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Abstract

This study is set up in the continuous services environment wherein products or services
are commoditized with hardly any differentiation such as banking, insurance, and telecom
sectors. Any change in price or an occasional shortfall in core value delivery drifts

customers away, therefore, making long-term customer loyalty a distant dream for any firm.

The telecom industry of India has been chosen among other industries after a careful
analysis as it represents the most complicated version of the continuous services industry.
There is constant technology innovation (3G,4G,5G) inviting huge investments in
infrastructure regularly. Customer needs are ever-evolving because of higher levels of
mobile app adoption. Business models of telecom companies are constantly evolving
leading to hyper-competition within and across the telecom industry. The Indian telecom
industry has seen unprecedented mergers & acquisitions and exits since the year 2016
because of falling average revenue per user (ARPU), poor return on investment (ROI), and
profitability. At the same time, the Indian telecom industry stares at tremendous growth
opportunities in the form of increased demand for high-speed broadband, unpenetrated
rural geographies, increasing per capita income, a higher population of youth, and a very
high adoption of smartphones and apps. It raises a fundamental question: How to grow

profitably in such a complex environment?

While there are an ‘N’ number of interesting innovation studies suggesting various
innovation theories and models for telecom businesses globally but surprisingly, they fall
short of suggesting a comprehensive marketing innovation model. This research is an
attempt to fill this gap. This study aims to understand the phenomenon of customer centric
marketing innovation among Indian telecom companies and develop a framework for the

same, which might serve as a reference for other industries in a similar setup.
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This study has been conducted in six phases. The first phase focuses on a literature review
focused on the overview of the telecom industry, past studies on customer centricity and
marketing innovation, and concludes with a structured literature review of innovation

studies in the telecom industry.

Phase 2 of the study was conducted to identify the research gaps, formulation of research
objectives, and research questions. Phase 3 of the study was conducted to address these
gaps. It involved identifying the ground realities regarding the application of customer
centric marketing innovation in the telecom industry, the key factors affecting it, and other
relevant themes using grounded theory methodology. Customer loyalty was identified as a
core theme along with sub-themes and key factors representing those sub-themes. It
concludes with the formulation of a conceptual framework having customer integration,
external integration, internal integration and functional value innovation, emotional value
innovation, social value innovation, and economic value innovation as key constructs and
65 measures (observed variables) for achieving customer loyalty and business profitability.
It concludes with a customer centric value innovation equation and proposed Six

propositions.

Phase 4 of the study further builds on the findings from phase 3 and validates the conceptual
framework quantitatively using the structural equation modeling (SEM) method. It tests
previously identified six propositions and highlights that functional value innovation leads
to loyalty significantly. The model recommends significant covariances between external
integration and functional value innovation. Additionally, significant covariances were also
observed between functional and emotional value innovation, and between external
integration and emotional value innovation respectively. It importantly highlighted the
insignificance of internal integration, social value innovation, and economic value

innovation with poor reliability and validity ratings. Therefore, recommended dropping
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these factors from the model despite having strong evidence from the literature review and
inputs from grounded theory studies conducted in phase 3. However, a model based on the
quantitative study with four key factors only (external integration, customer integration,
functional value innovation, emotional value innovation) with significant covariances

among those towards loyalty and profitability was concluded.

Phase 5 of the study involved the validation of the framework from phase 4 through a case
study method. A detailed case study of the market leader “termed as a disrupter in India”
was conducted. It not only validated the four key factors from phase 4 but strongly
recommended the significance of previously dropped internal integration, economic value
innovation, and social value innovation factors in the framework. Hence, a revised model
including all eight constructs was validated through SEM again. It resulted in a framework
with all the seven factors leading towards loyalty and profitability thereof. However, it also
brings out the fact that functional value innovation impacts loyalty directly and in the most
impactful way whereas, other factors influence it indirectly with significant covariances

among themselves.

Phase 6 of the study concludes the findings of the study with its implications and
limitations. This study thus summarizes the existing body of knowledge and reviews the
existing key customer-centricity factors, marketing innovation factors, and factors from
innovation studies in the telecom and services sector. It then attempts to define the term
“customer centric marketing innovation” holistically for the telecom industry scientifically

through a multi (mixed) method approach.

This study presents a strong theoretical foundation for further research. This study starts
with the theory of consumption values and applies the principles of marketing innovation
by leveraging customer-centricity factors. It bridges the gap between customer centricity

and marketing innovation theories in the telecom industry for building loyalty and
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profitably in a consistent manner. It further attempts to explore the phenomenon of
customer centric marketing innovation in detail and contributes to the development of the
knowledge pool by identifying underlying themes in the telecom industry context. Thus, it

brings up a holistic and clear view of the topic in the scattered area of study.

Lastly, Customer Centric Marketing Innovation (CCMI) model will act as a lighthouse for
telecom firms for achieving their mission by conducting marketing innovation in a
customer centric manner as it focuses on delivering a simplified and excellent customer
experience to the consumers across the customer life cycle stages (discover-buy-deliver-

pay-recommend).
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