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Abstract:
Direct-To-Home (DTH) service provides a TV viewer a variety of options of 
programmes. People pay for that and get the service. Not to say that like many other 
services for this service too there remains a fierce competition in Indian market as we 
not only practice democracy in our political and other walks of life but also believe in 
market economy. Just wish to have a higher sale will not attract customers. In order to 
lure more customers the manufacturers and the sellers are expected to know the 
customers' specific preferences, likings and complaints about the specific components 
of goodness of a commodity or a service. Since the Silchar town of Assam was 
conveniently selected as the population area, the primary survey of it revealed that 
largely five DTH brands are available in the market of Silchar town. The results of the 
said survey helped in setting the agenda and the objectives of this study which finally 
was culminated in identifying the specific components of goodness of DTH service on 
the basis of a component wise comparison of the selected five DTH brands, which are 
Tata Sky, Dish TV, Sun Direct, Videocon D2H and Airtel Digital TV in order to know 
the basis of customer satisfaction.

K eyw ords: DTH, Silchar, Custom er's satisfaction.

Introduction:
E arlier there w as only one TV  channel in India the "D oord arshan". As it known to us 

the channel D oordarshan was ow ned and operated by governm ent of India. The Cable 
Television  O rdinance Law w as passed in January 1995. This enabled the cable operators to 
feed channels and in course of tim e the private com panies were allow ed to float their own 
ch an n els which finally led to the 'explosive' growth in num ber of TV channels and num ber 
of cab le operators. The grow th of TV channels & cable operators created a big industry and 
m arket opportunities. The history of the grow th of cable operators reveal that even though 
the nu m ber of cab le operators kept on increasing, the services provided by them did not 
im prove m atching to the expectations of the custom ers. Increase in tariff plan, selective 
broadcast and poor services w ere major causes of dissatisfaction am ong the custom ers. This
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has created an opportunity for DTH, which serves an im m ediate threat to the Cable 
networks. Some of the key players in the DTH industry are Dish TV by te  Group, Tata g, 
joint venture of Tata & Star TV, Big TV by Ami Dhirubhai Am bani G roup, Digital TV by 
Bharti Tele media and SUN Direct from the prom oters of Sun TV.

Indian market almost till recently was dom inated by the presence of local cable TV 
operators. DTH opened an option for Indian consum ers to opt for the satellite service t0 
obtain television channels direct to their homes w ithout any interm ediaries. It also p rovide 
several value added services to enhance their television w atching experience. As DTH was a 
relatively new category most people were hesitant to experim ent the sam e. Interestingly 
despite the fact that Indian consum ers were not fully satisfied with their cable services, yet 
many of them did not switch over to any other m eans of entertainm ent. It was therefore 
im perative for com panies such as Tata Sky, Dish TV, Reliance BIG rv , SUN Direct, AIRTg^ 
Digital TV, DD Direct + and Videocon D2H to educate the consum ers about the benefits of 
the service and in turn create an urge to invest in it. U nder the changed circumstances the 
industry is ready to enter into the second stage of grow th pow ered by the twin engines of 
technology i.e., availability of quality infrastructure and the accelerated penetration of 
digital connection. Since the tixlay 's m arket entails in it a variety of players, it was 
considered useful to have a com parative study of all these based on the customers' 
experience.

C onceptual Fram ew ork ,
C ustom er satisfaction is the degree to which custom er expectations of a product or 

service are not met met or exceeded. A rm strong and Kotler have defined Customer 
Satisfaction in the follow ing words. "C ustom er satisfaction depends on the product's 
perceived perform ance relative to a buyer's expectations. If the product's performance falls 
short of expectations, the custom er is dissatisfied. If perform ance m atches expectations, the 
cu stom er is satisfied. If on the other hand, perform ance exceeds expectations, the customer 
is  h ighly satisfied and delighted." (A rm strong and Kotler: 2010). Nigel Hill and Jim 
A lexander have defined Custom er Satisfaction as follow s: "C u stom er Satisfaction is a 
m easure o f how  your organisation 's total product perform s in relation to a set of customer 
requ irem ents" (N igel Hill and Jim  Alexander: 2000). A ccording to G reg  Roche, Nigel Hill 
and Rachel A llen "C u stom er Satisfaction or, d issatisfaction, is the feeling a customer has 
about the extent to w hich his experiences with an organization have m et their needs."(Greg 
R oche and et.al: 2007). O liver, Zeitham l and Bitner have quoted "C u stom er Satisfaction is 
the cu stom er's evaluation  of services after purchase as opposed to their expectations" 
(O liver and et.al.: 1997). A nderson, Fom ell and Lehm ann have opined that "Customer 
Satisfaction is the overall experience custom ers have w hen purchasing and consuming 
products and serv ices." (A nderson and et.al.: 1994)

Thus, C ustom er Satisfaction  is a m easurem ent or indicator of the degree to which 
custom ers or users o f an organization 's products or services are pleased with those products 
or services. In short, custom er satisfaction is the level o f satisfaction provided by the goods 
or services of a com pany to a custom er as m easured by the num ber of repeated customers. 
In a com petitive m arket place, custom er satisfaction is a key differentiator and therefore has 
increasingly becom e a key elem ent of business strategy. W ithin organizations, customer 
satisfaction ratings can have pow erful effects. Furtherm ore, w hen a brand has loyal 
customers, it gains positive w ord-of-m outh m arketing, w hich is both free and highl) 
effective. Therefore, it is essential for businesses to effectively  m anage custom er satisfaction. 
To do this, firms need reliable and representative m easures o f satisfaction.
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D IM  in d u stry  of India by u sin g  the Potter's five Um  <•* m odel I |e  s.nd tbv»* < / * •  

to im p ro v e  th e  service <|u.il)iy a n d  redu< «• th e  </ml levels In order to  y/*\> tin ' <t rJ i it n - r - .  IKe 

in creasin g  fO nnum iT i w a r m m  has also  m ade It dlffi<till to  satisfy th ' 1 v m w iT iw i* . H *  
in ferred  th a t today  s c o n su m e r* art- sensitive to prl<e as v /e || »<> tf>e qu ality  '//, *r/t/r<Ur>yt *o 

him  th e  l ) | | |  o p e ra to r sh o u ld  also tak e a serio u s look at th< se f,-.< ><»■■ Hfially, f « ' / * j  ) 
that if a D IH  p lay er w a n ts  to  be successful, II m u st offer ail in one v -rv i"  to t l*  /ai 

conscious, price sen sitiv e  Indian  consum er.

Balajl, V. (2005) conducted a research In India to find the opinion of « jr ts u m "rs .>r/r,* 
D U  I He found that Dish TV is more viewed arming the earrw'r# r>f R#,10000 and above p^r 
m onth. Further he also found that 91% </f fam ilies preferred Dish IV . Alm '*.t baJf r/ (Ik ,'/ 
had chosen Dish TV for its quality picture and digital sound. I lis f in d in g  also inHudwJ that 
40% of people w ere highly satisfied with the Dish TV.

Adak, Barun (2010) m ade a study to analyze the factor** which irtflum re the der m ot*  
of the people on sw itching over from cable to f./l H service and also to analyze tr*- 
opportunities of Indian DTH industry. Using descriptive analysis he found that am ong »t>e 
users of current D I 11 players in G haziabad region, the users of H>-|jartf e F>i}' I ,/f & ■
D2H w ere m ore dissatisfied with the service provided. W hereas that of la ta  Sky, Air*H 
Digital TV, Dish TV & Sun Direct had 11.9%, 13%, 6.3% and 0% dissatisfied custor^-rs 
respectively. He also  found that maximum custom ers of DTH w ere strongly influenced by 
picture quality.

Jayashree J. and Sivakum ar A. (2013) made a research to analyze the perceptions of 
users tow ards DTH services in Coim batore city and to study the level of satisfaction about 
DTH service. Using C hi-square test, Garrett Ranking lechniques and Reliability test *K<7 
found that m ajority of the respondents prefer to buy Sun Direct because of its best picture 
quality , reasonable price, various kinds of packages and more channels. So the DTH service 
providers m ust pay attention on Custom er Service, picture quality and reasonable price 
rather than other factors to m ake their business more successful and satisfy the consumer**

O b je ctiv e s  o f the Study
\. T o  m easure the level of satisfaction of the users of the DFH brands in Silchar town 

o f A ssam .
2. T o  com pare the com ponent wise satisfaction of custom ers of different DTH brands 

in S ilch a r  town.
3. T o  recom m end the m easures to the concerned brands for the im provem ent of DFH 

service on the basis of feedback provided by the respondents.

R esearch  M eth od olog y
In order to address the objectives of the study, only five DTH brands viz. Tata sky, 

D ish TV , Sun D irect, Videocon D2H and Airtel Digital TV, were decided to be offered as 
options for the study. T h e factor wise respondents' level of satisfaction was measured on a 
five point scale i.e., Fully Satisfied, M oderately Satisfied, N either Satisfied nor Dissatisfied, 
M oderately  D issatisfied and Fully Dissatisfied. In addition to discover their level of 
satisfaction count wise the overall satisfaction of the custom ers was also noted on a five 
point scale.

T he target population of the survey constitutes the TV households in Silchar. Even 
though Silchar tow n, which is divided in twenty eight m unicipal wards, was chosen as the 
geographical area for selection of sam ples, the respondents were picked up conveniently 
largely from  the seven, m unicipal w ards of Silchar i.e., Rangirkhari, Public School Road, 
Sonai Road, Link Road, Kanakpur Road, College Road and Das Colony, which were also
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chosen conveniently. After collecting the data with .he help o f ^ c t u r e d  q u estio n n ai^  
only frequencyi percentage and weighted average score have been used to arnve at ^

findings of the studv . , ,  . „  _
11„  p rr^ m  « u .)v  I- »n .IW n p t to  | m *e  M I  of < « * ' " "  MtrtfacHon o v „  lhf 

selected DTH brands on thr grounds of such factors w hich are : ori inanly  considered a,  
im portant tor m aking a choice for DTH connections. The size of the sam ple respondent, j, 
only 65 in num ber und t lw e fc fc  it w ay not be a tm r  r e p u  m  ntati vo o I c  tnta population 
s ilch a i Town though (his is also a fact that to identify the size o t e popu atirm/univery 
using DTH in any dty/ tow n of the ccniutry is a cum bersom e exercise hus the size of ^  
sam ple is a lim iting factor feir m easuring the goodness of the 0 1 II rands and the same j9
ap p licable w ith this study.

The present study is an attem pt to probe the level of custom er satisfaction over 
selected DTH brands on the grounds of such factors w hich are ordinarily  considered a<i 
im portant for m aking a choice for DTH connections. I he size of the sam ple respondents js 
onl\ t>5 in num ber and therefore it may not he a true representative of the total population in 
S ilchar Tow n. The target population of the survey constitutes the IV  households in Silchar 
Fven though Silch ar tow n, w hich is divided in tw enty eight m unicipal w ards, was chosen as 
the geographical area tor selection of sam ples, the respondents w ere picked up conveniently 
large!\ from the seven, m unicipal w ards of Silchar i.e., R angirkhari, Public School Road 
Sonai Road, Link Road, K anakpur Road, C ollege Road and D as C olony, which were also 
v hosen conveniently . "ITie factor w ise respondents' level of satisfaction  w as measured on a 
five point scale  i.e., Fully Satisfied, M oderately Satisfied , N either Satisfied  nor Dissatisfied 
M oderately  D issatisfied  and Fully D issatisfied. Besides d iscovering their level of satisfaction 
count v* ise th e overall satisfaction  of the custom ers w as also  noted on a five point scale 
V te r  co llectin g  th e data w ith the help of structured qu estionnaires, only frequency, 

p ercen tag e and  w eighted  average score have been used to arrive at the findings of the study

Level of Customers' satisfaction about DTH
In ord er to  m easure the level o f cu stom ers' satisfaction over the selected DTH brands, 
tw elv e  factors have been  selected  w hich are ordinarily  consid ered  as important in 
d eterm in in g  the ch o ice  for D TH  brands. Based on the responses of custom ers, the level of 
satisfaction  is as fo llow s:

Table 1: Overall Level of Satisfaction

Intci national J o . r n .1  of Applied Management K c c r c h ,  Vol. 1, No. 2. December, 20|3

Level o f Satisfaction Number of Respondents Percentage of Respondents

Fully Dissatisfied 0 0.00

Moderately Dissatisfied 1 1.34

Neither Satisfied Nor Dissatisfied 4 6.15

Moderately Satisfied 49 75.38

Fully Satisfied 11 16.92

Grand Total 65 100.00
Source: Field Survey

Table 1 show s the overall level of satisfaction  of the cu stom ers o f the five PTH 
brands viz. la ta  Sky, Dish TV , Su n  D irect, V ideocon D2H and  Airtel Digital l\ 
reveals that none of the respondents have been fully dissatisfied  w ith the overall servio> 
rendered by the DTH brand they are using and only 1.54%  has been m oderately dissatiM>lv 
Therefore, the group w hich is d issatisfied  includes only  1.54% of the total respondent 
Further, the table show s that 6.15%  of the respondents have registered that they art’ 
satisfied nor dissatisfied with the overall service. O ut o f the total respondents, 75.38^> 
registered that they are m oderately satisfied w hereas, only  16.92% of the respondent h .i"
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onlv 9? 9n<v ,l f'n sat' stiod w' dl the overall services. Therefore, the satisfied group includes 
y yz;2l) /o of «he total respondents.

w eather^Table r e v e a l V t ^ SaHsfaCt! °n reRardin8  transm ission during rough 
serving® j  . ' at 29.21 /o o f the respondents have been fully dissatisfied with the
Therefor*. Pret 1 urin8  rough w eather and 21.54% have been m oderately dissatisfied.
thp fahl > i 10 1*C^ ' s d ' ssa ,isfied includes 50.77%  of the total respondents. Further,
nor I ?  V  3t u 0l resPon^ents have registered that they are neither satisfied

respondents 29 ^  service provided during  rough weather. O ut of the total
o f fhn r i ?  3Ve re8 lstere<-* that they are m oderately satisfied w hereas, only  10.77%
weathpr T|l,U  f'nt T e  ^ °°n found fu,|y satisfied with the service provided during rough 
w eather. TTjerefore, the satisfied group includes only 40% of the total respondents, 
reveal« *CV°* ° f custorner satisfaction regarding price of the basic plan. Table
c la n  in  H i o oi o ° , * respondents have been fully dissatisfied w ith the price o f the basic 
d i^atfefio-i ■ i j  13Vt ^°en moderately dissatisfied. Therefore, the group w hich is 
the resnnnH*n<̂  ^ CS 16 93% of the  total respondents. Further, the table show s that 7 .69 % of 
set fn r  it )t n ,S 1a,V°  re^ Stered ^*at they are neither satisfied nor dissatisfied w ith the price 
m od erator tota* respondents, 55.38% have registered that they are
with the Sa ‘V t  r  lereas' o n ,y 2 0 O/n of the respondent have been found fully satisfied 

total respondents °  P l3n ' Therefore' 1116 “ t ^ e d  group includes only 75.38%  o f the
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T a b le  2: C n m n n n p n t W isp  S a tirfa rH n n  level o f D T H  U s e r s --------------
Components Fully

Dissatisfied
Moderately
Dissatisfied

Neither Satisfied 
Nor Dissatisfied

Moderately
Satisfied

Fully
Satisfied

Transmission during Rough Weather 19 14 6 19 7

Price of the Basic Plan 3 8 5 36 13

Price of the Additional Package 4 9 25 20 7

Installation Facilities 2 6 11 24 22

After Installation Service 6 8 16 19 16

Customer Care 4 4 8 26 23

Channel Availability in Basic Plan 2 6 6 29 22

Sound Clarity 0 1 1 16 47

Offers 4 7 25 19 10

Value Added Services 9 5 29 16 6

On Demand Service 3 6 30 14 12

Retailers' Response 2 2 8 22 31

Source: Field Survey

T ab le  2  portrays level of custom er satisfaction regarding price of the additional plan. 
T able reveals that 6.15%  of the respondents have been fully dissatisfied with the price of the 
additional plan and 13.85% have been m oderately dissatisfied. Therefore, the group w hich is 
dissatisfied  inclu des 20% o f the total respondents. Further, the table show s that 38.46 % of 
the respondents have registered that they are neither satisfied nor dissatisfied w ith the price 
of the additional plan. O ut of the total respondents, 30.77% have registered that they are 
m oderately  satisfied w hereas, only 10.77% of the respondent have been found fully satisfied
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w tlh  the p r u ,  of the .d dfK nn .l plan «<- * « » « « <  B' " ” '5 ln r ' 'K' "  ^  * ' 54% <*

' ^ “t I S T T S ^  level of a . « o n * r  jaHafaction regard in g  lm .a ll.B o n  T abl,
reveal* that IflftV of I h r  rr-ipnndenta have been fully dlsaatiafied wi h e installation 

fa o lth  and  9 .23% have been m oderately dlaaafiafipd. Therefore, the group which is 

diwmfisfied includes 1231%  of Hie total respondents. Further, 16.92 % of the respondents are 
neither satisfied nor dissatisfied with the installation facility. O ut of the tota respondents, 
V> <»2% have registered that thev are m oderately satisfied w hereas, only  33.85% of the 
respondents have hocn found fully satisfied with the installation facility. Therefore, the 
satisfied group includes only 70.77% of the total respondents.

Table 2 reveals level of custom er satisfaction regarding after installation service. 
°.23%  of the respondents have been fully dissatisfied with after installation service and 
12.31 % have been m oderately dissatisfied. Therefore, the group w hich is dissatisfied 
includes 21 .54% of the total respondents. Further, 24.62 % of the respondents have registered 
that the\ are neither satisfied nor dissatisfied with after installation service. O ut of the total 
respondents, 29.23% have registered that they are m oderately satisfied w hereas, only 24.62% 
c l the respondents have been found fully satisfied with after installation service. Therefore, 
the satisfied group includes only 53.85% of the total respondents.

T able 2 portrays level of custom er satisfaction regarding custom er care. Table reveals 
that 6.15%  of the respondents have been fully dissatisfied w ith custom er care and 6.15% 
have been m oderately dissatisfied. Therefore, the group w hich is d issatisfied includes 
12.30%  of the total respondents. Further, 12.31 % of the respondents are neither satisfied nor 
dissatisfied  w ith custom er care. O ut of the total respondents, 40%  have registered that they 
are m oderately  satisfied w hereas, only 35.38% of the respondent have been found fully 
satisfied  w ith custom er care service. Therefore, the satisfied group includes only 40% of the 
total respondents.

T able 2 discloses level of custom er satisfaction regarding channel availability in basic 
plan. 3.08% of the respondents have been fully dissatisfied w ith the channel availability in 
basic plan and 9.23%  have been  m oderately dissatisfied. Therefore, the group which is 
dissatisfied  includes 12.31% of the total respondents. Further, the table show s that 9 2 3  % of 
the respondents are neither satisfied nor d issatisfied w ith the channel availability in basic 
plan. O ut of the total respondents, 44.62%  have registered that they are m oderately satisfied 
w hereas, only 33.85%  of the respondent have been found fully satisfied w ith the channel 
availability  in  basic plan. Therefore, the satisfied group inclu d es only 78.47% of the total 
respondents.

T ab le 2 dem onstrates level of custom er satisfaction regarding sound clarity. The table 
reveals that there no respondents who are fully d issatisfied w ith  the services rendered 
through sound clarity. The num bers of respondent w ho have been m oderately dissatisfied 
are 1.54%n. Therefore, the group which is d issatisfied includes only 1.54% of the total 
respondents. Further, the table show s that 1.54 % of the respondents are neither satisfied nor 
dissatisfied with sound clarity. O ut of the total respondents, 24.61%  have registered that 
they are m oderately satisfied w hereas, only 72.31%  of the respondent have been found fully 
satisfied with the service provided through sound clarity . Therefore, the satisfied group 
includes only 96.92%  of the total respondents.

I able 2  reveals level of custom er satisfaction regarding offers, o. 15% of the 
respondents have been fully d issatisfied with the offers provided and 10.77% have been 
m oderately dissatisfied. Therefore, the group w hich is d issatisfied includes lb .93% of the 
total respondents. Further, the table show s that 38.84 % of the respondents ore neither 
satisfied nor dissatisfied with the offers provided. O ut of the total respondents, 29.23% have 
registered tliat they are m oderately satisfied whereas, only 15.38% of the respondent have

I ntrrnttthtnitl *  App.M R— rr l. .  V *  I .  N *  2. ■ *>13
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boon found fully satisfied with the offers provided. Therefore, the satisfied group includes 
only 44.61 % of the total respondents.

Table 2 portrays level of custom er satisfaction regarding value added services. 
13.85 *  of the respondents have been fully dissatisfied with value added services and 7.69% 
ha\e been m oderately dissatisfied. Therefore, the group which is dissatisfied includes 
21.54% of the total respondents. Further, 44.62 % of the respondents are neither satisfied nor 
dissatisfied w ith value added services. Out of the total respondents, 24.62% have registered 
that they are m oderately satisfied whereas, only 9.23% of the respondent have been found 
fully satisfied with value added services. Therefore, the satisfied group includes only 33.85% 
of the total respondents.

Table 2 also depicts level of custom er satisfaction regarding on demand services. The 
table reveals that 4.62% of the respondents have been fully dissatisfied with the on demand 
services rendered and 9.23% have been moderately dissatisfied. Therefore, the group which 
is dissatisfied includes 13.85% of the total respondents. Further, the table shows 46.15 % of 
the respondents have registered that they are neither satisfied nor dissatisfied with the on 
dem and services. O ut of the total respondents, 21.54% have registered that they are 
m oderately satisfied w hereas, only 18.46% of the respondent have been found fully satisfied 
w ith the on dem and services. Therefore, the satisfied group includes only 40% of the total 
respondents.

T able  2 show s level of custom er satisfaction regarding retails' response. Table reveals 
that 3.08%  of the respondents have been fully dissatisfied with the services rendered by the 
retails and 3.08%  have been m oderately dissatisfied. Therefore, the group which is 
d issatisfied includes 6.16% of the total respondents. Further, the table shows that 12.31% of 
the respondents have registered that they are neither satisfied nor dissatisfied with the 
retail's response. O ut of the total respondents, 33.85% have registered that they are 
m oderately  satisfied w hereas, only 47.68% of the respondent have been found fully satisfied 
w ith the retail's response. Therefore, the satisfied group includes only 81.53% of the total 
respondents.

C om p on en t w ise  com p arison  o f d ifferent brands o f D TH  service in  S ilch ar Tow n
This section includes the analyses and discussions relating to the second objective of the 
study i.e. to identify  the specific com ponents of goodness of DTH service on the basis of 
com ponent w ise com parison of the selected five DTH brands. The analyses and the 
discussions covered in this section are as follows.

International Journal of Applied Management Research, Vol. I, No. 2, December, 2013

Table 3: Component Wise Degree of Satisfaction Users of Different DTH Brands in Silchar Town
Components Tata

Sky
Dish
TV

Sun
Direct

Videocon
D2H

Airtel 
Digital TV

Average
Score

Transmission during Rough Weather 2.63 297 2.98 2.98 2.69 285

Price of the Basic Plan 3.71 4.33 267 2.67 3.64 3.40

Price of the Additional Package 3.04 3.78 3.33 2.33 3.45 3.19

Installation Facilities 3.96 4.11 3.67 3.66 3.77 3.83

After Installation Service 3.61 3.55 2.67 2.66 3.50 3.20

Customer Care 4.00 4.33 3.34 3.00 3.86 3.71

Channel Availability in Basic Plan 3.71 4.67 4.33 4.33 3.91 4.19

Sound Clarity 4.75 4.78 4.33 4.33 4 64 4.57

Offers 3.32 4.33 3.67 3.00 3.04 3.47
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International .lonm *l of Applied

'  ^tWed Sm  ices VOO 3 7B 3.67 3.00 304 3.30

On Demand Servk-e 3.54 

4 18

3.33 4.00 3.67 3.13 3.53

Retailer* Response 422 4.67 3.67 4.23 419

Souive: Field Survey

Table 3 shows the com ponent wise com parison of ° f .CU9to'"e rs of
different DTH brands. Tlie average score on the com ponen ran ur'n  ̂ rough
w eather is 2.85 Tata Sky and Airtel Digital TV have prov.ded sat.sfact.on below the 
a\-erage score whereas. Sun Direct and Videocon D2H have f t  ig es a is ac ion score of 
2Q8 followed by Dish TV scoring 2.97 in providing custom ers satisfaction through

transm ission during rough weather. _ , .
The average score on the component T rice  of the basic p a n  is . .  . s TV has the 

highest satisfaction score of 4.33 followed by Tata Sky and Airte gita g o r in g  3 71 and
3.M  respectively. But Sun Direct and Videocon D2H have the lowest satis action score of
2.67 on die co u n t'p rice  of the basic plan'.

The average score on the component 'price of the additions pac age is 3.19. Dish 
TV has the highest satisfaction score of 3.78 followed by Airtel Digital T \ , Sun Direct and 
Tata Sky scoring 3.45, 3.33 and 3.04 respectively. Videocon D2H has the low est satisfaction 
score o f 2.33 on the count additional package'.

The average score on the component installation facilities is 3.83. Dish TV has the 
highest satisfaction score of 4.11 followed by Tata Sky (3.% ). W hereas, Airtel Digital TV 
(3.77), Sun Direct (3.67) and Videocon D2H (3.66) score below  the average mean in 
providing satisfaction to customers through installation facilities.

The average score on the component 'after installation facilities is 3.20, Tata Sky has 
the highest satisfaction score of 3.61 followed by Dish TV and Airtel D igital TV scoring 3.55 
and 3.5 respectively, which is above the average mean. On the other hand, Sun Direct and 
V ideocon D2H score below the average mean 2.67 and 2 6 6  respectively  in providing 
satisfaction to custom ers through after installation facilities.

The average score on the component 'custom er care' is 3.71, Tata Sky has die highest 
satisfaction score of 4.71 followed by Airtel Digital TV scoring 3.86. In com parison with the 
average m ean w hich is 3.71, Sun Direct and Videocon D2H score below  the average mean 
3.34 and 3 respectively in providing satisfaction to custom ers through Custom er Care.

The average score on die component Channel availability in  basic plan' is 4.19. Dish 
TV has the highest satisfaction score of 4 .67 followed by Sun D irect and Videocon D2H 
scoring 4.33. In comparison with the average mean, Airtel Digital TV7 and Tata Skv has 
scored below  the average mean, securing only 3.91 and 3..71 respectively in providing 
satisfaction to custom ers through Channel availability in basic plan.

The average score on the com ponent 'sound clarity ' is 4.57. D ish TV has the highest 
satisfaction score of 4.78 followed by Tata Sky and Airtel Digital TV scoring 4.75 and 4.o4 
respectively. In com parison with the average mean, it w as also found that Sun Direct and 
Videocon D2H has scored below the average m e a a  securing only 4.33 in providing 
satisfaction to custom ers through sound clarity.

The average score on the component 'offer' is 3.47. Dish TV has the highest 
satisfaction score of 4.33 followed by Sun Direct scoring 3.67. In com parison with the 
average mean, it was also found that lata  Sky, Airtel Digital TV and Videocon D2H have 
scored below the average mean, securing only 3.32, 3.04 and 3 respectively in providing 
custom ers satisfaction through offers.

The average score on the com ponent value added service' is 3.3. Dish TV has the 
highest satisfaction score of 3.78 followed by Sun Direct scoring 3.67. In comparison with the 
average mean, it was also found that Airtel Digital TV, Tata Sky and Videocon P2H have



scored below (ho average mean, securing only 1.04, 3 and 3 respectively in providing 
custom ers satisfaction through value added services.

1 he average score on the com ponent 'on demand service' is 3.53. Sun Direct has the 
highest satisfaction score of 4 followed by Videot on D2II scoring 3.67. In com parison with 
the average mean, it was also found that Airtel Digital TV, Tata Sky and Dish TV have 
scored below  the average mean, securing only 3.13, 3.54 and 3.33 respectively in providing 
custom ers satisfaction through on demand service.

I he average score on llu* com ponent 'retailers response' is 4.19. Tata Sky and 
Videocon D2H have provided satisfaction below the average mean scoring only 4.18 and
3.67 respectively. W hereas, Sun Direct has the highest satisfaction score of 4.67 followed by 
Ait tel Digital 1 V and Dish TV scoring 4.23 and 4.22 respectively in providing satisfaction to 
custom ers retails' response.

Brand W ise O verall satisfaction  of the custom ers
Table 4 show s the overall level of satisfaction score and mean of different brands of DTH as 
used by the custom ers. Hie table show s that in com parison with standard mean which is 
4.12, la ta  Sky, Airtel Digital TV and Sun Direct have provided overall satisfaction below the 
average m ean scoring only 4.11, 4 and 3.95 respectively. W hereas, Videocon D2H has the 
highest satisfaction score of 4.33 followed by Dish TV scoring 4.22 in providing overall level 
of satisfaction to custom ers through its overall service
____________ ______ Table 4: Brand Wise Overall Level of Satisfaction_____________ _ _ _

Name of the Brand Satisfaction Score

Iiitfi'niiiittiiHl .1 oni n| of Apitllnl Miiiuiueinciit UosohicIi , Vol. I, No. 2, Dccemhcr, 2013

Tata Sky 4.11
Dish TV 4.22

Sun Direct 4

Videocon D2H 4.33

Airtel Digital TV 3.95

Average Score 4.12
Source: Field Survey

F eed back  provided  b y  the custom ers fo r  the im provem ent o f D TH  service
As the questionnaire consisted m ainly of close ended questions, so, a chance was 

given to the respondents through an open ended question which asked them to suggest 
som e steps to be initiated by the DTH brand they are using, to enhance m axim um  
satisfaction to the custom ers. Accordingly the respondents suggested one or two step(s) 
w hich they felt the D TH  brand should im m ediately in order to enhance better custom er 
satisfaction. The feedback provided by the custom ers of Silchar Town for the im provem ents 
of the DTH service are show n in Table 5 as follows:
___________________________ T ab le  5: Suggestions of the Respondents__________________________
Serial No. Suggestions No. of Respondents

1 Reducing the prices of both basic and additional plan. 27

2 Better customer care support. 3

3 Availability of more channels in the basic plan. 12

4 Better offers relating to additional packages, recharges etc. 5

5 Availability more regional languages in every channel. 2

6 Availability of Local Channels. 4

7 Better Value added services. 4
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8 Better installation facility.

International Journal of App
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4

9 Recharge through Coupon should be available.

10 Providing grace period on the expiry of validity.

11 Better picture quality and sound clarity.

4

3

Source: Field Survey. Note: Figures are non additive.

Summary of the Major Findings , , .
The study w as taken up with the objective to find out e level of Customer 

Satisfaction of DTH service in terms of various factors. For this purpose a structured 
questionnaire w as prepared and inform ation was collecte tom  . respondents. After 
analysing their response, the findings are sum m arized as.

1) 10.92% respondents are fully satisfied with DTH service w here only 1.54% of the 
respondents are dissatisfied with the overall services rendered by the DTH brand.

2) The highest percentage (72.31%) of fully satisfied respondents is in the factor, Sound 
Clarity w hereas transm ission during rough w eather secured the highest percentage 
(29.23% ) of fully dissatisfied respondents.

3) Tata sky has provided highest level of satisfaction in after installation service (3.61); 
w hereas D ish TV in price of the basic plan (4.33), custom er care service (4.33), price of 
the additional package (3.78), installation facilities (4 .11), channel availability in basic 
plan (4.67), sound clarity (4.78), offers (4.33) and value added service (3.78). Sun 
D irect and Videocon D2H have the highest level of satisfaction in transmission 
during rough w eather (2.98). Videocon D2H has also provided highest level 
satisfaction in  on demand service (3.67).

4) In providing overall level of satisfaction, Videocon D2H had the highest point of 4.33; 
follow ed by Dish TV, Tata Sky ranked and Sun D irect scoring 4.22, 4.11 and 4.00 
respectively. W hile Airtel Digital TV which had the low est overall satisfaction scores 
o f 3 .95 w as ranked fifth.

5) In response to lone open ended question, where suggestions w ere asked by the 
respondents, m axim um  num ber of respondents i.e., 27 suggested that the prices of 
both basic and additional plan should be reduced w hile 12 respondents suggested 
that the num ber of channels in basic pay should be increased.
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