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ABSTRACT

The anticipated convergence of advanced communications technologies like 5G, (M2M)
Machine to Machine, Al (Artificial Intelligence) and Robotics have sown the seed for new
use cases across industries. This coupled with changing customer preferences, competition,
and saturated markets, makes the telecommunications business more complex in times to
come. The consolidation in the telecom industry has forced several service providers to
merge or exit the business altogether. Agility concerns of organizations in high growth
telecommunications industry provide the relevance for this study. This study finds its
objective in developing Marketing Flexibility framework for Indian telecommunications

service providers contributing to enhanced marketing performance.

The extensive literature review of the last two decades reveals that flexibility concepts have
been widely researched and practiced in the area of manufacturing significantly explored in
business management areas except in the marketing domain. Flexibility in marketing is
scantly explored, and in the telecommunications industry, it is just a beginning. The recent
studies in the area of marketing flexibility are limited to exploring the applicability of
marketing concepts in various sectors, out of which automobile has got the initial attention of
researchers. The significant contribution of contemporary researchers in the area of marketing
flexibility has been towards developing the scale for measuring flexibility and developing

marketing flexibility matrices.

This study is conducted in four phases. In the first phase, the literature review, the context-
specific issues, and the objective of the research study were delineated. As stated above the
purpose of the study is to develop a Marketing Flexibility framework for Indian
telecommunications service providers. The second phase constitutes the exploratory study. A

qualitative approach has been selected for the investigation to explore nuances and more in-
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depth understanding of the marketing flexibility concept. The grounded theory methodology
in-depth interviews and semi-structured interviews were used to explore the factors for
marketing flexibility. Total interpretive structural modeling (TISM) and Modified TISM is
executed to develop a hierarchical relationship between the identified factors. The MICMAC
analysis was done to ascertain the driver power and driving power of the factors identified for
developing marketing flexibility. In the third phase, cases studies on Indian telecom service
providers are prepared to validate the research findings and bring in the research rigor.
Finally, discussion and conclusion constitute the fourth phase of the study. The method

triangulation is used to carry out synthesis and findings and results.

Ten factors were identified for developing Marketing Flexibility framework for Indian
telecommunications service providers. The factor marketing intelligence has emerged as the
most critical factor to develop marketing flexibility. The other elements are customer
contextual usage pattern, emerging segments, process automation, availability of access
network, tariff and differentiated offering, flexible promotions, customer satisfaction,
increase in customer acquisition and increase in ARPU (Average Revenue Per User). The
factor marketing intelligence, customer contextual usage pattern, emerging segments, process
automation and availability of access network are the driver factors while flexible promotion,
customer satisfaction, increase in customer acquisition and increase in ARPU are dependent
factors. Tariff and differentiated offerings are identified as the linkage factor. The flexibility
interventions in marketing operations of the Indian telecom service providers can be planned

using these marketing flexibility factors.

The study has contributed to the body of knowledge and as well as for the practitioners in the
telecommunications industry. These are highlighted in the last phase of the research. To
conclude, this study can be considered as the bedrock for developing Marketing Flexibility
framework and research in the Indian context.
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