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INTRODUCTION

In Pakistan, telecom services were engendered in 1947, right after independence. This
sector remained under the control of the government for a considerable time. For
advancement and modernization, privatization of this sector was necessary. Since
then, developments were made in this sector, but about the last two decades were a
complete era of innovation, and this just happened because of the origination of
mobile telephony. The telecommunication industry has played a vital role in the
grooming of Pakistan's economy as it is growing at a high annual growth rate. It has
become the most dominating industry in the last decades and one of the most
developed sectors of Pakistan. It has employed many people because of its high
generated revenue and use of modern technology, which is booming in a fast pace.
Along with opportunities, it has given vast means of rapid communication,
connecting people, which is the core purpose of the telecom industry.

The mobile industry comes under the service sector, and swift development is
happening, ultimately bracing the economy and providing sufficient employment
chances. Now, most people use mobile service not for making calls only but for texting
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and browsing the internet also. Advancement in means of communication due to
technology has aided all industries and outcomes in economic growth (Weber &
Schiitte, 2019).

The configuration of the telecommunication market has been altered for a few years.
A few years back, there was a traditional monopolistic environment, but now there is
an aggressive competition between the telecom service providers. Companies are in
constant effort to create customer-oriented strategies to attract new subscribers. To
amplify productivity and profitability in the service business, Companies have to
generate value using new consumer-driven business strategies (Gronroos, 2000).

In the current era, subscribers have mobile phones for various reasons; previously, it
was only used for call and messaging (Donner, 2007). They are now exposed to
advanced technologies like accessing emails, visiting social networking sites,
WhatsApp, Skype, other video conferencing apps, gaming, blogging, remaining up to
date with the latest music, etc. Therefore to fulfill these demands, high tech mobile
phones are introduced, and so the telecommunication companies are delivering their
best to accomplish all these needs of subscribers.

As in Pakistan, 3G and 4G were introduced in July 2014 after 1G and 2G. Third and
fourth generation (3G/4G) mobile communication technology has augmented
bandwidth, protected swiftness, and proficiency of data broadcast, as well as
improved the speed and capability of data recovery. Thus, the discovery of the 3G/4G
wireless communication system certainly offers an advanced wireless bandwidth and
more varied video and audio facilities to clients than formerly (Kuo & Yen, 2009).
According to the latest data by the Pakistan Telecommunication Authority (PTA), Out
of the 70 million users, 67 million are 3G and 4G subscribers by the beginning of 2020.
By 2025, smart cities are envisaged to improve citizens' access to facilities such as
smart energy, telemedicine, digital libraries, and e-banking. Key service providers are
expected to offer extended Over-the-Top services such as Viber and Skype.

To achieve a competitive advantage is getting intense day by day, the companies are
forced to innovate and bring exciting features and services for customers as they have
an extremely important place for customers (Fader, 2020). This hyper-competition has
caused brand consciousness in consumers, so that's why they are switching from one
brand to another in order to have better quality at less cost. It is often indicated that in
telecommunication services, once subscribers have been obtained and linked to the
telecommunication network of a specific operator, their long term relationships with
the central operator are of extreme significance to the success of the company in
competitive markets (Tariq et al., 2020).

To switch from one network to another with the same number is called mobile number
portability (MNP). When mobile subscriber ports their contact numbers from one
brand to another to enjoy low rates and best quality, they have to pay some cost in
terms of SMS or GPRS. It is completely obvious that whenever customers switch, they
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do so for better services than the brand with which they currently belong. Poor
network quality is quite disturbing when a person is making any emergency call or
on a visit with family. In Northern sides, few networks are available; these reasons
also causes people to switch their network to get better quality at lower rates. The
factors causing brand switching consists of negative experiences due to poor quality
and disappointing services (Sultana et al., 2012).

Therefore the objective of this research work is to whirl into that void and determine
the main reasons that make subscribers switch their mobile networks. During the year
1990s Paktel and Insta phone were known as the inaugural mobile networks in
Pakistan. After that, with stiffness in the competition, they joined Mobilink which was
formerly in possession of Motorola. Pakistan Telecommunication Authority (PTA)
declared that mobile network service providers are quickly capturing the market;
consequently, there is a rapid and noticeable increase in the ratio of new consumers
(Malik et al., 2012).

The major network services of Pakistan were Mobilink, Warid, Zong, Ufone, and
Telenor. Mobilink previously announced its merger with Warid in November 2015.
The case was under review at Pakistan telecommunication authority. After scrutiny,
PTA finally approved the merger on 24 May 2016. In January 2017, Mobilink CEO,
Aamir Ibrahim, stated that the Warid brand name would be history, and both
companies would be re-launched under the 'Jazz' brand name. After the acquisition
of Warid, now Mobilink joins the 4G service provider in Pakistan. Now the current
major network services of Pakistan are Jazz, Zong, Ufone and Telenor, which are
heavily investing to capture maximum share of customers to attain high profit and
using diversifying strategies for meeting their satisfaction in order to make them loyal
and to restrain them from switching. In Pakistan, millions of users are availing
telecommunication services as it has become a necessity of life due to ease of
communication. Every person owns mobile phones either for business use or for
personal and entertainment purposes (Jeffrey & Doron, 2013).

Researchers in their studies elaborate on the influence of factors in customer
satisfaction and switching behavior in Pakistan's cellular services. They used the
method of qualitative, but this study is based on quantitative research. Very little
research has been conducted on this study in Faisalabad. This research paper
comprises five independent variables as a quantitative approach and one dependent
variable to know about the reason behind brand switching in the telecommunication
industry.

This study aims to understand the relationship of independent variables like Price,
Value-added service, Brand image, Promotional offer and Network Quality with
dependent variable brand switching for knowing the true reasons behind customer
switching in the telecommunication industry.
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This study is to know about factors behind brand switching in the telecom industry.
It would be of great significance for companies to reduce the switching subscribers
and improve factors that would enhance customer satisfaction and loyalty. They can
take effective steps to improve their services and to increase their profitability. This
study's significance is to conclude which factors are becoming more weighted factors
on the users, which can result in brand switching that has concerned marketers a lot.

LITERATURE REVIEW:

The world has changed with the introduction of the telecommunication industry. In
recent years, the habits of consumers brand switching increases. We observed many
factors in the favor and disfavor of brand switching in the telecommunication
industry.

BRAND-SWITCHING:

There three different forms of brand switches, which are situational, influential and
reactionary (Kouser et al., 2012). Situational switching occurs when the life situation,
such as geographic of customer changes (N’Goala, 2007). In contrast, Influential
switchers are those customers who switch to other brands due to the influence of
competitors (Peng & Wang, 2006). The competitors might give benefits to influence
potential customers. Reaction switches are those customers who switch to other
brands due to negative experience with the existing brands (S. K. Lam et al., 2010).

The factor that influences the users to switch their brands is cost, the quality of signals
and its services, and the cost paid by the customer to switch Etc.(Alfred, 2013). The
most important factor is cost and price, which influence customers for brand
Switching (Makwana et al., 2014). If the telecom company charges low prices and
provides good services, then switching to others will be reduced, and the customer
will be more satisfied (Basari & Shamsudin, 2020). When low prices charge, more
customers are moved toward satisfaction (Otto et al., 2020).

The customer is two various types during the brand switching process active and
passive (Fetscherin, 2019). The active customers are those who are looking for
opportunities and benefits and continuously comparing different options (Parthiban,
2019). These customers also gathered information with the new provider themselves
and are already having an idea about what they want to gain. Passive switchers are
that switcher that doesn't want to change it and remain with the existing brand (Aaker,
2012). When a customer bought the services of any Sims brand, it includes the cost of
Sims it also includes charge which is taken by company per minute, the charges for
sending a text message and internet charges (Price & Jaffe, 2011).

The customers prefer those mobile service providers that adjust their rate packages
according to the requirement of users (Ho & Kwok, 2002). Companies following their
user's requirements are earning more profit and have a high market share (Huang et
al., 2017). Moreover, these companies have low rate customer switching compared to
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those companies who are not adjusting their packages according to their customer
requirement (S. Y. Lam et al., 2004).

NETWORK QUALITY:

The perception of brand network quality can be improved by providing a high quality
of services to their customers (Spiess et al., 2014). Observed companies that provide
high network quality usually have a low switching rate of customers (Zhou et al,,
2011). Network coverage means that telecom companies make sure that their network
signals must be available at all the places of the cities or country, and network quality
should be high and trouble-free to their customers (Wirén et al., 2019).

Signal strength depends upon the clarity of the voice service provider (Qalati et al.,
2019). Companies that are providing high-quality services have a higher share in the
market and have positive word of mouth (Ng et al., 2011). It has been observed that
the quality of the network plays a vital role in the success or unsuccessful of a telecom
company (Y. Wang et al., 2004).

Customers' personal experience with the brand is the major role to purchase or post-
purchase the current service provider (Bui et al., 2011). The first experience plays a
vital in deciding the customer whether to carry on the current service provider or
switching to another service provider (Shin & Kim, 2008). Telecom companies must
focus on the quality of network services they provide to their customer (Agyapong,
2011).

PRICE:

Haider et al., (2015) explained the effect of change in price on the demand in the
telecom sector. The customer is more attracted toward those service provider that
reduce their prices (Verhoef et al., 2001). In simple words, the change in prices
motivates customers toward switching (Antén et al., 2007). It has been observed due
to customers' low buying power; most customers switch to another brand when the
company increases the prices of their services or packages (Jaafar et al., 2012). With
the telecom sector, customers are price-sensitive, and most are attracted to lower
prices from competitors when customers exposed to competitor marketing campaigns
(Polo et al., 2011).

When fair price gives high quality, it causes customer's satisfaction and it restraints
from switching because sensible price plays a vital role in the satisfaction of customers
(Szwarc, 2005). Companies are now mainly focusing on the price of their services to
its customer because it is the main factor influencing the customer to switch toward
another brand (Cretu & Brodie, 2007). Price plays an important role in the purchasing
decision of the customer (Nandrianina Louis Pierre, 2020). Price is an essential element
that plays an essential role in switching the brand; price is paid whenever a person
utilizes or buys the product (Son & Jin, 2019).
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The customer compares the prices of its services providers with other network
services to decide whether to switch or retain (Colgate & Lang, 2001). User's main
focus when selecting a service provider is lower call rate and SMS charges and prefer
those service provider who is effective in cost (Funk, 2007). Haque et al.,(2010)
discovered that the user's decision to choose a mobile service provider depends
mainly on the mobile service provider's variable charges. Companies that provide low
rate packages according to users have a low rate of customer switching due to
competition in the telecom industry (Xavier & Ypsilanti, 2008). Companies are now
adopting new strategies to attract new customers and reduce customer switching
rates, therefore adjusting their packages according to the needs of the customers
(Khan & Fasih, 2014).

PROMOTIONS OFFER:

Advertisement plays a major role in influencing customers toward brand switching
(Sathish et al., 2011). Telecom companies should focus on the advertisement or
promotion offers of their competitor's (Clow, 2016). The switching of the brand is
directly linked to the sale promotional activities (Westberg, 2004). Promotional
activities of one brand have a direct effect on the other brand (Shamout, 2016).
Customer is continuously in the research of attractive sale promotional activities
(Vogel et al., 2008).

Moreover, telecom companies should observe their competitor's promotional
activities and take corrective action to retain customers from brand switching (S. K.
Lam et al., 2010). Promotion is a means of non-personal communication with your
potential customer to build long-term relations and profitability (Adefulu, 2015). The
promotion gives the opportunity of a competitive edge in the market and plays a vital
role in the growth of the business (Urip, 2010). The promotion also provides
information regarding the current company's product or services based on price-
quality, availability, etc. (Mangold & Faulds, 2009).

Sale promotion activities not only increase the demand and sale of the services by
attracting the customer but also attract those customers who have shop purchasing
from the company or stop utilizing its services (Familmaleki et al., 2015). Nowadays,
companies are giving sale promotions to attract a large number of customers to speed
up their sales and market shares (Popovic, 2006).

Ramanathan et al., (2017) conducted a survey that more customers are attracting
towards those networking companies which are offer different sale promotions offers.
Sale promotions may include internet services free call minutes etc. (Van Horn et al.,
2007). Promotional offers play an important role in attracting new customers.
Companies that are providing promotional offers have high market shares and
customers (Lee et al., 2001).
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VALUE-ADDED SERVICE:

Customer satisfaction can be increased by providing superior value-added services to
their customer. Value-added services help customer to retain their existing brand
(Santouridis & Trivellas, 2010). Value-added service is the means of providing extra
benefits to their customer in order to attract and retain customers towards their brand
(W.-T. Wang & Li, 2012). Pakistan cellar companies are providing news updates,
sports updates, free balance and free SMS as value-added services in order to attract
customers towards their brand (Bakhsh et al., 2015). Value-added services that are
relevant to the customer's preference and focus on value-added services reliability
(Nysveen et al., 2002). Value-added is the customer's judgment toward the excellence
of a product (Woodruff & Flint, 2014). Value-added services are the enhancement the
company is providing on its services. Customers focus on the value-added service the
company is giving match updates, and movies update are the examples of value-
added services (Stern et al., 2002).

Value-added service is a major determinant of customer brand switching; therefore,
the company should make its investment and focus mainly on value-added services
(ALTHONAYAN et al., 2015). Moreover, as customers' needs are different, value-
added services are not the same in different areas of the country. The customer's
expectations and services that are perceived are directly proportional to each other for
a better experience of service. The reception of value-added services has a direct
impact on the satisfaction of the customer (Gil et al., 2008). Customers are satisfied if
the value-added services are up to date and convenient (J. V Chen & Aritejo, 2008).

BRAND IMAGE:

Brand equity and customer preference increased through a positive brand image
(Chang & Liu, 2009). The brand image also plays a vital role in preventing current
users from switching their brand and attracting more customers toward their brand
(Blomback & Axelsson, 2007). Most telecom companies are promoting advertisements
and public relations to capture new customers and retain their existing customers
(Clow, 2016). Brand image can influence mobile users' perception of the goods and
services offered (C.-F. Chen & Myagmarsuren, 2011). Brand image help customer to
differentiate one from other brands in their mind (Dennis et al., 2007). Brand image
are meant to convey the idea, message or theme of the company to their customer. A
good brand makes their brands more attractive by giving the perception of quality
services to their potential customers. Good brand image plays a vital in making
customer loyalty towards the brand (Malik et al., 2012).

Customers become more faithful to a product which he purchases (Chocho dkova et
al., 2015). A positive brand image is important to transfer your brand value to the
customer (Burt & Mavrommatis, 2006). Furthermore, a good brand is also important
for positive word of mouth and marketing communication (Brown et al., 2005).
Whereas negative images have a bad impact on the consumer's mind (Kim et al., 2018).
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It shows us the impression of a brand in the mind of consumer obtains from different
sources (Giakoumaki & Krepapa, 2020). The brand image shows us the customer's
perception before using the service (Yulisetiarini & Prahasta, 2019).

METHODOLOGY:

DATA COLLECTION METHOD:

A survey questionnaire is used to collect primary data. A convenience sampling
technique is adopted to collect data. SPSS was used to record and compute data. After
receiving data, regression, correlation. Cronbach alpha, frequency distribution, mean,
median, mode were applied on SPSS version 23 software to analyze the collected data.

SAMPLE SIZE:

The total sample size is 204 participants. The sample size is calculated with the help
of Israel, (1992) sample size determination technique with 7% precision level.

SAMPLE TECHNIQUE:

A convenience sampling technique is used. This study is conducted in different
universities of Faisalabad. The researchers use convenient sampling methods due to
time limitation and cost involved with other sampling techniques that contribute to
that effect.

RESPONDENT CHARACTERISTIC:

Respondent's age is 18 above, as research is conducted in the university. Male and
female gender both of them are included. Education level till Masters or upper is
included in this paperwork.

RESEARCH INSTRUMENT:

The research instrument used for this purpose is questionnaires. For data collection, a
questionnaire was devised based on two parts that consisted of questions about
factors that lead to brand switching of the customer and the demographics of the
respondent. The respondents have been asked the reasons for switching over to
another network service and the relative importance of those factors in their belief.

LIKERT scale will be used in the questionnaire. The Likert scale ranges from one (1)
to (5) involving (strong disagree to strongly agree), which is used by price, network
quality, promotional, and brand image offer. LIKERT scale was used by value added-
services ranging from one (1) to (7). Brand switching is considered the dependent
variable. Brand image, network quality, price, value-added services, promotions
offers will be regarded as an independent variable. The questionnaire has two parts.

The first part consists of two sections. Section A consist of a general characteristic of
respondent and section B consist of general information of respondents. The second
part of the questionnaire has five dimensions: price, network quality, brand image
value-added services, and promotional offers. Price and brand image dimension are
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adopted from (Feng Jr & Zhang Jr, 2009). Promotional tools dimension is adopted from
(Luo, 2006). Network quality dimension is adopted from (Berry & Parasuraman, 1991).
Value-added dimension is taken from (Xiaoli et al., 2006). Bashir et al., (2008) relates
that validity measures the extent to which the data collection method measures what
it supposed to measure. A questionnaire pilot testing was conducted to identify flaws
in design and instrument. The reliability & validity of the questionnaire was checked
by using Cronbach alpha.

THEORETICAL FRAMEWORK MODEL:

The conceptual framework shows the variables such as cost, network quality, brand
image, value-added services, promotions offers, and their influence on brand
switching toward other brands.

Independent Variables Dependent Variable
PRICE
NETWORK
BRAND IMAGE BRAND SWITCHING

VALUE-ADDED
SERVICES

PROMOTIONAL
OFFER

Fig. 1. Theoretical Framework
HYPOTHESIS:
H1: There is a relationship between price and brand switching.
H2: There is a relationship between brand image and brand switching.
H3: There is a relationship between value-added service and brand switching.
H4: There is a relation between network quality and brand switching.

Hb5: There is a relation between promotional offers and brand switching.

DATA ANALYSIS:

In order to check or test the hypothesis, regression and correlation tests are applied by
the help of which dependency among variables can be proved. In order to check the
reliability of the questionnaire, Cronbach's alpha technique was applied, which shows
that the questionnaire is reliable. The data analysis has two sections. First section deals
with descriptive analysis, frequencies, and reliability. Section two deals with
correlation, regression assumptions, and regression analysis.
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Table I. Descriptive Interpretation

) N Minimum Maximum Mean  Std. Dev. Skewness Kurtosis
Variables . L. . .. . .. . . . . oy
Statistic Statistic = Statistic = Statistic Statistic Statistic  Std. Error

Price 204 2.40 5.00 4.0235 49374 -.579 .170
Brand Image 204 2.33 5.00 4.0310 58124 -.527 .170
Promotional Tool 204 1.33 5.00 3.9322 76771 -1.131 .170
Network Quality 204 2.50 5.00 4.0172 50461 -.352 .170
Value Added Services 204 3.33 7.00 5.9837 74701 -1.023 .170
Brand Switching 204 2.00 6.83 5.1773 1.36549 -.964 .170

The mean or average for the variable price, brand image, network quality,
promotional tools, and value-added services is 4.4, and the mean or average for the
variable Brand switching is 5.2. Standard Deviation for the variables Price is 0.49374;
the brand image is 0.58124; network quality is 0.50461; the promotional tool is 0.76771,
value-added services are .74701, and Brand switching is 1.36549 respectively. The
smaller the observations of Standard Deviation are, the less spread out the
observations are.

SECTION 1: FREQUENCIES OF THE DEMOGRAPHIC FACTORS:
This section analyzes demographic factors collected through our research instrument.

Gender:

Respondents of our research include 65.7% males which are 134 persons, and 34.3%
females that are 70, and on the whole, they make 204 respondents that are shown in
the following table below.

Table Il. Gender

Gender Frequency Percent Valid Percent Cumulative Percent
) Male 134 65.7 65.7 65.7
Valid Female 70 343 343 100.0
Total 204 100.0 100.0
Age:

From our data collection, the result shows that there was a majority of people who
were having the age of 18-30years, which included 166 people, and the second
majored group was 31-40 years, which includes 38 people, as shown in the table.

Table lll. Age
Age Frequency Percent Valid Percent = Cumulative Percent
Valid 18-30 166 81.4 81.4 81.4
31-40 38 18.6 18.6 100.0
Total 204 100.0 100.0
Education:

Most people of the sample are from the group of graduates, and they constitute 51.5%
of the total sample, which are 105 persons. In comparison, postgraduate includes 58
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persons, which are 28.4%, intermediate include 41 persons, which are 20.1%, as shown
in the table.

Table IV. Education level

Education Frequency Percent Valid Percent Cumulative Percent
Intermediate 41 20.1 20.1 20.1
Valid Graduate 105 51.5 51.5 71.6
Masters& Above 58 284 28.4 100.0
Total 204 100.0 100.0
Switching Status:

During our sample collection, the results revealed that the majority of people were switched
their mobile network in the last five years, which includes 140 persons constitute 68.6%, while
64 persons constitute 31.4% were not switched their network during the previous five years as
shown in the table.

Table V. Switching Status
Switching Status Frequency Percent Valid Percent Cumulative Percent

Valid YES 140 68.6 68.6 68.6
NO 64 31.4 31.4 100.0
Total 204 100.0 100.0
Type of use:

Most people of the sample used mobile service networks for personal, which include
111 persons, constitute 54.4%. In contrast, three people used mobile service for
business purposes, which represent 3%, and 90 people used mobile service networks
for both purposes which constitute 44.1%, as shown.

Table VI. Type of use

Type of use Frequency Percent Valid Percent Cumulative Percent
Business 3 1.5 1.5 1.5
Valid Personal 111 54.4 54.4 55.9
Both 90 44.1 44.1 100.0
Total 204 100.0 100.0

Network:

The majority of people have used the UFONE network, which is 59, while 55 people
used JAZZ, while 48 people used TELENOR, and 42 people used the ZONG network,
as shown in the table.

Table VII. Network

Network Frequency  Percent Valid Percent Cumulative Percent
JAZZ 55 26.9 26.9 26.9
Valid UFONE 59 28.9 28.9 28.9
TELENOR 48 23.5 23.5 23.5
ZONG 42 20.5 20.5 20.5
Total 204 100.0 100.0 100.0
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SECTION 2: RELIABILITY ANALYSIS
Reliability:
Repeatability of the research measures is known as reliability. Reliability of the

quantity can be determined by measuring the extent to which test or experiment yields
the same result on repeated trials (Butler, 2010).

Table VIII. Reliability Statistics

Variable Cronbach's Alpha No of items
Price 0.784 5
Brand Image 0.747 3
Promotional Tools 0.892 6
Value Added Services 0.815 4
Network Quality 0.706 4
Brand Switching 0.965 6

Correlation Analysis:

Correlation shows the strength of the relationship between two variables and used
bivariate correlation to judge the strength of the relationship between dependent and
independent variables, respectively (Andrew et al., 2013).

Table IX.. Correlation between Variables

Brand Promotional Network Value

Pri
rice Image Tool

Variables

Price

Brand-Image

Promotional Tool

Network Quality

Value Added
Services

Brand Switching

Pearson Correlation
Sig. (2-tailed)
N

Pearson Correlation
Sig. (2-tailed)

N

Pearson Correlation
Sig. (2-tailed)

N

Pearson Correlation
Sig. (2-tailed)

N

Pearson Correlation
Sig. (2-tailed)

N

Pearson Correlation
Sig. (2-tailed)
N

*%

1 686
000
204 204
686 1
000
204 204
360 2817
000 .000
204 204
530" 643
000 .000
204 204
549" 558"
000 .000
204 204
357 303
000 .000
204 204

3%

360
.000
204

3%

281

.000
204

1

204

3%

.283

.000
204

3%

470

.000
204

3%

617

.000
204

.530
.000
204

.643

.000
204

283

.000
204

204
.608

.000
204
.355

.000
204

3%

3%

3%

3%

.549
.000
204

3%

.558

.000
204

3%

470

.000
204

3%

.608

.000
204

204

3%

438

.000
204

.357
.000
204

3%

.303

.000
204

*3%

617

.000
204

3%

.355

.000
204

*3%

438

.000
204

204

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

The printouts indicate that the strength of association between the variables is

moderate (r = 0.418), and that the correlation coefficient is moderately significantly
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different from zero (P < 0.001). The results for the direct effect of Price on Brand
switching revealed an R-value of (r = 0.357), shows there is a positive relationship
between service price and brand switching, and the correlation is significant at
(p<0.001). Based on this result, H1 was supported. The results for the effect of Brand
image on Brand switching revealed an R-value of (r = 0.303), shows there is a positive
relationship between brand image and brand switching, and the correlation is
significant at (p<0.001). Based on this result, H2 was supported. The results for the
effect of Promotional tools on Brand switching revealed an R-value of (r = 0.617),
shows there is a moderate positive relationship between promotional tools and brand
switching, and the correlation is significant at (p<0.001). Based on this result, H3 was
supported. The results for the effect of Network quality on Brand switching revealed
an R-value of (r=0.355), shows there is a positive relationship between network quality
and brand switching, and the correlation is significant at (p<0.001). Based on this
result, H4 was supported. As for the effect of Value-added service on Brand switching,
it was found the value-added service also has a positive relationship with brand
switching (r = 0.438, p <0.001). Therefore, H5 was also supported.

ASSUMPTIONS OF REGRESSION:

NORMALITY:

To check for normality in data, tests are used to determine if a data set is well-modeled
by a normal distribution and to compute how likely it is for a random variable
underlying the data set to be normally distributed.

Table X. Normality

Variable Skewness Statistic Kurtosis Statistic
Price -0.579 211

Brand Image -0.527 211
Promotional Tools -1.131 .699
Network Quality -0.352 -.325
Value Added Services -1.023 1.037
Brand Switching -0.964 -.248

To check the normality of data, we use the coefficient of skewness and coefficient of
kurtosis. The values for asymmetry and kurtosis between -2 and +2 are considered
acceptable in order to prove normal univariate distribution (George & Mallery, 2010).
According to the results, the skewness and kurtosis of both the variables lie in between
the range.

REGRESSION ANALYSIS:

Regression analysis is a statistical process for estimating the relationships among
variables. It includes many techniques for modeling and analyzing several variables
when the focus is on the relationship between a dependent variable and one or more
independent variables (Kerlinger & Lee, 2000).
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Table XI. Regression

Variable Brand Switching

R-Square B
Price 0.127 0.357
Brand Image 0.092 0.303
Promotional Tools 0.381 0.617
Network Quality 0.126 0.355
Value Added Services 0.192 0.438

*** shows significance of P = .000

R square worthwhile or not is based on the significant value in this table. As the value
of p is less than alpha, i.e., a < 0.05 so, we conclude that the model is significant.

CONCLUSION:

This particular research aimed to examining the factor behind brand switching in the
telecom industry of Faisalabad. For collecting primary data, a questionnaire strategy
has been adopted. There were 31.4% of respondents who have brand switching
experience in the last five years, 68.6% have never switched mobile service provider
in the previous five years. The statistics show that the majority of people were used
the UFONE network, which is 59, while 55 people used JAZZ, while 48 people used
TELENOR, and 42 people used the ZONG network. The model used in this study
focus on five components which influence to switching brand. The findings indicate
that there is overwhelming evidence that these factors contribute towards customer
brand switching. It is revealed that factors such as price, promotion tools, network
quality, brand image, and value-added services play an essential role in influencing
brand switching behavior in the telecom industry of Faisalabad. The research findings
suggest that having promotional tools is the most influential factor in customer
decisions regarding brand switching the results have shown that most respondents
switch mobile service providers in response to changes in promotional offers.

The second most influential factor that influences customers toward brand switching
is value-added services. The third most influential factor in switching customers
toward other brands is the price. Charging high prices for mobile phone services may
influence customers to switch toward other brands (Jain & Singh, 2019). The fourth
most influential factor that influences customers toward brand switching is network
quality. The analysis shows that if their existing network company is unable to
provide a high-quality network, the customer might switch toward another brand.
The least factor that influences customers toward brand switching is the brand image
of the service provider company. Brand image has also been found as an influential
factor in determining the final decision regarding brand switching.

The result has disclosed that among all the factors, promotional activities are the most
influential factor that influences respondents to switch from their current service
provider to another. The cellular service provider should pay attention to all factors,
especially towards promotion actives. Consumer switching intention is most
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significantly influenced by promotional activities followed by value-added services,
price, network quality, and brand image, which is least important.

LIMITATIONS:

This research is only limited to the city of Faisalabad. It can be extended to other
regions, but due to a lack of resources and time, it was not possible to enlarge it to that
extent. The sample size was compromised due to time and money constraints; if we
took a larger sample size, results would be more accurate.

This research is based on quantitative techniques; however, a qualitative perspective
could also be conducted through approaching managerial views, but because of a
short time frame, mixed-method techniques were not used. This research paper is only
limited to five variables, and other factors affecting customer switching are not
included; furthermore, it only covers the consumer's perspective, and the service
firm's point of view is not considered in the study.

MANAGERIAL IMPLICATION:

These research findings have several managerial implications. The effect of price,
network quality, value-added services, promotions & offers and brand image on
brand switching is very strong. If the customer is not getting any of these services from
a related brand, then dissatisfaction will occur, which will ultimately lead to brand
switching, and in that case brand will lose its pool of customers. To avoid this,
managers should develop strategies to retain customers by focusing on these factors.

FUTURE DIRECTIONS:

Additional variables can be included to make research more precise. Moreover, the
managerial perspective can also be included in the future by entailing a qualitative
research design to explain customer switching behavior in-depth. This study will be
useful for them to take steps to design strategies for grabbing more customers. To
make research more concrete in future, more variables such as demographic
characteristics of consumer e.g., usage patterns and life cycle can also be considered.

In the telecommunication industry, customer service officers and technical assistance
staff are very mandatory because they have 24 /7 direct contact with subscribers who
explain their problems and require prompt solutions. If a customer service officer is
not capable and competent enough to solve the customer's problemes, it will definitely
be a source of dissatisfaction for the customer. Besides, technical staff should be smart
and quick to solve the complaints forwarded by customer service officers in minimum
possible time. Furthermore, in order to compete in this dynamic environment, short,
well-thought-out, robust, designed service quality programs must be addressed to
improve customer retention and brand loyalty.

Reference:
Aaker, D. A. (2012). Building strong brands. Simon and Schuster.

Copyright © 2020. This is an open access article distributed under the Creative Commons Attribution License, which 77
£ permits unrestricted use, distribution, and reproduction in any medium, provided the original work is properly cited.


http://creativecommons.org/licenses/by/3.0/

Journal of Marketing and Information Systems. Vol. 3 No. 1

Adefulu, A. D. (2015). Promotional Strategy Impacts on Organizational Market Share and Profitability.
Acta Universitatis Danubius. (Economica, 11(6), 20-33.

Agyapong, G. K. Q. (2011). The effect of service quality on customer satisfaction in the utility industry—
A case of Vodafone (Ghana). International Journal of Business and Management, 65), 203—
210.

Alfred, O. (2013). Influences of price and quality on consumer purchase of mobile phone in the Kumasi

Metropolis in Ghana a comparative study. European Journal of Business and Management,
A1), 179-198.

ALTHONAYAN, A., ALHABIB, A., ALRASHEED], E., ALQAHTANI, G., & SALEH, M. A. H. (2015).
Customer satisfaction and brand switching intention: A study of mobile services in Saudi
Arabia. Expert Journal of Marketing, 3(2).

Andrew, G., Arora, R., Bilmes, J., & Livescu, K. (2013). Deep canonical correlation analysis. International
Conference on Machine Learning, 1247-1255.

Antén, C., Camarero, C., & Carrero, M. (2007). Analysing firms’ failures as determinants of consumer
switching intentions. European Journal of Marketing.

Bakhsh, M., Mahmood, A., & Sangi, N. A. (2015). An assessment of students’ readiness towards mobile
learning at AIOU, Pakistan. 2015 International Conference on Information and
Communication Technologies (ICICT), 1-6.

Basari, M. A. M. D., & Shamsudin, M. F. (2020). Does Customer Satisfaction Matters? Journal of
Undergraduate Social Science and Technology, X(1).

Bashir, M., Afzal, M. T., & Azeem, M. (2008). Reliability and validity of qualitative and operational
research paradigm. Pakistan Journal of Statistics and Operation Research, 35-45.

Berry, L. L., & Parasuraman, A. (1991). Marketing services: competing through quality. Free Press.

Blomback, A., & Axelsson, B. (2007). The role of corporate brand image in the selection of new
subcontractors. The Journal of Business and Industrial Marketing, 22(6), 418-430.

Brown, T. J., Barry, T. E., Dacin, P. A., & Gunst, R. F. (2005). Spreading the word: Investigating
antecedents of consumers’ positive word-of-mouth intentions and behaviors in a retailing
context. Journal of the Academy of Marketing Science, 33(2), 123-138.

Bui, M., Krishen, A. S., & Bates, K. (2011). Modeling regret effects on consumer post-purchase decisions.
European Journal of Marketing.

Burt, S., & Mavrommatis, A. (2006). The international transfer of store brand image. Int. Rev. of Retail,
Distribution and Consumer Research, 16(4), 395-413.

Butler, A. C. (2010). Repeated testing produces superior transfer of learning relative to repeated
studying. Journal of Experimental Psychology: Learning, Memory, and Cognition, 36(5),
1118.

Chang, H. H., & Liu, Y. M. (2009). The impact of brand equity on brand preference and purchase
intentions in the service industries. The Service Industries Journal, 2912), 1687-1706.

Chen, C.-F., & Myagmarsuren, O. (2011). Brand equity, relationship quality, relationship value, and
customer loyalty: Evidence from the telecommunications services. Total Quality
Management & Business Excellence, 22(9), 957-974.

Chen, ]. V, & Aritejo, B. A. (2008). Service quality and customer satisfaction measurement of mobile
value-added services: a conceptual review. International Journal of Mobile
Communications, 6(2), 165-176.

Chocho dkovéa, A., Gab ov4, L., Belas, ]., & Sipko, J. (2015). Bank customers’ satisfaction, customers’
loyalty and additional purchases of banking products and services. A case study from the
Czech Republic. Economics and Sociology.

Clow, K. E. (2016). Integrated advertising, promotion, and marketing communications. Pearson
Education India.

Copyright © 2020. This is an open access article distributed under the Creative Commons Attribution License, which 78
=

permits unrestricted use, distribution, and reproduction in any medium, provided the original work is properly cited.


http://creativecommons.org/licenses/by/3.0/

Journal of Marketing and Information Systems. Vol. 3 No. 1

Colgate, M., & Lang, B. (2001). Switching barriers in consumer markets: an investigation of the financial
services industry. Journal of Consumer Marketing.

Cretu, A. E., & Brodie, R. J. (2007). The influence of brand image and company reputation where
manufacturers market to small firms: A customer value perspective. Industrial Marketing
Management, 36(2), 230-240.

Dennis, C., King, T., & Martenson, R. (2007). Corporate brand image, satisfaction and store loyalty.
International Journal of Retail & Distribution Management.

Donner, J. (2007). The rules of beeping: Exchanging messages via intentional “missed calls” on mobile
phones. Journal of Computer-Mediated Communication, 13(1), 1-22.

Fader, P. (2020). Customer centricity: Focus on the right customers for strategic advantage. Wharton
digital press.

Familmaleki, M., Aghighi, A., & Hamidi, K. (2015). Analyzing the influence of sales promotion on
customer purchasing behavior. Infernational Journal of Economics & Management
Sciences, 4(4), 1-6.

Feng Jr, Y., & Zhang Jr, X. (2009). The impact of customer relationship marketing tactics on customer
loyalty  within Swedish mobile telecommunication industry. Hogskolan i
Halmstad /Sektionen fér Ekonomi och Teknik (SET).

Fetscherin, M. (2019). The five types of brand hate: How they affect consumer behavior. Journal of
Business Research, 101, 116-127.

Funk, J. L. (2007). Solving the startup problem in Western mobile Internet markets.
Telecommunications Policy, 31(1), 14-30.

George, D., & Mallery, P. (2010). SPSS for Windows step by step. A simple study guide and reference
(10. Bask1). GEN, Boston, MA: Pearson Education, Inc.

Giakoumaki, C., & Krepapa, A. (2020). Brand engagement in self-concept and consumer engagement
in social media: The role of the source. Psychology & Marketing, 3/13), 457-465.

Gil, L., Berenguer, G., & Cervera, A. (2008). The roles of service encounters, service value, and job
satisfaction in achieving customer satisfaction in business relationships. Industrial
Marketing Management, 378), 921-939.

Gronroos, C. (2000). Service management and marketing: A customer relationship management
approach.

Haider, M., Rasli, A., Akhtar, S., Yusoff, R. B. M., Malik, O. M., Aamir, A., Arif, A., Naveed, S., & Tariq,
F. (2015). The impact of human resource practices on employee retention in the telecom
sector. International Journal of Economics and Financial Issues, X(1S).

Haque, A., Rahman, S., & Rahman, M. (2010). Factors determinants the choice of mobile service
providers: Structural equation modeling approach on Bangladeshi consumers. Business and
Economics Research Journal, 1(3), 17-34.

Ho, S. Y., & Kwok, S. H. (2002). The attraction of personalized service for users in mobile commerce: an
empirical study. ACM SIGecom Exchanges, 3(4), 10-18.

Huang, Y., Jennings, R., & Yu, Y. (2017). Product market competition and managerial disclosure of
earnings forecasts: Evidence from import tariff rate reductions. The Accounting Review,
923), 185-207.

Israel, G. D. (1992). Determining sample size.

Jaafar, S. N., Lalp, P. E., & Naba, M. M. (2012). Consumers’ perceptions, attitudes and purchase
intention towards private label food products in Malaysia. Asian Journal of Business and
Management Sciences, 2(8), 73-90.

Jain, S., & Singh, B. (2019). Consumer behavior toward mobile phone handsets. Infernational
Conference on Innovative Computing and Communications, 61-69.

Copyright © 2020. This is an open access article distributed under the Creative Commons Attribution License, which 79
=

permits unrestricted use, distribution, and reproduction in any medium, provided the original work is properly cited.


http://creativecommons.org/licenses/by/3.0/

Journal of Marketing and Information Systems. Vol. 3 No. 1

Jeffrey, R., & Doron, A. (2013). Cell phone nation: How mobile phones have revolutionized business,
politics and ordinary life in India. Hachette UK.

Kerlinger, F. N., & Lee, H. B. (2000). Survey research. Foundations of Behavioral Research, 4, 599-619.

Khan, M. M., & Fasih, M. (2014). Impact of service quality on customer satisfaction and customer
loyalty: Evidence from banking sector. Pakistan Journal of Commerce and Social Sciences
(PJCSS), 82), 331-354.

Kim, S. S., Choe, J. Y. J., & Petrick, J. F. (2018). The effect of celebrity on brand awareness, perceived
quality, brand image, brand loyalty, and destination attachment to a literary festival.
Journal of Destination Marketing & Management, 9, 320-329.

Kouser, R., Qureshi, S., Shahzad, F. A., & Hasan, H. (2012). Factors influencing the customer’s
satisfaction and switching behavior in cellular services of Pakistan. Inferdisciplinary Journal
of Research in Business, 2(1), 15-25.

Lam, S. K., Ahearne, M., Hu, Y., & Schillewaert, N. (2010). Resistance to brand switching when a
radically new brand is introduced: A social identity theory perspective. Journal of
Marketing, 74(6), 128-146.

Lam, S. Y., Shankar, V., Erramilli, M. K., & Murthy, B. (2004). Customer value, satisfaction, loyalty, and
switching costs: an illustration from a business-to-business service context. Journal of the
Academy of Marketing Science, 32(3), 293-311.

Lee, J., Lee, J., & Feick, L. (2001). The impact of switching costs on the customer satisfaction-loyalty link:
mobile phone service in France. Journal of Services Marketing.

Luo, X. (2006). Examine the Factors Influencing Brand-switching: the Effects of Advertising and
Promotion. Business School, the University of Nottingham.

Makwana, K., Sharma, N., & Arora, S. (2014). Factors Influencing Consumer Brand Switching
Behaviour in Telecommunication Industry: An Empirical Study. Prestige E-Journal of
Management and Research, 1(1).

Malik, M. E., Ghafoor, M. M., & Hafiz, K. I. (2012). Impact of Brand Image, Service Quality and price
on customer satisfaction in Pakistan Telecommunication sector. Infernational Journal of
Business and Social Science, 3(23).

Mangold, W. G., & Faulds, D. J. (2009). Social media: The new hybrid element of the promotion mix.
Business Horizons, 52(4), 357-365.

N’Goala, G. (2007). Customer switching resistance (CSR): the effects of perceived equity, trust and
relationship commitment. Infernational Journal of Service Industry Management, 1805),
510-533.

Nandrianina Louis Pierre, R. (2020). The Effect of Product Feature, Price, Brand Name, Social Influence
and After-Sales Service Toward Customer Purchase Decision of Smartphone in Surakarta.
Universitas Muhammadiyah Surakarta.

Ng, S., David, M. E., & Dagger, T. S. (2011). Generating positive word-of-mouth in the service
experience. Managing Service Quality: An International Journal.

Nysveen, H., Methlie, L. B., & Pedersen, P. E. (2002). TOURISM WEB SITES AND VALUE-ADDED
SERVICES: THE GAP BETWEEN CUSTOMER PREFERENCES AND WEB
SITES’OFFERINGS. Information Technology & Tourism, 53), 165-174.

Otto, A. S., Szymanski, D. M., & Varadarajan, R. (2020). Customer satisfaction and firm performance:
insights from over a quarter century of empirical research. Journal of the Academy of
Marketing Science, 45(3), 543-564.

Parthiban, N. (2019). THE EFFECT OF EQUITY INVESTMENT ON TRADERS AND ACTIVE
CUSTOMER IN ICICI SECURITIES. Paripex-Indian Journal Of Research, §11).

Copyright © 2020. This is an open access article distributed under the Creative Commons Attribution License, which 80
£ permits unrestricted use, distribution, and reproduction in any medium, provided the original work is properly cited.


http://creativecommons.org/licenses/by/3.0/

Journal of Marketing and Information Systems. Vol. 3 No. 1

Peng, L. Y., & Wang, Q. (2006). Impact of relationship marketing tactics (RMTs) on switchers and
stayers in a competitive service industry. Journal of Marketing Management, 22(1-2), 25—
59.

Polo, Y., Sese, F. J., & Verhoef, P. C. (2011). The effect of pricing and advertising on customer retention
in a liberalizing market. Journal of Interactive Marketing, 25(4), 201-214.

Popovic, D. (2006). Modelling the marketing of high-tech start-ups. Journal of Targeting, Measurement
and Analysis for Marketing, 143), 260-276.

Price, B., & Jaffe, D. (2011). The best service is no service: How to liberate your customers from customer
service, keep them happy, and control costs. John Wiley & Sons.

Qalati, S. A., Yuan, L. W., Igbal, S., Hussain, H. H. R. Y., & Zhenjiang, ]. (2019). Quality of Services and
Satisfaction of Customer: Mediated by Consumer Buying Decision. European journal of
Business and Management, 11,12.

Ramanathan, U., Subramanian, N., & Parrott, G. (2017). Role of social media in retail network
operations and marketing to enhance customer satisfaction. Infernational Journal of
Operations & Production Management.

Santouridis, I, & Trivellas, P. (2010). Investigating the impact of service quality and customer
satisfaction on customer loyalty in mobile telephony in Greece. The TOM Journal.

Sathish, M., Kumar, K. S., Naveen, K. J., & Jeevanantham, V. (2011). A study on consumer switching
behaviour in cellular service provider: A study with reference to Chennai. Far Fast Journal
of Psychology and Business, 2(2), 71-81.

Shamout, M. D. (2016). The impact of promotional tools on consumer buying behavior in retail market.
International Journal of Business and Social Science, 1), 75-85.

Shin, D.-H., & Kim, W.-Y. (2008). Forecasting customer switching intention in mobile service: An
exploratory study of predictive factors in mobile number portability. Technological
Forecasting and Social Change, 75(6), 854-874.

Son, J., & Jin, B. E. (2019). When do high prices lead to purchase intention? Testing two layers of
moderation effects. Asia Pacific Journal of Marketing and Logistics.

Spiess, J., T’Joens, Y., Dragnea, R., Spencer, P., & Philippart, L. (2014). Using big data to improve
customer experience and business performance. Bell Labs Technical Journal, 184), 3-17.

Stern, J. M., Shiely, J. S., & Ross, 1. (2002). The EVA challenge: implementing value-added change in an
organization. John Wiley & Sons.

Sultana, A., Irum, S., Ahmed, K., & Mehmood, N. (2012). Impact of training on employee performance:
A study of telecommunication sector in Pakistan. Inferdisciplinary Journal of
Contemporary Research in Business, 46), 646-661.

Szwarc, P. (2005). Researching customer satistaction & loyalty: How to find out what people really
think. Kogan Page Publishers.

Tariq, B., Najam, H., Maat, N. K. N., & Han, H. (2020). Moderating effect of government regulations on
the determinants of customer loyalty for cellular service providers in Pakistan. The Journal,
241), 1-22.

Urip, S. (2010). CSR strategies: corporate social responsibility for a competitive edge in emerging
markets. John Wiley & Sons.

Van Horn, T., Woodford, D. A., Halbert, R. V, Pache, J. P., & Dean, G. C. (2007). On-line group-buying
sale with increased value system and method. Google Patents.

Verhoef, P. C., Franses, P. H., & Hoekstra, ]. C. (2001). The impact of satisfaction and payment equity
on cross-buying: A dynamic model for a multi-service provider. Journal of Retailing, 7/3),
359-378.

Vogel, V., Evanschitzky, H., & Ramaseshan, B. (2008). Customer equity drivers and future sales. Journal/
of Marketing, 72(6), 98-108.

Copyright © 2020. This is an open access article distributed under the Creative Commons Attribution License, which 81
£ permits unrestricted use, distribution, and reproduction in any medium, provided the original work is properly cited.


http://creativecommons.org/licenses/by/3.0/

Journal of Marketing and Information Systems. Vol. 3 No. 1

Wang, W.-T., & Li, H.-M. (2012). Factors influencing mobile services adoption: a brand-equity
perspective. Internet Research: Electronic Networking Applications and Policy, 22(2), 142
179.

Wang, Y., Lo, H.-P., & Yang, Y. (2004). An integrated framework for service quality, customer value,
satisfaction: Evidence from China’s telecommunication industry. Information Systems
Frontiers, 6(4), 325-340.

Weber, F. D., & Schiitte, R. (2019). State-of-the-art and adoption of artificial intelligence in retailing.
Digital Policy, Regulation and Governance.

Westberg, K. (2004). The impact of cause-related marketing on consumer attitude to the brand and
purchase intention: A comparison with sponsorship and sales promotion. Griffith
University Australia.

Wirén, S., Vuorela, K., Miiller, T., & Laitinen, K. (2019). Turning Finland info the world leader in
communications networks:—Digital infrastructure strategy 2025.

Woodruff, R. B., & Flint, D. J. (2014). Marketing’s service-dominant logic and customer value. In 7he
Service-Dominant Logic of Marketing (pp. 201-213). Routledge.

Xavier, P., & Ypsilanti, D. (2008). Switching costs and consumer behaviour: implications for
telecommunications regulation. Info.

Xiaoli, X., Yinghong, W., Zhijian, H., & Hui, L. (2006). The impact of service quality, satisfaction, value
and switching barrier on customer loyalty in Chinese airline industry. Infernational
Conference on Service Systems and Service Management, 2, 1316-1321.

Yulisetiarini, D., & Prahasta, Y. A. (2019). The Effect Of Price, Service Quality, Customer Value, And
Brand Image On Customers Satistaction Of Telkomsel Cellular Operators In East Java
Indonesia.

Zhou, Y., Pan, Z,, Hu, ]., Shi, J., & Mo, X. (2011). Broadband wireless communications on high speed
trains. 2011 20th Annual Wireless and Optical Communications Conference (WOCC), 1-6.

Copyright © 2020. This is an open access article distributed under the Creative Commons Attribution License, which 82
£ permits unrestricted use, distribution, and reproduction in any medium, provided the original work is properly cited.


http://creativecommons.org/licenses/by/3.0/

