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INTRODUCTION

In the indian telecom sector, india ranks as the second largest in terms of
the number of phone users. Competition between service providers is high due
to the fast development of technology (vidani, 2015). With the development of
mobile connectivity, telecom operators have to understand customer needs and
satisfaction to succeed in this competitive marketplace (vidani, das, meghrajani,
&chaudasi, 2023). This study compares the consumer satisfaction and
preferences of the two largest telecom industries in india, bharti airtel and
reliance jio (vidani, 2015).

Development in the Indian Telecom Industry :

India’s telecom industry has expanded from small start to one of the
second largest industry in the world (bansal, pophalkar, &vidani, 2023). It has
most developing industry in the world. Indian telecom industry’s journey started
after mid of 19th century (vidani & solanki, 2015). Introduction of radio ,
television and mobile continued on the higher path with economic
changes(chaudhary, patel, & vidani, 2023). In 1990 private players are entered in
the market and they changed whole telecom sector (vidani, 2015).

Before 1990, telecom sector was liberalised. Which opens for privatisation
and liberalisation of telecom services(patel, chaudhary, & vidani, 2023). During
this time with the beginning of 3g network service (vidani, 2015). Many services
providers entered in the market and fighting for the area of the growing market
(sharma & vidani, 2023). In recent time, 4g networks provide faster speed and
better connectivity. (vidani, 2015)

Entry of Reliance Jio :

In 2016, the reliance jio entered in the telecom market and major changes
the environment of the telecom industry. The strategy of reliance jio was offering
free voice calls and cheap data plans distributed to the market with its aggressive
pricing strategy and over the nation 4g coverage, jio quickly expand its market
share and become the leader of the telecom market/sector (solanki & vidani,
2016).

The market dynamics and consumer behaviour were significantly affected
by jio’s strategy. Customers choice have changed towards more affordable and
high speed internet services (vidani, 2016). Other telecom companies had to
change their strategies and they focused on enhancing quality of network and
services offerings(sharma & vidani, 2023).

Bharti Airtel :

Airtel is established and one of the oldest and well known telecom
company in india. It played vital role in the telecom sector. Bharti airtel
established in 1995 with the excellent track records for offering strong network
services. Airtel maintained its market position through smart investment in
network infrastructure’s excellent customer service (bhatt, patel, & vidani,
2017).airtel includes expanding its 4g network, customer service and launching a
range of plans and services in its strategies to match the need of different
customers.
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Comparisons Between Bharti Airtel and Reliance Jio:

The airtel and jio focuses on a number of important elements which impact
customer performance and satisfaction. These components include:

1. Network Quality and Coverage:

In the telecom sector this component is very much important, which
affecting customers satisfaction. (niyati & vidani, 2016)jio’s quick growth and
customer engagement has been the company’s broad 4g network. Bharti airtel
has also made major investments in its network infrastructure (pradhan, tshogay,
& vidani, 2016).

2. Strategies for Pricing:

Network cost is highly affected the customer. In order to stay successful
airtel have changed their pricing strategy. In regards to jio’s low cost data plans
and free voice calls (modi, harkani, radadiya, & vidani, 2016).

3. Data Quality and Quality:

Airtel has mostly focused on improving its data speed and network
performance. Jio’s 4g development has resulted in high data speed (modi,
harkani, radadiya, & vidani, 2016).

4. Support to Customer:

Jio and airtel measures with two types digital communications platform
and specialised services centre. To enhance their customer service experience
(vidani, 2016).

5. Whole Value Proposition:

Jio and airtel have modified their value proposition to be attractive to
different categories of customers (sukhanandi, tank, & vidani, 2018).
Conclusion:

Jio and airtel are leading competitors in the highly competitive indian
telecom market (singh, vidani, & nagoria, 2016). The market has changed due to
jio’s competitive pricing and high data speed, but airtel’s focus on network
quality and service quality (mala, vidani, & solanki, 2016). In order to understand
the nature of competition and match customers expectations as the industry’s
growth and change in new technologies, continuous investigation and evaluation
will be essential to achieving constant success (dhere, vidani, & solanki, 2016).
Research Objectives

1. To study the relationship between age and the satisfaction level with network
quality and coverage among consumers (objective achieved in questions 5
and 6 of the questionnaire).

2. To examine the influence of age on consumer satisfaction with data speed
and quality provided by telecom service providers (objective achieved in
questions 7 and 8 of the questionnaire).

3. To analyse how age affects the perception of pricing plans and value for
money among consumers in the telecommunications sector (objective
achieved in questions 9 and 10 of the questionnaire).

4. To evaluate the impact of age on consumer satisfaction with customer service
provided by telecom companies (objective achieved in questions 11 and 12 of
the questionnaire).
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5. To investigate the relationship between age and the perceived usefulness of
additional services and benefits offered by telecom providers (objective
achieved in questions 13 and 14 of the questionnaire).

6. To assess how age influences the perception of reliability and consistency in
service delivery by telecom providers (objective achieved in questions 15 and
16 of the questionnaire).

7. To determine the relationship between age and overall satisfaction with
telecom service providers (objective achieved in questions 17 and 18 of the
questionnaire).

8. To explore how age affects consumers’ intentions to switch to telecom
providers in the future (objective achieved in questions 19 and 20 of the
questionnaire).

LITERATURE REVIEW

The indian telecom sector has a transformative journey, making it the
second largest telecom market globally measured by the number of subscribers
(Singh & Vidani, 2016). Understanding the consumer’s satisfaction and
performance has become crucial for companies to maintain their competitive
edge (Vidani & Plaha, 2016). This literature review aims to examine consumer’s
satisfaction and preferences between two players in the indian telecom market:
airtel and jio (Solanki & Vidani, 2016).

Historical Evaluation of the Indian Telecommunication Industry:

India’s telecom sector has one of the largest and most dynamic in globally
(Vidani, 2016). In 19th century, the department of telecommunications ( dot) was
established (Vidani, Chack, & Rathod, 2017). 1990s liberalisation policies played
a pivotal role in revolutionising indian innovation, resulting in rapid network
expansion and technological upgrades (Saxena & Vidani, 2023) (vidani, das,
meghrajani, & singh, 2023). The early 2000s 2g and 3g services were worked
(Vidani, 2018). By 2016, the entry of 4g network brought new era for the telecom
sector (Biharani & Vidani, 2018).

Reliance Jio’s Market Disruption:

In 2016, reliance jio entered in the market, with dramatically competitive
landscape (Vidani, 2018). With the entering the jio introduced affordable data
plans and free voice calls and set a new industry benchmark (Odedra, Rabadiya,
& Vidani, 2018). Jio’snation wide 4g network coverage quickly enabled it to gain
a substantial market share (Vasveliya & Vidani, 2019). A study by doval (2018)
revealed that jio’s disruptive entry increased data consumption by 500% within
its 1st year of operation (Sachaniya, Vora, & Vidani, 2019).

Bharti Airtel’s Adaptation and Competitive Strategy:

Bharti airtel is one of the oldest and established telecom companies in
india (Vidani, 2019). It has consistently adapted to changing markets conditions
(Vidani, Jacob, & Patel, 2019). In 1995, bharti airtel was established. According to
gupta (2020) , airtel’s main focus on providing superior network quality and
service reliability (Vidani J. N., 2016).
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Comparison Between Reliance Jio and Bharti Airtel:
1. Pricing Strategies :

Jio’s free voice calls and affordable data plans are its financial strength to
provide services at the lower rate as compare to their competitors (Vidani &
Singh, 2017). Airtel offering more data at lowest prices and bundles packages to
attract new customers ( shingh , 2020).

2. Network Quality and Coverage :

The quality and coverage of network are necessary to determining
customer satisfaction in telecommunications. Reliance jio’s investment in 4g
network to provide high data speed service across rural and urban areas (2019,
malhotra) (Vidani J. N., 2022). Airtel ranked higher in terms of 4g network
availability and more network performance ( open signal report,2019).

3. Customer Service and Support:

Jio and airtel have invested on customer service like digital platforms, ai
based chatbots and customer care to know the customer’s needs (Vidani &
Pathak, 2016).

4. Overall Value Proposition :

Cost conscious customer choose jio because it provides affordable data
plan , free voice calls and 4g coverage (Pathak & Vidani, 2016). Airtel provides
premium service and focus on network reliability ( chaudhary , 2019) (Vidani &
Das, 2021).

5. Consumer Preferences and Satisfaction:

Most of the customers choose jio because of its cost effectiveness (Vidani
& Plaha, 2017). While airtel’s customer values network stability (banerjee , 2021)
(Vidani, Meghrajani, & Siddarth, 2023) (Rathod, Meghrajani, & Vidani, 2022).

6. Impact of Regulatory Changes and Technological Advancement:

The policies are introduced like mobile number portability (mnp) and
spectrum auctions has extend competition and allowed customer to sweech
providers easily (Vidani J. N., 2020). As operators transition to 5g the needs will
shift towards delivering high speed, low latency in network infrastructure (
telecom journal,2021).

The indian telecom market is highly dynamic, lead by technological and
regulatory changes and customer preferences (Vidani & Dholakia, 2020). In the
telecom market jio has control the market with pricing strategy and on other side
airtel maintain its competition with focusing on network quality and customer
service (Vidani J. N., 2018).

Research Gap

Despite this growing concern of the telecommunications industry
regarding the behavior of the consumers, a big gap in the research work is yet to
be applied in the context of generation z's satisfaction regarding mobile network
connectivity, especially within particular regional settings such as ahmedabad.
Though several other researchers have studied customer satisfaction and service
quality concerning the telecommunications industry, only a few targeted the
differentiation of generation z preferences against the expectations, hence
making the latter more potent to influence market trends.
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Most of the research literature generalizes consumer behavior across
different age groups and fails to recognize the needs and fluency of younger
consumers. Another kind of research could include speaking about the reliability
of the network and customer service, but is unlikely to bear a more all-inclusive
view that would differentiate it from others in a market, for example jio over
airtel. In addition, the swift change of technology in the telecommunication
industry, with the implementation of 5g and other innovations, necessitates real-
time research that captures the current experience and satisfaction of consumers.

Most prior research is lagged and does not take into account recent
technological advances in mobile technology, which have had a great influence
on user expectations. Most importantly, qualitative studies are required to closely
probe the effects of dependency on social media, brand loyalty, and value
perceptions in forming generation z preferences. This gap unravels the necessity
for a more expressive interpretation of how these factors can impact the
satisfaction levels of the youth market, especially in an arena as competitive as
ahmedabad, wherein jio and airtel battle for supremacy. However, there exists a
gap in research on the interaction between external factors based on socio-
economic status and cultural influence with consumer satisfaction regarding this
aspect. This would be highly useful for operators interested in fine-tuning their
offers to the specifics of generation z.

Finally, while streams of research in customer service concentrate on the
question of responsiveness of services to customers and how these aspects
influence customer satisfaction, much less attention is devoted to the
corresponding, high-tech specifics of services to customers, that is, introducing
ai and chatbots, which are increasingly becoming an important element for
young, tech-savvy customers. This region has been found to be an important gap
for further research because it indicates how these technologies are influencing
the satisfaction of generation z, offering a channel for telecommunications
companies to gain competitive advantage.

Basically, this research gap on the satisfaction of generation z towards
mobile network connectivity in ahmedabad is fairly complicated: there is no
particular research regarding it, and perspectives utilized in earlier studies were
outdated and unaided qualitative knowledge. Adding to research in the domain
of consumer behavior, this research into the needs of generation z is expected to
provide action lessons for providers of mobile network services on integrating
these unique preferences and expectations within their service offerings. As such,
the bridge that would hereby bridge the gap between what consumers require
and the present service offers is the bridge towards improvement in customer
satisfaction and loyalty in this fast-moving market.

Hypothesis

H1: There is a significant relationship between age and satisfaction with the
overall performance of the service provider.

H2: There is a significant relationship between age and the likelihood of
recommending the service provider based on overall satisfaction with the
experience
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H3: There is a significant association between age and the reliability of network
coverage in the area.

H4: There is a significant association between age and satisfaction with the
overall quality of the network signal.

H5: There is a significant association between age and whether data speed meets
expectations.

H6: There is a significant association between age and the presence of
connectivity issues or disruptions.

H7: There is a significant association between age and the presence of
connectivity issues or disruptions.

H8: There is a significant association between age and perceptions of value for
the price paid for services.

HO9: There is a significant association between age and satisfaction with the
responsiveness of the customer service team.

H10: There is a significant association between age and the prompt resolution of
issues and concerns by the service provider.

H11: There is a significant association between age and the usefulness of
additional services offered.

H12: There is a significant association between age and the perception that the
benefits of the service provider stand out from others.

H13: There is a significant association between age and overall satisfaction with
the performance of the service provider.

H14: There is a significant association between age and the likelihood of
recommending the service provider to others based on personal experience.

Table 1. Validation of Questionnaire
Statements Citation from jv citation file
(you can add more than 1
citation)

Network quality and coverage:
My service provider offers reliable network | (Vidani, 2015)
coverage in my area.
I am satisfied with the overall quality of the | (Vidani & Solanki, 2015)
network signal.

Data speed and quality:
The data speed provided by my service | (Vidani, 2015)
provider meets my expectations.
I rarely experience connectivity issues or | (Vidani, 2015)
disruptions while using data services.
Pricing and value for money:

The pricing plans offered by my service | (Vidani, 2015)
provider are affordable.
I feel that my service provider offers good | (Vidani, 2015)
value for the price i pay.
Customer service:
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I am satisfied with the responsiveness of the | (Solanki & Vidani, 2016)
customer service team.

My service provider resolves my issues and | (Vidani, 2016)
concerns promptly.

Additional services and benefits:

My service provider offers useful additional | (Bhatt, Patel, & Vidani, 2017)
services (e.g., entertainment apps, payment
services).

The benefits provided by my service provider | (Bhatt, Patel, & Vidani, 2017)
make it stand out from others.

Overall satisfaction:

I am satisfied with the overall performance of | (Niyati & Vidani, 2016)
my service provider.

I would recommend my service provider to | (Pradhan, Tshogay, & Vidani,
others based on my experience 2016)

Switching intentions:

I am likely to switch to another service | (Modi, Harkani, Radadiya, &
provider in the next six months. Vidani, 2016)

I believe my service provider offers the best | (Vidani, 2016)
service compared to others in the market.

Source: Author’s Compilation

METHODOLOGY
Table 2. Research Methodology
Research Design | Descriptive
Sample Method | Non-Probability - Convenient Sampling Method
Data Collection | Primary Method
Method
Data Collection | Structured Questionnaire
Method
Type Of Close Ended
Questions
Data Collection | Online Through Google Form
Mode
Data Analysis Tables
Methods
Data Analysis Spss And Excel
Tools
Sampling Size 174
Survey Area Ahemdabad
Sampling Unit Students, Private And Government Job Employees,
Businessmen, Home Maker, Professionals Like Ca,
Doctor Etc.

Source: Author’s Compilation
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Demographic Summary

Demographic Summary of the Respondents: The Sample Is Quite Diverse,
with 174 Participants. In terms of the age brackets, it portrays that the
respondents belong to a huge number within the age group 18 to 25 years old,
accounting for a gigantic 78.7%. Only 4.6 percent of them are below 18. Major
respondents above 35 years old account for 6.3 percent. Gender Distribution Is
Highly Skewed Towards Males With 69.5% While The Remaining Is Females
Accounting For 30.5%. On Occupation, Students Produced 66.7%, Compared To
Employed Individuals, Which Is 28.7%, and the indicated percentage of being
unemployed, at 2.9%, while the number of retirement age is minimal at 1.7%.
Monthly Income Shows Half Of The Respondents Earning Below 20,000, While
16.1% Of Respondents Earning Above 60,000. Service provider preference can be
thus appropriately described as one that was dominated by reliance on Jio at
60.3%, followed by Bharti Airtel at 25.9% and then Vodafone Idea at 13.8%. The
spread of the demographic, as described above, lends a context where
understanding the actual perception and satisfaction with the network services
would not be hard to understand.
Cronbach Alpha

Table 3. Cronbach Alpha
Cronbach Alpha Value | No. Of Items
875 18

The cronbach's alpha value is 0.875, which represents a good level of
internal consistency among the 18 items of the survey; all these are well calibrated
in measuring the same underlying construct. Therefore, the scale may be
considered a reliable tool for measuring the desired variable. A cronbach's alpha
greater than 0.7 is usually considered satisfactory and greater than 0.8 good. So
in this case, the high alpha supports the reliability of the measurements, so we
conclude that the items measure the perception or experience quite accurately.
This research paper analyses the satisfaction levels of gen z users regarding
mobile network connectivity between jio and airtel in ahmedabad city. From
studying the data, some connections can be inferred between age and various
satisfaction metrics that underpin the specific preferences and experiences of gen
z with these service providers.

Table 4. Results of Hypothsis Testin
Sr. Alternate Result | >/< Accept/ R Relations
No Hypothesis P= 0.05 Reject Null Value hip
] Hypothesis
There is Hot
significant rejected
b1 | , relationship 040 | < (null 24c | Weak
between age and h .
. . . ypothesis
satisfaction with rejected)
the overall ]
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performance of
the service

provider.
There is a
significant
relationship
between age and HO02
the likelihood of rejected
H2 recommending 018 (null .106¢ Weak
the service hypothesis
provider based rejected)
on overall
satisfaction with
the experience
There is a
significant HO03
association rejected
H3 | between age and 018 (null 380 Weak
the reliability of hypothesis
network coverage rejected)
in the area.
There is a
51gn1f'1cz'mt Ho4
association
between age and accepted(n
H4 . . . 703 ull 271c Weak
satisfaction with .
hypothesis
the overall q
quality of the accepted)
network signal.
There is a
significant HO05
association rejected
H5 | between age and .031 (null .180c Weak
whether data hypothesis
speed meets rejected)
expectations.
Thereis 2 Hos
significant .
. rejected
H6 association 003 (null 003 |  Weak
between age and .
the presence of hypothesis
rejected)

connectivity
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issues or
disruptions.
There is a
significant
association HO7 (null
7 between age and 063 S accepted 141
. . 141c Weak
the presence of hypothesis
connectivity accepted)
issues or
disruptions.
There is a
significant HO8
association rejected
H8 | between age and 015 < (null .107c
perceptions of hypothesis
value for the price rejected)
paid for services.
There is a
significant
association HO09
between age and rejected
H9 | satisfaction with 004 < (null .062¢c Weak
the hypothesis
responsiveness of rejected)
the customer
service team.
There is a
significant
association H10
between age and rejected
H10 the prompt 1 < (null .009¢c Weak
resolution of hypothesis
issues and rejected)
concerns by the
service provider.
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There is a
significant H11
association rejected
H11 | between age and .037 (null .064c Weak
the usefulness of hypothesis
additional rejected)
services offered.
There is a
significant
association H12
between age and rejected
H12 the perception 1 (null .095¢ Weak
that the benefits hypothesis
of the service rejected)
provider stand
out from others.
There is a
significant
association H13
between age and rejected
H13 overall .040 (null .224c Weak
satisfaction with hypothesis
the performance rejected)
of the service
provider.
There is a
significant
association H14
between age and .
the likelihood of rejected
H14 . 018 (null .106c Weak
recommending h .
. ypothesis
the service octed
provider to others rejected)
based on personal
experience.
RESULT AND DISCUSSION

This research paper examines the satisfaction levels of generation z (gen
z) users regarding mobile network connectivity between jio and airtel in
ahmedabad city. The findings reveal significant associations between age and
various satisfaction metrics, emphasizing the wunique preferences and
experiences of gen z with these service providers.
Overall Performance Satisfaction (H1)

Analysis proves that satisfaction of service users with the overall
performance of a service provider is strongly related to the age of the service user
(p < 0.05). This is because the expectation of the younger crowd about mobile
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connectivity comes from being brought up in a totally digital environment. This
could therefore make gen z demand higher standards of performance, a point
which can directly correlate with satisfaction levels.

Likelihood of Recommendation (H2)

The association between age and likelihood of recommending a service
provider based on overall satisfaction was also significant, p < 0.05. This means
that as the users get older, they tend to be less likely to refer their provider to
others when satisfaction increases. Social media and peer influence are highly
influential in the gen z decision-making process; therefore, being dependable and
providing quality service is of utmost importance.

Network Reliability (H3)

Age is statistically significantly correlated with self-assessed network
reliability p = 0.018. This implies that young users would want efficiency in
service provision for their activities. This might explain why the large jio network
appeals to such users, because they strictly depend on a constant service.
Network Quality (H4)

Interestingly, age variable and satisfaction with the overall quality of the
network was not significant p = 0.703). This may imply that while gen z prefers
good quality signals, they may focus even more on data speed factors and
customer service as priorities over signal quality.

Hypothesis Related to Expectations Around Data Speed (H5)

Age was significantly associated with satisfaction with whether data
speed matched what was expected (p = 0.031). For a generation of users relying
on data streaming, gaming, and social media, if expectations of these factors are
not met, then this would probably show higher dissatisfaction. It follows that
providers need to make sure these learners have high-speed connectivity.
Disconnections Problems (H6, H7)

The case of connectivity problems exhibited a strong association with age
(h6, p =0.003); that is, the users are very sensitive to service disruption when they
are young. In the increasingly digitized world, even minimal connectivity
problems may be huge sources of dissatisfaction, impairing user experience and
recommendations.

Value Perception (HS)

The price paid for the value was perceived as the price charged offered (p
=0.015), which further supports the argument that gen z is financially savvy, and
will only pay top dollar if it is matched with quality service. The market in which
gen z lives is one where pricing is aggressively competitive, and this population
is highly sensitive to value - something on which providers also rely heavily.
Customer Service Satisfaction (H9, H10)

Age correlates highly with satisfaction towards the responsiveness of
customer services h9, p = 0.004, which means gen z has high standards of speedy
resolution. Their status as a digital native may be propelling this call for fast
support via multiple avenues such as chat or social media.

Usefulness of Additional Services (H11)

The more prominent association of the value of additional services (p =
0.037) suggests that younger users appreciate innovative services to enrich their
experience.
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Distinct Benefits H12

H12 reaches borderline significance (p = 0.1). It suggests that gen z
recognizes the benefits supplied by the provider, but this can be established
better if the service provider clearly communicate.

It suggests that gen z recognizes the benefits supplied by the provider, but
this can be established better if the service provider clearly communicates them.
Overall Satisfaction H13, H14

It is the associations relating to overall satisfaction, h13, p = 0.040 and
chances of recommending the provider, h14, p = 0.018 that perhaps convey the
findings of this study, showing that it is.

Theoretical Implications

The findings of the current study yield many useful insights into the
satisfaction of gen z towards mobile network connectivity more specifically for
the ahmedabad city scenario for both jio and airtel. This research study has
several theoretical implications that can give an improved understanding of
consumer behavior as well as service delivery in the telecommunication sector.
1. Age is a Determinant of Satisfaction

Therefore, from the significant relationships discovered between age and
each of the satisfaction dimensions, it can be inferred that age is indeed an
important factor for understanding consumer expectations and experiences. This
agrees with the wider literature on consumer behavior whereby demographic
factors such as age are considered to have significant impacts on service quality
perceptions. Further research would be viable in this regard, either by expanding
some of these findings with an emphasis on other demographic characteristics
such as socio-economic status, to provide more dimensionally based practical
insights into understanding consumer satisfaction.

2. Digital Natives and Expectations for Customer Service

Given the nature of gen z as a generation of digital natives, the stringent
expectations for mobile connectivity and for customer service only serve to
highlight the shortcomings in these theories that do not account for how
technology is changing consumer behavior. The findings show that there might
be a need for service quality models to adapt and accommodate these
expectations of younger consumers who are largely dependent on a digital
backdrop. This, therefore, opens avenues for new conceptual frameworks that
tuse reliance on technology with service quality measurement.

3. Social Influence and Recommendation Behaviour

A strong positive correlation between satisfaction and the likelihood to
recommend a service provider suggests that the social factors play a higher role
in the purchase decision, especially among the younger generation. Future
research should continue exploring the sources of social influence as well as how
such channels are reinforced through digital communication with gen z.

4. Value Perception in Telecommunications

The results regarding perceived value for the price paid point up the
timeliness of value perception theories in terms of the environment regarding
telecommunications, proving this research correct because gen z is sensitive to
pricing and service quality; hence, value assessment must be acknowledged as a
construct of multiple dimensions requiring further investigation. For example,
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future theoretical models would look into both utilitarian and hedonic aspects of
value based on the degree of emotional connection with a brand in order to
satisfy and maintain their level of loyalty.
5. Customer Service as a Key Determinant

The significant linkage between responsiveness in customer service and
overall satisfaction shows how important customer service is to the determinant
in the telecommunications sector. This reiterates service encounter theories,
which assert that service encounters are virtual points of contact in the process of
customer experience. Further studies would be conducted to understand how
such new technologies through customer services like ai chatbots and social
media engagement become crucial in influencing consumer satisfaction, more
specifically among the young consumers.
6. Service Innovation Implications for the Telecommunication Sector

Additional services and unique benefits call for service innovation in
telecommunication following the innovation theories about competitive
advantage through adaptation to consumer needs. Future studies can explore
how firms can exploit consumer feedback to innovate and improve satisfaction,
furthering knowledge on service innovation in dynamic markets.
Practical Implications

Findings of this study on the satisfaction of generation z with mobile
network connectivity between jio and airtel in ahmedabad city provide several
practical implications for the telecommunication companies and marketers.
Based on knowledge about the preferences and behaviors of the target group,
companies can design marketing strategies suited to customer needs and increase
their satisfaction and loyalty.
1. Targeted Marketing Strategies

The marketing campaigns ought to be targeted so as to win the interest of
gen z in their value preferences. The kids are made to show interest in high-speed
data, dependability, and even innovative features. Lastly, marketing messages
will target this audience effectively by employing social media platforms that are
well preferred among gen z .
2. Improvement Of Custom Service

As the responsiveness of customer service leads to direct connectivity
towards overall satisfaction, it is essential that service providers should make a
beeline for customer support. More efficient channels of customer service, such
as chatbots and social media support, can facilitate quicker response to inquiries
and complaints. Training on the distinct needs of gen z by the customer service
representatives would further elevate the customer experience.
3. Network Reliability and Speed

The network infrastructure needs to be upgraded to make it easier for gen
z members to connect and hence something the telcos should invest in; a
consistent high-speed provision of data services remains the most critical
determinant for customer retention, especially for the younger population, as
mobile connectivity is the mainstream channel for streaming, gaming, and social
engagement.
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4. Value Proposition Optimization

Telecom companies need to reassess the pricing continuously and align
with the perceived value of the services they deliver. Among multiple
alternatives with which telecom companies can enhance the perceived value and
attract more customers toward their offers, at the least, flexible pricing plans or
student discount plans and bundled service will really pay off quite nicely.
5. Social Proof and Influencer Marketing

Understand The Influence Of Social Representation, And The Provider
Shall Move To Engage In Influencer Marketing That Helps Promote The Services
Offered. Partnering With Influence-Generating Popular Figures Who Resonate
With Gen Z Will Significantly Enhance The Exposure And Credibility Of The
Brand, Encouraging Potential Customers To Consider The Services On Offer.
6. Innovating Other Services

Telecommunications companies should also understand that offering
innovative extra services can involve designing streaming subscriptions for gen
z consumers, gaming packages, or an extended version of an exclusive
application. These novelties lead to an increase in consumer interaction and
satisfaction levels, too - factors that make the service more attractive.
7. Periodic Feedback Mechanisms

The organization is continuously updated on the preferences and
expectations of gen z through regular mechanisms of feedback such as surveys
and focus groups. Providers are actively communicated to in order to rectify the
issues and make appropriate changes so that they show high loyalty and
satisfaction to the community.
8. Community Engagement and Social Responsibility

Gen z prefers brands which carry social responsibility and community
engagement. Companies need to explore programs which align with the above
values, including environmental sustainability, community engagement, among
others. This will propel loyalty towards the brand from the age group who, on
their part, would rather base purchase decisions on the above principles.

CONCLUSION AND RECOMMENDATION
Conclusion

The outcome of this study indicated the level of satisfaction the users of gen
z have towards the connectivity by mobile networks of airtel and jio in ahmedabad
city. An exhaustive analysis which unfolded multiple significant relations between
the age dimension and several others of the satisfaction dimensions that indicate
the special preferences and expectations of this demographic group.

Findings: the most important findings are that gen z users care about
performance, reliability, and customer service. The latter factor mainly determines
the overall level of customer satisfaction and readiness to recommend a service
provider. This generation is essentially born digital and, thus, has very high
expectations regarding criteria such as data speed and connectivity. Thus,
providers of telecom services need realignment toward the needs of this
generation.
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More, the study offers perceived value and innovative offerings to ensure a
good level of customer satisfaction. Gen z is very sensitive to price and appreciates
extra services, which makes there a need for telecommunication companies to
develop value propositions while innovating service offerings.

The study provides several practical implications to the telecommunication
providers; these are specific targeted marketing, better customer services,
investment in network reliability, and involvement in community activities that
would likely attract the gen z users. Where those areas are improved, then
companies will produce loyalty and positive experiences hence providing an edge
over the rapidly advancing landscape of the telecommunication industry.

Summary in a nutshell, it explains the distinct needs and directions that will
help the providers of telecommunication stay afloat in an increasingly intense
competition. It is what the study will learn companies will be able to devise better
how they can work to change the expectations of this influential generation to
improve satisfaction and loyalty level.

Recommendation

Future work will explore extending the categories or populations under
study beyond just gen z-including, in all the much older generations-to include
millennials, so that comparisons between age groups can be used to identify where
differences in expectations and experience over mobile network providers may
arise.

1. Regional Variation

Similar research conducted in other locations or cities would speak well to
the effects that may emerge due to cultural, economic and infrastructural
differences on the levels of satisfaction. Such a geographic variation would
ascertain whether the results could be generalized across markets to other places
like ahmedabad.

2. Longitudinal Studies

Longitudinal studies, examining trends in differences of satisfaction among
gen z over time, would better provide enlightening evidence on how changing
expectation is kept in pace with changes in technology and market dynamics. Such
understanding will help service providers make adjustments ahead of time.

3. In-Depth Qualitative Studies

More robust motivations and drivers may be revealed by including
qualitative approaches like interview or focus group research. The further depth
of user stories can be unlocked by finding out what users like, abhor, or feel
emotionally attached to their service providers.

4. Benefits From Emergent Technologies

For instance, subject matter can be 5g, ai, and iot entry changes the
expectations and satisfaction level of gen z. In this regard, it may have the
innovative ideas that help the service provider get ready with the future demands
of the users.

5. Impact of Social Media and Peer Recommendations

The influence of the social media and word-of-mouth flows in choosing
operators can be further explored from this research. Understanding such
dynamics would enhance marketing strategies and customer activation.
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6. Customer Loyalty and Retention

Future research can investigate the development and pilot runs of strategies
that are directed straight for increasing customer loyalty for the gen z users. This
encompasses the examination of loyalty programs, individualized marketing
approaches as well as community engagement initiatives concerning retention
purposes.
7. Interindustry Comparison

Such a comparison between the telecom industry and, say, retail or
hospitality would identify common drivers for satisfactions as well as industry-
specific issues. An interindustry view would therefore be a potential route to
leverage best practice customer experience enhancing practices from the telecom
industry.

FUTHER STUDY

This research still has limitations, so further research is needed related to
the topic of Comparative Analysis Regarding Gen'z Satisfaction Over Mobile
Network Connectivity in order to perfect this research and increase insight for
readers.
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