Chapter 3
Analysis of Primary Data
Socio-economic profile
The socio-economic profile of the respondents viz., gender, age, course of study, institution of study, family size, occupation of parent, family income, duration of phone use, duration of Jio use, average daily call, average daily SMS, duration of browse etc are brought under this head. The details of gender of the respondents are presented below:
Table 1: Gender of the respondents
	Gender
	Frequency
	Percentage

	Male
	110
	69

	female
	50
	31

	total
	160
	100



Source: field survey
Figure 1: Gender
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From table 1, it is clear that majority (69.0 percent) of the respondents are males. The details regarding age of the respondents are shown in table 2 below:
Table 2: Age of the respondents
	Age
	Frequency
	Percentage

	Up to 18 years
	50
	31

	18-20 years
	44
	27.6

	Above 20 years
	66
	41.4

	total
	160
	100


Source: Field survey
Figure 2: Age of the respondents

Source: Field survey
From table 2 above, it is clear that a considerable number of (41.4 percent) of the respondents belong to the age group of above 20 years. Another 31 percent belong to the age group of up to 18 years. The details regarding the course of study of the respondents are shown in table 3 below:
Table 3: Course of study
	Course
	Frequency
	Percentage

	Plus two
	52
	32.8

	degree
	108
	67.2

	Total
	160
	100


Source: Field survey
Figure 3: Course of study

Source: Field survey
From the table 3 above, it is evident that 67.2 percent of the respondents are from degree courses. 32.8 percent of them are from plus two course. The details regarding the institution of study are presented in table 4 below:
Table 4: Institution of study
	Institution
	Frequency
	Percentage

	Marygiri college
	40
	25

	Marygiri HSS
	20
	12.5

	Govt HSS
	20
	12.5

	Bappuji HSS
	20
	12.5

	BTC College
	60
	37.5

	Total
	160
	100


Source: Field survey
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From table 4 above, it is clear that 37.5 percent of the respondents are studying in BTC college, and 25 percent of them are studying in Marygiri college. Another 12.5 percent each of the respondents are studying in arygiri HSS, Government HSS and Bappuji HSS. The details regarding the family size of the respondents are presented in the table 5 below:
Table 5: Family size
	Family size
	Frequency
	Percentage

	Up to 3
	19
	12.1

	3 to 6
	110
	69.0

	Above 6
	31
	19.0

	Total 
	160
	100


Source: Field survey
Figure 5: family size

Source: Field survey
From table 5 it is clear that the family size of 69 percent of the respondents is in between 3 and 6. 19 percent of the respondents have got a family size of more than 6 members. The details regarding the occupation of the parents of the respondents are shown in table 6 below:
Table 6: Occupation of parent
	Occupation
	Frequency
	Percentage

	Salaried
	69
	43.1

	Professional
	19
	12.1

	Business
	39
	24.1

	other
	33
	20.7

	Total
	160
	100


Source: Field survey
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Source: Field survey
From table 6 above it is evident that 43.1 percent of the respondents’ parent’s occupation is salaried ob, 24.1 percent of the parents engaged in business, 12.1 percent of them engage in Professions and 20.7 percent of the parents engage in other jobs. The details regarding the monthly income of the family is represented in table 7 below:
Table 7: Monthly family income
	Income
	Frequency
	Percentage

	Up to Rs25000
	77
	48.3

	25000 to 50000
	61
	37.9

	50000 to 75000
	14
	8.6

	Above 75000
	8
	5.2

	Total
	160
	100


Source: Field survey
Figure 7: Monthly family income
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From table 7 above, it is clear that 48.3 percent of the respondents’ monthly family income is up to Rs.25000, 37.9 percent of them earns in between 25000 to 50000, 8.6 percent of them earns in between 50000 and 75000. Another 5.2 percent are there who earns above Rs75000 in a month. The details of monthly savings of the family of the respondents are represented in table 8 below:
Table 8: Usage of mobile phone
	Usage of mobile phone
	Frequency
	Percentage

	Up to 2 years
	83
	51.7

	2 to 4 years
	64
	39.7

	Above 4 years
	14
	8.6

	Total
	160
	100


Source: Filed survey
Figure 8: Usage of mobile phone

Source: Field survey
From table 8, it is evident that more than half of the respondents use mobile phone for up to 2 years. 39.7 percent of them use it in between 2 and 4 years. 8.6 percent of them use it over 4 years. The details of the usage of Jio service by the respondents are represented in table 9 below:
Table 9: Usage of Jio service
	Usage of Jio service
	Frequency
	Percentage

	Up to 1 year
	110
	69

	1 to 2 years
	47
	29.3

	Above 2 years
	3
	1.7

	Total
	160
	100


Source: field survey
Figure 9: Usage of Jio service

Source: Field survey
From the above table it is seen that 69 percent of the respondents use Jio service almost one year. 29.3 percent of them use it one to two years. The details of average daily calls of the respondents are represented in table 10 below:
Table 10: Average daily calls
	Daily calls
	Frequency
	Percentage

	Up to 10
	52
	32.8

	10 to 20
	83
	51.7

	20 to 30
	25
	15.5

	Total
	160
	100


Source: field survey
Figure 10: Average daily calls

Source: Field survey
From table 10 it is clear that 51.7 percent of the respondents make 10 to 20 calls on an average daily. Another 32.8 percent makes up to ten calls on an average daily. The details of average daily SMS by the respondents are represented in table 11 below:
Table 11: Average Daily SMS
	Daily SMS
	Frequency
	Percentage

	Up to 10
	96
	60.3

	10 to 20
	30
	19

	20 to 30
	5
	3.4

	Above 30
	28
	17.2

	Total
	160
	100


Source: field survey
Figure 11: Average daily SMS

Source: field survey
From table 11 above it is seen that 60.3 percent of the respondents make up to 10 SMS on an average. 19 percent of them make ten to twenty SMS daily. 17.2 percent of them make above 30 SMS daily on an average. The details of duration of daily internet browsing of the respondents are represented in table 12 below:
Table 12: Duration of daily browsing
	Daily browsing
	Frequency
	Percentage

	Up to 3 hours
	113
	70.7

	3 to 6 hours
	47
	29.3

	Total
	160
	100


Source: Field survey
Figure 12: Duration of daily browsing

Source: Field survey
From table 12 above it is clear that majority (71.7 percent) of the respondents spent up to three hours a day for internet browsing. The rest of the 29.3 percent spent three to six hours a day for internet browsing.
Sources of information about Reliance Jio
In order to examine the sources of information of the respondents about Reliance Jio, Friedman’s test has been administered. The test result is shown in table 3 below:
Ho: there is no significant difference between mean rank of the sources of information of the students about Reliance Jio.
Ha: there is significant difference between mean rank of the sources of information of the students about Reliance Jio.
Table 3: Sources of information about Reliance Jio
	Sources of information
	Mean rank
	Chi-square value
	p-value

	Friends and relatives
	3.82
	8.494
	0.031*

	Advertisement in various media
	3.63
	
	

	Shop seller
	3.13
	
	

	Word of mouth
	3.22
	
	

	Social Networking Sites
	3.80
	
	

	Others sources
	3.41
	
	


Source: field survey
Note: * denotes significant at 5% level
Table 3 above, it can be seen that most important sources of information about Reliance Jio are friends and relatives (mean rank = 3.82), social networking sites (mean rank = 3.80) and advertisement in various media (mean rank = 3.63). Hence the null hypothesis is rejected at five percent level of significance (chi-square value = 8.494 and p-value =0.031).
Motivational factors of purchase of Reliance Jio
An attempt has been made to know about the factors that motivated them to purchase Reliance Jio. Friedman’s test has been administered for this purpose. The result is shown in table 4 below:
Ho: there is no significant difference between mean rank of the motivational factors of purchase of Reliance Jio.
Ha: there is significant difference between mean rank of the motivational factors of purchase of reliance Jio.
Table 4: Motivational factors of purchase of Reliance Jio
	Motivational factors of purchase
	Mean rank
	Chi-square value
	p-value

	Unlimited data usage
	4.92
	


24.902
	


<0.001**

	High speed 
	4.04
	
	

	Cheaper cost/ cost free services
	3.65
	
	

	Value added services
	3.70
	
	

	Network coverage
	3.77
	
	

	4G services
	4.48
	
	

	Schemes and offers
	3.44
	
	


Source: field survey
Note: ** denotes significant at 1% level

From table 4 above it can be concluded that the most important factors that motivated them to purchase Reliance Jio are unlimited data usage (mean rank = 4.92), 4G service (mean rank = 4.48) and high speed (mean rank = 4.04). Hence the null hypothesis is rejected at one percent level of significance (chi-square value = 24.902 and p-value = <0.001).
Purpose of using mobile data
In order to know about the purposes for which the students are using mobile data, Friedman’s test has also been applied. The result is as follows:
Ho: there is no significant difference between the mean rank of the purposes of using mobile data by the students.
Ha: there is significant difference between the mean rank of the purpose of using mobile data by the students.
Table 5: Purpose of mobile data use
	Purpose of data use
	Mean rank
	Chi-square value
	p-value

	For news reading
	3.49
	

5.466
	

0.036*

	For watching live TV
	3.37
	
	

	For video download
	3.88
	
	

	For using social networking sites
	3.68
	
	

	For academic purposes
	3.25
	
	

	For getting health and beauty tips
	3.33
	
	


Source: field survey
Note: * denotes significant at 5% level.
From table 5 above, it is seen that the most important purposes for which the students are using mobile data are video download (mean rank =3.88), use of social networking sites (mean rank= 3.68) and for news reading (mean rank =3.49). Hence the null hypothesis is rejected at 5 percent level of significance (Chi-square value = 5.466 and p-value= 0.036).
Opinion about service
In order to know about the opinion of the students about Reliance Jio services, one sample t-test has been applied and the result is shown in table 6 below:
Ho: the respondents possess a moderate opinion about the services of Reliance Jio.
Ha: the respondents do not possess a moderate opinion about the services of Reliance Jio.
Table 6: Opinion about Jio service
	Opinion about Jio services
	Mean value
	SD
	t-value
	p-value

	Internet service
	4.24
	0.73
	12.89
	.001**

	Call clarity
	3.36
	1.41
	1.95
	.055

	SMS service
	3.81
	1.16
	5.31
	.001**

	Availability of signal strength
	3.48
	1.17
	3.13
	.003**

	Customer care service
	3.33
	1.39
	1.79
	.079

	Roaming services
	3.62
	1.24
	3.81
	.001**

	Call charges
	3.91
	1.03
	6.75
	.001**

	Periodical offers
	3.50
	1.24
	3.05
	.003**


Source: field survey
Note: ** denotes significant at 1 % level 
Table 6 exhibits that the opinion of the respondents as regards all the services other than call clarity (p value = .055) and customer care service (p-value = .079) are very good (mean values > 3 and p-value <0.05 in all the cases). Hence the null hypothesis is rejected in these cases. But they posses only a moderate opinion about call clarity and customer care service (p value > 0.05) and hence the null hypothesis failed to reject in these cases. 
Level of satisfaction towards service quality dimensions
The level of satisfaction of the respondents as regards the service quality dimensions of reliance Jio is examined by means of one sample t-test. The result is shown in table7 below:
Ho: the respondents possess a moderate level of satisfaction as regards various service quality dimensions of Reliance Jio.
Ha: the respondents do not possess a moderate level of satisfaction as regards various service quality dimensions of Reliance Jio.
Table 7: level of satisfaction towards service quality dimensions of reliance Jio
	Particulars
	mean
	SD
	t-value
	p-value

	Reliability
	3.28
	1.12
	1.73
	.088

	Responsiveness
	3.36
	1.13
	2.43
	.018*

	Assurance
	3.29
	1.15
	1.93
	.058

	Empathy
	2.98
	1.34
	.098
	.923

	Tangibles 
	3.45
	1.25
	2.71
	.009**


Source: field survey
Note: *denotes significant at 5 % level and ** denotes significant at 1% level.
From table 7 above it is clear that the respondents are highly satisfied with two of the service quality dimensions viz., responsiveness (mean value = 3.36, p-value = .018) and tangibles (mean value = 3.45 and p-value =.009). Hence the null hypothesis is rejected in these cases. As far as other service quality dimensions like reliability (p-value = .088), Assurance (p-value =.058) and empathy (p-value =.923) are concerned, the respondents are moderately satisfied. That is their satisfaction is neither good nor bad means they are moderately satisfied.
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