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The article is about the assessment and analysis of the results of marketing research of the
market of telecommunication services in Ukraine. The study of the dynamics of the
telecommunications services market allows to draw conclusions about the changes that
are associated with the effective use of new information technologies, both by corporate
structures, small and medium enterprises for business, and for individual users. In the
conditions of a dynamically developing market of telecommunication services, the ability
to competently use new telecommunication technologies and marketing tools when
promoting new services in order to achieve competitive advantages is of particular
importance. The telecommunications services market is a complex system of information
flows that can filter and control the transmission and reception of large amounts of
information necessary both for business and for individual interested users, as well as
promptly transfer information to almost any region and to any enterprise. On the one
hand, the growth of the number of operators in the telecommunications market has led to
an expansion of the range of services provided, an increase in quality and a decrease in
prices for these services. However, on the other hand, in the regions, competition between
operators, ultimately, does not contribute to the development of the telecommunications
business. Therefore, the marketing mechanism for the formation of competitive relations
in the telecommunications market makes theoretical and practical interest. The article
also provides information on the importance of telecommunication companies for
respondents, assessment of customer satisfaction, wishes and suggestions of consumers in
the field of telecommunications. Recommendations on the feasibility of creating a
telecommunications company in modern conditions were made.
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preferences, competitor analysis.
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Formulation of the problem
The st udy of the d ynam ics of t he
telecommunications services market allows to draw
conclusions about the changes that are associated
wit h the effective use of n ew information
technologies, both by corporate structures, small and
medium enterprises for business, and for individual
users. In the conditions of a dynamically developing
market of telecommunication services, the ability to
com pete ntly use new tel ecom munication
technologies and marketing tools when promoting
new services in order to achieve competitive
advantages is of particular importance.
The relevance of the appeal to the methods of
marketing of telecommunication services is caused

by the lack of a unified approach to the definition of
the essence of such activities of communication
operators. In this regard, there is a need to conduct
a study, with the help of which it would be possible
to evaluate and recommend the most advanced and
modern marketin g me thods in promoting
telecommunications services and managing marketing
activities of market operators in order to gain
competitive advantages.
Currently, marketing research is widely used
to obtain relevant, complete and comprehensive
information needed to make competent management
decisions in the face of uncertainty and risk. Everyone
knows that telecommunications technology is a hightech industry that requires great knowledge, skills,
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experience and material investments. To develop
recommendations on the feasibility of creating a
telecommunications company in modern conditions
in terms of reducing risk and overcoming conditions
of uncertainty, as well as obtaining information about
the market, competitors, and demand for these
services, a marketing study of the telecommunications
market was conducted. The method of questioning
was chosen, since no one knows the consumers
preferences better than themselves.
Analysis of research and publications
Most modern literature attends the significance,
the rationale for the need and accuracy of marketing
research. The above questions are devoted a lot of
textbooks, both foreign and foreign scientists. A
weighty contribution to the formation of the
theoretical base of marketing research was made by:
G.A. Churchill, E.P. Golubkov, I.K. Belyaevsky,
M. Meskon, A.V. Kataev, I.V. Lilik, O.V. Kudirko.
In the works of these economists, various
sections of the marketing of enterprises and firms
were discussed, and various marketing planning
algorithms were considered.
At the same time, the practical marketing
mechanism for the formation and development of
competitive relations in the Ukrainian reality has
been worked out practically only in certain particular
areas.
The purpose of the article is to study the market
of telecommunication services of Ukraine to make a
decision about the feasibility of establishing new
company in the industry, as well as a general analysis
of the telecommunications market.
Presentation of the main material
To minimize the financial risk arising from the
creation of a telecommunications company in
modern conditions, it is necessary to hold the analysis
of the telecommunications technology market.
The first stage of the marketing research was
the analysis of the macromarketing environment,
which includes the analysis of political, economic,
scientific, technical, socio-cultural, natural and
demographic factors. The results of it are shown in
Table 1.
The next stage of the research was the analysis
of the micromarketing environment, which includes
the evaluation of consumers, competitors, suppliers
and intermediaries. In marketing researches, as a
rule, the focus is on consumers and competitors.
Analysis of consumers consists in segmentation of
consumers according to various criteria: geographical
segmentation consists in dividing the market into
various regions, regions, cities; using demographic
segmentation, we divide the market into groups
according to gender, age, and marital status of the
respondents; consumers by income, occupation, level
of education.

Consumer analysis was conducted by peer
review. The expert group was asked to assess the
significance of the factors on a scale of –3 to +3 for
each company. The results of the consumer analysis
are presented in Table 2. According to the table it is
clear that the companies Kyivstar and Vodafone are
the main competitors and leading players in the
market.
The next stage of the study was the development
of search questions, hypothesizing on the main range
of issues, as well as identifying sources of information.
It was not possible to get answers to some search
questions using the analysis of secondary information,
therefore survey questionnaires were developed.
During the survey, 100 respondents were interviewed.
Initially, it was necessary to find out with which
company specifically people associate the phrase
“telecommunication company”. This question was
open since its purpose was to determine the popularity
of companies. As a result of the survey, 28% answered
“Kyivstar”, 22% of respondents wrote “Vodafone”,
19% answered “Fregat”, and 22 people wrote other
companies (no more than 2 identical answers for
any other company) (Fig. 1 ). This means that,
despite the fact that there are several large companies
in the Ukrainian telecommunications market that
meet the needs of a large proportion of consumers,
there are small and medium-sized companies in the
market that have found their niche and their
customers and successfully function within their
segment.

Fig. 1. Respondent’s answer to the question: «Which
telecommunication company comes to your mind first?»

The n a question foll owed whet her all
respondents in the current Internet provider satisfied
everything – 48% of respondents answered “yes”,
19% were dissatisfied, and the remaining 33% were
undecided (Fig. 2). This means that at least 67% of
respondents are either dissatisfied with their provider,
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Table 1
Analysis of factors of the macromarketing environment

Factor
1
Imperfect legislative base of
Ukraine
Passive government policy in
the field of antitrust regulation
of the market
Mandatory product
certification

Problem (–) Opportunity (+) Option to solve a problem or realize opportunities
2
3
4
Political factors
Cooperation with qualifiedlawyers who will
–
monitor changes in the memory, and if necessary,
defend our interests in court
–

Drawing public attention to illegal monopoly
actions by specific companies

–

Obtaining patents, certificates for a long term
Conducting transparent communications with
customers, respectful attitude to customers
At any opportunity to expand the market, attract
+
new customers, introduce new service packages,
etc.
Economic factors
Attraction of new, interested consumers,
+
development of tariffs and service packages for this
segment of consumers

Consumerism

+

Relative Freedom of
Entrepreneurship

Increasing computerization of
the population
The transition of the bulk of
companies in the Internet
environment
Decrease in the quality of
services, as well as increase in
tariffs by leading companies in
the industry
Business growth
Decrease in income and
purchasing power of the main
part of the population
Rising prices for utilities, food,
etc.

–
–
–

High interest rates of credit
institutions

–

Growing trends of the global
economic crisis

–
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Conclusion of long-term mutually beneficial
agreements with legal entities

+

Optimize prices for basic services, seeks to
regularly increase the quality of services provided,
regularly monitor the prices of competitors

Provision of special services to especially secure
and interested clients
Optimization of the cost of our services. Providing
the possibility of payment in installments or in
installments
Discounts for regular customers, the creation of
special budget rates
Hedging risks, creating a balanced currency
portfolio
Refusal of long-term loans, attraction of credit
funds for projects with a short payback period (up
to 2 years)
Redemption of all obligations (especially in foreign
currency), optimization of the number and structure
of personnel. Failuretomakeexpensiveinvestments
Scientific and technical factors
Keep up with the times, use the latest technology,
+
aim at making profit in the long term
Try to receive grants from the state for the
+
development of technologies, which will
subsequently be first introduced in our company
To carry out joint large investments, to insure risks,
to strive to extract the maximum benefit in any
situation
To enter into contracts with leading universities in
the country, to provide the best students with the
opportunity to do internships in the company
+

National currency volatility

The rapid development of
information technology
State priority on the
development of information
systems
The high cost and uncertainty
of the results of scientific and
technical developments
Deterioration in the quality of
the country's general education
system

+

–

–
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Prodolzheniye tablitsy 1

1

2

Decline in living standards of
the population
The needs of the population in
communication, entertainment,
self-expression

–

Population reduction
The increasing level of
urbanization of the Ukrainian
population

+
–

4

Optimization of the cost of services
+

Geodesic factors (landscape,
terrain, etc.)
Availability / shortage of raw
materials

3
Socio-cultural factors

Providing a variety of tariffs and service options for
each type and category of consumers

Natural factors
Any construction and installation work should
–
begin with the advice of an expert, conduct
drainage of the area
Conclusion of long-term contracts, cooperation
with qualified employees
Demographic factors
Provide services to everyone, fight foreachclient
+

Attracting new customers, the opportunity to work
with a new target audience
Table 2

Competitor analysis based on expert assessments (from –3 to +3)

Factor
Company fame
Quality of service provided
Advertisingcampaign
Value for money and quality of services provided
Customer Loyalty Program
The work of technical support
Adaptation to changes in the environment
Market share
Reliability
Openness of the company
Innovativeness
Total

Kyivstar
+3
+1
+1
0
+1
+2
+2
+3
+2
+1
+1
+ 17

Vodafone
+2
+2
+1
0
+1
+3
+1
+2
+2
+2
+2
+18

Fregat
+1
+1
0
+1
+2
+2
+2
+2
+3
0
+2
+ 15

Ukrtelecom
0
–1
–1
–2
+1
+2
0
+1
+2
+2
+1
+5

Fig. 2. Respondent’s answer to the question: «Does your Internet provider suit you? »
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Fig. 3. Respondent’s answer to the question: «What made you chance the operator?»

or have not yet decided, which means that this is
unmet demand, that is, potential customers.
To the question what would have prompted
you to change the operator (who suggested several
answer options): 47% called the best quality of
services, 43% – lower price, 21% – high level of
customer relations, 21% – stable promotion and
bonus program (Fig. 3).
The conservativeness of the respondents was
estimated by the following question: “Would you
like a new internet service provider (ISP) to appear?”.
47% of respondents answered that they would like
to, but only if it would be different from others,
32% do not deny such an opportunity, 12% will be
glad of any new company, 9% are not interested in
new companies (Fig. 4).
Only 9% of respondents are not interested in
the emergence of new companies. It means that 48%
of respondents who had previously responded that
they were completely satisfied with their provider
responded either because of the lack of a real
alternative from the market, or rushing to choose
the answer option to the previous one question.
Then it was analyzed what the speed of the
Internet respondents use: 60% – 100 Mbps, 25% –
50 Mbps, 9% – 10–25 Mbps, 6% – up to 10 Mbps
(Fig. 5).
When asked about what kind of gadgets
respondents had (one could choose several answers),

Fig. 4. Respondent’s answer to the question: «Would you like
that a new ISP to appear?»

the answer was received: 84% of respondents have a
mobile phone, 53% have a laptop or netbook, 28%
have a tablet computer, 18% have an e-book, 16%
have smart watches (Fig. 6).
The amount of the monthly subscription fee to
a mobile provider of 50% of respondents is over
UAH 100, 31% up to UAH 100, 15% 50-70 UAH,
and only 4% of respondents up to 50 UAH (Fig. 7).
Based on the analysis of the above information,

Fig. 5. Respondent’s answer to the question: «What is your internet speed? »

146

ISSN 2415-3974. Åêîíîì³÷íèé â³ñíèê ÄÂÍÇ ÓÄÕÒÓ, 2019, ¹ 1(9)

Assessment of the prospects of new companies in the telecommunications services market

Fig. 6. Respondent’s answer to the question: «What is your internet speed?»

Fig. 7. Respondent’s answer to the question: «What is the monthly fee for your mobile operator?»

Fig. 8. Respondent’s answer to the question: «Are you ready
to sacrifice quality for the sake of low prices?»

it becomes cle ar t hat the paym ent of
telecommunications services, the purchase and
updating of gadgets has a priority over other expenses.
This means that the needs of the population in highspeed mobile and cable Internet, in a modern mobile
phone, productive computer, smart devices are
constant and increasing annually. This allows new
companies to enter the market with a unique offer
and occupy a certain niche.
When asked whether consumers are ready to
sacrifice quality for the sake of low prices, the
following answers were received: 66% of respondents
are not ready to sacrifice quality, 26% are in thought
and only 8% agree to this (Fig. 8).
Also in the questionnaire was the question of
what, according to respondents, is the most important
for a telecommunications company: 74% believe that
this is the optimal price-quality ratio of the service
provided, 11% – round-the-clock technical support
work, 8% – transparency of relations with the client,
6% – respectful attitude to the client and only 1%
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Fig. 9. Respondent’s answer to the question: «What is most important for a telecommunications company?»

Fig. 10. Respondent’s answer to the question: «How long have you been using the latest Internet service provider?»

indicated that this is a stable financial performance
of the company (Fig. 9).
To the question about the duration of
cooperation with the last Internet provider 43%
responded – over 2 years, 24% – 1–2 years, 17% –
6–12 months, 16% – less than 6 months (Fig. 10).
There were 61% male and 39% female of the
100 respondents surveyed. Representatives of the
following age categories participated in the study:
6% – under the age of 15 years, 46% – 16–25 years,
22% – 25–40 years, 15% – 40–55 years, and 11%
– 55 + years.
Conclusions
The conducted marketing research showed that
the most discussed and recognizable among
consumers are the companies Kyivstar and Vodafone,
that once again proves the role of these giants in the
market of telecommunication services in Ukraine.
Of the respondents surveyed, 60% have an Internet
speed of 100 Mbps, and 50% pay more than 100
hryvnias per month to their operator, but still they
are not satisfied with the quality of services provided
and 46% are ready to change the company to the
one that can provide the required quality level. Such
148

data suggests that in this market there is unmet
effective demand, which is looking for a real
alternative to the “old-timers” of the industry. This
conclusion is confirmed by the fact that 66% of
respondents are not willing to sacrifice the quality of
services for the sake of low prices, 26% are undecided
and only 8% of respondents agree to this. The next
interesting point is that despite the situation described
above, 43% of respondents use the services of their
last Internet service provider for more than 2 years.
That means that they don’t see any real alternatives
or are subject to little change by external environment
and competitors, which can be a problem for the
new company. It is also worth noting that 46% of
respondents are young people between the ages of
16 and 25, but despite the fact that the level of income
at this age is often low, young people consider
telecommunications services a priority for the
distribution of their income. This means that in the
future, with an increase in the income of this category
of the population, their costs for meeting
telecommunication needs will increase.
Based on the analysis performed, we can safely
say that creating new telecommunications company
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in modern conditions is appropriate, even if it fail to
become an industry leader. A new market participant
may concentrate its efforts on a separate market
segment, become significant for a certain category
of people or perform work, provide services to larger
and more influential companies. As a study of the
Ukrainian telecommunications services market
showed, in order to achieve success in this industry,
you need to be result-oriented, do your job efficiently
and effectively, which guarantees a steady income
from business activities.
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ÎÖ²ÍÊÀ ÏÅÐÑÏÅÊÒÈÂ ÍÎÂÈÕ ÊÎÌÏÀÍ²É ÍÀ
ÐÈÍÊÓ ÒÅËÅÊÎÌÓÍ²ÊÀÖ²ÉÍÈÕ ÏÎÑËÓÃ
Ñåðãººâ Ñ.Ñ., Ðÿáöåâà Î.ª., ßâîðñüêà Ì.
Äîñë³äæåííÿ äèíàì³êè ðèíêó òåëåêîìóí³êàö³éíèõ ïîñëóã
äîçâîëÿº çðîáèòè âèñíîâêè ïðî çì³íè, ÿê³ ïîâ’ÿçàí³ ç åôåêòèâíèì âèêîðèñòàííÿì íîâèõ ³íôîðìàö³éíèõ òåõíîëîã³é, ÿê êîðïîðàòèâíèìè ñòðóêòóðàìè, ìàëèìè òà ñåðåäí³ìè ï³äïðèºìñòâàìè äëÿ á³çíåñó, òàê ³ ³íäèâ³äóàëüíèìè êîðèñòóâà÷àìè. Â
óìîâàõ äèíàì³÷íîãî ðîçâèòêó òåëåêîìóí³êàö³éíèõ ïîñëóã âì³ííÿ
åôåêòèâíî âèêîðèñòîâóâàòè íîâ³ òåëåêîìóí³êàö³éí³ òåõíîëîã³¿,
ìàðêåòèíãîâ³ ³íñòðóìåíòè ïðè ïðîñóâàíí³ íîâèõ ïîñëóã ç ìåòîþ äîñÿãíåííÿ êîíêóðåíòíèõ ïåðåâàã íàáóâàº îñîáëèâîãî çíà÷åííÿ. Ðèíîê òåëåêîìóí³êàö³éíèõ ïîñëóã – öå ñêëàäíà ñèñòåìà
³íôîðìàö³éíèõ ïîòîê³â, ÿêà ìîæå ô³ëüòðóâàòè ³ êîíòðîëþâàòè ïåðåäà÷ó ³ ïðèéîì âåëèêèõ ìàñèâ³â ³íôîðìàö³¿, íåîáõ³äíèõ
ÿê äëÿ âåäåííÿ á³çíåñó, òàê ³ äëÿ ³íäèâ³äóàëüíî çàö³êàâëåíèõ
êîðèñòóâà÷³â, à òàêîæ îïåðàòèâíî ïåðåäàâàòè ³íôîðìàö³þ
ïðàêòè÷íî â áóäü-ÿêèé ðåã³îí ³ íà áóäü-ÿêå ï³äïðèºìñòâî. Ç
îäíîãî áîêó, çðîñòàííÿ ÷èñëà îïåðàòîð³â òåëåêîìóí³êàö³éíîãî
ðèíêó ïðèâåëî äî ðîçøèðåííÿ ñïåêòðà ïîñëóã, ùî íàäàþòüñÿ,
ï³äâèùåííÿ ÿêîñò³ òà çíèæåííÿ ö³í íà ö³ ïîñëóãè. Îäíàê, ç
³íøîãî áîêó, â ðåã³îíàõ êîíêóðåíö³ÿ ì³æ îïåðàòîðàìè, â ê³íöåâîìó ðàõóíêó, íå ñïðèÿº ðîçâèòêó òåëåêîìóí³êàö³éíîãî á³çíåñó.
Òîìó ìàðêåòèíãîâèé ìåõàí³çì ôîðìóâàííÿ êîíêóðåíòíèõ â³äíîñèí íà ðèíêó òåëåêîìóí³êàö³é ñòàíîâèòü òåîðåòè÷íèé ³ ïðàêòè÷íèé ³íòåðåñ. Ó ñòàòò³ òàêîæ íàäàíà ³íôîðìàö³ÿ ïðî çíà÷óù³ñòü òåëåêîìóí³êàö³éíèõ êîìïàí³é äëÿ ðåñïîíäåíò³â, îö³íþâàííÿ çàäîâîëåíîñò³ ñïîæèâ÷îãî ïîïèòó, ïîáàæàííÿ òà ïðîïîçèö³¿ ñïîæèâà÷³â â îáëàñò³ òåëåêîìóí³êàö³é. Çàïðîïîíîâàíî
ðåêîìåíäàö³¿ ùîäî äîö³ëüíîñò³ ñòâîðåííÿ òåëåêîìóí³êàö³éíî¿
êîìïàí³¿ â ñó÷àñíèõ óìîâàõ.

ÎÖÅÍÊÀ ÏÅÐÑÏÅÊÒÈÂ ÍÎÂÛÕ ÊÎÌÏÀÍÈÉ ÍÀ
ÐÛÍÊÅ ÒÅËÅÊÎÌÌÓÍÈÊÀÖÈÎÍÍÛÕ ÓÑËÓÃ
Ñåðãååâ Ñ.Ñ., Ðÿáöåâà Î.Å., ßâîðñêà Ì.
Èññëåäîâàíèå äèíàìèêè ðûíêà òåëåêîììóíèêàöèîííûõ
óñëóã ïîçâîëÿåò ñäåëàòü âûâîäû îá èçìåíåíèÿõ, êîòîðûå ñâÿçàíû ñ ýôôåêòèâíûì èñïîëüçîâàíèåì íîâûõ èíôîðìàöèîííûõ
òåõíîëîãèé, êàê êîðïîðàòèâíûìè ñòðóêòóðàìè, ìàëûìè è ñðåäíèìè ïðåäïðèÿòèÿìè äëÿ áèçíåñà, òàê è äëÿ èíäèâèäóàëüíûõ
ïîëüçîâàòåëåé. Â óñëîâèÿõ äèíàìè÷íî ðàçâèâàþùåãîñÿ ðûíêà
òåëåêîììóíèêàöèîííûõ óñëóã óìåíèå ãðàìîòíî èñïîëüçîâàòü
íîâûå òåëåêîììóíèêàöèîííûå òåõíîëîãèè, ìàðêåòèíãîâûå èíñòðóìåíòû ïðè ïðîäâèæåíèè íîâûõ óñëóã ñ öåëüþ äîñòèæåíèÿ
êîíêóðåíòíûõ ïðåèìóùåñòâ ïðèîáðåòàåò îñîáîå çíà÷åíèå.
Ðûíîê òåëåêîììóíèêàöèîííûõ óñëóã – ýòî ñëîæíàÿ ñèñòåìà
èíôîðìàöèîííûõ ïîòîêîâ, êîòîðàÿ ìîæåò ôèëüòðîâàòü è
êîíòðîëèðîâàòü ïåðåäà÷ó è ïðèåì áîëüøèõ ìàññèâîâ èíôîðìàöèè, íåîáõîäèìûõ êàê äëÿ âåäåíèÿ áèçíåñà, òàê è äëÿ èíäèâèäóàëüíûõ çàèíòåðåñîâàííûõ ïîëüçîâàòåëåé, à òàêæå îïåðàòèâíî ïåðåäàâàòü èíôîðìàöèþ ïðàêòè÷åñêè â ëþáîé ðåãèîí è
íà ëþáîå ïðåäïðèÿòèå. Ñ îäíîé ñòîðîíû, ðîñò ÷èñëà îïåðàòîðîâ òåëåêîììóíèêàöèîííîãî ðûíêà ïðèâåëî ê ðàñøèðåíèþ ñïåêòðà ïðåäîñòàâëÿåìûõ óñëóã, ïîâûøåíèþ êà÷åñòâà è ñíèæåíèþ öåí íà ýòè óñëóãè. Îäíàêî, ñ äðóãîé ñòîðîíû, â ðåãèîíàõ
êîíêóðåíöèÿ ìåæäó îïåðàòîðàìè, â êîíå÷íîì ñ÷¸òå, íå ñïîñîáñòâóåò ðàçâèòèþ òåëåêîììóíèêàöèîííîãî áèçíåñà. Ïîýòîìó
ìàðêåòèíãîâûé ìåõàíèçì ôîðìèðîâàíèÿ êîíêóðåíòíûõ îòíîøåíèé íà ðûíêå òåëåêîììóíèêàöèé ïðåäñòàâëÿåò òåîðåòè÷åñêèé è ïðàêòè÷åñêèé èíòåðåñ. Â ñòàòüå òàêæå ïðåäñòàâëåíà èíôîðìàöèÿ î çíà÷èìîñòè òåëåêîììóíèêàöèîííûõ êîìïàíèé äëÿ ðåñïîíäåíòîâ, îöåíêà óäîâëåòâîðåííîñòè ïîòðåáèòåëüñêîãî ñïðîñà, ïîæåëàíèÿ è ïðåäëîæåíèÿ ïîòðåáèòåëåé â
îáëàñòè òåëåêîììóíèêàöèé. Ïðåäëîæåíû ðåêîìåíäàöèè î öåëåñîîáðàçíîñòè ñîçäàíèÿ òåëåêîììóíèêàöèîííîé êîìïàíèè â
ñîâðåìåííûõ óñëîâèÿõ.
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The article is about the assessment and analysis of the results
of marketing research of the market of telecommunication services
in Ukraine. The study of the dynamics of the telecommunications
services market allows to draw conclusions about the changes that
are associated with the effective use of new information technologies,
both by corporate structures, small and medium enterprises for
business, and for individual users. In the conditions of a dynamically
developing market of telecommunication services, the ability to
competently use new telecommunication technologies and marketing
tools when promoting new services in order to achieve competitive
advantages is of particular importance. The telecommunications
services market is a complex system of information flows that can
filter and control the transmission and reception of large amounts of
information necessary both for business and for individual interested
users, as well as promptly transfer information to almost any region
and to any enterprise. On the one hand, the growth of the number of
operators in the telecommunications market has led to an expansion
of the range of services provided, an increase in quality and a decrease
in prices for these services. However, on the other hand, in the
regions, competition between operators, ultimately, does not contribute
to the development of the telecommunications business. Therefore,
the marketing mechanism for the formation of competitive relations
in the telecommunications market makes theoretical and practical
interest. The article also provides information on the importance of
telecommunication companies for respondents, assessment of customer
satisfaction, wishes and suggestions of consumers in the field of
telecommunications. Recommendations on the feasibility of creating
a telecommunications company in modern conditions were made.
b
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