for the service providers Airtel, Tata, Reliance,
Vodafone, BSNL and Idea. Percentage mean value shows that compatibility of

services is above average among Airtel, Vodafone and BSNL whereas for Tata,
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Reliance and Idea, it is below industry average.

Table 4.18
Assessment of Network Size
Percentage Kruskal-
CMO Mean SD | Median Mean Wallis Test >
Service is Airtel 3.87 .799 4.00 77.43
used by a Reliance 3.63 .749 4.00 72.50
large Vodafone | 3.75 | 732 | 4.00 74.93 42.870
number of | Tata 353 | .870 | 4.00 70.64 p<0.001
users Idea 3.23 1.090 3.00 64.55
BSNL 3.54 930 4.00 70.80
Total 3.67 .845 4.00 73.35
A large Airtel 4.03 .854 4.00 80.58
number of Reliance 3.54 815 4.00 70.89
users, Vodafone | 3.81 | 814 | 4.00 76.22 59.410
beyond Tata 378 | 957 | 4.00 75.56 p<0.001
those I know | Idea 331 | 1.043 | 3.00 66.14
of, R BSNL 3.82 1.063 4.00 76.40
"service" Total 3.81 902 | 4.00 76.10
Net work Airtel 3.95 .687 4.00 79.00
Size Reliance 3.58 .697 3.50 71.70
Vodafone | 3.78 | 676 | 4.00 75.57 21.786
Tata 3.65 | 819 | 3.50 73.10 p<0.001
Idea 3.27 1.011 3.00 65.34
BSNL 3.68 .896 4.00 73.60
Total 3.74 769 4.00 74.73
Source: Survey Results

Average level of network size of services is high (3.74+ 0.769) with the

percentage mean of 74.70 as shown in Table 4.18. Kruskal - Wallis test shows that

there is a significant (p < 0.001) difference among the service providers with respect

to network size of services. The Table 4.18 also shows that the mean value of

network size is high for the service providers Airtel, Tata, Reliance, Vodafone, BSNL

and Idea. Percentage mean value shows that network size of service providers are

above average among Airtel, and Vodafone where as for Tata, Reliance, BSNL and

Idea, it is below industry average.
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Table 4.19
Assessment of Complementary Service Variety of Services

Percentage Kruskal-
CMO Mean | SD | Median Mean Wallis test »*
Complement | Airtel 3.71 | .732 4.00 74.27
ary services | Reliance 348 | .723 3.00 69.64
are available | Vodafone | 3.58 | 807 | 4.00 71.62 18.253
Tata 352 | 877 | 4.00 70.41 p<0.001
Idea 335 | 971 3.00 67.05
BSNL 354 | 734 4.00 70.80
Total 3.57 | .792 4.00 71.47
Service has | Airtel 3.89 | .818 4.00 77.77
a large Reliance 348 | 949 4.00 69.64
amount of | Vodafone | 3.66 | 856 | 4.00 73.04 46204
“complemen | Tata 359 | 879 | 4.00 71.81 p<0.001
tary Idea 327 | 1.04 3.00 65.45
services” BSNL 394 | 1.11 | 4.00 78.80
Total 3.69 | .891 4.00 73.82
Variety of | Airtel 3.77 | .879 | 4.00 75.34
“complemen | Reliance 3.35 | .835 3.00 66.96
tary Vodafone | 3.63 | .842 4.00 72.57 47.659
services” Tata 3.69 | .849 | 4.00 73.80 p<0.001
available Idea 3.18 | 965 | 3.00 63.64
BSNL 3.84 | 817 4.00 76.80
Total 3.62 | .881 4.00 72.47
Complemen | Airtel 3.79 | .648 4.00 75.79
tary Service | Reliance 3.44 | .693 3.50 68.75
Variety Vodafone | 3.62 | 698 | 3.67 72.48 49.995
Tata 360 | 703 | 3.67 72.01 p<0.001
Idea 327 | 902 3.33 65.38
BSNL 3.77 | .730 4.00 75.47
Total 3.63 | .706 3.67 72.58

Source: Survey Results

Average level of complementary service variety of services is high (3.63+
0.706) with the percentage mean of 72.60 as shown in Table 4.19. Kruskal - Wallis
test shows that there is a significant (p < 0.001) difference among the service
providers with respect to complementary service variety of services. The Table 4.19
also shows that the mean value of complementary service variety is high for the

service providers Airtel, BSNL, Tata, Reliance, Vodafone and Idea. Percentage mean
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value shows that complementary service variety offered by service providers are
above average for Airtel whereas for Vodafone, Tata, Reliance, BSNL and Idea, it is

below industry average.

Table 4.20
Assessment of Attributes of Services
Kruskall
Percentage | wallis test
CMO Mean | SD | Median Mean e p value
Airtel 3.78 | 0.573 | 3.875| 75.61
Reliance | 347 0.613 | 3.4917| 69.43
Vodafone | 3.64 | 0.558 | 3.6417| 72.87 64383 | P<0-001
Tata 3.61 | 0.661 | 3.6167 72.31 HS
Idea 319 0.76 | 3.0583 63.94
BSNL 3.67 | 0.691 3.8| 7351
Total 3.62 | 0.623 | 3.6667 72.42

Source: Survey Results

Average level of attributes of services that drive customer value in cellular
mobile services industry is high (3.62+ 0.623) with percentage mean of 72.42 as
shown in Table 4.20. Kruskal - Wallis test shows that there is a significant (p < 0.001)
difference among the service providers with respect to attributes of services. The
Table 4.20 also shows that the mean value of attributes of services is high for all the
service providers Airtel, Tata, Reliance, Vodafone, BSNL and Idea. Percentage mean
value shows that attributes of services of service providers are above average among
Airtel, Vodafone and BSNL whereas for Tata, Reliance and Idea it is below industry

average.
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Table 4.21
Mean and Standard Deviation of Attributes of Services

Dimensions Mean SD
Usefulness 3.55 0.775
Ease of use 3.63 0.701

Compatibility 3.56 0.762
Net work size 3.74 0.769
Complementary
service variety 3.63 0.706
Attributes of
Basic and VAS 3.62 0.623

Source: Survey Results

Descriptive information regarding the means and standard deviations indicated
the strong response of the respondents towards the attributes of services dimensions
(Table 4.21). The results show there was no strong response bias and the degree of
variation was not very high indicating that there was uniformity or consistency.
Descriptive information regarding the means and standard deviations indicated their
high response towards usefulness; ease of use; compatibility; network size and

complementary service variety.

4.6  Factor Analysis Results of Attributes of Services

Factor analysis of Attributes of Services confirmed that attributes on the scale
were reliable in their measurement and most of them were found above the adequacy.
Among the five Attributes of service, Ease of use had (0.9) higher sample adequacy
and Compatibility had lower (0.7) sample adequacy. The KMO score of 0.7 and
above considered being good sample adequacy. However, the overall sample
adequacy above 0.5 was considered to be a reasonable sample adequacy for factor
analysis. The KMO (Kaiser-Meyer-Olkin) measures of sampling adequacy were
found greater than 0.5 (Table 4.22). The measure of sampling adequacy produced a
score of 0.824 for “Usefulness”, 0.912 for “Ease of use”, 0.705 for “Compeatibility”,
0.838 for “Network size”, and 0.891for “Complementary service variety”. The
Bartlett test of sphereicity rejected the null hypothesis that the data matrix was an

identity matrix, therefore suggesting that significant correlations existed between at
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least some of the Attributes of services. The reliability was obtained by computing
Cronbach Alpha that measures the internal consistency of the items. Owing to
multidimensionality of the Attributes of services, coefficient alpha was computed
separately. The Alpha Coefficients for Attributes of services ranged from 0.825 to

0.898, indicating good consistency among the items within each attributes.

Table 4.22

Factor Analysis Results of Attributes of Services

Attributes of | Factor Cronbach's | Number KMO Bartlett's
Services Loadings1 alpha2 of Sampling Test of
Items’ Adequacy4 Sphericity5

Usefulness 0.654 0.825 3 0.824 Appox r:

2487.986
df 378
Sig 0.000
Ease of use 0.653 0.898 4 0912 Appox

£7111.524
df 36
Sig 0.000

Appox £
569.271
df 91

Sig 0.000

Appox £
1157.742
df 136

Sig 0.000
Complement 0.697 0.864 3 0.891 Appox £~

ary service 2022.368
variety df 231
Sig 0.000

Compatibility 0.630 0.863 2 0.705

Network size 0.601 0.873 2 0.838

Source: Survey Results

Note: 1. Factor loading greater than 0.5 is considered
2. Alpha value of 0.7 or higher is considered
3. Number of items used for the Dimension
4. Kaiser- Meyer — Olkin (KMO) Sampling Adequacy above 0.5 is considered
5. Bartlett's Test of Sphericity is significant
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4.7 Assessment of Customer Value

The data related to dimensions of customer value were analyzed using Kruskal
Wallis test. The overall process that was used in the analysis of the constructs is
described below. Customer value dimensions are: functional value, social value,
emotional value, conditional value, epistemic value, and monetary value which
subscribers consider while assessing value of services.

Functional/Convenience Value: I save time and money when I order the
information via the mobile service, I value the ease of using this mobile service, I
value the option of using this service instantly via my mobile device, Using this
mobile service makes my life easier, Using this mobile service is an efficient way to
manage my time, | value the option of using this mobile service without others
noticing.

Social Value: Using this mobile service helps me feel accepted by others.
Using this mobile service makes a good impression on other people. Using this
mobile service gives me social approval.

Emotional Value: Using this mobile service gives me pleasure. Using this
mobile service makes me feel good. Using this mobile service makes me feel relaxed
I value the option of sending emotional messages to my friends via this mobile
service.

Conditional Value: I value the information / entertainment this service offers,
with the help of which I get what I need in a certain situation. I value the
independence of place and time offered by the use of this mobile service. I value the
real time information and interaction that this service makes possible.

Epistemic Value: I used this mobile service to experiment with new ways of
doing things. I used this mobile service to test the new technologies. I used this
mobile service out of curiosity.

Monetary Value: The price of this mobile service is acceptable, this mobile
service is good value for money, and this mobile service is better value for money

than what I would pay for the same service via other channels.
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Table 4.23: Assessment of Functional Value

Percentage Kruskal-
CMO Mean | S.D | Median Mean Wallis Test >
Save time and | Airtel 3.39 956 3.00 67.72
money Reliance 3.28 738 3.00 65.54
Vodafone | 351 | 831 | 4.00 7027 9.759
Tata 343 | 952 | 4.00 68.65 p<0.001
Idea 341 | 967 | 3.00 68.18
BSNL 328 | 1.011 | 3.00 65.60
Total 342 | 908 | 3.00 68.48
Ease of using | Airtel 3.66 .829 4.00 73.16
mobile service | Reliance 3.51 .859 4.00 70.18
Vodafone | 3.62 | 794 | 4.00 7236 19.232
Tata 357 | 913 | 4.00 71.46 p<0.001
Idea 328 | 896 | 3.00 65.68
BSNL 360 | 1.010 | 4.00 72.00
Total 359 | 860 | 4.00 71.85
Instant use of | Airtel 3.71 .846 4.00 74.27
service via Reliance 3.38 .830 3.00 67.68
mobile is Vodafone | 3.58 | .790 | 4.00 71.69 19.037
value Tata 3.60 | 771 | 4.00 72.05 p<0.001
Idea 343 | 841 | 3.00 68.64
BSNL 352 | 995 | 3.00 70.40
Total 359 | 832 | 4.00 71.87
Mobile service | Airtel 3.79 767 4.00 75.83
makes life Reliance 3.52 782 4.00 70.36
easier Vodafone | 3.72 | 878 | 4.00 74.46 27.363
Tata 373 | 773 | 4.00 74.62 p<0.001
Idea 334 | 856 | 3.00 66.82
BSNL 370 | 909 | 4.00 74.00
Total 3.68 | 830 | 4.00 73.53
Mobile service | Airtel 3.73 810 4.00 74.56
is an efficient | Reliance 3.49 723 3.50 69.82
way to Vodafone | 3.67 | 866 | 4.00 73.45 21.772
manage time | Tata 371 | 809 | 4.00 74.15 p<0.001
Idea 331 | 975 | 3.00 66.14
BSNL 368 | 913 | 4.00 73.60
Total 3.65 | 848 | 4.00 72.90
Using mobile | Airtel 379 | 838 | 4.00 75.78
service Reliance 3.37 910 3.00 67.32
without others [Vodafone | 3.65 | .908 | 4.00 72.97 21.551
noticingis | Tata 3.74 | 1.00 | 4.00 74.85 p<0.001
value Idea 3.50 | 1.20 3.00 70.00
BSNL 384 | 792 | 4.00 76.80
Total 3.68 | 932 | 4.00 73.63
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Table 4.23
Assessment of Functional Value (Continuation)

CMO | Mean| S.D |Median | Percentage Kruskal-
Mean Wallis Test >
Functional Airtel 3.68 | 0.622 3.67 73.6
Value Reliance 342 | 0.559 3.5 68.5
Vodafone | 3.63 | 0.637 | 3.67 72.5 32.264
Tata 3.63 | 0.661 | 3.67 72.6 p<0.001
Idea 3.38 | 0.714 3.5 67.6
BSNL 3.6 0.765 3.58 72.1
Total 3.6 0.651 3.67 72

Source: Survey Results

Average level of functional value in services is high (3.60+ 0.651) with the
percentage mean of 72.00 as shown in Table 4.23. Kruskal - Wallis test shows that
there is a significant (p < 0.001) difference among the service providers with respect
to functional value they deliver. The Table 4.23 also shows that the mean value of
functional value subscribers get from their service providers is high for all the service
providers. Percentage mean value shows that functional value of services is above
average among Airtel, Vodafone, Tata and BSNL, whereas for, Reliance, and Idea it

is below industry average.
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Table 4.24
Assessment of Social Value

Percentage | Kruskal-Wallis
CMO Mean | SD | Median Mean test *
Mobile service | Airtel 3.39 | .964 3.00 67.82
helps to feel Reliance 3.30 | .826 3.00 66.07
accepted by | Vodafone | 3.44 | .854 | 3.00 68.85 3.971
others Tata 331 | 922 | 3.00 66.20 p<0.001
Idea 3.27 | 1.10 3.00 65.45
BSNL 3.08 | .829 3.00 61.60
Total 3.35 | 915 3.00 66.95
Mobile service | Airtel 3.59 | 922 4.00 71.84
makes a good | Reliance 3.46 | .889 4.00 69.11
impression on | Vodafone | 3.59 | .827 | 4.00 71.76 24.188
other people | Tata 3.44 | 895 | 4.00 68.77 p<0.001
Idea 3.07 | 1.13 3.00 61.36
BSNL 344 | 787 3.00 68.80
Total 3.51 | .903 4.00 70.10
Mobile service | Airtel 3.55 | 1.02 4.00 71.02
gives social Reliance 3.38 | .829 3.00 67.50
approval Vodafone | 3.58 | 946 | 4.00 71.55 16.419
Tata 3.50 | 942 | 4.00 70.06 p<0.001
Idea 3.20 | 1.09 3.00 64.09
BSNL 3.26 | .922 3.00 65.20
Total 3.50 | 971 4.00 69.95
Social Value | Airtel 3.51 | .848 3.67 70.23
Reliance 3.38 | .705 3.33 67.56
Vodafone | 3.54 | 761 | 3.67 70.72 15.165
Tata 3.42 | 783 | 3.67 68.34 p<0.001
Idea 3.18 | 982 3.00 63.64
BSNL 3.26 | .647 3.33 65.20
Total 3.45 | .800 3.67 69.00

Source: Survey Results

Average level of social value in services is high (3.45+ 0.8) with the
percentage mean of 69.00 as shown in Table 4.24. Kruskal - Wallis test shows that
there is a significant (p < 0.001) difference among the service providers with respect
to social value they deliver. The Table 4.24 also shows that the mean value of social
value is high for all the service providers Airtel, Reliance Vodafone, Tata, BSNL and
Idea. Percentage mean value shows that social value that subscribers get in cellular

services 1s above industry average among Airtel, and Vodafone, whereas for Tata,
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BSNL, Reliance and Idea it is below industry average.

Table 4.25
Assessment of Emotional Value
Percentage Kruskal-
CMO Mean SD | Median Mean Wallis Test >
Mobile Airtel 352 | 988 | 4.00 70.44
service gives | Reliance 3.31 748 3.00 66.25
pleasure Vodafone | 3.50 | .823 | 3.00 70.07 14.354
Tata 334 | 827 | 3.00 66.78 p<0.001
Idea 340 | 953 | 3.00 67.95
BSNL 336 | 921 | 3.00 67.20
Total 345 | 898 | 3.00 68.95
Mobile Airtel 370 | 926 | 4.00 73.98
service Reliance 3.38 CRE 3.50 67.50
makes feel | Vodafone | 3.62 | .879 | 4.00 7236 14.876
good Tata 350 | 954 | 4.00 69.94 p<0.001
Idea 353 | 1.082 | 4.00 70.68
BSNL 348 | 953 | 3.50 69.60
Total 359 | 926 | 4.00 71.78
Mobile Airtel 359 | 909 | 4.00 71.89
service Reliance 3.17 .826 3.00 63.39
makes feel | Vodafone | 3.48 | 875 | 4.00 69.66 29.220
relaxed Tata 349 | 929 | 4.00 69.82 p<0.001
Idea 331 | 1.021 | 3.00 66.14
BSNL 330 | 1.035 | 3.00 66.00
Total 346 | 909 | 3.50 69.25
Sending Airtel 3.57 990 4.00 71.41
emotional Reliance 3.36 .837 3.00 67.14
messages is | Vodafone | 3.48 | 1.080 | 4.00 69.66 20.256
value Tata 351 | 954 | 4.00 70.18 p<0.001
Idea 314 | 1.116 | 3.00 62.73
BSNL 3.06 | 793 | 3.00 61.20
Total 346 | 995 | 4.00 69.22
Emotional | Airtel 3.60 778 3.75 71.93
Value Reliance 3.30 716 3.38 66.07
Vodafone | 3.52 | 755 | 3.50 70.44 29.068
Tata 346 | 696 | 3.50 69.18 p<0.001
Idea 334 | 875 | 3.50 66.88
BSNL 330 | 633 | 3.50 66.00
Total 349 | 754 | 3.50 69.80

Source: Survey Results
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Average level of emotional value in services is high (3.49+ 0.754) with the

percentage mean of 69.80 as shown in Table 4.25. Kruskal - Wallis test shows that

there is a significant (p < 0.001) difference among the service providers with respect

to emotional value they deliver. The Table 4.25 also shows that the mean value of

emotional value is high for all the service providers. Percentage mean value shows

that emotional value of services is above industry average among Airtel and

Vodafone, whereas for Tata, BSNL, Reliance and Idea, it is below industry average.

Table 4.26: Assessment of Conditional Value

Percentage Kruskal-
CMO Mean | SD | Median Mean Wallis Test »*
Information/ | Airtel 333 | 868 | 3.00 66.65
entertainment | Reliance 320 | .804 | 3.00 63.93
of mobile Vodafone | 3.32 | .779 | 3.00 66.49 19.101
servicena o, 319 | 875 | 3.00 63.74 p<0.001
certain - Haca 299 | 903 | 3.00 59.77
situation 1S
value BSNL 3.18 | 919 | 3.00 63.60
Total 326 | .840 | 3.00 65.17
Mobile Airtel 3.44 | 854 | 4.00 68.83
service Reliance 3.24 | 923 3.00 64.82
offered Vodafone | 3.37 | .861 | 3.00 67.36 22.979
independence | Tata 315 | 908 | 3.00 63.04 p<0.001
of place and | [dea 3.03 | 1.10 | 3.00 60.68
time is value | BSNL 348 | 1.16 | 4.00 69.60
Total 333 [ .903 | 3.00 66.65
Real time Airtel 332 | 983 | 3.00 66.31
information | Reliance 313 | 902 | 3.00 62.50
interaction is | Vodafone 341 | 935 | 3.00 68.24 13.821
value Tata 3.13 | 1.01 | 3.00 62.69 p<0.001
Idea 328 | 1.03 | 3.00 65.68
BSNL 3.24 | 981 | 3.00 64.80
Total 329 | 964 | 3.00 65.70
Conditional | Airtel 3.36 | .747 3.33 67.27
Value Reliance 3.19 | .723 3.33 63.75
Vodafone | 337 | 718 | 3.33 67.36 20.640
Tata 3.16 | 793 | 3.00 63.16 p<0.001
Idea 3.10 | 874 | 3.00 62.05
BSNL 330 | .839 | 3.00 66.00
Total 329 | 751 | 333 65.84
Source: Survey Results
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Average level of conditional value in services is high (3.28+ 0.494) with the
percentage mean of 65.50 as shown in Table 4.26. Kruskal - Wallis test shows that
there is a significant (p < 0.001) difference among the service providers with respect
to the conditional value they deliver. The Table 4.26 also shows that the mean value
of conditional value is high for the service providers Airtel, Vodafone, BSNL,
Reliance, Tata and Idea. Percentage mean value shows that conditional value that
subscribers get in cellular services is above industry average among Airtel, Vodafone,
and BSNL whereas for Reliance, Tata and Idea, it is below industry average.

Table 4.27
Assessment of Epistemic Value

Percentage Kruskal-
CMO Mean | SD | Median Mean Wallis test *
Mobile Airtel 3.13| .941] 3.00 62.57
service to Reliance 3.11 | .649 3.00 62.14
experiment | Vodafone | 3.14| .919| 3.00 62.77 4919
withnew | Tata 3.00| .946| 3.00 60.00 p<0.001
ways of Idea 3.01] .916] 3.00 60.23
doing things | BSNL 2.76 | 716 | 3.00 55.20
Total 3.09| .896| 3.00 61.80
Mobile Airtel 3.14| .989| 3.00 62.72
service to Reliance 3.02 | .794 3.00 60.36
test the new | Vodafone | 3.15| 1.01| 3.00 63.04 22.766
technologies | Tata 281]1.02] 3.00 56.26 p<0.001
Idea 2881 1.09] 3.00 57.50
BSNL 2821 .919] 3.00 56.40
Total 3.04] .993| 3.00 60.72
Mobile Airtel 296 988 | 3.00 59.22
service 1S Reliance 2.88 | .969 3.00 57.50
used with [ Vodafone | 3.07| 1.00| 3.00 61.42 11.107
curiosity | Tata 274120 3.00 54.85 p<0.001
Idea 285|1.23| 3.00 57.05
BSNL 264 1.04] 3.00 52.80
Total 2921105 3.00 5835
Epistemic | Airtel 3.08|.840 | 3.00 61.50
Value Reliance 3.00| 651 3.00 60.00
Vodafone | 3.12| 837| 3.00 62.41 19.039
Tata 285].925| 3.00 57.04 p<0.001
Idea 291 .968| 3.00 58.26
BSNL 2741 710| 3.00 54.80
Total 3.01| .844] 3.00 60.29

Source: Survey Results
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Average level of epistemic value of services is moderate (3.01+ 0.844) with

the percentage mean of 60.30 as shown in Table 4.27. Kruskal - Wallis test shows that

there is a significant (p < 0.001) difference among the service providers with respect

to epistemic value they deliver. The Table 4.27 also shows that the mean value of

epistemic value is medium for the service providers Airtel, Vodafone, and Reliance

whereas for BSNL, Tata and Idea, it is low. Percentage mean value shows that

epistemic value is above industry average among Airtel and Vodafone whereas for

Reliance, Tata, BSNL and Idea, it is below industry average.

Table 4.28: Assessment of Monetary Value

Percentage Kruskal-
CMO Mean | SD | Median Mean Wallis Test %>
The price for | Airtel 3.55 | .951 4.00 71.07
mobile Reliance 3.52 | .805 3.00 70.36
serviceis | Vodafone | 3.57 | .845 | 4.00 71.35 6.971
acceptable. | Tata 3.68 | 937 | 4.00 7357 p<0.001
Idea 333 | 1.17 | 4.00 66.59
BSNL 364 | 942 | 4.00 72.80
Total 355 | 925 | 4.00 71.07
Mobile Airtel 364 | 903 | 4.00 72.82
service 1S Reliance 3.38 | 941 3.00 67.50
good value | Vodafone | 3.57 | 906 | 4.00 71.49 27.708
formoney | Tata 3.85 | 865 | 4.00 77.08 p<0.001
Idea 336 | 973 | 4.00 67.27
BSNL 368 | 1.01 | 4.00 73.60
Total 361 | 924 | 4.00 72.18
Mobile Airtel 367 | 894 | 4.00 73.50
service 1S Reliance 3.54 | .793 4.00 70.89
better value | Vodafone | 3.53 | 1.06 | 4.00 70.68 9.551
for money | Tata 373 | 1.03 | 4.00 74.50 p<0.001
than other | Idea 349 | 871 | 3.50 69.77
channels BSNL 354 | 1.16 | 4.00 70.80
Total 362 | 958 | 4.00 7237
Monetary | Airtel 3.62 | .771 3.67 72.46
Value Reliance 348 | 716 3.33 69.58
Vodafone | 3.56 | .828 | 3.67 7117 19.995
Tata 375 | 805 | 4.00 75.05 p<0.001
Idea 339 | 842 | 3.67 67.88
BSNL 362 | 844 | 4.00 72.40
Total | 3.59 | .797 | 3.67 71.87

Source: Survey Results
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Average level of monetary value is high (3.59+ 0.797) with the percentage
mean of 71.90 as shown in Table 4.28. Kruskal - Wallis test shows that there is a
significant (p < 0.001) difference among the service providers with respect to
monetary value of services. The Table 4.28 also shows that the mean value of
monetary value is high for all the subscribers of all service providers. Percentage
mean value shows that monetary value is above average among Airtel, Tata and
BSNL, whereas for Vodafone, Reliance and Idea, it is below industry average.

Table 4.29
Assessment of Customer Value

Kruskall
Percentage | Wallis
CMO Mean | SD | Median Mean testy*> | p value
Airtel 3.47 | 0.565 3.47 69.49
Reliance | 3290513 3.34 66.01 p<0.001
Vodafone | 345 | 0.543 3.44 69.11
Tata 3.37 | 0.561 3.44 67.57 | 25.04
Idea 3.21 | 0.623 3.1 64.38
BSNL 3.310.516 3.35 66.08
Total 3.4 10553 3.44 68.14

Source: Survey Results

Average level of perceived customer value in cellular mobile services industry
is high (3.40+ 0.553) with moderate percentage mean of 68.14 as shown in Table 4.29
Kruskal - Wallis test shows that there is a significant (p < 0.001) difference among the
service providers with respect to customer value they deliver. The Table 4.29 also
shows that the mean value of customer value is high for all the service providers
Airtel, Vodafone, Reliance, Tata, BSNL and Idea. Percentage mean value shows that
customer value is above industry average among Airtel and Vodafone whereas for

Reliance, Tata, BSNL and Idea, it is below industry average.
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Table 4.30
Mean and Standard Deviation of Customer Value

Dimensions Mean SD

Monetary Value 3.59 0.797
Functional value 3.60 0.651
Social value 3.45 0.800
Emotional value 3.49 0.754
Conditional value 3.28 0.494
Epistemic value 3.01 0.844
Customer Value 3.40 0.553

Source: Survey Results

Descriptive information using the means and standard deviations indicated
there is a strong response towards the customer value (Table 4.30). The results show
there was no strong response bias and the degree of variation was not very high
indicating that there was uniformity or consistency. Descriptive information regarding
the means and standard deviations indicated their high response towards functional

value and low response for epistemic value.

4.8  Factor Analysis Results of Customer Value Dimensions

Factor analysis of Customer Value Dimensions confirmed that attributes on
the scale were reliable in their measurement and most of them were found above the
adequacy. Among the six Customer Value Dimensions, Monetary Value had (0.96)
higher sample adequacy and Emotional Value had lower (0.812) sample adequacy.
The KMO score of 0.7 and above was considered being good sample adequacy.
However, the overall sample adequacy above 0.5 was considered to be a reasonable
sample adequacy for factor analysis. The KMO (Kaiser-Meyer-Olkin) measures of
sampling adequacy were found greater than 0.5 (Table 4.31). The measure of
sampling adequacy produced a score of 0.960 for “Monetary Value”, 0.867 for
“Functional Value”, 0.854 for “Social Value”, 0.812 for “Emotional Value”, 0.846 for
“Conditional Value”, and 0.876 for “Epistemic Value”. The Bartlett test of sphereicity
rejected the null hypothesis that the data matrix was an identity matrix, therefore

suggesting that significant correlations existed between at least some of the Customer
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Value Dimensions. The reliability was obtained by computing Cronbach Alpha that
measures the internal consistency of the items. Owing to multidimensionality of the
Attributes of services, coefficient alpha was computed separately. The Alpha
Coefficients for Attributes of services ranged from 0.752 to 0.900, indicating good

consistency among the items within each attributes.

Table 4.31
Factor Analysis Results of Customer Value Dimensions

Customer Factor Cronbach's | Number KMO Bartlett's
Value Loadings’ alpha’ of Items® | Sampling Test of
Dimensions Adequacy’ | Sphericity’
Monetary 0.691 0.876 3 0.960 Appox y*
Value 946.475 df

253

Sig 0.000
Functional 0.672 0.872 6 0.867 Appox ¥
Value 1344.54

df 147

Sig 0.000
Social 0.711 0.957 3 0.854 Appox %
Value 1667.56

df 327

Sig 0.000
Emotional 0.719 0.869 4 0.812 Appox %
Value 2456.78

df 786

Sig 0.000
Conditional 0.700 0.752 3 0.846 Appox ¥e
Value 2486.75 df

120

Sig 0.000
Epistemic 0.714 0.900 3 0.876 Appox x?
Value 1692.09

df 231

Sig 0.000

Note: 1. Factor loading greater than 0.5 is considered
2. Alpha value of 0.7 or higher is considered
3. Number of items used for the Dimension
4. Kaiser- Meyer — Olkin (KMO) Sampling Adequacy above 0.5 is considered
5. Bartlett's Test of Sphericity is significant
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4.9 Assessment of Switching Intentions of Respondents

The data related to switching Intentions of customers was analyzed using
Kruskal Wallis test. The constructs used for Switching Intention: are intention to
switch from current service provider; I shall need services of other service provider;

and would not continue to avail service from my current service provider.

Table 4.32
Assessment of Switching Intentions
Percentage Kruskal-
CMO Mean | SD | Median Mean Wallis Test >
Intend to switch Airtel 1.84 1.030| 2.00 36.70
from current Reliance 2.26 1.105 2.00 45.20 68.706
service provider | Vodafone | 2.15 | 1.129] 2.00 43.00 20,001
Tata 2.06 1.007 2.00 41.30 ’
Idea 2.63 914 3.00 52.50
BSNL 2.20 1.161 2.00 44.00
Total 2.09 1.070 2.00 41.80
Next time need Airtel 1.88 1.014| 2.00 37.70
services of other Reliance 2.30 1.089 | 2.00 46.10
service provider Vodafone | 2.07 1.122| 2.00 41.40 43.677
Tata 204 | 1.073| 200 | 4070 p<0.001
Idea 2.59 1.274 2.00 51.80
BSNL 2.28 1.196 | 2.00 45.60
Total 2.09 1.105 2.00 41.80
Would not Airtel 1.73 1.068 1.00 34.60
continue to avail Reliance 2.05 1.081 2.00 41.10
service from Vodafone | 2.02 1.129 | 2.00 40.40
current service Tata 2.01 1.210| 2.00 40.10 47432
provider Idea 242 | 1.172] 2.00 48.40 p<0.001
BSNL 2.02 1.059| 2.00 40.40
Total 1.96 1.133 2.00 39.30
Switching Airtel 1.82 913 1.67 36.30
Intentions Reliance 2.21 916| 2.00 44.10
Vodafone | 2.08 | 1.037| 1.67 41.60 74.506
Tata 204 | 928| 1.67 40.70 p<0.001
Idea 2.55 .988 2.33 50.90
BSNL 2.17 1.059 1.67 43.30
Total 2.05 975 1.67 40.90

Source: Survey Results

Average level of switching intention is low (2.05% 0.975) with the percentage
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mean of 40.90 as shown in Table 4.32. Kruskal - Wallis test shows that there is a
significant (p < 0.001) difference among the service providers with respect to
switching intention of customers. The Table 4.32 also shows that the mean value of
switching intention of subscribers is low for all service providers. Percentage mean
value shows that switching intention of subscribers in cellular services is below
average among Airtel, and Tata, whereas for Vodafone, Reliance, BSNL and Idea it is
above industry average.

4.10 Assessment of Strategic Performance

The data related to strategic performance were analyzed using Kruskal Wallis
test. The overall process that was used in the analysis of the constructs is described
below. Measures of strategic performances are: customer trust, customer satisfaction,
customer loyalty and brand equity.

Customer Satisfaction: I am satisfied with my decision to choose this service
provider, I did the right thing in selecting this service provider, My choice is a wise
one, I have good experience with this service provider.

Customer Loyalty: [ want to continue with this service provider, I
recommend others to use the service provider, I am proud to be a customer of this
service provider.

Customer Trust: My service provider meets all my expectations, My service
provider never disappoints me, My service provider is honest and sincere in
addressing my concerns, I can rely on my service provider for all my requirements.

Brand Equity: Even if another service provider has same features as this I
would prefer to use this service provider, If I have to choose among brands of service
providers I prefer to use this service provider, Even if another service provider has

same tariff plan as this I prefer to choose this service provider.
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Table 4.33
Assessment of Customer Satisfaction

Percentage Kruskal-
CMO Mean SD Median Mean Wallis Test %>
The service | Airtel 3.73 872 4.00 74.66
meets all the | Reliance 3.43 744 3.00 68.57
requirements | Vodafone | 3.52 | .887 | 4.00 70.41 29911
Tata 353 | 890 | 4.00 70.53 p<0.001
Idea 313 | 1.133 | 3.00 62.50
BSNL 320 | 990 | 3.00 64.00
Total 353 | 907 | 4.00 70.67
Satisfied Airtel 376 | 903 | 4.00 75.19
with the Reliance | 3.35 | .898 | 3.00 66.96
service Vodafone | 3.66 | 900 | 4.00 7311 46.076
Tata 3.62 | 908 | 4.00 72.40 p<0.001
Idea 308 | 1.085 | 3.00 61.59
BSNL 376 | 870 | 4.00 75.20
Total 360 | 925 | 4.00 72.08
The service | Airtel 3.87 .50 4.00 77.38
satisfies Reliance 3.56 .888 4.00 71.25
need Vodafone | 3.63 | 813 | 4.00 72.64 44.186
Tata 371 | 942 | 4.00 7427 p<0.001
Idea 319 | 993 | 3.00 63.86
BSNL 332 | 978 | 3.50 66.40
Total 365 | 898 | 4.00 72.97
Inconvenien | Airtel 3.55 1.167 4.00 70.97
ce from Reliance 3.29 1.054 3.00 65.89
unwanted | Vodafone | 3.54 | 1.175 | 4.00 70.88 32.700
calls/ SMS | Tata 315 | 1329 | 3.00 63.04 p<0.001
Idea 294 | 1.118 | 3.00 58.86
BSNL 322 | 1.183 | 3.00 64.40
Total 338 | 1204 | 3.00 67.60
Customer Airtel 3.73 .688 3.75 74.55
Satisfaction | Reliance 3.41 708 3.50 68.17
Vodafone | 3.59 | .681 | 3.50 71.76 53.476
Tata 350 | 729 | 3.50 70.06 p<0.001
Idea 309 | 886 | 325 61.70
BSNL 338 | 651 | 3.50 67.50
Total 354 | 727 | 3.50 70.83

Source: Survey Results

Average level of customer satisfaction is high (3.54+0.727) with percentage

mean value of 70.80 as shown in Table 4.33. Kruskal - Wallis test shows that there is
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a significant (p < 0.001) difference among the service providers with respect to
customer satisfaction. The Table 4.33 also shows that mean value of customer
satisfaction is high for all the service providers. The percentage mean value of
customer satisfaction among Airtel and Vodafone is above industry average whereas
for Reliance, BSNL, Tata and Idea, it is below industry average.

Table 4.34
Assessment of Customer Loyalty

Percentage Kruskal-
CMO Mean SD | Median Mean Wallis Test »*
Continue with | Airtel 393 | 861 | 4.00 78.59
this service Reliance 3.52 .838 4.00 70.36
provider Vodafone | 3.77 | 946 | 4.00 7547 32.375
Tata 359 | 101 | 4.00 7181 p<0.001
Idea 357 | 1.10 | 4.00 71.36
BSNL 352 | 886 | 4.00 70.40
Total 373 | 935 | 4.00 74.53
Recommend Airtel 3.83 970 4.00 76.55
others to use Reliance 3.27 .880 3.00 65.36
the service | Vodafone | 3.73 | 922 | 4.00 74.53 67.984
provider Tata 375 | 900 | 4.00 75.09 p<0.001
Idea 298 | 123 | 3.00 59.55
BSNL 338 | 1.19 | 4.00 67.60
Total 362 | 1.0l | 4.00 72.35
Wish to have | Airtel 370 | 1.13 | 4.00 73.93
one more Reliance 3.47 .794 3.00 69.46
connection, I | Vodafone | 3.56 | 1.17 | 4.00 7115 39.892
would prefer | Tata 3.62 | 977 | 4.00 72.40 p<0.001
the current Idea 2.86 | 1.279 | 3.00 57.27
service BSNL 3.00 | 1.370 | 3.00 60.00
provider Total 350 | 1.140 | 4.00 70.02
Customer Airtel 3.82 0.78 4 76.4
Loyalty Reliance 3.42 0.696 3.33 68.4
Vodafone | 3.69 | 0842 | 4 737 93.788
Tata 3.65 | 0.804 | 3.67 73.1 p<0.001
Idea 314 | 0987 | 3.33 62.7
BSNL 33 | 0986 | 3.67 66
Total 361 | 0.844 | 3.67 723

Source: Survey Results
Average level of customer loyalty is high (3.61+0.844) with percentage mean

value of 72.30 as shown in Table 4.34. Kruskal — Wallis test shows that there is a

significant (p < 0.001) difference among the service providers with respect to
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customer loyalty towards their service providers. The Table 4.34 also shows that the

mean value of customer loyalty is high for all the service providers. Percentage mean

value of customer loyalty is above the industry average among Airtel Vodafone and

Tata whereas it is below the industry average for Reliance, BSNL and Idea.

Table 4.35
Assessment of Customer Trust
Percentage Kruskal-
CMO Mean | SD | Median Mean Wallis test y*
Confident Airtel 3.82 | .795 4.00 76.31
about the Reliance 3.45 .804 3.00 68.93
service quality | Vodafone 3.57 | .849 4.00 71.42 58.574
of the service | Tata 3.37 | 958 4.00 67.49 p<0.001
provider Idea 3.20 | 1.063 3.00 64.09
BSNL 3.30 | .763 3.00 66.00
Total 3.57 | .880 4.00 71.35
Can rely on Airtel 3.74 | 924 4.00 74.85
my service Reliance 342 | .824 3.00 68.39
provider for Vodafone 3.56 | .821 4.00 71.28 39.261
all Tata 345 | .827 4.00 69.01 p<0.001
requirements | [dea 3.18 | 1.001 3.00 63.64
BSNL 3.54 | .838 4.00 70.80
Total 3.55 | .892 4.00 70.98
Service Airtel 3.79 | .987 4.00 75.78
provider Reliance 343 | .779 3.00 68.57
meets all Vodafone 3.50 | .974 4.00 70.07 55.762
expectations Tata 3.53 | .896 4.00 70.64 p<0.001
Idea 295 | 1.164 | 3.00 59.09
BSNL 324 | 1.021 3.00 64.80
Total 3.55 | .986 4.00 70.95
Customer Airtel 3.78 | 0.762 4 75.6
Trust Reliance 343 | 0.652 3.33 68.6
Vodafone 3.55 | 0.749 3.67 70.9 78.863
Tata 345 | 0.784 | 3.67 69 p<0.001
Idea 3.11 | 0.964 3 62.3
BSNL 3.36 | 0.776 3.5 67.2
Total 3.55 | 0.787 3.67 71.1

Source: Survey Results

Average level of customer trust is high (3.55+0.787) with the percentage mean

of 71.10 as shown in Table 4.35. Kruskal — Wallis test shows that there is a significant

(p <0.001) difference among the service providers with respect to trust of customers

towards their service provider. Table 4.35 also shows that the mean value of customer
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trust is high for all the service providers. Percentage mean value of customer trust is

above the industry average for Airtel and whereas it is below the industry average for

Vodafone, Tata, Reliance, BSNL and Idea.

Table 4.36
Assessment of Brand Equity

Percentage | Kruskal-Wallis
CMO Mean | SD | Median Mean Test y*
Even if another | Airtel 3.67 968 4.00 73.45
service provider [Refiance | 3.49 | .816 | 4.00 69.82 18.043
has same Vodafone | 3.43 | 1.052 | 3.00 68.58 X
features as this I |7, 350 | 1.031 | 4.00 69.94 p<0.001
would preferto 4., 327 | 1.191 | 3.00 65.45
use this service TR 17336 [ 875 | 3.00 67.20
provider Total 350 | 1.005 | 4.00 69.93
If I have to Airtel 3.84 | 964 | 4.00 76.89
choose among | Reliance 342 | 1.019 3.50 68.39
brands of Vodafone | 3.69 | 935 | 4.00 73.72 20.616
service Tata 3.64 | 1.044 | 4.00 72.87 p<0.001
providers I Idea 351 | 1.145 | 4.00 70.23
prefer to use this | BSNL 342 | 950 | 3.00 68.40
service provider [Total 3.66 | .998 | 4.00 73.17
Even if another | Airtel 3.80 968 4.00 75.92
service provider | Reliance | 3.34 | .896 3.00 66.79
has same tariff | Vodafone | 3.67 | 1.018 | 4.00 73.31 37.270
planasthis] | Tata 3.65 | 1.093 | 4.00 72.98 p<0.001
prefer to choose [Jdea 320 | 1.074 | 3.00 64.09
this service BSNL [ 378 | 815 [ 4.00 75.60
provider Total 3.63 | 1.014 | 4.00 72.58
Brand Equity | Airtel 3.77 | .828 4.00 75.42
Reliance | 3.42 | .783 | 3.33 68.33
Vodafone | 3.59 | 834 | 3.67 71.87 32.694
Tata 3.60 | 935 | 3.67 71.93 p<0.001
Idea 333 | 964 | 3.33 66.59
BSNL 352 | 674 | 3.67 70.40
Total 359 | 858 | 3.67 71.89

Source: Survey Results

Average level of brand equity is high (3.59+0.858) with the percentage mean

value of 71.90 as shown in the Table 4.36. Kruskal — Wallis test shows that there is a

significant (p < 0.001) difference among the service providers with respect to brand

equity towards their service providers. The Table 4.36 also shows that the mean value
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of brand equity is high for all the service providers. Percentage mean value of brand
equity is above the industry average for Airtel and Tata, whereas it is below industry

average for Vodafone, Reliance, BSNL and Idea.

4.11 Mean and Standard Deviation of Strategic Performance

Descriptive information regarding the means and standard deviations indicated there
is a strong response towards the strategic performance (Table 4.37). The results show
there was no strong response bias and the degree of variation was not very high
indicating that there was uniformity or consistency. Descriptive information using the
means and standard deviations indicated their high response towards customer loyalty

and low response for customer satisfaction.

Table 4.37
Mean and Standard Deviation of Strategic Performance
Std.
Dimensions Mean | Deviation
Customer Satisfaction 3.54 0.727
Customer Loyalty 361 0.844
Customer Trust 3.55 0.787
Brand Equity 3.59 0.858
Strategic Performance 3.58 0.691

Source: Survey Results
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Table 4.38
Assessment of Strategic Performance

Kruskal
Percentage | Wallis
CMO Mean [ SD | Median Mean Test x> | p value
Airtel 378 0651 | 3.84 75.49
Reliance | 3.42 (o617 | 3.46 68.38
Vodafone | 3.6 |pe45]| 3.71 72.07 p<0.001
Tata 355 [o712| 3.69 71.03 66.263
Idea 3.17 o841 | 3.32 63.32
BSNL 339 [0665| 3.46 67.78
Total 3.58 [0.691 | 3.69 71.53

Source: Survey Results

Average level of strategic performance is high (3.58+0.691) with the
percentage mean value of 71.53 as shown in the Table 4.38. Kruskal — Wallis test
shows that there is a significant (p < 0.001) difference among the service providers
with respect to strategic performance. The Table 4.38 also shows that the mean value
of strategic performance is high for all the service providers. Percentage mean value
of strategic performance is above the industry average for Airtel and Vodafone,

whereas it is below industry average for, Tata, Reliance, BSNL and Idea.

4.12 Operational Performance

To evaluate the Operational performance of CMOs variables such as service
innovation, service quality, market share, growth in market share relative to
competitors and addition of new subscribers were analyzed as shown below.
Service Innovation: Rate of introducing new services by my service provider
compared to competitors is better, I am satisfied with the value added services
available with the service provider, my service provider services are attractive
compared to competitors;
Service Quality: I think that service provider provides satisfying services, I think that
the services of my service provider are valuable, when I have a problem the response
from the service provider is satisfactory, my mobile service provider provides quality

of content and services that I need.
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Table 4.39
Assessment of Service Innovation

. Percentage Kruskal-
CMO Mean | SD | Median Mean & Wallis Test y?
Rate of Airtel 3.52 | .945 4.00 70.40
introducing Reliance 3.38 | .902 3.00 67.50
new services | Vodafone 3.67 931 4.00 73.30 48.093
by service Tata 3.54 | 1.024 4.00 70.90 p<0.001
provider Idea 331 | 998 | 3.00 66.10
compared to BSNL 3.06 | .935 3.00 61.20
competitors Total 348 | .963 4.00 69.60
Satisfied with | Airtel 3.71 970 4.00 74.20
the value Reliance 3.36 967 3.50 67.10
added services | Vodafone 3.67 | .883 4.00 73.30 45.896
available with | Tata 3.51 .857 4.00 70.20 p<0.001
the service Idea 3.33 | 1.220 3.50 66.60
provider BSNL 344 | 972 | 4.00 68.80
Total 3.56 | .974 4.00 71.10
Services are Airtel 3.63 .994 4.00 72.50
attractive Reliance 3.36 .899 3.00 67.10
compared to | Vodafone | 3.74 | .893 4.00 74.70 45.435
competitors Tata 3.60 | .998 4.00 71.90 p<0.001
Idea 3.17 | .925 3.00 63.40
BSNL 342 | 1.180 3.00 68.40
Total 3.55 978 4.00 71.10
Service Airtel 3.62 783 3.67 72.40
Innovation Reliance 3.36 748 3.33 67.30 59812
Vodafone 3.69 740 3.67 73.80 p<0.001
Tata 3.55 786 3.67 71.00
Idea 3.27 | .902 3.33 65.40
BSNL 3.31 .857 3.33 66.10
Total 3.53 798 3.67 70.60

Source: Survey Results

Average level of service innovation is high (3.53+0.798) with the percentage
mean of 70.60 as shown in Table 4.39. Kruskal - Wallis test shows that there is a

significant (p < 0.001) difference among the service providers with respect to service

innovation. The Table 4.39 also shows that innovation in services is high with all the

service providers. Percentage mean value shows that innovation in services is above

industry average among Airtel, Vodafone and Tata whereas for Reliance, BSNL and

Idea it is below industry average.
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Table 4.40
Assessment of Service Quality

Percentage Kruskal-
CMO Mean | SD | Median Mean Wallis Test »*
Service Airtel 3.69 .847 4.00 73.74
provider Reliance 3.35 .813 3.00 66.96
provides Vodafone | 3.62 | .839 4.00 72.43 23.268
satisfying Tata 3.51 | 942 | 4.00 70.29 p<0.001
services Idea 326 | 1.05 | 3.00 65.23
BSNL 3.42 .906 3.00 68.40
Total 3.55 .882 4.00 71.02
Services of Airtel 3.83 .883 4.00 76.60
service Reliance 3.44 .878 3.00 68.75
provider are | Vodafone | 3.76 | .814 4.00 75.27 40.869
valuable Tata 3.51 | .843 | 4.00 70.18 p<0.001
Idea 3.34 1.06 3.50 66.82
BSNL 3.62 901 4.00 72.40
Total 3.66 .888 4.00 73.25
Response Airtel 3.68 925 4.00 73.59
from the Reliance 3.38 .750 3.00 67.68 22.936
service Vodafone | 3.58 | 982 | 4.00 71.55 p<0.001
provider is Tata 3.55 915 4.00 70.99
satisfactory | Idea 331 | .876 | 3.00 66.14
BSNL 3.14 1.16 3.00 62.80
Total 3.53 935 4.00 70.68
Service Airtel 3.83 .870 4.00 76.50
provider Reliance 3.40 .843 3.00 68.04
provides Vodafone | 3.84 .852 4.00 76.76 44213
quality of Tata 3.67 | 907 4.00 73.33 p<0.001
contentand | Idea 330 | 1.04 | 3.00 65.91
services BSNL 3.56 1.09 4.00 71.20
Total 3.68 915 4.00 73.67
Service Airtel 3.76 .685 4.00 75.11 45.670
Quality Reliance 3.39 .674 3.50 67.86
Vodafone | 3.70 11 3.75 74.00 p<0.001
Tata 3.56 .709 3.75 71.20
Idea 3.30 .878 3.50 66.02
BSNL 3.44 .864 3.50 68.70
Total 3.61 733 3.75 72.15

Source: Survey Results
Average level of service quality is high (3.61+£0.733) with the percentage

mean of 72.20 as shown in Table 4.40. Kruskal - Wallis test shows that there is a

significant (p < 0.001) difference among the service providers with respect to service
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quality. The Table 4.40 also shows that the mean value of service quality in services
is high with all the service providers. Percentage mean value shows that service
quality in services is above industry average among Airtel, and Vodafone whereas for

Reliance, Tata, BSNL and Idea it is below industry average.

Table 4.41
Market Share

CMO March -2010 (%)
Airtel 21.84
Reliance 17.53
Vodafone 17.29
BSNL 11.89
Tata 11.29
IDEA 10.92
Others 9.24
Total 100

Source: TRAI Annual Report -2010

Market Share as on March 2010 (%)
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FIGURE 4.5
Market Share (%)
Market share of CMO firms as on 31* of March 2010 is shown in Table 4.41
and Figure 4.5. Among the service providers, Airtel was the market leader (21.84
percent), followed by Reliance (17.53 percent) in second position, Vodafone (17.29
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percent) is in third position, BSNL (11.89 percent) in fourth position, Tata (11.29
percent) in fifth position, Idea (10.92 percent) in sixth position and all other service
providers together have 9.24 percent of market share.
Table 4 .42
Market Share Growth (%)

CMO 2004-05 | 2005-06 | 2006-07 | 2007-08 | 2008-09 | 2009-10
Airtel 21 21.72 22.49 23.74 23.97 21.84
BSNL 19 19.58 18.77 15.62 13.31 11.89
Reliance 20 19.21 16.96 17.54 18.55 17.53
Vodafone 14.9 17.04 16.01 16.9 17.55 17.29
Tata 2.1 5.38 9.7 9.32 8.96 11.29
IDEA 12.5 11.32 10.15 10.8 10.98 10.92

Source: TRAI Annual Report -2010

Market Share Growth (%)
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Figure 4.6
Market Share Growth (%)

The Table 4.42 and Figure 4.6 show that Market share of CMO firms from 2005-06 to

2009-10. Among all the service providers, growth in market share is consistently
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positive for Airtel in all the years except 2009—2010. Whereas for BSNL, Reliance,

Vodafone, Tata and Idea, it is cyclical with positive and negative variation.

Table 4 .43
New Subscribers Added (in Million)

CMO 2005-06 | 2006-07 | 2007-08 | 2008-09 | 2009-10
Airtel 8.6 17.56 24.84 31.94 33.7
Vodafone 7.56 11.08 17.69 24.64 32.09
Reliance 6.86 10.7 17.78 26.88 29.75
Tata 3.76 11.17 8.31 10.79 30.82
BSNL 7.75 13.34 9.8 11.36 17.3
IDEA 2.79 7.44 11.471 14.809 20.8
Source: TRAI Annual Report -2010
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Figure 4.7
New Subscribers Added (in Million)

The Table 4.43 and Figure 4.7 show the number of new subscribers added
from 2005-06 to 2009-10 for all the CMO firms. Among all the service providers,
Airtel stands first consistently in all the years in acquiring new customers. In the last
year (2009-10), Vodafone attained second position by overtaking Reliance and
pushing it to third position in adding new customers. In adding new customers, Graph
3 shows that Idea is consistent where as Tata and BSNL have not consistently

increased.
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The firm level secondary data from March 2005 to March 2010 has been
converted into single measurement using average of year to year change.

To arrive at operational performance variables, such as service innovation,
service quality, market share, growth in market share relative to competitors and
addition of new subscribers, were added and converted to standard scores. The whole
data is categorized into three parts as poor, moderate, and good performance using
normal distribution formula (Mean + 0.425*Standard deviation). If the performance
score is less than (Mean - 0.425*Standard deviation) it is 1. If the performance score
is between (Mean - 0.425*Standard deviation) and (Mean + 0.425*Standard
deviation) it is 2. If the performance score is greater than (Mean + 0.425*Standard
deviation) it is 3.

Table 4 .44

Descriptive Statistics of Operational Performance

Std.
Minimum | Maximum | Mean | Deviation

-8.45 6.07 .00 2.88

Operational
Performance

The Table 4.44 shows that Mean value is zero with standard deviation of
2.887, hence (Mean - 0.425*Standard deviation) value is — 1.23. If the score is less
than -1.23 it is considered as poor performance, in between — 1.23 to 1.23 it is
considered as moderate performance and if score is greater than 1.23, it is considered
as good performance. To evaluate the superior performance of cellular mobile
operators, poor and moderate performing service providers are considered as below
average and good performing are considered as above average performers as shown in

Table 4.45.
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Table 4 .45

Operational Performance Level

CMO Poor | Moderate | Good
Airtel YES
Reliance YES
Vodafone YES
Tata YES
Idea YES
BSNL YES

The Table 4.45 shows that with respect to operational performance, the performance
of Airtel, Vodafone, and Reliance performance were good. The service providers

Tata, Idea and BSNL were poor with respect to operational performance.

4.13 Financial Performance
To evaluate the financial performance of CMO firms variables such as return on
investment (ROI), return on equity (ROE), return on sales (ROS), Shareholders fund,
Earnings per share (EPS), Revenue, and sales growth were analyzed for five years
from March 2005 to March 2010 as shown below.

The firm level secondary data from March 2005 to March 2010 has been

converted into single measurement using average of year to year change.
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Table 4 .46

Return on Investment (%)

CMO Mar-05| Mar-06 | Mar-07 | Mar-08 | Mar-09 | Mar-10
BSNL 8.7 8.1 7.2 4.1 1.3 -1.4
Airtel 19.5 14.7 20.3 20.5 17.9 19
Tata 14.5 8.7 8.5 5.3 8.2 6.8
Vodafone 22.5% 25% 22.9%* 11.5 16.1
Reliance 0.15%* 7.50%* 6.8 7.8 1.9
Idea 6.5 8 12.2 14.4 10.8 7.6
Average 12.3 10.4 13.5 12.3 9.6 8.3

Source : CMIE. *Annualised to Indian financial year
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Figure 4.8

Return on Investment

The Table 4.46 and Figure 4.8 show that among the service providers with respect to
return on investment, Airtel and Vodafone stand above industry average. The Figure
4.8 shows that the service providers BSNL, Tata, Reliance, and Idea are below

industry average in return on investment.
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Table 4 .47

Return on Equity (%)
CMO Mar-05 | Mar-06 | Mar-07 | Mar-08 | Mar-09 | Mar-10
BSNL 16.9 12.9 10.2 3.8 0.7 -2.3
Airtel 26 34.1 43 39.4 323 29.3
Tata 13.9 8.1 7.5 4.7 7.7 6.9
Vodafone 15.8%* 36.97* 33.67* 15.4 13.5
Reliance 0.08* 10.73* 11.4 12.6 0.9
Idea 4.8 20.2 35.1 36.5 13.5 9.3
Average 154 15.1 23.9 21.5 13.7 9.6
Source : CMIE. *4Annualised to Indian financial year
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The Table 4.47 and Figure 4.9 show that among the service providers with
respect to return on equity, Airtel and Vodafone stand above industry average. The
return on equity of Idea was raised to above average and in the last two years, (March

09 and March 10) it is equal to industry average. The Figure 4.9 shows that the
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Return on Equity
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service providers BSNL, Tata, and Reliance are below industry average in return on
equity.
Table 4 .48
Return on Sales (%)

CMO Mar-05 | Mar-06 | Mar-07 | Mar-08 | Mar-09 | Mar-10

BSNL 259 21.9 19.6 7.9 1.6 -5.7
Airtel 14.6 17.8 22.4 24 22.4 25.6
Tata 19.1 11.9 11.8 8.8 11.9 12.1
Vodafone 23.3%* 28.5% 25.3% 14.3 12.4
Reliance 42.6* 18.5% 16.9 24.1 2.9
Idea 1.6 6.2 11.4 15.1 9.7 8.5
Average 15.3 20.6 18.7 16.3 14 9.3

Source : CMIE. *Annualised to Indian financial year

ROS
50
40 at
\ == BSNL
° 30 =i Airtel
g ‘W‘ ~#*=Tata
20 r — =>&=Vodafone
& > == Reliance
& 10 =0=1Idea
Average

March March March March March ch
-10 05 06 07 08 09 10
Year

Figure 4.10

Return on Sales

The Table 4.48 and Figure 4.10 show that among the service providers with respect to
return on sales, Vodafone stands above industry average for all the years. Return on

sales for Airtel was below industry average for initial two years and later it became
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above industry average. The Figure 4.10 shows that the return on sales for service

providers BSNL, Tata, Reliance and Idea are below industry average.

Table 4 .49

Shareholders Fund (in Millions)

CMO March 05 March 06 March 07 March 08 March 09 March 10
BSNL 72,779.11 80,756.51 86,948.02 88,128.25 88,633.58 86,475.66
Airtel 44,731.20 73,354.90 114,384.80 202,391.70 | 276,417.30 | 367,350.60
Tata 57,280.60 60,611.70 63,595.00 65,473.40 67,980.50 72,807.80
Vodafone 9181.35* 18073.51* 16085.54* 20,910.20 23,950.40
Reliance 0.1* | 195001.48* | 164204.32* 248,400.30 | 516,903.20 | 504,988.90
Idea 10,429.30 11,685.30 21,791.60 35,460.40 | 11294430 | 114,572.50
Average 37,044.06 71,765.21 78,166.21 109,323.27 | 180,631.51 195,024.31

Source : CMIE. *Annualised to Indian financial year
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Shareholders Fund

The Table 4.49 and Figure 4.11 show that among the service providers with

respect to shareholders fund, Airtel and Reliance (except for Reliance in the year,

March 2005) stand above industry average. The Figure 4.11 shows that the service

providers BSNL, Tata, Vodafone, and Idea are below industry average in shareholders

fund.
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Table 4 .50

Earnings Per Share (%)

CMO Mar-05S | Mar-06 | Mar-07 | Mar-08 | Mar-09 | Mar-10
BSNL 18.8 16.3 14 4.4 1.1 -3.6
Airtel 6.5 10.7 21.3 32.9 40.8 24 8
Tata 26.5 16.8 16.4* 10.7* 18.1 16.9
Vodafone 14.61* 20.42 22.83 15 15.1
Reliance 9.59%* 12.6 23.3 2.3
Idea -0.1 0.4 2.2 4 34 34
Average 12.9 11.7 13.9 14.5 16.9 9.8

Source : CMIE. *Annualised to Indian financial year
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Figure 4.12

Earnings Per Share

The Table 4.50 and Figure 4.12 show that among the service providers with
respect to earnings per share, Airtel (except for initial two years March 2005 and
March 2006) stands above industry average. Tata stands above industry average in
earnings per share except for the year March 2008. Vodafone stands above industry
average in earnings per share except for the year March 2009. The Figure 4.12 shows
that the service providers BSNL, Reliance, and Idea are below industry average in

earnings per share.
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Table 4 .51

Revenue (In Millions)

CMO Mar-05 Mar-06 Mar-07 Mar-08 Mar-09 Mar-10
BSNL 393,575.70 | 407,595.40 | 398,326.30 | 382,060.30 | 358,209.80 | 320,717.90
Airtel 83,090.30 | 113,318.30 | 180,055.80 | 260,640.80 | 345,395.60 | 368,382.80
Tata 39,493.00 | 40,349.40 39,759.00 | 34,680.40 | 43,379.00 | 39,869.80
Vodafone 11761.8*% | 14808.15* | 18053.12* 20973.8 24425.8
Reliance 26166.84* | 104136.96* | 153,276.40 | 199,673.90 | 166,801.80
Idea 16,351.00 | 20,209.10 44,125.40 | 69,190.30 | 103,344.50 | 124,376.30
Average 133,127.50 | 103,233.47 | 130,201.94 | 152,983.55 | 178,496.10 | 174,095.73
Source : CMIE. *Annualised to Indian financial year
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Revenue (In Millions)

The Table 4.51 and Figure 4.13 show that among the service providers with

respect to revenue, BSNL and Airtel (except for Airtel in the year, March 2005) stand

above industry average. Figure 4.13 shows that the service providers Reliance, Tata,

Vodafone, and Idea are below industry average in revenue.
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Table 4 .52
Sales Growth (%)

CMO March 06 | March 07 | March 08 | March 09 | March 10
BSNL 9.68 -4.14 -9.53 -7.68 -7.45
Airtel 38.7 58.9 43.9 32.3 4.6
Tata 14.7 -0.8 -12.6 14.1 -14.1
Vodafone 26.3%* 23.2% 17.1 5.4
Reliance 299.3%* 44 8 1.9 -10.1
Idea 234 117.5 53.9 46.6 20.2
Average 21.6 82.8 23.9 17.4 -0.2

Source : CMIE. *Annualised to Indian financial year

The Table 4.52 and Figure 4.14 show that among the service providers with
respect to sales growth, Idea and Airtel (except for Airtel in the year, March 2007)

stand above industry average. The Figure 4.14 shows that the service providers

Sales growth
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Figure 4.14
Sales Growth

Reliance, Tata, Vodafone, and BSNL are below industry average in sales growth.

To arrive at financial performance variables such as ROI, ROE, ROS,
shareholder fund, EPS, revenue and sales growth were added and converted to
standard scores. The whole data is categorized into three parts as poor, moderate, and
good performance using normal distribution formula (Mean +0.425*Standard
deviation). If the performance score is less than (Mean - 0.425*Standard deviation) it

is 1. If the performance score is between (Mean - 0.425*Standard deviation) and
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(Mean + 0.425*Standard deviation) it is 2. If the performance score is greater than
(Mean = 0.425*Standard deviation) it is 3.

Table 4 .53 Descriptive Statistics of Financial Performance

Std.

Minimum | Maximum | Mean | Deviation

Financial -7.45 6.17 .00 5.30
Performance

The Table 4.53 shows that Mean value is zero with standard deviation of 5.30, hence
(Mean - 0.425*Standard deviation) value is — 2.25. If the score is less than -2.25 it is
considered as poor performance, in between -2.25 to 2.25 it is considered as moderate
performance and if score is greater than 2.25, it is considered as good performance.
To evaluate the superior performance of cellular mobile operators, poor and moderate
performing service providers are considered as below average and good performing

are considered as above average performers as shown in Table 4.54.

Table 4 .54 Assessment of Financial Performance Level

CMO Poor | Moderate | Good
Airtel YES
Reliance YES
Vodafone YES
Tata YES
Idea YES
BSNL YES

The Table 4.55 shows that the financial performance of Airtel is good, and it is
moderate for Vodafone and BSNL. The financial performance of Reliance, Tata and
Idea were found to be poor.

By aggregating strategic performance, operational performance and financial

performance (Javalgi et al., 2005) single measure superior performance was arrived.

4.14 Testing of Hypotheses of Strategic Resources on Superior Performance

Since the number of firms here are six, we have used qualitative methodology
(POOR/MODERATE/GOQOD) to rate the firms as suggested by (Miles & Huberman,
1994). Table 4.55 to 4.62 present’s the results using qualitative scaling.
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Four hypothesised relationships between strategic resources and superior
performance (Chapter Two) were tested:

H1: The strategic resources will be positively related to superior performance of the
firm.

H1a: The strategic resources will be positively related to strategic performance of the
firm.

H1b: The strategic resources will be positively related to operational performance of
the firm.

Hle: The strategic resources will be positively related to financial performance of the
firm.

The hypothesis test includes, standardised regression coefficients (p),
coefficients of determination (adjusted R square) and significant parameter of fitted
model.

4.14.1 Pearson Correlation

Correlation analysis indicated the significant relationship between strategic
resources and superior performance (Table 4.55). A significant correlation was
observed between strategic resources with superior performance (r = 0.679, p<0.001),
operational performance (r = 0.717, p<0.001), and financial performance (r = 0.693,
p<0.001). The correlation between strategic resources and strategic performance (r =
0.414, p<0.001) was found to be moderate. The correlation between customer capital
(r = 0.827, p<0.001) and innovation capital (r = 0. 831, p<0.001) with superior
performance was found to be significant. The Pearson correlation between human
capital and superior performance is (r = 0.563, p<0.001). Similarly there is a
significant correlation between reputation capital and superior performance (r = 0.565,
p<0.001), customer capital and superior performance (r = 0.827, p<0.001), location
capital and superior performance (r = 0.564, p<0.001), innovation capital and superior
performance (r = 0.831, p<0.001), and process capital and superior performance (r =
.0.573, p<0.001). There was also significant inter group correlation between
individual strategic resources and hence strategic resources were significantly

correlated with each other (p<0.001).
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Table 4. 55
Pearson Correlation Matrix of Strategic Resources

Strategic
RC CC LC PC IC SPRP  SP OP FP Resources

Human Capital (HC) r 0.995 0.846 0.906 0.710 0.975 0.563  0.323 0.807 0.529 0.955

p 0.000¥  0.000*  0.000* 0.000* 0.000*  0.000* 0.000* 0.000*  0.000* 0.000*
Reputation Capital r 0.872 0.933  0.752 0.990 0.565  0.417 0.839 0.540 0.974
(RC) p 0.000*  0.000* 0.000* 0.000*  0.000* 0.000* 0.000*  0.000* 0.000*
Customer Capital r 0.873  0.891 0.889 0.827  0.399 0.932 0.717 0.939
(CO) p 0.000* 0.000* 0.000*  0.000* 0.000* 0.000*  0.000* 0.000*
Location Capital r 0.793 0.974 0.564  0.484 0.876 0.687 0.968
(LO) p 0.000* 0.000*  0.000* 0.000* 0.000*  0.000* 0.000*
Innovation Capital r 0.785 0.831  0.499 0.983 0.796 0.863
(I10) p 0.000*  0.000* 0.000* 0.000*  0.000* 0.000*
Process Capital (PC) r 0.573  0.407 0.870 0.602 0.911

p 0.000*  0.000*  0.000*  0.000* 0.000%*
Superior r 0.395 0.827 0.851 0.679
Performance (SPRP) |, 0.000*  0.000*  0.000*  0.000*
Strategic r 0.265 0.170 0.414
Performance (SP) p 0.000* 0.000*  0.000*
Operational r 0.820 0.717
Performance (OP) p 0.000*  0.000*
Financial r 0.693
Performance (FP) p 0.000*

Source: Survey Results
Note r= Pearson Correlation; p is level of significance p<0.001, *Correlation is significant at the 0.01 level (2-tailed).
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4.14.2 Model Summary of Effect of Strategic Resources on Superior
Performance
Among the three measures of superior performance, strategic resources
yielded 31.9 percent on strategic performance, 51.4 percent on operational
performance, 48 percent on financial performance, and 46.1 percent on superior
performance (Table 4.56).
Table 4 .56

Model Summary of Effect of Strategic Resources on Superior Performance

Strategic Std. Error of
Resources R R? Adjusted R? the Estimate
Strategic 0.414 0.172 0.018 1.00
Performance

Operational 0.717 0.514 0.514 1.92
Performance

Financial 0.693 0.480 0.479 3.8
Performance

Superior 0.679 0.461 0.830 13.1
Performance

Source: Survey Results

The estimated non standardised coefficients, standardised coefficients, and t
statistics for the hypothesised relationships of strategic resources on superior
performance is shown in Table 4.57. Strategic resources have a very strong positive
relationship with superior performance (B= 0.711 for HI), a strong positive
relationship with operational performance (= 0.717 for HIb), and financial
performance (B= 0.693 for Hlc), and it has a moderate relationship with strategic

performance (= 0.336 for Hla).

147



Table 4 .57

Beta Coefficients of Effect of Strategic Resources on Superior Performance

Non

standardized | Standardized
Performance Coefficients Coefficients t Sig.

Std.

B Error B
Strategic 1.63 | 0.318 0.336 | 5.137| .000
Performance
Operational 246 0.610 0.717 | 8.459| .000
Performance
Financial 45] 1213 0.693 | 5.892 | .000
Performance
Superior 35| 4.165 0.711| 8.725| .000
Performance

Source: Survey Results

The research hypotheses tested here provide a relationship between strategic
resources and superior performance (Table 4. 58). The findings showed strategic
resources had a significant influence on superior performance (H1: t= 8.725,
p<0.001). Similarly strategic resources had a significantly positive relationship with
strategic performance (Hla: t= 5.137, p<0.001), operational performance (H1lb: t=
8.459, p<0.001) and financial performance (Hlc: t= 5.892, p<0.001). Thus strategic
resources had a significantly positive influence on Superior performance, strategic
performance, operational performance and financial performance.

Table 4 .58

Underlying Hypotheses of Strategic Resources on Superior performance

Hypotheses | Strategic resources r B p Supported

Superior 0.679 0.711 0.000* YES

H1 Performance

Hla Strategic 0.414 0.336 0.000* YES
Performance

Hlb Operational 0.717 0.717 0.000* YES
Performance

Hlc Financial 0.693 0.693 0.000%* YES
Performance

Source: Survey Results
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4.15 Testing Hypotheses of Strategic Resources on Attributes of Services and
Customer Value

Two hypothesised relationships between strategic resources with attributes of services

and customer value were tested:

H2: The strategic resources have a positive influence on the attributes of services.

H3: The strategic resources positively influence customer value.

The hypothesis test include, standardised regression coefficients (B),
coefficients of determination (adjusted R square), and significant parameter of fitted

model.

4.15.1 Pearson Correlation

Correlation analysis indicated the significant relationship between strategic
resources with attributes of services and customer value (Table 4.59). A moderately
significant correlation was found between strategic resources with attributes of
services (r = 0.346, p<0.001), customer value (r = 0.316, p<0.001). There is a
significant positive relationship between strategic resources with attributes of services

and customer value.

Table 4 .59
Pearson Correlation Matrix of Strategic Resources with Attributes of Services

and Customer Value

Attributes
of Services Customer
Value
Strategic 1| 0346() | 0316(*%)
Resources | 0.000 0.000

Source: Survey Results
** Correlation is significant at the 0.001 level
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4.15.2 Model Summary of Effect of Strategic Resources on Attributes of Services
and Customer Value
Strategic resources had an influence of 12.9 percent on attributes of services
and 10.4 percent on customer value (Table 4.60).
Table 4 .60

Model Summary of Effect of Strategic Resources on Attributes of Services and
Customer Value

Strategic Adjusted | Std. Error of
Resources R R? R? the Estimate
Attributes of 0.346 0.12 011 72855
Services

Customer 0.316 0.10 009 65840
Value

Source: Survey Results

The estimated non standardised coefficients, standardised coefficients, and t
statistics for the hypothesised relationships of strategic resources with attributes of
services and customer value is shown in Table 4.61. Strategic resources have a very
strong positive relationship with attributes of services (B= 0.109 for H2), and
customer value (= 0.098 for H3).

Table 4 .61
Beta Coefficients of Effect of Strategic Resources on Attributes of Services and

Customer Value

Strategic Non standardized | Standardized
resources Coefficients Coefficients

B Std. Error B t Sig.
Adtributes of | ¢, 231 0.109 4.103 | 0.000
Services
Customer Value | 767 .209 0.098 3.679 | 0.000

Source: Survey Results

The research hypotheses tested here provide a relationship between strategic
resources with attributes of services and customer value (Table 4.62). The findings

showed strategic resources had a significant influence on attributes of services (H2: t=
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4.103, p<0.001). Similarly strategic resources had a significantly positive relationship
with customer value (H3: t= 3.679, p<0.001). Thus strategic resources had a
significantly positive influence on attributes of services and customer value.

Table 4 .62
Underlying Hypotheses of Effect of Strategic Resources on Attributes of Services

and Customer Value

Hypotheses | Strategic Resources r B p Supported
H2 Attributes of Services | 0.346 0.109 0.000* YES
H3 Customer Value 0.316 0.098 0.000* YES

Source: Survey Results
The measurement model of strategic resources specifies the strength of their

relationship with attributes of services and customer value.

4.16 Testing of Hypotheses on Attributes of Services and Customer Value

Five hypothesised relationships between attributes of services with attributes of

customer value were tested:

H4a: Usefulness of cellular mobile services will positively affect the customer
value.

H4b: Ease of use of cellular mobile services will positively affect the customer
value.

H4c: Compatibility of cellular mobile services will positively affect the customer
value.

H4d: Network size of cellular mobile services will positively affect the customer
value.

H4e: Complementary service variety of cellular mobile services will positively
affect the customer value.
The hypothesis test include, standardised regression coefficients () and

significant parameter of fitted model.

4.16.1 Pearson Correlation

Correlation analysis indicated significant relationship between attributes of cellular

mobile services and customer value (Table 4.63). A high correlation was found
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between ‘complementary service variety’ (r =0.686, p<0.01) and ‘customer value’.
Correlation ranked highest for ‘complementary service variety’, second for ‘ease of
use’, third for ‘compatibility’, fourth for ‘usefulness’, and fifth for ‘network size’,
with ‘customer value’. There was also inter - group correlation between attributes of

services and they are significantly correlated with each other (p<0.01).

Table 4 .63

Pearson Correlation Matrix of Attributes of Services and Customer Value

Attributes of Services 2) (&) “4) 5) (6)
Customer Value (1) r |0.621]0.633|0.622|0.528 | 0.686
p 10.000|0.000 | 0.000 | 0.000 | 0.000
Usefulness (2) r | 1.00 | 0.645(0.630|0.563 | 0.638
p 0.000 | 0.000 | 0.000 | 0.000
Ease of use (3) r 1.00 | 0.692|0.574 | 0.678
p 0.000 | 0.000 | 0.000
Compatibility (4) r 1.00 |0.564 | 0.699
p 0.000 | 0.000
Network Size (5) r 1.00 | 0.643
p 0.000
Complementary Service Variety (6) r 1.00
P

Source: Survey Results
Note: r is Pearson correlation coefficient; p is level of significance, p<0.001. N= 1200

The estimated non standardized coefficients, and standardized coefficients, t
statistics for the hypothesized relationship of attributes of cellular mobile services on
customer value are shown in Table 4.64. Among the five attributes of services, except
for network size (f=0.029, p = 0.268 not significant), all have a significant effect on
customer value. Among the significant factors influence of ‘complementary service
variety’ stands first (f=0.333) followed by ‘usefulness’ ($=0.200), ‘ease of use’
(B=0.174), and ‘compatibility’ (f=0.126) (Table 4.64).
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4.16.2 Model Summary of Effect of Beta Coefficients of Attributes of Services on

Customer Value

Table 4 .64
Beta Coefficients of Attributes of Services on Customer Value
Non
standardized Standardized
Coefficients Coefficients

B | Std. Error B t Sig
Usefulness .143 .020 0.200 7.14 .000
Ease of use 138 .024 0.174 5.77 .000
Compatibility .092 .022 0.126 4.15 .000
Network size .021 .019 0.029 1.10 .268
Complementary |, | )5 0.333 10.6 | .000
service variety

Source: Survey Results

It is found in the Table 4.65 that all the standardized path coefficients

(excluding network size) related to the five attributes of services with customer value

have positive sign and are statistically significant (p<0.01): hypotheses H4a, H4b,

H4c, and H4e are accepted. Whereas hypothesis H4d is rejected and it has some

positive influence on customer value but it is statistically not significant.

The research model for the study with the standardized coefficients of each parameter

is shown in Figure 4.15

Table 4 .65
Underlying Hypotheses of Effect of Attributes of Services on Customer Value

Hypotheses | Customer Value r B p Supported
Dimensions
H4a Usefulness 0.621 0.200 0.000* YES
H4b Ease of use 0.633 0.174 0.000* YES
H4c Compatibility 0.622 0.126 0.000* YES
H4d Network size 0.528 0.029 0.268 NO
H4e Complementary 0.686 0.333 0.000* YES
service variety

Source: Survey Results
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= *
B=0.126*
Compatibility >
B =0.029

B=0.333*

Customer

value

Complementar
y service

Note:

4.17

Five

* indicate significance at p<0.001

Figure 4.15

Measurement Model of Attributes of Services

Testing of Hypotheses of Effect of Attributes of Services on Customer

Value and Superior Performance

hypothesised relationships between attributes of services with customer value

and superior performance were tested:

H4:
HS5:

H5a:
H5b:

HS5c:

The

The attributes of services will influence the customer value positively.

The attributes of services will have a positive influence on the superior

performance.

The attributes of services will influence the operational performance

positively.

hypothesis test includes, standardised regression coefficients (J), coefficients of

determination (adjusted R square), and significant parameter of fitted model.
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4.17.1 Pearson Correlation

Correlation analysis indicated significant relationship between attributes of
services with customer value, strategic performance, operational performance,
financial performance and superior performance (Table 4.66). There was a high
correlation of attribute of services with customer value (r =0.803, p<0.001), and with
strategic performance (r =0.840, p<0.001). Correlation of attributes of services with
superior performance (r =0.556, p<0.001), operational performance (r =0.568,

p<0.001), and financial performance (r =0.387, p<0.001), was found to be moderate.

Table 4 .66
Pearson Correlation Matrix of Attributes of Services with Customer Value and

Superior Performance

Attributes of
Services
Customer r 0.803 (**)
Value p 0.000
Strategic r 0.840 (**)
Performance | p 0.000
Operational r 0.568 (**)
Performance | p 0.000
Financial r 0.387 (**)
Performance | p 0.000
Superior r 0.556 (**)
Performance | p 0.000

Source: Survey Results
Note: r is Pearson correlation coefficient; p is level of significance
** Correlation is significant at the 0.01 level (2-tailed). N=1200

4.17.2 Model Summary of Effect of Attributes of Services on Customer Value

and Superior Performance

The effect of attributes of services was found to be 64.5 percent on customer
value; 70.5 percent on strategic performance; 32.3 percent on operational
performance; 15 percent on financial performance; and 31 percent on superior

performance (Table 4.67).
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Table 4 .67

Model summary of Effect of Attributes of Services on Customer Value and

Superior Performance

Attributes of Std. Error of
Services R R? Adjusted R* | the Estimate
Customer 0.803 0.645 0.645 386
Value

Strategic 0.840 0.705 0.705 543
Performance

Operational 0.568 0.323 0.322 2.37
Performance

Financial 0.387 0.150 0.141 5.26
Performance

Superior 0.556 0.310 0.301 3.42
Performance

Source: Survey Results

The estimated non standardized coefficients, standardized coefficients, and
t statistics for the hypothesized relationship of attributes of services with customer
value, strategic performance, operational performance, financial performance and
superior performance is shown in Table 4.68. Attributes of services had a very
significant effect on customer value ($=0.803 for H4), and strategic performance
(B=0.840 for H5a). Attributes of services had a significant effect on operational
performance (=0.568 for H5b). There is a moderately significant effect of attributes

of services on financial performance ($=0.123 for H5c).and superior performance

(B=0.175 for H5).
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Table 4 .68

Beta Coefficients of Effect of Attributes of Services on Customer Value and

Superior Performance

Attributes of | Non standardized | Standardized
Services Coefficients Coefficients
Std.

B Error B t Sig
Customer 721 014 0.803 5.005 | 0.000
Value
Strategic 1.16 019 0.840 9.593 | 0.000
Performance
Operational 2.26 085 0.568 6.611 | 0.000
Performance
Financial 891 192 0.123 4.636 | 0.000
Performance
Superior 7.64 1.147 0.175 6.664 | 0.000
Performance

Source: Survey Results

The research hypotheses tested here provide a relationship between attributes
of services with customer value, strategic performance, operational performance,
financial performance and superior performance (Table 4.69). The findings showed
that attributes of services had a significant influence on customer value (H4: t =5.005,
p<0.001); strategic performance (H5a: t =9.593, p<0.001); operational performance
(H5b: t =6.611, p<0.001); financial performance (HS5c: t =4.636, p<0.001); and
superior performance (HS5: t =6.664, p<0.001). Thus attributes of services had a
significant positive influence on customer value, strategic performance, operational

performance, financial performance and superior performance.
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Table 4 .69
Underlying Hypotheses of Effect of Attributes of Services on Customer Value

and Superior Performance

Hypotheses gg‘;?:::es of r B p Supported

H4 Customer Value 0.803 0.803 0.000 YES
Attributes of

H5 Services On 0.556 | 0.175 0.000 YES
Superior
Performance

Hsa | Strategic 0.840 |  0.840 0.000 YES
Performance

gy | Operational 0568 | 0568 0.000 YES
Performance

Hsc | Financial 0387 | 0.123 0.000 YES
Performance

Source: Survey Results

4.18 Testing of Hypotheses of Effect of Customer Value on Superior
Performance

Four hypothesised relationships between customer value and superior performance

were tested:

H6: The customer value will influence the superior performance positively.

Hé6a: The customer value will influence the strategic performance positively.

H6b: The customer value will influence the operational performance positively.

Hé6c: The customer value will influence the financial performance positively.

The hypothesis test includes standardised regression coefficients (f3),
coefficients of determination (adjusted R square) and significant parameter of fitted
model.

4.18.1 Pearson Correlation

Correlation analysis indicated significant relationship of customer value with strategic
performance, operational performance, financial performance and superior
performance (Table 4.70). A high correlation was found between customer value and

strategic performance (r =0.663, p<0.01). Correlation between customer value with

158




operational performance (r =0.531, p<0.01), financial performance (r =0.467, p<0.01),

and superior performance (r =0.470, p<0.01), was found to be moderate.

Table 4 .70
Pearson Correlation Matrix of Customer Value and Superior Performance

Performance Customer Value
Strategic r 0.663**
Performance | p 0.000
Operational r 0.531**
Performance | p 0.000
Financial r 0.467**
Performance | p 0.000
Superior r 0.470**
Performance | p 0.000

Note: r is Pearson correlation coefficient; p is level of significance

** Correlation is significant at the 0.001 level. N=1200
4.18. 2 Model Summary of Effect of Customer Value on Superior Performance
The effect of customer value on strategic performance was found to be 44.2

percent; 28.2 percent on operational performance; 21.9 percent on financial

performance; and 21.1 percent on superior performance (Table 4.71).

Table 4 .71

Model summary of Effect of Customer Value on Superior Performance

Adjusted | Std. Error of
Customer Value R R? R? the Estimate
Strategic Performance 0.663 0.442 0.242 2.51477
Operational Performance 0.531 0.282 0.242 2.51477
Financial Performance 0.467 0.219 0.180 5.28363
Superior Performance 0.470 0.221 0.211 31.57227

Source: Survey Results

The estimated non standardized coefficients, standardized coefficients and t
statistics for the hypothesized relationship of customer value with strategic
performance, operational performance, financial performance and superior
performance is shown in Table 4.72. Customer value had a very high significant

effect on strategic performance (=0.738 for H6a). Customer value had a moderately
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significant effect on operational performance (f=0.492 for H6b). The effect of
customer value on financial performance (f=0.194 for H6c) and superior performance

(B=0.148 for H6) is low significant.

Table 4.72
Beta Coefficients of Effect of Customer Value on Superior Performance

Customer Non standardized | Standardized
value Coefficients Coefficients

Std.

B Error ] t Sig

Strategic 1.137 027 0.738 4.165 | 0.000
Performance
Operational | g | 190 0.492 2.793 | 0.000
Performance
Financial 753 214 0.194 3.526 | 0.000
Performance
Superior 7.144 | 1276 0.148 5.597 | 0.000
Performance

Source: Survey Results

The research hypotheses tested here provide a relationship between customer
value and superior performance (Table 4.73). The findings showed that customer
value had a positive influence on superior performance (H6: t=5.597, p<0.001), on
strategic performance (Hé6a: t=4.165, p<0.001), on operational performance (H6b:
t=2.793, p<0.001), and on financial performance (H6c: t=3.526, p<0.001). Thus
customer value had a significantly positive influence on strategic performance,

operational performance, financial performance and superior performance.
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Table 4 .73

Underlying Hypotheses of Effect of Customer Value on Superior Performance

Hypotheses | Customer Value r p p Supported

HE Superior 0.470 0.148 0.000 YES
Performance

Héa Strategic 0.663 0.738 0.000 YES
Performance

H6b Operational 0.531 0.492 0.000 YES
Performance

Hée Financial 0.467 0.194 0.000 YES
Performance

4.19

Source: Survey Results

Testing of Hypotheses of Effect of Customer Value Dimensions and
Superior Performance

Each of the six dimensions of customer value plays an antecedent role towards

creating superior performance for a CMO firm. Six hypothesised relationships

between the six dimensions of customer value with superior performance were tested:

Heéd:
Hée:
Hef:
Heég:
H6h:
Hé6i:

Functional value will positively affect the superior performance.
Social value will positively affect the superior performance.
Emotional value will positively affect the superior performance.
Conditional value will positively affect the superior performance.
Epistemic value will positively affect the superior performance.
Monetary value will positively affect the superior performance.

The hypothesis test includes standardised regression coefficients () and

significant parameter of fitted model.

4.19.1 Pearson Correlation

Correlation analysis indicated significant relationship between dimensions of

customer value with superior performance (Table 4.74). A very significant correlation

was found between monetary value and superior performance (r = 0.785, p<0.001)

and also between, functional value (r = 0.724, p<0.001) and superior performance. The

correlation ranked highest for ‘monetary value’, second for ‘functional value’, third

for ‘social value’, fourth for ‘epistemic value’, fifth for ‘emotional value’, and sixth
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for ‘conditional value’. There was also inter - group correlation between dimensions

of customer value and they are significantly correlated with each other (p<0.001).

Table 4 .74
Pearson Correlation Matrix of Customer Value Dimensions
Functional | Social | Emotional | Conditional | Epistemic | Monetary
Value Value Value Value Value Value

Superior r 0.724 | 0.551 0.532 0.379 0.540 0.785
performance | p 0.000 | 0.000 0.000 0.000 0.000 0.000
Functional r 0.51 0.479 0.492 0.271 0.590
Value p 0.000 0.000 0.000 0.000 0.000
Social Value | r 0.666 0.448 0.382 0.304
p 0.000 0.000 0.000 0.000

Emotional r 0.563 0.381 0.381
Value p 0.000 0.000 0.000
Conditional | r 0.451 0.38
Value p 0.000 0.000
Epistemic r 0.192
Value p 0.000

Source: Survey Results Note: r is Pearson correlation coefficient; p is level of
significance, p<0.001.

4.19.2 Model Summary of Effect of Customer Value Dimensions on Superior

Performance

The estimated non standardized coefficients, standardized coefficients and t

statistics for the hypothesized relationship of dimensions of customer value with

superior performance is shown in Table 4.75. All the dimensions of customer value

have a significant effect on superior performance. Among the significant factors,

influence of ‘monetary value’ stands first (3=0.262 for H61) followed by ‘functional
value’ (p=0.246 for H6d), ‘emotional value’ (B=0.184 for H6f), ‘social value’
(B=0.181 for Ho6e) ‘epistemic value’ (f=0.119 for H6h) and ‘conditional value’
(B=0.101 for H6g) (Table 4. 75).
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Table 4 .75

Beta Coefficients of Effect of Customer Value Dimensions on Superior

Performance
Customer value Non standardized Standardized
Dimensions Coefficients Coefficients
Std.
B Error B t p

Functional value 0.246 0.036 0.246 11.36 | 0.000
Social value 0.095 0.030 0. 181 9.365| 0.000
Emotional value 0.106 0.033 0.184 5.313 | 0.000
Conditional value 0.108 0.030 0.101 6.438 | 0.000
Epistemic value 0.087 0.023 0.119 2.060| 0.000
Monetary value 0.232 0.026 0.262 3.199 | 0.000

Source: Survey Results

The research hypotheses tested here provide a relationship between
dimensions of customer value and superior performance (Table 4.76). The findings
showed that monetary value had the highest influence on superior performance (H6i:
t=3.199, p<0.001). Similarly functional value; (H6d: t=11.36, p<0.001), emotional
value; (H6f: t=5.31, p<0.001), social value; (H6e: t=9.36, p<0.001), epistemic value;
(H6h: t=2.06, p<0.001), and conditional value; (H6g: t=6.438, p<0.001) (Table 4.76)
also had a very significant influence on superior performance. Thus the dimensions
of customer value: monetary value, functional value, emotional value, social value,
epistemic value and conditional value had a significantly positive influence on
superior performance.

The measurement model of customer value dimensions specifies strength of

their relationship with superior performance (Figure 4.16).
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Table 4 .76
Underlying Hypotheses of Effect of Customer Value Dimensions on Superior

Performance
Superior
Hypotheses Pell')formance r B p Supported
Héd Functional Value 0.724 0. 246 0.000 YES
Hé6e Social Value 0.551 0. 181 0.000 YES
Heéf Emotional Value 0.532 0.184 0.000 YES
Hég Conditional Value 0.379 0.101 0.000 YES
Hé6h Epistemic Value 0.540 0.119 0.000 YES
Heéi Monetary Value 0.785 0.262 0.000 YES

Source: Survey Results

Functional Value
B=0.246*
Social Value

Emotional Value

B=0.181*

B=0.184*

Superior
B: 0.101* Performance
Conditional Value
p=0.119*

Epistemic Value

Monetary Value

Note: * indicate significance at p<0.001

Figure 4.16

Measurement Model of Effect of Customer Value Dimensions on Superior
Performance
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4.20 Testing of Hypotheses of Effect of Strategic Resources, Attributes of
Services, and Customer Value on Switching Intention
Three hypothesised relationships between the switching intention of customer

with strategic resources, attributes of services, and customer value were tested:

H7: Switching intention of customers will be negatively influenced by the strategic
resources.

H8: Switching intention of customers will be negatively influenced by the
attributes of services

H9: Switching intention of customers will be negatively influenced by the

customer value.

The hypothesis test includes, standardised regression coefficients (f), and

significant parameter of fitted model.

4.20.1 Pearson Correlation

Correlation analysis indicated a significant negative relationship between switching
intention of customer with strategic resources, attributes of services, and customer
value (Table 4.77). Strategic resources (r = -.152, P<0.001); attributes of services (r = -
402, p<0.001); and customer value (r = -.353, p<0.001) had a negative significant
influence on switching intention of customers.

Table 4 .77
Pearson Correlation of Switching Intention

Switching

intentions
Strategic r - 152(*%*)
Resources p 0.000
Attribute of r -.402(**)
Services p 0.000
Customer r -.353(*%*)
Value p 0.000

Source: Survey Results
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4.20.2 Model Summary of Effect of Strategic Resources, Attributes of Services,

and Customer Value on Switching Intention

Table 4 .78
Beta Coefficients of Switching Intention
Non Standardize
standardized d
Coefficients Coefficients Hypotheses | Supported
Std.
B Error B t Sig.
Strategic |5 945 | 0319 20,081 | -2.953 | .000 H7) YES
Resources
Attributes 1 o or | (.63 20296 | -7.313 | .000 H8 | YES
of services
Customer | 351 070 20.132 | -3.281 | .000 HO | YES
value

Source: Survey Results

The estimated non standardized coefficients, standardized coefficients and t
statistics for the hypothesized relationship of switching intention on strategic
resources, attributes of services and customer value are shown (Table 4.78). Strategic
resources (B = -0.081for H7); attributes of services (B = -0.296 for H6d); and
customer value ( = -0.132 for H6f) had significantly negative influence on switching
intention of customers. Thus strategic resources, attributes of services and customer
value had a significantly negative influence on switching intention.

4.21 Strategic Resources and Superior Performance in CMO Firms

In the measurement of strategic resources and superior performance, 83
indicator variables were used from the four constructs. The strategic resources on
superior performance ( = 0.711), attributes of services (f = 0.109) and on customer
value (B = 0.098) strengthened the relationship. The relationship of attributes of
services with customer value (B = 0.803), and superior performance (f = 0.175) as
well as customer value with superior performance (B = 0.148) strengthened. All
hypotheses (H1, H2, H3, H4, HS, and H6) were supported and statistically significant

in the model (p<0.001). This indicates that strategic resources had significant
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contribution towards development of distinguished services, creation of better
customer value and attainment of superior performance for CMO firms. The study
aligned attributes of services, and customer value dimensions to obtain a holistic view
of RBV and SCA in CMO firms. Finally to develop the comprehensive system to
achieve SCA and superior performance, the strategic resources, attributes of services,

and customer value dimensions were integrated into the model (Figure 4.17)

Attributes of

B =0.109 r> =0.12 Services H5

o =0.175 r*=0.310

H4
B=0.803 r2=0.64

B=0.711 r>=0.461

Superior
Performance

Strategic
Resources

H1

H3

B =0.148 r>=0.221
B =0.098 r>=0.10 Customer

H6

Value

Source: Survey Results
Figure 4.17

Model of Effect of Strategic Resources on Superior Performance

4.22 Summary

The results of the study indicated that there was a significant relationship
between strategic resources and superior performance. There was a significant
relationship between attributes of services, customer value and superior performance.
The strategic resources: human capital, reputation capital, customer capital, location
capital, process capital and innovation capital, identified in the research have positive

relationship with superior performance and contribute significantly to the superior
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performance of a firm. The attributes of services: usefulness, ease of use, network
size, compatibility and complementary services have a positive influence on customer
value. All the attributes of services, except network size, all the attributes influence
significantly the customer value. The six dimensions of customer value; functional
value, social value, emotional value, conditional value, epistemic value and monetary
value all have a significantly positive influence on superior performance. Airtel is the
only service provider in India which has achieved superior performance in all
performance measures; strategic performance, operational performance and financial
performance. Strategic resources, attributes of services and customer value have a
significantly negative influence on the switching intention of customers. Thus the
study adopted inductive and deductive approaches successfully and integrated
strategic resources, attributes of services, and customer value dimensions to obtain a
holistic view of resource based view to achieve sustainable competitive advantage and

superior performance for cellular mobile operator firms.
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CHAPTER FIVE
SUMMARY OF FINDINGS, CONCLUSION AND
RECOMMENDATONS

51  Chapter Overview

The chapter discusses the summary of findings, conclusions and
recommendations of inductive and deductive analysis and hypotheses testing. The
chapter also discusses theoretical and managerial implications, limitations of the research

and directions for future research.
52  Summary of Findings
(A) Strategic Resour ces

1. Strategic resources has significant positive influence on superior performance of

CMO firms (H1: t = 8.725, p<0.001, r = 0.679).

2. Executives opine that among strategic resources identified, human capital is of
highest priority (0.36) and location capital (0.06) is of lowest priority for CMO

firms.

3. The strategic resources analysed using analytic hierarchical process and

correlation yielded the following results:

a. Human Capital: The important factors of human capital are: (i)
Employees Sound Domain Knowledge (ii) Relevant Education and
Experience in Cellular Mobile Operations (iii) The Basic Values of
Organization (iv) Learning as the Key to Improvement (v) Employee
Attrition rate (vi) Job Satisfaction Level and (vii) Personnel Capability to
Handle Complex Situations and Problems. Human capital has significant

correlation with superior performance (r = 0.563, p<0.001).

b. Reputation Capital: The important factors of reputation capital are:

Customers Feeling About (i) Firm, (ii) Secure in Services, and (iii) Great
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deal of respect for Firm. Reputation capital has significant correlation with

superior performance (r = 0.565, p<0.001).

Customer Capital: The important factors of customer capital are: (i)
Customer Churn Rate (ii) Strong Loyal Customer Base (iii) Strategy of
Competitive Advantage is Based on Understanding Customer Needs and
(iv) Commitment to Retain Valued Customers. Customer capital has

significant correlation with superior performance (r = 0.827, p<0.001).

Location Capital: The important factors of location capital are: (i)
Services in Economically Highly Attractive Places (ii) Geographical
Coverage and (iii) Spatial Location. Location capital has significant

correlation with superior performance (r = 0.564, p<0.001).

Innovation Capital: The important factors of innovation capital are: (i)
Innovation in Services and Processes on R&D results are readily accepted
(1) Management actively seeks innovative ideas (iii) People Are Not
Penalized for New Ideas that do not Work (iv) Introduce New Services
Before Competitors and (v) Value Added Services are More Attractive
Compared to Competitors. Innovation capital has significant correlation

with superior performance (r = 0.831, p<0.001).

Process Capital: The important factors of Process capital are: (i) Internal
Work Sequences are Contributing Significantly in Delivering Quality
Services (ii) Queue in Call Centre is Reduced Drastically (iii) Reduction
In Number of Complaints Received (iv) Able to Answer and Resolve
Customer Queries Instantly and (v) Number of Complaints Handled by
Employees Per Hour in Call Center is Increasing. Process capital has

significant correlation with superior performance (r = 0.573, p<0.001).
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(B)

Strategic resources have significant influence on strategic performance (Hla: t =
5.137, p<0.001, r = 0.414), operational performance (H1b: t= 8.459, p<0.001, r =
0.717) and financial performance (HIc: t= 5.892, p<0.001, r = 0.693).

Strategic resources have significant influence on attributes of services (H2:
p<0.001, r = 0.346). The influence of strategic resources on attributes of services

is 10.9 percent.

Strategic resources have significant influence on customer value (H3: p<0.001, r

=0.316). The influence of strategic resources on customer value is 9.8 percent.
Attributes of Services

Attributes of services have significant correlation with customer value (H4: t=

5.005, p<0.001, r =0.803).

Attributes of services namely: (i) Usefulness (ii) Ease of use (iii) Network size
(iv) Compatibility and (v) Complementary service variety yielded 64.5 per cent

explanatory power on customer value.

The strength of the attributes of services with customer value is as follows.
Complimentary service variety with customer value (f=0.333; H4e), usefulness
with customer value ($=0.200; H4a), ease of use with customer value (f=0.174;
H4b), compatibility with customer value (f=0.126; H4c). The strength of network
size with customer value ($=0.029; H4d), (p = 0.268) is positive but not

significant.

Complementary service variety played the most important role in creating
customer value for cellular mobile subscribers, followed by usefulness of the

services, ease of use, and compatibility with existing services.

Among the attributes of services, complimentary service variety has the highest
influence on customer value. Customers perceive complimentary service variety

as value for: Availability of complementary services, a large amount of different
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10.

11.

complementary services, and great variety of “complementary services” (r =

0.686; p< 0.001).

Customers perceive that they get value when the services are useful like: Using
services saves time, using services improve efficiency, and services are useful (r =

0.621; p< 0.001).

Customers perceive that they get value when the services are easy to use like:
Learning to use “service” is easy, easy to make use of “service” to do what they
want in it, interaction with “service” is clear and understandable, and it is easy to

use “service” (r = 0.633; p=0.268).

Customers perceive that they get value when the services are compatible like:
Using “service” is compatible with all aspects of mobile service use, and

“Service” is completely compatible across all services (r = 0.622; p<0.001).

Network size insignificantly affects customer value means customers perceive
that this attribute does not create value in cellular mobile services(r = 0.528; p =
0.268). Customers perceive that network size like the “service” is used by a large
number of users they know, and also beyond those they know of, does not add

value to them.

Attributes of services have significant influence on superior performance (H5: t =
6.664, p<0.001, r = 0.556). Attributes of services have influence of 17.5 per cent

on superior performance.

Attributes of basic and value added services have significant influence on
strategic performance (H5a: t= 9.59, p<0.001), operational performance (H5b: t=
6.611, p<0.001) and financial performance (H5c: t=4.636, p<0.001).
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(©)

Customer Value

Customer value has significant correlation with superior performance (H6: t=

5.597, p<0.001, r =0.470).

Customer value has significant influence on strategic performance (H6a: t=4.165,
p<0.001, r = 0.663), operational performance (H6b: t=2.793, p<0.001, r = 0.531),
and financial performance (H6c: t=3.526, p<0.001, r = 0.467).

Customer value dimensions namely (i) functional value (ii) social value (iii)
emotional value (iv) conditional value (v) epistemic value and (v) monetary value

influence 14.8 per cent explanatory power on superior performance.

The highest positive correlation was found for monetary value on superior
performance (r = 0.785, p<0.001). The conditional value had lowest positive

correlation on superior performance (r = 0.379, p<0.001).

The strength of the customer value dimensions with superior performance is as
follows. Monetary value with superior performance (f=0.262 for H6i), functional
value with superior performance (B=0.246 for H6d), emotional value with
superior performance (f=0.184 for H6f), social value with superior performance
(B=0.181 for H6e), epistemic value with superior performance (f=0.119 for H6h)

and conditional value with superior performance (f=0.101 for H6g)

Monetary value has positive and significant effect on superior performance (r =
0.785, p<0.001). It signifies that customers look for value they get when they pay.

The innovative services should be such that it gives them monetary benefits.

Functional value has positive and significant effect on superior performance (r =
0.724, p<0.001). Functional value is characterized by timeliness, ease of use,

efficiency and reliability.
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10.

11.

(D)

Emotional value has positive and significant effect on superior performance (r =
0.532, p<0.001). Emotional value is characterized by fun, pleasure, relaxation and

feels good factors.

Social value has positive and significant influence on superior performance (r =
0.551, p<0.001). Social value can be provided by developing services that provide
social networking through cellular mobile services, as a branded service provider

in the society.

Epistemic value has positive and significant effect on superior performance (r =
0.540, p<0.001). The epistemic value is characterized by curiosity, new way of
doing things and adopting latest and advanced technologies in cellular mobile

services.

Conditional value has positive and significant effect on superior performance (r =
0.379, p<0.001). Characteristics of conditional value are real time interaction and

information, independent of place and time.
Superior Performance

The survey revealed that the strategic performances of the cellular mobile service
providers Airtel and Reliance are above average. The strategic performances are

below average for Vodafone, Tata, Idea and BSNL.

The survey revealed that the operational performance of the cellular mobile
service providers Airtel, Reliance, Vodafone was above average. The operational

performance was below average for service providers Tata, Idea and BSNL.

The survey revealed that the financial performance of the cellular mobile service
provider Airtel is above average. The financial performance is below average for

Reliance, Vodafone, Tata, Idea and BSNL.
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(E)

(F)

Switching Intention of Customers

The survey revealed that the strategic resources have significant negative
influence on switching intention of customers (H7: t = 2.953, p<0.001, r = -

0.152).

The survey revealed that the attributes of services have significant negative
influence on switching intention of customers (H8: t = 7.313, p<0.001, r = -

0.402).

The survey revealed that the customer value has significant negative influence on

switching intention of customers (H9: t = 3.281, p<0.001, r = - 0.353).
Demographics

The survey revealed that 60 per cent respondents were male and 40 percent were

female and also it is the same pattern for every service provider.

The age distribution of the respondents reveals that 57 per cent belong to the age
group of 18 - 30 years, 38.08 percent belong to the age group of 31 — 40 years,
3.25 percent belong to age group of 41 — 50 years, and only 1.67 per cent was in
the age group of above 50 years. This indicates cellular mobile subscribers of the
age group 18 — 40 years are the major (youth) segment who use value added

services.

The education distribution of respondents showed that 21.5 percent were under
graduates, 45.80 percent of them graduates and remaining 32.8 percent of them
were post graduates. This indicates that majority of subscribers are very well
educated.

The occupation pattern of respondents reveals that 29.10 percent of them were
students, 63.60 percent were salaried, 6.30 percent were businessmen and a small
0.10 per cent were housewives. It indicates that majority of the respondents were

salaried people.
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(G)

The average monthly expense pattern showed that 17.60 per cent of them spend
less than Rs. 150, 75.90 per cent of them spend between Rs.151 to Rs. 499, 5.20
percent spend between Rs. 500 to Rs. 999, and 1.30% percent spends more than
Rs. 1000. This indicates that majority of subscribers spend on an average of Rs.
151 to Rs.500.

The survey revealed that 89 per cent of the subscribers were prepaid and 11 per
cent were post paid. It indicates majority of subscribers were prepaid.

Other Findings

The survey revealed that 90.80 percent of them stay with their service provider for
more than one year, 4.8 percent of them stayed between 7—12 months, 2.90
percent of them stayed between 3- 6 months, and 1.60 percent of them stayed less
than 3 months. It indicates that majority of subscribers stayed with their service
providers for more than one year.

The survey revealed that 23.50 percent of them switched from their service
providers and 76.50 percent of them stayed with their service providers. This
indicates that majority of respondents stayed with their service providers.

The survey revealed that of those subscribers who switched from their service
providers, 58.5 per cent switched because of higher price, 49.1 per cent because
of poor response from service providers, 35.6 per cent because of poor customer
service, 30.4 per cent because of poor coverage and 22.5 percent because of less
value added services. This indicates that the reasons for customers switching are
higher price, poor response from service providers, poor customer service, poor
coverage and less value added services.

The survey revealed that 67 per cent of the customers while selecting a service
provider consider network coverage, 58.25 per cent of them consider brand, 54.75
per cent of them consider quality of service, 43.42 per cent of them consider
convenience, 35.42 per cent of them consider affordable price, and 28.5 per cent

of them consider features. Very few respondents selected without considering any
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factors. This indicates that customers while choosing service providers consider
coverage, brand, service quality, convenience, and affordable price.

5. The survey revealed that all of them (100 percent) use short message services,
69.9 percent of them use internet access, 51.4 percent of them use chat, 40.8
percent of them use alerts, 31.3 percent of them use music download, 24.2 percent
of them use games, 20.8 percent of them use ringtone, 11 percent of them use
MMS, 8.3 percent of them use news/weather, 5.5 percent of them use services to
participate in contest and a small 2.4 percent of them use video/TV services. This
indicates that the subscribers use mobile services for SMS, internet access,

chatting and very few subscribers use value added services.

The major six hypotheses (H1, H2, H3, H4, H5 and H6) were supported and are
statistically significant in the model (p< 0.001). The research work documented the
accumulation and deployment of strategic resources and its impact on attributes of
services, customer value and superior performance. The study aligned strategic resources
with attributes of services that drive customer value and customer value dimensions that
lead to superior performance in CMO firms.

The results of the study also indicated that strategic resources contribute
significantly to achieve sustainable competitive advantage and superior performance in
CMO firms. This study suggests a framework for SCA as an outcome of inductive and
deductive analysis, as a road map for cellular mobile service provider to achieve SCA

and superior performance.
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53  Conclusion and Recommendations
Conclusion
Based on the findings of the study, grounded theory and survey, the following

conclusions have been drawn in relation to the objectives of the study.

5.3.1 The Strategic Resourcesin Cellular Mobile Service Provider Firm

The resource based view theory literature identifies that strategic resources
contribute significantly to achieve sustainable competitive advantage and superior
performance for cellular mobile service provider organization. The literature review
identified the scope of resource based view research and it emphasizes the need for
identifying strategic resources that contribute to superior performance for cellular mobile
service provider organization.

The literature review shows that strategic resources contribute significantly in
value generating activity (Barney, 1991). Imitation of these resources by other firms
becomes next to impossible resulting in causal ambiguity. Strategic resources are
embedded in unique patterns of routines, and are developed and accumulated over a
period of time. Hence it is difficult to analyze and imitate (Dierickx & Cool,1989;
Lippman & Rumelt, 1982). Strategic resources include assets and capabilities that are
typically rooted deeply in the firm’s history and have accumulated over time. If the
strategic resource is something that the firm “has”, it is an asset. If the strategic resource
is something that the firm “does”, it is a capability. The research review identified assets
for CMO firms that are non-physical, typically rooted deeply in the firm's history and
accumulated over time. Assets are something which a CMO owns like human capital,
customer capital, location capital, and reputational capital which are internal and within
the control of service provider, which contribute significantly for the superior
performance of the CMO firm. Capabilities are complex bundles of skills and
accumulated knowledge, exercised through organizational processes, which enable firms
to coordinate activities and make use of their assets. A firm may achieve rents not

because it has better resources, but because of the firm’s distinctive capabilities like
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innovation and process capabilities which make better use of its resources. The literature
review identified innovation capital and process capital as the capabilities of a CMO firm.
These capabilities have the ability to integrate, build, and reconfigure internal and
external competences to address rapidly changing environments. A CMO firm which
accumulates and deploys strategic resources identified in the research: human capital,
customer capital, location capital, reputational capital, innovation capital and process

capital attains SCA and superior performance because of causal ambiguity.

5.3.2 TheRelationship Between Strategic Resour ces and Superior Performance
This thesis developed a theoretical model that was empirically tested leading to a
better understanding of the relationship between strategic resources and superior
performance in cellular mobile service provider organization. As discussed in Chapter
Two, the underlying constructs used to examine the proposed theoretical model were
conceptualized and hypotheses were formulated and tested. The relationship between
strategic resources and superior performance was supported. The relationship between
strategic resources and superior performance was tested using model fit indices (> and f3).
The results of the study suggest that there is a significant relationship between strategic

resources and superior performance (Barney & Arikan, 2001).

5.3.3 The Attributes of Basic and Value Added Services that Drive Customer

Valuein Cellular Mobile Services

The key drivers of customer value in networked services such as cellular mobile
services stem from different sources. SCA is a function of attribute differentiation, the
capability gap, and the most important condition is that existing and potential competitors
cannot or will not take actions to close the gap (Coyne, 1986). The literature review
identified usefulness, ease of use, network size, compatibility, and complementary
service variety as attributes of networked services which are the drivers of customer
value for cellular mobile services. The five attributes of cellular mobile services were

measured as antecedents of customer value and superior performance in this study. To
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test the antecedent effect of attributes of services on customer value, five hypotheses
(H4a, H4b, H4c, H4d and H4e) were proposed and tested using Pearson correlation,
regression analysis and standardized path coefficients (B). All the standardized path
coefficients (excluding network size) relating to the five attributes of cellular mobile
services with customer value have positive sign and are statistically significant (p<0.001):
hypotheses H4a, H4b, H4c, and H4e are accepted. Whereas hypothesis H4d is rejected
and it has some positive influence on customer value but it is statistically not significant.
Based on the result, complementary service variety played the most important role in
creating customer value for cellular mobile subscribers, followed by usefulness of the
services, ease of use, and compatibility with existing services. Network size
insignificantly affects customer value which means that customers perceive that this

attribute does not create value in cellular mobile services.

5.34 Customer Value and Superior Performance

Customers prefer services from the service provider who creates and delivers to
them better value. A service provider with strategic resources can understand the market
and attributes that drive customer value, can be utilized to develop new distinct VAS
(Hall, 1992) which will maintain, and win market share by creating unique value for
subscribers, hence SCA for the firm. Creating customer value and providing VAS should
be based on a deep understanding of the mobile market and insight of potential mobile
service consumers. The literature review identified six dimensions of customer value that
customers consider in evaluating the cellular mobile service: functional value, social
value, emotional value, conditional value, epistemic value, and monetary value. Each of
the six dimensions of customer value plays an antecedent role towards creating superior
performance for a CMO firm. Six hypothesised (H6d, H6e, H6f, H6g, H6h and H6i)
relationships between the six dimensions of customer value with superior performance
were tested using (r and B). All the dimensions of customer value have a significant effect
on superior performance. Among the significant factors influence of monetary value was

highest followed by functional value, emotional value, social value, epistemic value, and
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conditional value on superior performance. Thus the dimensions of customer value:
monetary value, functional value, emotional value, social value, epistemic value and

conditional value have a significantly positive influence on superior performance.

5.3.5 Superior Performance of Cellular Maobile Service Providers

The literature review on resource based view reveals the role of strategic
resources in creating superior performance or persistent or sustainable abnormal profits.
A firm’s superior performance depends on its ability to innovate, and defend strategic
resources (Teece, 2000). Competence of company’s strategy implementation is indicated
by its performance: strategic performance, operational performance, and financial
performance. The sustainability of firm abnormal profit is defined as abnormal
profitability that persists over a long period of time (Fahy, 2000). To evaluate superior
performance of CMO firms the research considered strategic performance, operational
performance, and financial performance. Strategic performance shows a company’s
strength in market standing, competitive vitality and future business prospects. To
evaluate strategic performance, indicators like customer trust, customer satisfaction,
customer loyalty and brand equity were used. The results revealed that the strategic
performances of the service providers Airtel and Vodafone were above industry average
performance i.e. superior strategic performance. To evaluate operational performance,
indicators like market share, market effectiveness, service quality, and service innovation
were used. The operational performance of Airtel, Vodafone and Reliance was above
industry average performance i.e. superior operational performance. To evaluate the
financial performance of CMOQ’s, indicators such as return on investment, return on
equity, return on sales, shareholders fund, earnings per share, revenue, and sales growth

were used.
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5.3.6 RBV and SCA Model for Cellular Mobile Operators

In the measurement of RBV and SCA model for cellular mobile operators 86
scale items were used from the four constructs and secondary data was used regarding
operational and financial performance of CMO firms. The strategic resources on: superior
performance (f = 0.711); attributes of services (B = 0.109); and customer value (p =
0.098), attributes of services on: customer value ( = 0.803); and superior performance (3
= 0.175), as well customer value on superior performance ( =0.738) strengthened the
relationships. All the hypotheses H1, H2, H3, H4, H5 and H6 were supported and
statistically significant in the model (p<0.001). The research work was documented based
on RBV theory that the strategic resources contribute significantly to the superior
performance of firm. The study reveals that the strategic resources have a significant
influence in developing attributes of services that drive customer value as well as in
creation and delivery of value to customers. The attributes of services contribute
significantly in the creation of customer value and for attainment of superior
performance. The study reveals that customer value plays a significant role in superior

performance.

54  Recommendations

In the competitive environment achieving SCA, superior performance and thereby
the organization goal is the ultimate responsibility of management. The results of the
study indicated that strategic resources play a key role in achieving SCA and superior
performance for an organization. The study suggested a framework for RBV and SCA as
an outcome of deductive and inductive analysis, as a road map for cellular mobile service

provider organization to achieve superior performance (Figure 5.1).

. Human capital should focus on employee based value drivers of a firm such as
knowledge and skills, job tenure structures, employee turnover, job satisfaction

levels, firm’s culture and working climate. The management has to employ people
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with relevant cellular mobile services education, experience, and sound domain
knowledge. It should motivate people for learning and train them in new skills
and provide knowledge. It should also create an environment in the firm with
good culture and working climate, so that it improves job satisfaction level,

employee stays longer, grows in the organization and reduce attrition rate.

Reputation capital should focus on creating credibility, trustworthiness, and feel
good factor, feeling of security and respect for firm among stakeholders. The
management has to focus on developing brand image in the market so that it
creates higher level of confidence in customers as well as employees. Should
command greater respect from the market by creating good status in the industry.
Should build a name in the mind of customers with the characteristics of
credibility, trustworthiness and feel secure with the cellular mobile services that

you offer.

Customer capital should focus on improving market related variables such as
customer base, market share, customer satisfaction, loyalty, and long term
relationship with customers. Management has to make a firm commitment to
build strong customer base, retain valued customers, and reduce customer
switching, understand needs of customers, create satisfied customers, convert
them as loyal customers, and build long term relationship with customers

contractually or emotionally.
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Location capital should focus on spatial location of company such as valuable
transport routes, universities, colleges and economically highly attractive places.
Management has to offer their services in valuable transport routes like national
and state highways, train routes, and locate the firm services near universities,
colleges with excellent graduates because they use innovative value added
services, and offer services in economically highly attractive and human traffic

areas like airport, shopping centers.

Process capital should focus on the level of sophistication of internal work
sequences such as sales network, planning and maintenance, and complaint
management process. Management should focus on improving internal work
sequences that contribute significantly in delivery of quality services, reduces
queue in call centers. The management should also improve and make easy
simple processes that are able to answer and resolve customer queries instantly,
reduce number of complaints, and ensure improvement in number of complaints

handled per hour.

Innovation management should focus on R&D capitalization such as patents,
intellectual property rights, and sales generated with new services. Management
has to focus on investment in R&D, seeking innovative ideas, and accepting
innovation in services and processes. It has to innovate continuously and
introduce new services before competitors, and ensure innovative value added

services are more attractive compared to competitors.

The attributes of basic and value added services drive customer value, the services

should focus on the five attributes as follows

Usefulness of service is functionality of content of the value added services
characterized by accessibility of network any time, time saving, money saving,

improving efficiency and reliability. The value added services designed should be
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useful to the customer. The customers should be able to save time by using these
services and hence perform activities more efficiency. While designing and
developing services, service providers need to focus on these characteristics of
usefulness so that they add value to subscribers and hence they use these services

frequently.

Value added services with ease of use characteristics like easy to learn,
unambiguous, user friendly, and easy to operate, add value to customers and
hence they prefer to use the services. Services designers should focus on
developing user friendly, easy to learn and easy to use application. Interaction
with service should be clear and understandable and the customer should be easily
able to do what he wants to do. A service can be made easy to use by innovatively
developing services that are integrated with multimedia and interactive voice

response technology even for illiterates also.

Services should be compatible with other services, compatible with other service
providers and other applications. A service provider while designing and
developing new value added services has to ensure services are compatible with
already existing services. Compatibility of services will speed up adoption rate by
customers due to fast diffusion of innovation and hence it adds to increase in

customer perceived value.

Characteristics of network size are installed base and network strength that creates
the customer value for cellular mobile services. As the network size of a service
provider increases, it can increase the number of subscribers and handle that
capacity smoothly so that there is instant connection on dialing, increase in speed
of operation and avoid congestion. Services should be useful to large number of
customers so that more number of customers use services. Service provider has to
focus on network base and strength. These characteristics add value to their

subscribers so that they use services more.
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. Many different and variety complimentary services should be offered. All
services should be complimentary to each other. Customer perceived value for
cellular mobile services is indirectly affected by the increased supply of
complementary services. Service provider has to develop and offer multiple
services which are complementary and are on the same technological platform or

portal. This increases perceived value of customers more significantly.

. The study shows that complementary service variety has the strongest effect on
customer value for cellular mobile services. The service providers need to focus
on developing and offering number of distinctive complimentary services to add

value to customer.

. The cellular mobile service provider firms should focus on designing and
developing innovative value added services with the attributes like usefulness,
ease of use, network size, compatibility, and complementary service variety that

drive value to customers.

The value customers perceive during and after use of cellular mobile services
drive superior performance. Hence the service provider should focus on six dimensions
of customer value. Each of the six dimensions contribute to overall perception of

customer value and leads to superior performance of the firm

° Functional value is characterized by timeliness, ease of use, efficiency and
reliability. Services offered should create functional value such as time saving and
money saving for customers. Services should be easy to use, to be used instantly
wherever and whenever, and should make life easy. The applications offered

through cellular services should be reliable and trustworthy.

. Emotional value is characterized by fun, pleasure, relaxation and feel good
factors. The service providers should focus on developing services that provide

entertainment to the customers which contribute significantly to customer value.
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Services offered should create emotional value by giving pleasure to users and
make them feel good. The services offered should make the user relaxed and there

should be provision for exchange of emotions with others.

Services offered should create social value by making customers feel accepted by
others, create good impression and recognized in society, and facilitate social
approval. Social value in cellular mobile services can be provided by developing
services that provide social networking services, and as a branded service

provider in the society.

The epistemic value is characterized by curiosity, new way of doing things and
adopting latest and advanced technologies in cellular mobile services. The service
providers should focus on continuous innovation to develop new services using
latest technology to introduce new services. Services offered should create
epistemic value by creating curiosity and novelty in services, so that customers
adapt quickly to do things in new ways and use new applications frequently so
that it can contribute in creation of overall customer value and superior

performance.

Characteristics of conditional value are real time interaction and information,
independent of place and time that creates the customer value. Services offered
should create conditional value by delivering information or entertainment in a
certain situation, at any time and any place and real time information and

interaction.

Services offered should create monetary value with acceptable price, customers
should get value for money on the amount they spend. The cellular mobile
services should offer services so that customers get better value for money
compared to other channels. The innovative services should be such that it gives

them monetary benefits.
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] The study shows that monetary value has the strongest effect on superior
performance in cellular mobile services. It signifies that customers look for value
they get when they pay. The innovative services should be such that it gives them

monetary benefits.

. The cellular mobile service provider firms should focus on developing value
added services that create monetary value, functional value, social value,
emotional value, conditional value, and epistemic value so that customers prefer

to use those services and that contributes to superior performance of the firm.

. The cellular mobile service provider firms should focus on recognizing
developing, accumulating and deploying strategic resources so that it creates
distinctive and distinguished services that deliver better value so that it wins the
trust of customers, creates satisfied and loyal customers, and customers prefer the

services.

. A CMO firm to achieve SCA and superior performance should continuously
monitor, measure, evaluate and develop strategic resources, offer new innovative
and creative services and deliver superior customer value so that the customer

uses services frequently and remains loyal.

. To evaluate the performance of the CMO firm, the management should consider
measuring strategic performance, operational performance as well as financial
performance. Strategic performance indicates a company’s competitiveness, and
market position. Operational performance focuses on key operational success
factors, financial performance focuses on financial strength, and profitability of
firm. By evaluating the three performances management can assess the past,

present and future status of the firm.

The RBV and SCA framework provide a systematic structure for a cellular mobile

service provider to achieve SCA and superior performance. By looking at the key areas
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1- 4, the management can identify key issues for further exploration, observation,

analysis and implementation.

The strategic resources ensure superior performance for cellular mobile service
providers. The results of the study showed that there is a significant relationship between
strategic resources and superior performance in cellular mobile service provider firms.
The findings confirmed that strategic resources not only contribute in attaining superior
performance but also act as a source of SCA because of causal ambiguity. The
application of this model shows the attainment of SCA and superior performance in

cellular mobile service provider firm.
55  Theoretical and Managerial Implications

The thesis has focused on strategic resources and its impact on superior
performance through an integrated perspective from customer, executive and the
organization. Findings of the study have enriched the literature of RBV, SCA, strategic
resources, attributes of networked services, customer value dimensions and superior
performance in cellular mobile service provider organizations. The thesis has attempted
to provide a model of strategic resources and superior performance that can be effectively
used in CMO firms. The theoretical model examined the influence of strategic resources
on superior performance, attributes of services and customer value through inductive and
deductive approaches. This combined approach strengthens the theory of RBV and offers
a framework for strategic resources and superior performance as useful direction for
research. Further, from the managerial perspective, this thesis highlights the importance
of strategic resources to achieve superior performance, creation of new value added
services and their contribution in creating and delivering customer value in CMO firms.
Also, this study demonstrates the antecedent effect of attributes of services in the creation
of better customer value in CMO firms. The results of the study give guidelines for
managers about which attributes need to be emphasized in cellular mobile services to

create better customer value. This study also shows how to measure the six dimensions of
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customer value and its influence on superior performance. It guides the managers to focus

on those customer value dimensions that lead to superior performance. Thus the results of

the study can be used as a guiding tool by managers to identify, develop, protect and

deploy strategic resources for CMO firms to achieve superior performance. This study

uses strategic performance, operational performance and financial performance to

evaluate overall performance which acts as a guiding tool for evaluation of superior

performance for CMO firms.

5.6

Limitations of the Resear ch

The study was limited to CMO firms, hence the findings are not generalizable to

other industry.

The study was limited to six strategic resources: human capital, reputation capital,

customer capital, location capital, process capital and innovation capital.

One limitation of this study is that the items used to measure are attributes of
services and customer value which were not designed to measure any specific
value added services. If this study is measured with attributes of services and
consumer value dimensions related to specific value added service, more detailed
information and insight for future value added services development might have

been apparent.

The attributes of services affect customer value and customer value dimensions
that impact superior performance are related to India, and it cannot be

generalized.

The sample drawn from four circles was purposive and convenience-based.
Although the respondents from these circles represent the population, the results
may not be generalized to entire India. Because India is a country of vast and
diverse population with rural and urban, young and old and with varied

educational levels.
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5.7

5.8

There is room for increasing the firm level data.

The strategic performance based on consumer data has been analysed, but the
weighted factor method for assigning weights to different service attributes has
not been used. The results would be all attributes are treated at the same level of

importance. This could be a limitation while applying the results of the study.

CMO Industry is a growing market. The turbulence in the industry could be a

limitation.

Attributes of services and customer value differs from region to region could be a

limitation.
Directionsfor Future Research

The theoretical model can be further examined in other service organisations
related to education, bank, insurance, and healthcare. Additional research is
needed to extend the understanding of the constructs used in this thesis, using

different ways to investigate them.

Future research could explore the role of individual strategic resources like human
capital, reputation capital, customer capital, location capital, process capital and

innovation capital and their effect on superior performance.

More detailed analysis of individual segments may be possible in future research
to probe which attributes drive customer value and which dimensions of customer

value lead to superior performance.
Final Word

The theoretical model examined the influence of strategic resources: human

capital, reputation capital, customer capital, location capital, process capital and

innovation capital on superior performance. The results of the study indicated a
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significant relationship between strategic resources and superior performance. The
findings developed a holistic RBV and SCA framework for CMO firm. This study could
guide the management to identify, develop, protect and deploy strategic resources to
develop distinctive value added services with attributes that drive better customer value

and to achieve SCA and superior performance.

The competition in CMO industry is so intense that to survive and grow in the
market, the service provider has to develop strategic competitiveness. Strategic
competitiveness of an organization is defined as its ability to understand changing
customer needs and wants design and develop services that create value to them resulting
in superior performance and sustainable growth rate relative to competitors. The RBV
and SCA framework identify strategic resources that are capable of understanding
customer needs and wants to design and develop services with attributes of services that
create distinct customer value resulting in superior performance for CMO firms. This
study was conducted with significant representations of sample of respondents and

generalization of findings was in agreement with the RBV theory.

Indian CMO market has a lot of potential, so the service providers need to grab
the opportunity. Service providers have to implement strategies that exploit their internal
strengths through responding to environmental opportunities. Firms seeking SCA must
demonstrate the ability to alter and control resources in such a way that their full potential
is realised. There is a strong need to identify, develop, protect and deploy strategic
resources that contribute significantly towards achieving SCA and superior performance.
Further, it is evident that the RBV and SCA framework is useful to understand attributes
of services that drive customer value and dimensions of customer value, to design and
develop distinctive services. This study can be the starting point of crafting and executing
value creating strategy for CMO firms to attain SCA and superior performance. The
future research work can be focused on identifying additional strategic resources for
CMO firms that contribute to SCA and superior performance. Overall, this study is a

motivation for cellular mobile service provider firms to identify strategic resources to
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develop distinctive services that create better value to customers, to achieve SCA and

superior performance.
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APPENDICES

Appendix I: Sample Letter for Expert for Tool Validation

Subject: Request for expert opinion and suggestions to establish content validity of the

research tool.

Respected sir/Madam,

I am currently researching in the area of strategic management under the guidance of Prof.
K.B. Kiran. The purpose of the study is to evaluate “Resource Based View and Sustainable
Competitive Advantage: An Investigation among Cellular Maobile Operators’. | have
developed a questionnaire for this purpose.

Prior to conducting the full survey, I humbly request you to kindly go through the
guestionnaire items and give your valuable suggestions and opinions to develop the content
validity of the tool.

Thanking you in anticipation,

Y ours Faithfully
Place: Surathkal
Date: (C SOMASHEKAR)
Herewith | have enclosed,

1. Objectives of the study
2. Survey Questionnaire
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Appendix II: Covering Letter to Seek Appointment for Data Collection

Date:
To

Dear Sir,

Subject: Request for an appointment

Mr. C. Somashekar is doing a research work under my supervision, entitled,
“Resource Based View and Sustainable Competitive Advantage: An Investigation among
Cellular Mobile Operators’, as a part of his Ph.D programme a Nationa Institute of
Technology Karnataka, Surathkal. The cellular mobile operators industry is experiencing stiff
competition with increasing operating costs and decreasing tariff rates. An organization with
sustainable competitive advantage results in superior performance over a prolonged period.
The study aims to develop an integrated framework on intangible resources and its impact on
customer value and superior performance in cellular mobile operator’s organisation. It is a
significant work that will add value to cellular mobile operator servicesin terms of theory and

practice.

The survey is designed to obtain a better understanding of resources that impact the
sustainable competitive advantage for cellular mobile operators. This study is also beneficial
to your organisation, by providing managerially relevant information and recommendations.
In addition, he will supply you with a summary of the report after finishing the data analysis.
As a part of the research, you are selected for inclusion in his sample. | request you to kindly
cooperate in the survey, and | assure you that the information collected will be kept strictly

confidential, and used only for academic research purpose.
Y our participation would be greatly appreciated.
Thank you in anticipation of your participation.
Yours sincerely,

(K.B. Kiran)
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Appendix III: Questionnaire for Executives

GUIDELINES FOR COMPLETING THE SURVEY QUESTIONNAIRE

This questionnaire is designed to obtain a better understanding of intangible resources
that impact the Sustainable Competitive Advantage.

The goa of this survey is to study intangible resources and how they help in
sustaining competitive advantage.

Please answer al the questions. Please note that your responses to the questions in
this survey are confidential and will be aggregated along with other respondents for
the purpose of study. Y our candid responses are highly appreciated.

Intangible Resources

The following statements describe Intangible resources of cellular mobile service
provider organizations. Please read them carefully and assess your organization, based

on these statements.

State how strongly you agree or disagree with these statements using the scale

provided.
Strongly Disagree Somewhat Agree Strongly
Disagree Agree Agree
1 2 3 4 5

A | Human Capital 1 2 3 4 5

1 Our employees have sound domain knowledge

2 Our employees have relevant education and
experience in cellular mobile operations

3 The basic values of this organization include
learning as the key to improvement

4 On an average employee attrition rate is less
than 25 %

5 | Job satisfaction level in our organization is very
high

6 | Our personnel are capable of handling complex
situations and problems
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Reputation Capital

Our customers have a good feeling about our

company

Our customers feel securein our services

Our customers have a great deal and respect for

our company

Customer Capital

On an average customer churn rate is greater
than or equal to 8 % (Industry average)

We do have a strong loyal customer base

Our strategy of competitive advantage is based
on our understanding of customers needs

We ae committed to retain our valued
customers

Location Capital

We have our services in economically highly
attractive places

Our geographical coverage has exclusive
advantage for our company

Spatial location is contributing significantly to
our company

Innovation Capital

Innovation in services and processes on R&D
results are readily accepted
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Management actively seeksinnovative ideas

People are penalized for new ideas that do not
work

We introduce new services before our
competitors introduce

Our value added services are more attractive
compared to competitors

Process Capital

Our internal work sequences are contributing
significantly in delivering quality services

Because of our processes queue in call centreis
reduced drastically

Because of our process number of complaints
that we receive are decreasing

We are able to answer and resolve our customer
queries instantly

Number of complaints handled by our
employees per hour in our cal center is
increasing
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I1. Please rate following resources as per your priority (from 1 to 10) for Cellular
mobile services

Lowest Highest
Priority Priority
1 2 3 4 5 6 7 8 9 10

Resources 1123|4567 |8|9]10

A | Human Capital

B | Reputation
Capital
C | Customer Capital

D | Location Capital

E | Innovation
Capital
F | Process Capita

a. How long have you been with your current organization? Years
b. How long have you been in the Telecom industry? Years
c. Total experience Years

Thank you very much for your time
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Appendix IV: Questionnaire for Customers

National Institute of Technology Karnataka,
Surathkal.

Survey Questionnaire

I am a Research Scholar at National Institute of Technology Karnataka,
Surathkal. | am doing research on “Resource — Based View and Sustainable
Competitive Advantage: An Investigation among of Cellular Mobile Operators’.
As a part of my research work, | am conducting this survey. The aim of this survey is
to study what is value for customers in cellular mobile services. | would therefore be

very grateful for your time to answer these questions.

Gender: Male [ Female []

AgeGroup: 18- 30years [1 31-40years [1  41-50Years [1 Above50 []
Years

Education: Undergraduate [] Graduate [ Postgraduate [1 Any
other

Occupation:  Student [1  Salaried [ Business [1  Any other

Approximately what is the average monthly expense on your mobile phone use?

Lessthan Rs. 150 [] Rs. 151t0Rs. 499 [ Rs.500t0Rs. 999 [] Rs. 1000 ]
and above

Which type of service do you subscribe for your mobile at present?
Post paid [ Prepaid [
Who isyour current cellular service provider?

AIRTEL [0 RELIANCE [ VODAFONE [0 TATA [ IDEA [

BSNL [
Why did you choose this cellular service provider over other options available?

Has Exact Features [] StatusOrientated [ Has Exact Features/Status
Orientated [] Convenience [] Did Not Choose ] Did Not Know O
Affordable [0 Qudlity of serviceisgood [ Brand [0 HasCoverage [

If any other please specify
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9. How long you have been with the current service provider?

Lessthan 3 months [] 3- 6 months [ 7-12 months [

morethan 1year [

10. Have you changed the service provider? Yes [ No []
A. If yes, who was your previous service provider?
AIRTEL [ RELIANCE [1 VODAFONE [0 TATA O IDEA O
BSNLO ANY OTHER
B. Why did you change the service provider?

Higher price [ Poor customer service 1  Poor coverage L1  Lessvalue

added service H Poor response H Any other, please specify

C. If NO what is the reason you are staying with the existing service
provider?
Has Exact Features [] StatusOrientated [] Has Exact Features/Status
Orientated L1  Convenience [ Did Not Choose [] Did Not Know [
Affordable U Quality of serviceisgood [1] Brand [

Has Coverage [ Any other please specify

11. Please specify the Mobile services you use
SMsS O MMS [ Games [ News/ weather [] Internet [

Contests [1 Ringtones [1 Video/TV [ Musicdownloads [ Alerts [
Chat [ Any other

12. Pleasetick the following statements with respect to your assessment of the Mobile service
of your service provider

Very Low Low Medium High Very High
1 2 3 4 5
Sl Y our assessment
No. . of the mobile
Service

service of your
service provider

1 Service Innovation 1 2 3 4 5§
Rate of introducing new services by my service provider compared
to competitorsis

| am satisfied with the value added services available with the
service provider

My service provider services are attractive compared to competitors
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Switching Intentions

Probability that | switch from current service provider is

Next time | shall need services of other service provider

| would not continue to avail service from my current service
provider

Service Quality

| think that service provider provides satisfying services

| think that the services of my service provider are valuable

When | have a problem the response from the service provider is
satisfactory

My mobile service provider provides quality of content and services
that | need

Reputation

| have agood fedling about this service provider

| admire and respect this service provider agreat deal

| feel more secure in services of this service provider

Customer Loyalty

| want to continue with this service provider

| recommend others to use the service provider

| am proud to be a customer of this service provider

Customer Trust

My service provider meets all my expectations

My service provider never disappoints me

My service provider is honest and sincere in addressing my
concerns

| can rely on my service provider for all my requirements

Brand Equity

Even if another service provider has same features as this | would
prefer to use this service provider

If I have to choose among brands of service providers | prefer to use
this service provider

Even if another service provider has same tariff plan asthis| prefer
to choose this service provider

Customer Satisfaction

| am satisfied with my decision to choose this service provider

| did aright thing in selecting this service provider

My choiceisawise one

| feel good experience with this service provider

Usefulness

Using services of service provider saves my time

Using services of service provider improves my efficiency

Mobile services are useful to me

10

Ease of Use

Learning to use “service’ is easy for me

It is easy to make “service” dowhat | want it to

My interaction with “service” is clear and understandable

It iseasy to use “service”

11

Compatibility

Using “service” is compatible with all aspects of my mobile service
use
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“Service” is completely compatible across all my mobile service
providers

12

Network Size

Today this“service” is used by alarge number of users| know of

A large number of users, also beyond those | know of, use “service”

13

Complementary Service Variety

Using “service” makes a great deal of “complementary services’
available

“Service” has alarge amount of “complementary services’
available

One of the unique attributes of “service” isthe great variety of
“complementary services’ available

14

Monetary Value

The price of this mobile service is acceptable.

This mobile service is good value for money.

This mobile service is better value for money than what | would pay
for the same service via other channels (internet /store)

15

Functional/Convenience Value

| save time and money when | order the information via the mobile
service

| value the ease of using this mobile service

| value the option of using this service instantly via my mobile
device

Using this mobile service makes my life easier

Using this mobile service is an efficient way to manage my time

| value the option of using this mobile service without others
noticing

16

Social Value

Using this mobile service helps me to feel accepted by others

Using this mobile service makes a good impression on other people

Using this mobile service gives me social approval

17

Emotional Value

Using this mobile service gives me pleasure

Using this mobile service makes me feel good

Using this mobile service makes me feel relaxed

| value the option of sending emotional messages to my friendsvia
this mobile service

18

Conditional Value

| value the information / entertainment this service offers, with the
help of which | get what | need in a certain situation

| value the independence of place and time offered by the use of this
mobile service

| value the real time information and interaction that this service
makes possible

19

Epistemic (Curiosity/Knowledge) Value

I used this mobile service to experiment with new ways of doing
things

| used this mobile service to test the new technologies

| used this mobile service out of curiosity

Thank you very much for your time.
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Appendix V: Pilot study Results

Service Innovation Mean (p) | Std. Den. | Cronbach's alpha (o)
Rate of introducing new services by my service 3.50 909

provider compared to competitorsis

| am satisfied with the value added services 3.60 926

available with the service provider 748

My service provider services are attractive 358 859

compared to competitors

Switching intentions Mean (n) | Std. Den. | Cronbach's alpha (o)
Probability that | switch from this service 212 1.239

provider is

Next time | shall need services of other service 216 1.184

provider

| would not continue to avail service from my 1.96 1.212 901

this service provider '

Service quality Mean (u) | Std. Den. | Cronbach's alpha (o)
| think that service provider provides satisfying 3.54 1.034

services

| think that the services of my service provider 3.62 923

arevaluable

When | have a problem the response from the 3.34 1.189 .888

service provider is satisfactory

My mobile service provider provides quality of 3.54 952

content and services that | need

Reputation Mean (p) | Std. Den. | Cronbach's alpha (o)
| have a good feeling about this service 3.60 926

provider

| admire and respect this service provider a 3.38 967

great deal 911

| feel more secure in services of this service 3.58 992
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provider
Customer Loyalty Mean (n) | Std. Den. | Cronbach's alpha (o)
| want to continue with this service provider 3.72 904
| recommend others to use the service provider 3.46 1.232
762
| am proud to be a customer of this service 3.06 1.361
provider
Customer Trust Mean (p) | Std. Den. | Cronbach's alpha (o)
My service provider meets all my expectations 3.46 1.034
My service provider never disappoints me 3.34 1.081
My service provider is honest and sincerein 914
addressing my concerns
| can rely on my service provider for all my 3.34 1.099
requirements '
Brand Equity Mean (p) | Std. Den. | Cronbach's alpha (a)
Even if another service provider has same 3.26 1.209
features as this | would prefer to use this
service provider
If | have to choose among brands of service 3.46 1.199
providers | prefer to use this service provider 864
Even if another service provider has same tariff 352 1.199
plan asthis| prefer to choose this service
provider
Customer satisfaction Mean (n) | Std. Den. | Cronbach's alpha (o)
| am satisfied with my decision to choose this 3.48 1.092
service provider '
| did aright thing in selecting this service 3.44 1.146
provider '
My choiceisawise one 3.54 1.014 .810
| feel good experience with this service 3.34 1.255
provider '
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9 | Usefulness Mean (u) | Std. Den. | Cronbach's alpha ()
Using services of service provider saves my 3.24 1.001
time
Using services of service provider improves my 3.22 954
efficiency .825
Mobile services are useful to me 3.50 995
10 | Ease of use Mean (u) | Std. Den. | Cronbach's alpha (o)
Learning to use “service” is easy for me 3.52 839
Itiseasy to make “service” do what | want it to 3.38 901
My interaction with “service” is clear and 3.40 990 898
understandable
Itiseasy to use “service” 3.58 950
11 | Compatibility Mean (n) | Std. Den. | Cronbach's alpha (o)
Using “service” is compatible with all aspects 3.42 785
of my mobile service use
.683
“Service” is completely compatible across all 3.42 810
my mobile service providers
12 | Network size Mean (n) | Std. Den. | Cronbach's alpha (o)
Today this“service” is used by alarge number 3.66 1.022
of users| know of
773
A large number of users, aso beyond those | 3.54 1.110
know of , use “service”
13 | Complementary service variety Mean (p) | Std. Den. | Cronbach's alpha ()
Using “service” makes agreat deal of 3.48 863
“complementary services’ available ' '
“Service” has alarge amount of 44 12
“complementary services’ available 3 8 864
One of the unique attributes of “service” isthe 3.50 863
great variety of “complementary services’ ' '
available
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14 | Monetary Value Mean (u) | Std.Den. | Cronbach's alpha (o)
The price of this mobile service is acceptable. 3.54 952
This mobile service is good value for money. 3.46 973
This mobile service is better value for money 3.38 1.105 .876
than what | would pay for the same service via
other channels (internet /store)
15 | Functional/convenience value Mean (n) | Std. Den. | Cronbach's alpha (o)
| save time and money when | order the 3.24 1.021
information via the mobile service
| value the ease of using this mobile service 3.48 789
| value the option of using this service instantly 3.42 758
viamy mobile device
Using this mobile service makes my life easier 3.40 881
.872
Using this mobile service is an efficient way to 352 789
manage my time
| value the option of using this mobile service 350 931
without others noticing
16 | Social value Mean (u) | Std. Den. | Cronbach's alpha (o)
Using this mobile service helps meto feel 316 1.113
accepted by others
Using this mobile service makes a good 3.20 1.125
impression on other people
Using this mobile service gives me social 3.14 1.178 957
approval '
17 | Emotional value Mean (u) | Std. Den. | Cronbach's alpha (o)
Using this mobile service gives me pleasure 342 992
Using this mobile service makes me feel good 336 1.005
.869
Using this mobile service makes me feel 3.44 1.033
relaxed
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| value the option of sending emotional

) IE ) ) 3.28 1.196
messages to my friends via this mobile service
18 | Conditional value Mean (n) | Std.Den. | Cronbach's alpha (o)
| value the information / entertainment this 3.18 983
service offers, with the help of which | get what
| need in acertain situation
| value the independence of place and time 336 802
offered by the use of this mobile service 752
| value the real time information and interaction 3.24 1.041
that this service makes possible
19 | Epistemic (Curiosity/Knowledge) value Mean (n) | Std.Den. | Cronbach's alpha (o)
| used this mobile service to experiment with 3.04 1.106
new ways of doing things
| used this mobile service to test the new 296 1.068 900
technologies
| used this mobile service out of curiosity 208 1.020
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MAIN CRITERIA 13’:;:(‘)?’
R _— HC |RC | CC |LC |[IC | PC
Appendix VI: Results of the Pairwise HC | 1.00 | 3.00 | 2.00 | 4.00 | 3.00 | 400 | 0.36
Comparlson of the Ranking of Cellular RC 10331100 1050 [3.00 | 200 [ 200 | 0.16
Mobile Operators CC | 050 | 2.00 | 1.00 | 3.00 | 2.00 | 3.00 | 0.22
LC |025]033(033|100|050|050| 0.06
IC | 033050050 (200|100|200| 012
Source: Survey Results PC | 025|050 033|200 | 050 | 1.00| 0.8
A Max =6.1442 Cl =0.029 CR =0.023
Criterion Human Capital (HC) 13:;: ;‘ry Criterion Reputation Capital (RC) 1;; ;‘;:(l)try
RELIA | VODA | TATA | BSNL | IDEA | AIRTEL RELIA | VODA | TATA | BSNL | IDEA | AIRTEL
RELIA 1.00 033 | 050 | 200 | 2.00 0.33 0.10 RELIA 1.00 0.33 | 1.00 | 400 | 3.00 0.33 0.13
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Criterion Customer Capital (CC) I:f:;:(‘)try Criterion Location Capital (LC) 1;2‘;:(1)?
RELIA | VODA | TATA | BSNL | IDEA | AIRTEL RELIA | VODA | TATA | BSNL | IDEA | AIRTEL
RELIA 1.00 050 | 200 | 4.00 | 1.00 0.33 0.14 RELIA 1.00 0.33 | 400 | 2.00 | 3.00 0.33 0.15
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TATA 0.50 0.33 1.00 | 3.00 | 0.50 0.33 0.09 TATA 0.25 0.17 1.00 | 0.25 | 0.33 0.17 0.04
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RELIA 1.00 2.00 | 3.00 | 400 | 4.00 0.50 0.26 RELIA 1.00 0.33 | 200 | 4.00 | 4.00 0.33 0.15
VODA 0.50 1.00 | 3.00 | 3.00 | 3.00 0.50 0.18 VODA 3.00 1.00 | 400 | 6.00 | 6.00 1.00 0.33
TATA 0.33 0.33 | 1.00 | 200 | 2.00 0.25 0.09 TATA 0.50 0.25 | 1.00 | 3.00 | 3.00 0.25 0.10
BSNL 0.25 0.33 | 050 | 1.00 | 0.50 0.25 0.06 BSNL 0.25 0.17 | 0.33 | 1.00 | 0.50 0.17 0.04
IDEA 0.25 033 | 050 | 200 | 1.00 0.25 0.07 IDEA 0.25 0.17 | 033 | 200 | 1.00 0.17 0.05
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A Max =6.1934 Cl =0.039 CR =0.031 A Max =6.1926 Cl =0.039 CR =0.031
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