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[bookmark: _Toc26123573]Abstract

The report is concerned with the evaluation of customer engagement in mobile telecommunication industry. The study considered three operators of Bangladesh: Grameen phone, Robi and Bangla Link. Customer engagement is all about emotional relationship with brand and customer. This customer engagement could be reaction, interaction, effect of customer overall experience.  The first objective is to review the constructs of customer engagement along with the theoretical underpinnings. Another objective is to clarify the context of the study by evaluating mobile telecommunication industry in general, and the brief reviews of the three organizations considered in this study: GP, Robi, and Banglalink. The study intended to examine the reliability of each construct considered in the study: extrinsic value, intrinsic value, company connection, goodwill equation, customer loyalty. For the purpose of evaluating the reliability of these constructs, Cronbach Alpha value were calculated for each of these constructs and values were found in the acceptable range. The study also intended to examine if extrinsic value, intrinsic value, company connection, goodwill equation, customer loyalty vary across the brands considered in this study: GP, Robi, and Banglalink and it was found that only goodwill connection varies across the brands. It has been found that among all the independent variables (the dimensions of customer engagement) considered in the study, only affective communication is found to influence customer loyalty. Though the relationship was statistically significant, low R2 value of indicates a very weak relationship between them.

Keywords: Customer engagement, Mobile Telecommunication Industry in Bangladesh
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1.0 [bookmark: _Toc26123576]Introduction 

[bookmark: _Toc26123577]1.1 Consumer Engagement 

Stated basically, client engagement is the profundity of the relationship a client has with a brand. It’s a reasonable address that’s being inquired with more recurrence, as businesses are realizing that client dependability is to a great extent a result of visit positive engagement. As the ordinary shopper uses control with more data and choices, engagement has gotten to be the essential channel to guarantee that a brand is “top of mind” when a buy must happen. Client engagement is built and modified (or crushed) with each brand interaction, whether that’s making a buy, perusing a Tweet, joining a dependability program, accepting an e-mail, passing by an announcement, faltering onto an internet audit, having a discussion with a companion, or any other presentation to a brand. Each of those intuitive ideally interfaces the brand with the customer’s needs and inclinations. Make those important messages with recurrence, and that’s how client engagement is built. (By Brandon Carter | Upgraded on Jan 25, 2018). Promoting researchers have as of late started paying consideration to the concept of client engagement (Shiri D Vivek, 2014)
[bookmark: _Toc26123578]1.2 Context of the Study 
Numerous remote speculators are presently interested to do trade in telecom segment in Bangladesh which uncovers that Bangladesh has ended up a critical center for telecoms. It has been forecasted that the normal income from telecoms segment will be Tk1500 crore 2 a year. Bangladesh may be a country which is thickly populated conjointly may be a level and effectively expands able scope. The framework and Tele-density is moo which on the other hand made the advertise a idealize put for telecom commerce. The request is exceptionally tall and the consumer base is exceptionally huge but the speculation is moo since of the topographic format. The government features a responsive remote venture approach with no limitations on repatriation of benefit. Indeed in spite of the fact that the current framework isn't much created but it is reasonable for outside venture. Bangladesh encompasses a huge potential in WiMax and submarine cable which may be a new innovation within the nation and has pulled in the outside telecom administrators. Numerous outside telecom administrators are coming to Bangladesh to investigate the potentiality of the technology. A few interested universal telecom administrators who need to begin a trade in Bangladesh are UK-based Orange Telecom, South Korean SK Telecom and UAE’s Etisalat. The government is empowering private segment to contribute more within the industry as they think that the industry is playing a vital part in creating the financial structure of the country. And to guarantee that, the government has taken a few attempt. Giving private segment the license for fixed line phone is one of those attempts. Due to the environmental realities, the outside participants ought to alter their equipment’s agreeing to request of the environment. The Telecoms sector in Bangladesh, as is the case in many other developing nations, has seen development in portable infiltration that has surpassed all desires. It has without a doubt had a transformative effect on the economy in terms of total venture, FDI and efficiency levels. There have moreover been substantial benefits from more noteworthy connectivity in terms of social cohesion and destitution lightening. There's likely to be a whole unused wave of advancements in Esteem Included Administrations as well as Information for Telecoms players. The Government of Bangladesh’s commitment to a “Digital Bangladesh” is also likely to show major openings for the sector.
[bookmark: _Toc25975533][bookmark: _Toc25975727][bookmark: _Toc26123579]Moreover, the IPO of Grameenphone, the largest Telecoms player, and without a doubt the largest corporate by value in the nation, in November 2009, has also seen the Telecoms division take on much more prominent centrality in Bangladesh’s capital markets improvement. With market expectations growing of assist IPOs from other Telecoms players such as Banglalink, Robi and Teletalk, as well as potential industry consolidation, the sector’s center for investors, both locally and universally is set to grow further. In this report, we provide both an outline of the sector counting the major players, data, VAS, regulatory issues and future openings. We trust it is a valuable tool for current and future imminent investors.
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[bookmark: _Toc26123582]2.1 The Nature of Customer Engagement
While vital insights regarding the client engagement idea are gleaned in recent literature, very little remains better-known relating to the character and dynamics characterizing customers’ engagement with mobile devices, notably from a longitudinal perspective. Therefore, the target of this paper is to look at however client engagement with mobile technology is expounded to get behaviors over time as a dynamic repetitive method. a novel information addressing customers’ mobile engagement and buy behaviors is employed for the analysis. The results from a vector autoregressive (VAR) model counsel that client mobile disengagement, wherever customers abandon AN app, incorporates a robust negative semi-permanent result on purchase behaviors. However, purchase behaviors will alleviate the extent of disengagement. The study, therefore, provides novel findings bearing on the dynamic interrelation between customers’ engagement with new digital media and buy behaviors, and so it's vital intellectual and social control implications. (Vijay Viswanathan, The dynamics of consumer engagement with mobile technologies, 2017)
In expansion, analysts oppose this idea as to whether the con- struct is unidimensional (Sprott, Czellar, and Spangenberg 2009) or multidimensional (Brodie et al. 2011b; Calder, Malthouse, and Schaedel 2009; Vivek, Beatty, and Morgan 2012), as well as to the measurements. For illustration, Hollebeek (2011), comparing the measurements found by others, notes that the pertinence of CE measurements shows up to be setting particular (e.g., online versus brand or organizational perspec- tive). Her subjective investigate uncovered three generalized themes—immersion (engaged in), enthusiasm (cherish or adora- tion), and enactment (eagerness to spend time association with the brand). Client Engagement is the passionate association between a client and a brand. Profoundly locked in clients purchase more, advance more, and illustrate more devotion. Giving a high-quality client encounter is a vital component in your client engagement technique.  Consumer engagement is for a telecommunication sector makes a big opportunity for the mother company. 


[bookmark: _Toc26123583]2.2 Conceptual Framework of Customer Engagement
Vargo argues, “marketing is evolving to a new logic that is service based, necessarily interactional and co-creative of value, network centered and, thus, inherently relational” (2009, p. 374). Transcending previous conceptualizations of relationships, the S-D logic argues that while transac- tions of products and services occur at one point in time, relationships between the parties are evident in the joint, interactive, collaborative, unfolding, and reciprocal roles the entities in the network play,  in a continuing process  of value cocreation. Vargo (2009) calls for the need to understand the rela- tional nature and context of value creation better, while Gambetti, Graffigna, and Biraghi (2012) suggest that as consumers and brands interactively cocreate value (i.e., by CE) and develop deeper, more embedded relationships, they develop increasing levels of affinity, intimacy, mutual commitment, and reciprocal trust. Similarly, Fournier (2009) notes that consumers actively mutate and adapt the marketers’ brand meanings to fit their life projects, concerns, and tasks. Gambetti, Graffigna, and Biraghi note that the essence of CE involves “brand enacting,” or putting the “brand into action” (2012, p. 669). Thus, through CE, consumers interactively cocreate value in their encounters with brands and companies, highlighting value cocreation and S-D logic as the conceptual foundations for CE (see also Brodie et al. 2011a). Finally, Vivek, Beatty, and Morgan (2012) argue persua- sively that relationship marketing focuses too much on retention and not enough on  acquisition  of  customers. By incorporating CE and S-D logic into the relationship marketing perspective, the richness of current or potential customers interacting, immersing, and cocreating with the brand, its employees, other people, or society in general in the enactment of their daily lives, in what Vargo and Lusch (2004) call “value configurations,” is more clearly articulated and realized (Brodie et al. 2011a). Next, we turn to our conceptual development of CE and the scale development work. (Shiri D. Vivek, 2014)
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[bookmark: _Toc26123586]3.1 A Brief Historical Overview of the Industry
[bookmark: _Toc25975541][bookmark: _Toc25975735][bookmark: _Toc26123587]The Bangladesh Transmit and Telephone Board, the state claimed Telco company, was shaped in 1971, in the blink of an eye after the emergence of Bangladesh as a autonomous nation after the War of Independence that year. In 1989 three telecoms licenses were issued, including one mobile license. But it was really with the allocation of a further three licenses in 1996, that competition in the Bangladesh Telecoms division got to be significant. And the explosion of Telecoms infiltration within the last decade has been extraordinary.
[bookmark: _Toc25975542][bookmark: _Toc25975736][bookmark: _Toc26123588]Bangladesh’s telecom market is growing at a CAGR of 53.8% in the final four-year period 2005-2009. The year- on-year growth rate has slowed as of late, to 17.5% in 2009 as Telco operators were less aggressive in SIM charge subsidies, but accelerated sharply within the first half of this year and by the end of September 2010 there were a add up to of 65.14 million cellular customers, up by 29.24% in the preceding twelve months. By that date wireless penetration had crossed 38%. Show 6 summarizes the timeline for the evolution of Bangladesh’s Telecoms division. Display 7 summarizes the extraordinary growth of the Telecoms division globally. What is noteworthy is the dramatic shift in mobile penetration growth to developing countries led by China and India.

Bangladesh has currently six portable phone operators in Portable Telecommunication Industry, of which five are in operation and the 6th, Warid Telecom, is expected to begin operation in April, 2007 (Rahman, 2007). In spite of the fact that the industry is generally modern yet the growth is much faster in comparison to other industries due to forceful market arranged trade strategy (Yousuf et al., 2006). Bangladesh’s phone sectors seen a 120 percent growth from January 2006 till now, with the numbers of users rising to 22 million from 10.8 million in 13 months. Grameen Phone, the largest mobile administrator in the nation, reached 10.76 million at the end of 2006 with the addition of nearly 5.22 million clients in a year, while the moment largest operator, AkTel, acquired 6 million supporters, adding a few 3.93 million to its total at the same time. 
The third largest operator, Banglalink, acquired 3.64 million subscribers, adding 2.61 million customers in the same period, while the only CDMA operator, CityCell, acquired nearly one million customers at the end of the year, more than double its 4.4 lakh customers in 2005. The government-owned Teletalk acquired about 4 lakh customers in 2006. Bangladesh is presently one of the top 10 mobile phone markets in the Asia-pacific region in terms of the number of subscribers. Industry people said the number of mobile phone subscribers will top 50 million in the another three years as the start-up cost as well as call duty will be always shrinking because of cutthroat competition among the operators to charm new customers (Rahman, 2007).
[bookmark: _Toc26123589]3.2 A Brief Historical Overview of the Selected Operators
[bookmark: _Toc26123590]3.2.1 Historical Overview of GrameenPhone 

GrameenPhone was offered a cellular license in Bangladesh by the Ministry of Posts and Broadcast communications, Government of the People’s Republic of Bangladesh in November 28 ,1996 . GrameenPhone propelled its benefit on the Freedom Day of Bangladesh in march 26, 1997. The company has so distant contributed more than BDT 10,700 crore (USD 1.6 billion) to construct the arrange foundation since its initiation in 1997. It has contributed over BDT 3,100 crore (USD 450 million) amid the primary three quarters of 2007 whereas BDT 2,100 crore (USD 310 million) was contributed in 2006 alone. GrameenPhone is additionally one the biggest citizens within the nation, having contributed about BDT 7000 crore in coordinate and roundabout charges to the Government Exchequer over the a long time. Of this sum, over BDT 2000 crore was paid in 2006 alone. Since its inception in Walk 1997, GrameenPhone has built the biggest cellular organize within the nation with over 10,000 base stations in more than 5700 areas. By and by, about 98 percent of the country's populace is inside the scope range of the GrameenPhone network. GrameenPhone was moreover the primary administrator to present the pre-paid benefit in September 1999. It built up the primary 24-hour Call Center, presented value-added administrations such as VMS, SMS, fax and information transmission administrations, universal meandering benefit, WAP, SMS-based push-pull administrations, EDGE, individual ring back tone and many other items and services. The whole GrameenPhone organize is additionally EDGE/GPRS empowered, permitting get to to high-speed Web and information administrations from anyplace within the scope region. There are as of now about 3 million EDGE/GPRS clients within the GrameenPhone organize. GrameenPhone about multiplied its endorser base amid the beginning a long time whereas the development was much quicker amid the afterward a long time. It finished the inaugural year with 18,000 clients, 30,000 by the conclusion of 1998, 60,000 in 1999, 193,000 in 2000, 471,000 in 2001, 775,000 in 2002, 1.16 million in 2003, 2.4 million in 2004, 5.5 million in 2005, 11.3 million in 2006, and it finished 2007 with 16.5 million clients. From the exceptionally starting, GrameenPhone put accentuation on giving great after-sales administrations. In later a long time, the center has been to supply after-sales inside a brief remove from where the clients live. There are presently more than 600 GP Benefit Work areas over the nation covering about all upazilas of 61 areas. In expansion, there are 81 GrameenPhone Centers in all the divisional cities and they stay open from 08:00am-08:00pm each day counting all occasions. GP has created coordinate and roundabout work for a huge number of individuals over the a long time. The company by and by has more than 5,000 full, part-time and legally binding workers. Another 100,000 individuals are specifically subordinate on GrameenPhone for their job, working for the GrameenPhone merchants, retailers, scratch card outlets, providers, sellers, temporary workers and others. In expansion, the Town Phone Program, moreover begun in 1997, gives a great income-earning opportunity to more than 280,000 for the most part ladies Town Phone administrators living in country regions. The Town Phone Program could be a one of a kind activity to supply all inclusive get to to broadcast communications benefit in farther, rustic zones. Managed by Grameen Telecom Enterprise, it empowers country individuals who ordinarily cannot bear to claim a phone to profit the benefit whereas giving the VP administrators an opportunity to win a living. The Town Phone activity was given the "GSM within the Community" grant at the worldwide GSM Congress held in Cannes, France in February 2000. GrameenPhone was too pronounced the Leading Joint Wander Undertaking of the Year at the Bangladesh Trade Grants in 2002. GrameenPhone was displayed with the GSM Association's Worldwide Versatile Grant for ‘Best utilize of Versatile for Social and Financial Development' at the 3GSM World Congress held in Singapore, in October 2006, for its Community Data Center (CIC) venture, and for its HealthLine Benefit extend at the 3GSM World Congress held in Barcelona, Spain, in February 2007. GrameenPhone considers its workers to be one of its most critical resources. GP has an broad representative advantage conspire in put counting Tip, Provident Support, Gather Protections, Family Wellbeing Protections, Transportation Office, Day Care Middle, Children's Instruction Back, Higher Instruction Bolster for representatives, in-house therapeutic bolster and other activities.
   


[bookmark: _Toc26123591]3.2.2 Historical Overview of Banglalink 
Banglalink lauched jounery 2005 in Bangladesh with over 33.69 million subscriber over the country. Banglalink is the one of the catalyst mobile telecom company an affordable for all Bangladeshi customer. Now Banglalink most initial successful mission is “Bringing mobile telephony to the maessage”, which is the banglalink strategy. Banglalink with the strong core value like as customer observed, entrepreneurial, innovative, collaborative, and truthful. Truly banglalink working relentlessy to bring the world specially Bangladesh to every customer to build a real digital country. Banglalink moving away from traditional mobile telecom company to Tech Company. Banglalink aways has core focus on customer experience. Digitalization has become more necessity is the key way to update the customer engagement, communicate, operate both internally and externally and Banglalink service offer from traditional way business online. Banglalink future aim is they enable their all customer get on touch in digital future and banglalink also create modern ecosystem by providing service and products which is suits thefulfill the customer demand. The growth of banglalink are increasing over the year and banglalink make innovation product and service and banglalink are targeting different segment such as aggressive improvement of the network, customer care, creating extensive distribution all over the country. Banglalink also try to create strong brand which is emotionally connected with the customers of banglalink. Banglalink always provide equal opportunity to their employee and banglalink always shown zero tolerance for any disapproval activity. Banglalink head quarter is the first certified green office by worldwide funding for nature in the Bangladesh content. Banglalink is now formed a flat telecom organization.  Truly banglalink working relentlessy to bring the world specially Bangladesh to every customer to build a real digital country. Banglalink digital communication ltd. Is fully ownership telecom venture in Bangladesh which is 100 percent global subsidiary telecom holding? VEON owns 51.9% shares of its global telecom which is nosiness alteration in april 2011 among VEON ltd. And wind telecom S.P.A. VEON is NASDAQ and eruonext listed company they provide global adder .They have aims to provide personal internet for the 235 million customer. Now they are serving it and they to many more years. They offer and provide 13 countries like Russia, Itily, Algeria, Pakisthan, Uzbekisthan, Kazakhstan, Ukrain,Bangladesh, Kyrgyzstan, Tazakisthan, Armenia, Georgia, and Loas. 

[bookmark: _Toc26123592]3.2.3 Historical overview of Robi 
Robi Axiata is a subsidiary company in the Asian telecommunication sector and it is a giant company. Axiata Group berhad and it is Malaysia based company. It’s others Shareholder Company is Airtel international Ltd Singapore and DOCOMO Inc. Robi is the most largerest mobile telecommunication company in Bangladesh along with 46.88 mn subscribers at end the previous year 2018. Robi started their journey 1997 as telecom Malaysia international (Bangladesh).  On that time its brand name was Aktel in 2010.  It was reinstate as “Robi” and the company changed their name to Robi axiata limited. Robi following the merger with the other telecom company airtel telecom Bangladesh. Company merged Robi axiata limited and Robi started their commercial operation on 16 November. Right now Robi is the largest telecom merger of the country and robi is the first ever mobile telecom sector in Bangladesh. Robi is the first telecom operator who introduce GPRS and 3.5G service in Bangladesh. Robi was the first telecom company who launch 4.5G service in the all 64 districts in Bangladesg. Robi establish landmark milestone achievement when they launch commercial service by robi 20 February 2018. At the end of the 2018, Robi created the largest 4.5G network in this country nearly 7400 and Robi covering 99 percent thana of this country. Robi can proudly claim they have biggest international roaming coverage with 398 operators across the 182 countries with 4G roaming in 29 countries with 40 operators. The company has firstly introduce kind digital service in the country. Robi  is pioneer for pabing and talking mobile financial service to the underswrved communities rural and semi urban area in Bangladesh. Robi is the only mobile telecom company they successfully operate the the trail run of 5G and voice over LTE technology and 4.5G network in Bangladesh. Now Robi being involved social responsibilities activity. Robi created one of the largested online school, Robi 10 minute school also setup internet corner in seven divisional public livery and also set up safe drinking water corner in ten major railway station and partnered with access to information (a2i) for stale the contact corner .333 they also offering information on availing government service. Robi provided the strong domain and they are pioneer in provide the domain. Robi provide domain in 10 minute school which providing the quality education content to millions of students all over the country for free of cost. Among Robi achieve many national and international award and prestigious award GSMA Glomo award for the best mobile telecommunication innovation for education and learning in “Connected life award” and its category at the mobile world congress (MWC) 2017, its highly prestigious.  Robi has trail blazer in the industry unveiling unique digital solution. Robi launch country first Islamic lifestyle app, Noor, Sprots entertainment app, My sports, Mobile based digital health insurance service, my health, customer digital self-service window, My robi app, entertainment content platform, Robi screen, Comprehensive audio-visual digital music platform, splash are few of the example. Now Robi leads new fronter of digital service. It has created ecommerce platform for all digital, gadgets, robishop.com.bd. Robi provide full range digital advertising solution by adreach, Robi has facilities convenient payment gateway for buying digital content through direct operator billing for customer under MIFE , provide vehicle tracking solution ,Robi tracker, facilitating also free access to digital gadgets, digiRed. Robi created opportunities for entrepreneurship by making largest appstore of the country bdapps.com. Robi made largest human logo flagand Robi also prove that they moves the tune of the rich bangla culture and heritage of our country. Robi having number #1 network of friends,aritel, as Robi is independent brand in the company appeal. Robi always feels that they will able to deliver on the promise to enabling digital and modern life for better future for everbody in our country. 
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[bookmark: _Toc26123595]4.1 Objectives of the study 

Objectives of the Study: The study intends to fulfill the following objectives:
1. To review the construct of customer engagement along with the theoretical underpinnings.
2. To clarify the context of the study by evaluating mobile telecommunication industry in general, and the brief reviews of the three organizations considered in this study: GP, Robi, and Banglalink.
3. To examine the reliability of each construct considered in the study: Extrinsic value, intrinsic value, company connection, goodwill ecquation, affective communication, customer loyalty. For the purpose of evaluating the reliability of these constructs, Cronbach Alpha value will be calculated for each of these constructs.
4. To examine if extrinsic value, intrinsic value, company connection, goodwill ecquation, affective communication, customer loyalty vary across the brands considered in this study: GP, Robi, and Banglalink.
5. To evaluate the impact of various elements of customer engagement on customer loyalty.

[bookmark: _Toc26123596]4.2 Methodology of the study 
Here I have collected data from two source 
Secondary source: I have collected data from website, journals, research paper and books for the purpose of literature review and reviewing this company back ground and also fulfill my project related information. 
Primary source: Primary data were collected by using some questionnaire for the purpose of conducting my project. In my survey the sample size was 88 and collect their opinion in physically. The survey sampling technique was non probabilistic.   

[bookmark: _Toc26123597]4.3 Limitation of the study
· The alpha value for constructing Company Connection (CC) was calculated .6474 by SPSS and its value is questionable.
· People are being confused to give their data and they feel uncomfortable to feel up the survey form.
· When I go to the service holder to collect their data they are not interested to give their opinion and they told me they have no time no to fill up this survey sheet.
· My survey area people was not more educated that’s why they are not more conscious about this three telecommunication brand and their customer engagement for a reason they showing unwillingness to give their data to me. 
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[bookmark: _Toc26123600]5.1 Findings of the repot 
The findings of the project can be conducted in following way 
1 Sample Characteristics 
2. Reliability of the constructs used in the study 
3. Descriptive statistics of the primary constructs used in the study 
4. Evaluating of the structure relationship among the constructs used in the study 
5. Evaluating the variation in the intrinsic value (IV) across the brands 
6. Evaluating the variation in the Extrinsic value (EV) across the brand 
7. Evaluating the variation in the Company connection (CC) value across the brand 
8. Evaluating the variation in the goodwill equation (GE) across the brand 
9. Evaluating the variation in the affective communication (AC) across the brand 
10. Evaluating the variation in the customer loyalty (CL) across the brands 
11. Evaluating the impact of the various aspect of customer’s experience (CE) or customer loyalty (CL).

[bookmark: _Toc26123601]5.1.1 Sample Characteristics

 Sample characteristics will be describe in terms of following variables 
a. Gender
b. Education 
c. Profession 
d. Average monthly income 
e. Brand 
Frequency Table

Gender: The gender distribution of the sample is shown in the table given below 

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Male
	44
	50.0
	50.0
	50.0

	 
	Female
	44
	50.0
	50.0
	100.0

	 
	Total
	88
	100.0
	100.0
	 



There are 44 male (50.0%) and 44 female (50.0%) participants taken in the sample for the survey of conducting of the project. 

Education: The education distribution of the sample is shown in the table given below. 

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	SSC or below
	11
	12.5
	12.5
	12.5

	 
	HSC
	18
	20.5
	20.5
	33.0

	 
	Bachelor
	31
	35.2
	35.2
	68.2

	 
	Masters or equivalent
	28
	31.8
	31.8
	100.0

	 
	Total
	88
	100.0
	100.0
	 



There were 11 SSC or below (12.5%), 18 HSC (20.5%), 31 Bachelor (35.2%), 28 Masters or equivalent (31.8%) respondent taken in the sample for the purpose of conducting the project. 

Profession: The education distribution of the sample is shown in the table given below.

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Student
	42
	47.7
	47.7
	47.7

	 
	Service Holder
	18
	20.5
	20.5
	68.2

	 
	Business
	22
	25.0
	25.0
	93.2

	 
	Others
	2
	2.3
	2.3
	95.5

	 
	5.00
	4
	4.5
	4.5
	100.0

	 
	Total
	88
	100.0
	100.0
	 



The percentage of the students in the study sample was 47.7% , service holder ranked third with a percentage of 20.5%. Business ranked three with a percentage of 25.0% and people of the others profession percentage is 4.5%.  

Average Monthly Family Income: The average monthly income distribution of the sample is shown in the table given below.

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	30,000 or below
	26
	29.5
	29.5
	29.5

	 
	30,000 - 60,000
	28
	31.8
	31.8
	61.4

	 
	60,000 - 90,000
	15
	17.0
	17.0
	78.4

	 
	90,000 - 1,20,000
	13
	14.8
	14.8
	93.2

	 
	Above 1,20,000
	6
	6.8
	6.8
	100.0

	 
	Total
	88
	100.0
	100.0
	 



The range of Taka 30,000- 60,000 was proved to be the most common among the sample size. The aforementioned range had a percentage of 28; while the maximum range of Taka 30,000 or below was the second most common, with a percentage value of 26; The other ranges had close percentages with the Taka 60,000-90,000 range having a percentage of 15; The Taka 90,000-120000 range valuing 15 and the least percentage of 6 belonging to the lowest range of Taka above 1,20,000. 


Brands: The brand distribution of the sample is shown in the table given below.

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Grameen Phone
	29
	33.0
	33.0
	33.0

	 
	Bangla Link
	29
	33.0
	33.0
	65.9

	 
	Roby
	30
	34.1
	34.1
	100.0

	 
	Total
	88
	100.0
	100.0
	 



There was 29 Grameen phone customer (33.0%) , 29 Bangla link customers (33.0%) and 30 Robi customers (34.1% ) respondent taken in the sample for the purpose of conducting the project. 
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Descriptive Statistics of the primary constructs used in the study: The following table shows the basic descriptive characteristics of the major constructs used in this study
	 
	N
	Minimum
	Maximum
	Mean
	Std. Deviation

	EV
	88
	2.00
	20.67
	3.6402
	2.14317

	IV
	88
	2.33
	10.67
	3.3902
	.93904

	CC
	87
	2.00
	4.67
	3.3487
	.46840

	GC
	88
	2.00
	4.33
	3.2879
	.48524

	AC
	88
	1.67
	4.33
	3.2614
	.49891

	CL
	88
	1.33
	4.33
	3.3144
	.51132

	Valid N (listwise)
	87
	 
	 
	 
	 



Here, 

EV= Extrinsic value 
IV= Intrinsic value 
CC= Company connection 
GC= Goodwill equation 
AC= Affective communication 
CL= Customer loyalty 
Now assuming 95% level of confidence, the confidence interval for each construct will be estimated here
For EV (Extrinsic value), the confidence interval given by –
EV =  X̅ ± D                               D=Z  
 = 3.64 ± .45                             = 1.96˟
 = (4.09, 3.09)                                 = .45 
When I measure Extrinsic value (EV) from the survey the mean value was calculated 3.64 with a standard deviation 2.14. The low value of standard deviation proves that the data point are close to the mean. The standard deviation of 2.14 with confidence interval 95% provide the data range to be within 3.64<EV<3.09. 

For IV (Intrinsic value), the confidence interval given by –
IV = X̅ ± D                            D=Z   
= 3.39 ± .20                              = 1.96 ˟
= (3.59, 3.19)                           = .20
When I measure Intrinsic value (IV) from the survey the mean value was calculated 3.39 with a standard deviation .94The low value of standard deviation proves that the data point are close to the mean. The standard deviation of .94 with confidence interval 95% provide the data range to be within 3.59<IV<3.19 

For CC (Company connection), the confidence interval given by –
CC = X̅ ± D                         D= Z 
= 3.34±0.09                                      = 1.96˟
= (3.43, 3.25)                                          = 0.09
When I measure company connection (CC) from the survey the mean value was calculated 3.34 with a standard deviation .47. The low value of standard deviation proves that the data point are close to the mean. The standard deviation of .47 with confidence interval 95% provide the data range to be within 3.43<CC<3.25

For GC (Goodwill equation), the confidence interval given by –
GC = X̅ ± D                            D= Z˟
=   3.28±0.10                         = 1.96˟
=   (3.38, 3.18)                       =0.10
When I measure goodwill equation (GC) from the survey the mean value was calculated 3.28 with a standard deviation .48. The low value of standard deviation proves that the data point are close to the mean. The standard deviation of .48 with confidence interval 95% provide the data range to be within 3.38<GC<3.18 

For AC (Affective communication), the confidence interval given by –
AC = X̅ ± D                            D= Z˟
= 3.26 ± 0.10                       = 1.96˟
= (3.36, 3.16)                       = 0.10
When I measure affective communication (AC) from the survey the mean value was calculated 3.26 with a standard deviation .49. The low value of standard deviation proves that the data point are close to the mean. The standard deviation of .49 with confidence interval 95% provide the data range to be within 3.36<AC<3.16 

For CL (Customer loyalty), the confidence interval given by-
CL = X̅ ± D                            D= Z˟
= 3.31± 0.10                        = 1.96˟
= (3.41, 3.21)                      = 0.10
When I measure customer loyalty (CL) from the survey the mean value was calculated 3.31 with a standard deviation .51. The low value of standard deviation proves that the data point are close to the mean. The standard deviation of .51 with confidence interval 95% provide the data range to be within 3.41<CL<3.21. 
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Cronbach’s alpha and internal consistence will describe in given below. 

Reliability of the constructs used in the study: Cronbach’s alpha is a statistical measure of internal consistence of multiple scale designed for the research 

	Cronbach’s alpha
	Internal consistence

	Α ≥ 0.9
	Excellent

	0.9 > α≥0.8
	Good

	0.8>α≥0.7
	Acceptable

	0.7>α≥0.6
	Questionable

	0.6>α≥0.5
	Poor

	0.5>α
	Unacceptable



Reliability of constructs: Extrinsic Value (EV) 
Now I will be used Reliability of the constructs used in the study
	Construct
	Items
	Cronbach alpha

	Extrinsic value (EV) 
	Using Robing has certain advantages.
	.78 

	
	I like Robi because its benefits me in the end.
	

	
	Robi is relevant to my need.
	

	The alpha value for constructing Extrinsic value (EV) was calculated .78 by SPSS software. According to Reliability of the constructs of an alpha value is 0.8>α≥0.7 which proves to have an acceptable Internal consistence. This acceptable level of internal consistency validate the reliability of the constructs used in the study.


	

 ****** Method 1 (space saver) will be used for this analysis ******
_



  R E L I A B I L I T Y   A N A L Y S I S   -   S C A L E   (A L P H A)



Reliability Coefficients

N of Cases =     88.0                    N of Items = 3

Alpha =    .78

Reliability of constructs: Intrinsic Value (IV) 
Now I will be used Reliability of the constructs used in the study
	Construct
	Items
	Cronbach alpha

	Intrinsic value(IV)
	I enjoy using Robi
	.76

	
	I like using Robi just for fun
	

	
	Using Robi is in itself is very gratifying 
	

	The alpha value for constructing Intrinsic value (IV) was calculated .76 by SPSS software. According to Reliability of the constructs of an alpha value is 0.8>α≥0.7 which proves to have an acceptable Internal consistence. This acceptable level of internal consistency validate the reliability of the constructs used in the study.






 ****** Method 1 (space saver) will be used for this analysis ******
_



  R E L I A B I L I T Y   A N A L Y S I S   -   S C A L E   (A L P H A)



Reliability Coefficients

N of Cases =     88.0                    N of Items = 3

Alpha =   .76





Reliability of constructs: Company Connection (CC) 
Now I will be used Reliability of the constructs used in the study
	Construct
	Items
	Cronbach alpha

	Company connection(CC)
	I feel I have a bond with Robi
	.6474

	
	I am motivated to respond to communication from Robi
	

	
	I feel Robi shares the goals of its customers
	

	The alpha value for constructing Company Connection (CC) was calculated .6474 by SPSS software. According to Reliability of the constructs of an alpha value is 0.7>α≥0.6 which proves to have a questionable Internal consistence. This acceptable level of internal consistency validate the reliability of the constructs used in the study.





 ****** Method 1 (space saver) will be used for this analysis ******
_



  R E L I A B I L I T Y   A N A L Y S I S   -   S C A L E   (A L P H A)



Reliability Coefficients

N of Cases =     87.0                    N of Items =  3

Alpha = .6474

Reliability of constructs: Goodwill connection (GC) 
Now I will be used Reliability of the constructs used in the study
	Construct
	Items
	Cronbach alpha

	Goodwill equation(GE) 
	I think Robi goes out of its way to serve its customers
	.79

	
	I think Robi always tries to do the right things for its customer
	

	
	I think Robi has a genuine concern for its customers
	

	The alpha value for constructing Goodwill equation (GE) was calculated .79 by SPSS software. According to Reliability of the constructs of an alpha value is 0.8>α≥0.7 which proves to have an acceptable Internal consistence. This acceptable level of internal consistency validate the reliability of the constructs used in the study.




 ****** Method 1 (space saver) will be used for this analysis ******
_



  R E L I A B I L I T Y   A N A L Y S I S   -   S C A L E   (A L P H A)

Reliability Coefficients

N of Cases =     88.0                    N of Items =  3

Alpha =   .79






Reliability of constructs: Affective Communication (AC) 
Now I will be used Reliability of the constructs used in the study
	Construct
	Items
	Cronbach alpha

	Affective communication (AC)

	I feel emotionally attached to Robi
	.81

	
	With Robi, it feels like I am part of a family
	

	
	I feel a sense of belonging with Robi
	

	The alpha value for constructing Affective communication (AC) was calculated .81 by SPSS software. According to Reliability of the constructs of an alpha value is 0.9 > α≥0.8 which proves to have a good Internal consistence. This acceptable level of internal consistency validate the reliability of the constructs used in the study.




 ****** Method 1 (space saver) will be used for this analysis ******
_



  R E L I A B I L I T Y   A N A L Y S I S   -   S C A L E   (A L P H A)



Reliability Coefficients

N of Cases =     88.0                    N of Items = 3

Alpha = .81



Reliability of constructs: Customer Loyalty (CL) 
Now I will be used Reliability of the constructs used in the study
	Construct
	Items
	Cronbach alpha

	Customer loyalty(CL)
	I intend to keep using Robi
	.83

	
	I am committed to Robi
	

	
	I am willing pay higher prices for better services from Robi
	

	The alpha value for constructing Customer loyalty (CL) was calculated .81 by SPSS software. According to Reliability of the constructs of an alpha value is 0.9 > α≥0.8 which proves to have a good Internal consistence. This acceptable level of internal consistency validate the reliability of the constructs used in the study.



****** Method 1 (space saver) will be used for this analysis ******
_



  R E L I A B I L I T Y   A N A L Y S I S   -   S C A L E   (A L P H A)



Reliability Coefficients

N of Cases =     88.0                    N of Items = 3

Alpha = .83
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Correlations 
Correlation between different variable extrinsic value, Intrinsic value Company connection, Goodwill connection, Affective communication, Customer loyalty. 
Correlations

	 
	 
	EV
	IV
	CC
	GC
	AC
	CL

	EV
	Pearson Correlation
	1
	.098
	.034
	.113
	.081
	-.002

	 
	Sig. (2-tailed)
	.
	.364
	.757
	.294
	.455
	.988

	 
	N
	88
	88
	87
	88
	88
	88

	IV
	Pearson Correlation
	.098
	1
	.053
	.025
	-.002
	.016

	 
	Sig. (2-tailed)
	.364
	.
	.623
	.815
	.985
	.886

	 
	N
	88
	88
	87
	88
	88
	88

	CC
	Pearson Correlation
	.034
	.053
	1
	.105
	.106
	.044

	 
	Sig. (2-tailed)
	.757
	.623
	.
	.334
	.330
	.686

	 
	N
	87
	87
	87
	87
	87
	87

	GC
	Pearson Correlation
	.113
	.025
	.105
	1
	.081
	.053

	 
	Sig. (2-tailed)
	.294
	.815
	.334
	.
	.452
	.623

	 
	N
	88
	88
	87
	88
	88
	88

	AC
	Pearson Correlation
	.081
	-.002
	.106
	.081
	1
	.280(**)

	 
	Sig. (2-tailed)
	.455
	.985
	.330
	.452
	.
	.008

	 
	N
	88
	88
	87
	88
	88
	88

	CL
	Pearson Correlation
	-.002
	.016
	.044
	.053
	.280(**)
	1

	 
	Sig. (2-tailed)
	.988
	.886
	.686
	.623
	.008
	.

	 
	N
	88
	88
	87
	88
	88
	88


** Correlation is significant at the 0.01 level (2-tailed).

The co-relationship between IV and EV .098 The co-relationship between CC and EV .034. The co-relationship between GC and EV .113. The co-relationship between AC and EV .081. The co relation between CL and EV -.002. The co relation between CC and IV .034. The correlation between GC and IV .113. The co relation between AC and IV .081. The co relation between CL and IV -.002. The co relation between GC and CC .034. The co relation between AC and CC .081. The co relation between CL and CC -.002. The co relation between AC and GC .113. The co relation between CL and GC .988. The co relation between CL and AC .455. 
 The co-relationship between customer loyalty .280 and it is significant 99.9 % and correlation is 0.01 significant. 
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One-way

	ANOVA

Extrinsic value (EV) : For the purpose of evaluating extrinsic value, one way anova analysis of variance was conducted. Here   

	 
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	Between Groups
	7.923
	2
	3.962
	.860
	.427

	Within Groups
	391.681
	85
	4.608
	 
	 

	Total
	399.605
	87
	 
	 
	 



: ==

: 
F= .86o
Sig= .427
 0.05
There is null hypothesis is accepted. Because here sig = .427 >  = 0.05. So it is concluded that the relationship is not statistically significant. 
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One-way

	ANOVA

     Intrinsic value (IV): For the purpose of evaluating intrinsic value, one way anova analysis of variance was conducted. Here   


	 
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	Between Groups
	1.715
	2
	.857
	.972
	.383

	Within Groups
	75.001
	85
	.882
	 
	 

	Total
	76.716
	87
	 
	 
	 



: ==

: 

F =.972
Sig = .383
 = 0.05 

There is null hypothesis is accepted. Because here sig = .383 >  = 0.05. So it is concluded that the relationship is not statistically significant. 
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One-way
	ANOVA

  Company connection (CC): For the purpose of evaluating company connection, one way anova analysis of variance was conducted. Here   


	 
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	Between Groups
	.653
	2
	.327
	1.507
	.228

	Within Groups
	18.215
	84
	.217
	 
	 

	Total
	18.868
	86
	 
	 
	 



F = 1.507 
Sig = .228
 = 0.05 
There is null hypothesis is accepted. Because here sig = .228 >  = 0.05. So it is concluded that the relationship is not statistically significant. 
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One-way

	ANOVA

 Goodwill equation (GC): For the purpose of evaluating goodwill equation, one way anova analysis of variance was conducted. Here   

	 
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	Between Groups
	1.502
	2
	.751
	3.363
	.039

	Within Groups
	18.983
	85
	.223
	 
	 

	Total
	20.485
	87
	 
	 
	 



F = 3.363 
Sig = 0.39 
= 0.05 

There is null hypothesis is rejected. Because here sig = 0.39 <  = 0.05. So it is concluded that the relationship is a statistically significant. 
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One-way

	ANOVA

Affective communication (AC): For the purpose of evaluating affective communication, one way anova analysis of variance was conducted. Here   


	 
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	Between Groups
	1.015
	2
	.507
	2.089
	.130

	Within Groups
	20.641
	85
	.243
	 
	 

	Total
	21.655
	87
	 
	 
	 



F = 2.089
Sig = .130
0.05 
There is null hypothesis is accepted. Because here sig = .130 >  = 0.05. So it is concluded that the relationship is not statistically significant. 
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One-way
	ANOVA
  Customer loyalty (CL): For the purpose of evaluating customer loyalty, one way anova analysis of variance was conducted. Here  
 
	 
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	Between Groups
	1.615
	2
	.807
	3.247
	.044

	Within Groups
	21.132
	85
	.249
	 
	 

	Total
	22.746
	87
	 
	 
	 



F = 3.247 
Sig = .044
0.05 
There is null hypothesis is rejected. Because here sig = .044 >  = 0.05. So it is concluded that the relationship is statistically significant. 
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Regression

	Variables Entered/ Removed (b)

	Model
	Variables Entered
	Variables Removed
	Method

	1
	AC, IV, GC, CC, EV(a)
	.
	Enter



a All requested variables entered.
b Dependent Variable: CL

DV: CL
IV: AC, IV, GC, CC, EV
Here is Affective communication, intrinsic value, Goodwill communication, Company connection, is independent variable and customer loyalty is dependent variable. 


	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.298(a)
	.089
	.032
	.50480



a Predictors: (Constant), AC, IV, GC, CC, EV


	ANOVA (b)

	Model
	 
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	2.006
	5
	.401
	1.574
	.177(a)

	 
	Residual
	20.641
	81
	.255
	 
	 

	 
	Total
	22.646
	86
	 
	 
	 



a Predictors: (Constant), AC, IV, GC, CC, EV
b Dependent Variable: CL

F = 1.574 
Sig = .177

There is null hypothesis is accepted. Because here sig = .177 <  = 0.05. So it is concluded that the relationship is not statistically significant. 

The impact of Extrinsic value (EV), Intrinsic value (IV), Company connection (CC), Goodwill equation( GC), Affective communication (CC) on customer loyalty (CL) : For the purpose of measuring the impact of Extrinsic value (EV), Intrinsic value (IV), Company connection (CC), Goodwill equation( GC), Affective communication (CC) as the independent variable and Customer loyalty (CL) is dependent variable. 


	Coefficients (a)

	Model
	 
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	 
	 
	B
	Std. Error
	Beta
	 
	 

	1
	(Constant)
	2.208
	.614
	 
	3.596
	.001

	 
	EV
	-.007
	.026
	-.030
	-.277
	.782

	 
	IV
	.007
	.058
	.013
	.121
	.904

	 
	CC
	.012
	.118
	.011
	.100
	.920

	 
	GC
	.025
	.113
	.024
	.221
	.826

	 
	AC
	.305
	.111
	.294
	2.740
	.008



a Dependent Variable: CL

	Independent Variable 
	Coefficients (b)  
	Beta ()
	 T
	Significant 

	Constant 
	2.208
	--
	3.596
	.001

	EV
	-.007
	-.030
	-.277
	.782

	IV
	.007
	0.13
	.121
	.904

	CC
	.012
	.011
	.100
	.920

	GC
	.025
	.024
	.221
	.826

	AC
	.305
	.294
	2.740 
	.008 

	dependent Variable = CL 

	Here, F = 1.574 ,  0.05 , Sig = .008 



The overall null hypothesis will be accepted. So there is no relationship between the Extrinsic value (EV), Intrinsic value (IV), Company connection (CC), Goodwill equation (GC), Affective communication (AC) and customer loyalty. Now the partial hypothesis testing, Affective communication CC is found have statistically significant customer loyalty (CL) because null hypothesis is rejected. Here (sig = .008 < 0.05). Now the relevant contribution of each independent variable can be evaluated by beta ). Here EA has more achievement to the variation of customer loyalty (CL) in the reason of height beta value .294. 






Regression
	Variables Entered/Removed (b)

	Model
	Variables Entered
	Variables Removed
	Method

	1
	AC(a)
	.
	Enter



a All requested variables entered.
b Dependent Variable: CL


	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.280(a)
	.078
	.068
	.49372



a  Predictors: (Constant), AC


	ANOVA (b)

	Model
	 
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	1.783
	1
	1.783
	7.314
	.008(a)

	 
	Residual
	20.963
	86
	.244
	 
	 

	 
	Total
	22.746
	87
	 
	 
	 



a Predictors: (Constant), AC
b Dependent Variable: CL

F = 7.314
Sig = .008
 = 0.05 
There is null hypothesis is rejected. Because here sig = .008 <  = 0.05. So it is concluded that the relationship is statistically significant. 


	Coefficients (a)

	Model
	 
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	 
	 
	B
	Std. Error
	Beta
	 
	 

	1
	(Constant)
	2.379
	.350
	 
	6.796
	.000

	 
	AC
	.287
	.106
	.280
	2.704
	.008



a  Dependent Variable: CL


The impact of Affective communication (CC) on customer loyalty (CL) : For the purpose of measuring the impact of Affective communication (CC) as the independent variable and Customer loyalty (CL) is dependent variable. 

	Independent Variable
	Coefficients (b
	Beta ()
	T
	Significant 

	Constants 
	2.379
	.350
	6.796
	.000

	AC
	.287
	.280
	2.704
	.008 

	Dependent variable = CL 

	Here, F = 7.314 , Sig = 0.008,  



The overall null hypothesis will be accepted. So there is no relationship between the affective communication and customer loyalty. Now the partial hypothesis testing, Affective communication CC is found have statistically significant customer loyalty (CL) because null hypothesis is rejected. Here (sig = .008 < 0.05). Now the relevant contribution of each independent variable can be evaluated by beta ). Here EA has more achievement to the variation of customer loyalty (CL) in the reason of height beta value .280. 
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6.0 Future research scope

 When I go for data collection lots of respondent are missed due to completing my survey. I missed few are demographic area also missed some age people, background and material status people. I only work united international university area and Vatara area but in near future I will work in broad sense. I found some positive impact when I conducting my survey. However I will conduct research in various context and different industry. Future research will help me to gain more output and more result. 
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Conclusion

The purpose of my project is analysis the extrinsic value intrinsic value company connection goodwill equation affective communication customer loyalty of mobile telecommunication sector in Bangladesh. My target company ROBI, bangla link and Grameen phone and their customer engagement. How the engage with their customer and what think about their customer engagement. I have tried my level best to communicate with all type of respondent and I also go the the root level people, old people, job holder, businessman etc to collect my data and find a good output so that I can complete my project in proper way. I have conducted survey in 88 respondent. I have done my research mathematical survey in SPSS and also conduct in multiple regression and try to find out some correlation the all variable. After completing my survey I found some regression analysis which is questionable and doing some One-way anova test and also found some relation with variable and found some non-relation variable. My project show some significant relation and customer engagement with Robi, Grameen phone and bangla link. 
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Appendix: Statistical Data
A Project survey

(Extrinsic value, intrinsic value, company connection, goodwill equation, affective communication, customer loyalty)
Name (optional):

Phone Number (optional):

Gender:       Male         Female

Education:        SSC or below	HSC       Bachelor       Masters or equivalent professional degree or above

Profession:       Student       Service Holder       Business       Others

Average Monthly Family Income:       30,000 or below        30,000—60,000        60,000—90,000
				         90,000 – 1, 20,000         above 1, 20,000         

Please indicate your level of agreement with the following statements. Where 1 = highly disagreed, 2 = disagreed, 3 = neutral, 4 = agreed, and 5 = highly agreed.


	SN
	Statements
	1
	2
	3
	4
	5

	EV1
	Using Robing has certain advantages.
	
	
	
	
	

	EV2
	I like Robi because its benefits me in the end.
	
	
	
	
	

	EV3
	Robi is relevant to my need.
	
	
	
	
	

	IV1
	I enjoy using Robi 
	
	
	
	
	

	IV2 
	I like using Robi just for fun 
	
	
	
	
	

	IV3
	Using Robi is in itself is very gratifying 
	
	
	
	
	

	CC1
	I feel I have a bond with Robi 
	
	
	
	
	

	CC2
	I am motivated to respond to communication from Robi 
	
	
	
	
	

	CC3
	I feel Robi shares the goals of its customers 
	
	
	
	
	

	GC1
	I think Robi goes out of its way to serve its customers 
	
	
	
	
	

	GC2
	I think Robi always tries to do the right things for its customer 
	
	
	
	
	

	GC3
	I think Robi has a genuine concern for its customers 
	
	
	
	
	

	AC1 
	I feel emotionally attached to Robi 
	
	
	
	
	

	AC2
	With Robi, it feels like I am part of a family 
	
	
	
	
	

	AC3 
	I feel a sense of belonging with Robi 
	
	
	
	
	

	CL1
	I intend to keep using Robi
	
	
	
	
	

	CL2
	I am committed to Robi
	
	
	
	
	

	CL3
	I am willing pay higher prices for better services from Robi
	
	
	
	
	



Frequency Table

Gender: The gender distribution of the sample is shown in the table given below 

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Male
	44
	50.0
	50.0
	50.0

	 
	Female
	44
	50.0
	50.0
	100.0

	 
	Total
	88
	100.0
	100.0
	 






Education: The education distribution of the sample is shown in the table given below. 

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	SSC or below
	11
	12.5
	12.5
	12.5

	 
	HSC
	18
	20.5
	20.5
	33.0

	 
	Bachelor
	31
	35.2
	35.2
	68.2

	 
	Masters or equivalent
	28
	31.8
	31.8
	100.0

	 
	Total
	88
	100.0
	100.0
	 



Profession: The education distribution of the sample is shown in the table given below.

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Student
	42
	47.7
	47.7
	47.7

	 
	Service Holder
	18
	20.5
	20.5
	68.2

	 
	Business
	22
	25.0
	25.0
	93.2

	 
	Others
	2
	2.3
	2.3
	95.5

	 
	5.00
	4
	4.5
	4.5
	100.0

	 
	Total
	88
	100.0
	100.0
	 





Average Monthly Family Income: The average monthly income distribution of the sample is shown in the table given below.

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	30,000 or below
	26
	29.5
	29.5
	29.5

	 
	30,000 - 60,000
	28
	31.8
	31.8
	61.4

	 
	60,000 - 90,000
	15
	17.0
	17.0
	78.4

	 
	90,000 - 1,20,000
	13
	14.8
	14.8
	93.2

	 
	Above 1,20,000
	6
	6.8
	6.8
	100.0

	 
	Total
	88
	100.0
	100.0
	 





Brands: The education distribution of the sample is shown in the table given below.

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Grameen Phone
	29
	33.0
	33.0
	33.0

	 
	Bangla Link
	29
	33.0
	33.0
	65.9

	 
	Roby
	30
	34.1
	34.1
	100.0

	 
	Total
	88
	100.0
	100.0
	 





. 

Reliability

	

 ****** Method 1 (space saver) will be used for this analysis ******
_



  R E L I A B I L I T Y   A N A L Y S I S   -   S C A L E   (A L P H A)



Reliability Coefficients

N of Cases =     88.0                    N of Items =  3

Alpha =    .78

Reliability

 ****** Method 1 (space saver) will be used for this analysis ******
_



  R E L I A B I L I T Y   A N A L Y S I S   -   S C A L E   (A L P H A)



Reliability Coefficients

N of Cases =     88.0                    N of Items =  3

Alpha =   .76

Reliability


 ****** Method 1 (space saver) will be used for this analysis ******
_



  R E L I A B I L I T Y   A N A L Y S I S   -   S C A L E   (A L P H A)



Reliability Coefficients

N of Cases =     87.0                    N of Items =  3

Alpha = .6474

Reliability

 ****** Method 1 (space saver) will be used for this analysis ******
_



  R E L I A B I L I T Y   A N A L Y S I S   -   S C A L E   (A L P H A)



Reliability Coefficients

N of Cases =     88.0                    N of Items =  3

Alpha =   .79

Reliability



 ****** Method 1 (space saver) will be used for this analysis ******
_



  R E L I A B I L I T Y   A N A L Y S I S   -   S C A L E   (A L P H A)



Reliability Coefficients

N of Cases =     88.0                    N of Items =  3

Alpha =   .81


Reliability

****** Method 1 (space saver) will be used for this analysis ******
_



  R E L I A B I L I T Y   A N A L Y S I S   -   S C A L E   (A L P H A)



Reliability Coefficients

N of Cases =     88.0                    N of Items =  3

Alpha =  .83

Descriptive
Descriptive Statistics of the primary constructs used in the study: The following table shows the basic descriptive characteristics of the major constructs used in this study
	 
	N
	Minimum
	Maximum
	Mean
	Std. Deviation

	EV
	88
	2.00
	20.67
	3.6402
	2.14317

	IV
	88
	2.33
	10.67
	3.3902
	.93904

	CC
	87
	2.00
	4.67
	3.3487
	.46840

	GC
	88
	2.00
	4.33
	3.2879
	.48524

	AC
	88
	1.67
	4.33
	3.2614
	.49891

	CL
	88
	1.33
	4.33
	3.3144
	.51132

	Valid N (listwise)
	87
	 
	 
	 
	 



Here, 

EV= Extrinsic value 
IV= Intrinsic value 
CC= Company connection 
GC= Goodwill equation 
AC= Affective communication 
CL= Customer loyalty 
Now assuming 95% level of confidence, the confidence interval for each construct will be estimated here





Correlations
	Correlations

	 
	 
	EV
	IV
	CC
	GC
	AC
	CL

	EV
	Pearson Correlation
	1
	.098
	.034
	.113
	.081
	-.002

	 
	Sig. (2-tailed)
	.
	.364
	.757
	.294
	.455
	.988

	 
	N
	88
	88
	87
	88
	88
	88

	IV
	Pearson Correlation
	.098
	1
	.053
	.025
	-.002
	.016

	 
	Sig. (2-tailed)
	.364
	.
	.623
	.815
	.985
	.886

	 
	N
	88
	88
	87
	88
	88
	88

	CC
	Pearson Correlation
	.034
	.053
	1
	.105
	.106
	.044

	 
	Sig. (2-tailed)
	.757
	.623
	.
	.334
	.330
	.686

	 
	N
	87
	87
	87
	87
	87
	87

	GC
	Pearson Correlation
	.113
	.025
	.105
	1
	.081
	.053

	 
	Sig. (2-tailed)
	.294
	.815
	.334
	.
	.452
	.623

	 
	N
	88
	88
	87
	88
	88
	88

	AC
	Pearson Correlation
	.081
	-.002
	.106
	.081
	1
	.280(**)

	 
	Sig. (2-tailed)
	.455
	.985
	.330
	.452
	.
	.008

	 
	N
	88
	88
	87
	88
	88
	88

	CL
	Pearson Correlation
	-.002
	.016
	.044
	.053
	.280(**)
	1

	 
	Sig. (2-tailed)
	.988
	.886
	.686
	.623
	.008
	.

	 
	N
	88
	88
	87
	88
	88
	88


**  Correlation is significant at the 0.01 level (2-tailed).


Oneway

	ANOVA

EV 
	 
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	Between Groups
	7.923
	2
	3.962
	.860
	.427

	Within Groups
	391.681
	85
	4.608
	 
	 

	Total
	399.605
	87
	 
	 
	 
















Oneway

	ANOVA

IV 
	 
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	Between Groups
	1.715
	2
	.857
	.972
	.383

	Within Groups
	75.001
	85
	.882
	 
	 

	Total
	76.716
	87
	 
	 
	 




Oneway
	ANOVA

CC 
	 
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	Between Groups
	.653
	2
	.327
	1.507
	.228

	Within Groups
	18.215
	84
	.217
	 
	 

	Total
	18.868
	86
	 
	 
	 




Oneway

	ANOVA

GC 
	 
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	Between Groups
	1.502
	2
	.751
	3.363
	.039

	Within Groups
	18.983
	85
	.223
	 
	 

	Total
	20.485
	87
	 
	 
	 




Oneway

	ANOVA

AC 
	 
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	Between Groups
	1.015
	2
	.507
	2.089
	.130

	Within Groups
	20.641
	85
	.243
	 
	 

	Total
	21.655
	87
	 
	 
	 






Oneway
	ANOVA

CL 
	 
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	Between Groups
	1.615
	2
	.807
	3.247
	.044

	Within Groups
	21.132
	85
	.249
	 
	 

	Total
	22.746
	87
	 
	 
	 




Regression

	Variables Entered/Removed (b)

	Model
	Variables Entered
	Variables Removed
	Method

	1
	AC, IV, GC, CC, EV(a)
	.
	Enter


a  All requested variables entered.
b  Dependent Variable: CL


	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.298(a)
	.089
	.032
	.50480


a  Predictors: (Constant), AC, IV, GC, CC, EV


	ANOVA (b)

	Model
	 
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	2.006
	5
	.401
	1.574
	.177(a)

	 
	Residual
	20.641
	81
	.255
	 
	 

	 
	Total
	22.646
	86
	 
	 
	 


a  Predictors: (Constant), AC, IV, GC, CC, EV
b  Dependent Variable: CL


	Coefficients (a)

	Model
	 
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	 
	 
	B
	Std. Error
	Beta
	 
	 

	1
	(Constant)
	2.208
	.614
	 
	3.596
	.001

	 
	EV
	-.007
	.026
	-.030
	-.277
	.782

	 
	IV
	.007
	.058
	.013
	.121
	.904

	 
	CC
	.012
	.118
	.011
	.100
	.920

	 
	GC
	.025
	.113
	.024
	.221
	.826

	 
	AC
	.305
	.111
	.294
	2.740
	.008


a  Dependent Variable: CL


Regression
	Variables Entered/Removed (b)

	Model
	Variables Entered
	Variables Removed
	Method

	1
	AC(a)
	.
	Enter



a  All requested variables entered.
b  Dependent Variable: CL


	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.280(a)
	.078
	.068
	.49372


a  Predictors: (Constant), AC


	ANOVA(b)

	Model
	 
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	1.783
	1
	1.783
	7.314
	.008(a)

	 
	Residual
	20.963
	86
	.244
	 
	 

	 
	Total
	22.746
	87
	 
	 
	 


a  Predictors: (Constant), AC
b  Dependent Variable: CL


	Coefficients (a)

	Model
	 
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	 
	 
	B
	Std. Error
	Beta
	 
	 

	1
	(Constant)
	2.379
	.350
	 
	6.796
	.000

	 
	AC
	.287
	.106
	.280
	2.704
	.008


a  Dependent Variable: CL
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