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ABSTRACT

Consumer Behavior is a study of how individuals make decisions to spend their available
resources like time, money and effort on consumption related items what they buy, why they
buy, when they buy , where they buy, how often they buy and use a product or service for
satisfying their needs. From a marketing point of view, the consumer behavior is, “the
psychology of how consumers think, feel, reason and select between different alternatives like
brands, products”. The consumer switching behavior is there in between both, companies and
customers, because the consumer switching behavior restricts both parties to make long term
relationships and even it breaks the pre-developed long term relationships. Similarly the
consumer switching behavior is basically the behavior of consumers in shifting their attitude
from one brand (product) to another brand (product). Due to this dramatic growth, the cellular
industry all over the world has been witnessing fall in the costs of cellular services, very high
growth rates in subscriber base, and increasing competition and deregulation. For developing
countries in particular, cellular services are becoming a very significant proportion of the overall
telecom infrastructure. The increasing competition in cellular service industry may be for the
purpose of attracting consumers towards the firms because consumers are the main source of
profitability of the firm. Due to intense competition in telecommunication industry customers
frequently switch from one service provider to another. It has become very important for service

providers to investigate the switching behavior of customers.
Key Words: Consumer, Buying Behavior, teleccommunication, Cellular Services etc...
1. INTRODUCTION

The consumer behavior study is basically the psychology of consumers, like when, how,
why and people buy and use the products for satisfying their needs. From a marketing point of

view, the consumer behavior is, “the psychology of how consumers think, feel, reason and select
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between different alternatives like brands, products”. The companies are always trying to build
mutual relationships with their customers through delivering better value and fulfilling their
commitments, but due to competitive business environment, it’s becoming difficult for marketers
to do so. The consumer switching behavior is there in between both, companies and customers,
because the consumer switching behavior restricts both parties to make long term relationships
and even it breaks the pre-developed long term relationships. Similarly the consumer switching
behavior is basically the behavior of consumers in shifting their attitude from one brand
(product) to another brand (product).Due to this dramatic growth, the cellular industry all over
the world has been witnessing fall in the costs of cellular services, very high growth rates in
subscriber base, and increasing competition and deregulation. For developing countries in
particular, cellular services are becoming a very significant proportion of the overall telecom
infrastructure. The increasing competition in cellular service industry may be for the purpose of
attracting consumers towards the firms because consumers are the main source of profitability of
the firm

The service providers are offering most sophisticated mobile services with an expanding
number of value added services such as Short Message Service (SMS), Wireless Application
Protocol (WAP), subscription services (SS), General Packet Radio Services, and Third
Generation services, which will help to attract consumers and the influence their buying
behavior. This value added services are increasing the level of consumers’ expectations from
service provider and if the service provider is unable to meet these expectations then, the
consumers considers switching to competitors services. The switching behavior of the consumers
will significantly affect the revenues, service continuity, and market share of the firm (Oyeniyi
and Abiodun, 2013). Therefore, in order to prevent consumers from switching to competitors, the
service providers are forced to add new schemes, offers, technological advancements, and
benefits with the services.

Cellular services have become the main source of growth in telecommunication sector in
India. The flexibility offered in communications and falling tariffs are playing a significant role
in popularizing mobile communications.In the last decade, the mobile revolution has played a
significant role in the growth and development of Indian economy. As the number of cellular
service providers are continuously increasing, it is expected that the Indian telecom industry will

grow at a compound annual growth rate (CAGR) of 15.8 percent between 2010 and 2014 and

will touch revenues of $92 billion (377,683 crore INR) (telecomleads.com). The Indian cellular
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consumer market is expected to double its subscription base by 2017 when compared to present
subscriptions..

The earnings and profitability of the company will be highly affected, if it loses even a
single consumer, as it can cost five times more to acquire new customer than to retain an old
customer. Therefore, in order to retain the old consumers and reduce the rate of consumers from
switching to competing service providers, it is very important to study the factors that influence
consumer behaviour in terms of switching between the cellular service providers.

Telecommunication industry is characterized by high growth.Due to intense competition
in telecommunication industry customers frequently switch from one service provider to another.
It has become very important for service providers to investigate the switching behavior of

customers.

2. REVIEW OF LITERATURE:
The factors that influence switching behaviour and decisions of consumers in terms of

cellular service providers. The literature review firstly explains impact of marketing in relation to
cellular service industry, and then the main concept of this study has been discussed i.e.
consumer switching behaviour including the major factors that determine consumers’ switching
behaviour (switching determinants) in cellular services such as service quality, price, switching
costs, change in technology, advertising, social influences and involuntary switching. Lastly, the
hypothesis has been developed on the basis of the literature.

According to Kotler, et al. (2009:6), ‘’marketing is a customer focus that permeates
organisational functions and processes, and is geared towards marketing promises through value
proposition, enabling the fulfilment of individual expectations created by such promises and
fulfilling such expectations through support to customers’ valuegenerating processes, thereby
supporting value creation in the firm’s as well as its customers’ and other stakeholders’
processes’’.

Today, Marketing must not be understood in the old sense of making a sale — <’ telling
and selling”’, but in the new sense of satisfying customer needs (Kotler and Armstrong, 2008:7).
This implies that, if the companies want to gain long-term benefits from its customers, they have
to understand marketing in the new sense of satisfying customer needs. If the companies are able
to satisfy the needs and expectations of its customers, then customers will repurchase the
products or services of a particular company i.e. they exhibit loyalty towards the company,

regardless of competitors’ efforts to distract customer attention towards them.
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Muddie and Pirrie (2006), identified four basic characteristics of services i.e.
intangibility, inseparability (simultaneous production and consumption), variability
(heterogeneity) and perishability. He also argued that marketing activity is normally structured
around the ‘4Ps’ i.e. product, price, promotion and place; but the distinctive characteristics of
services requires 3 more Ps in addition i.e. people, physical evidence and process.

Schiffman, et al. (2008) stated that, consumer behaviour is a root of marketing concept.
Therefore, the concept of consumer behaviour in terms of switching in cellular service industry
has been discussed below because it may be significantly important for the cellular service
providers to understand the grounds in which consumers’ exhibit switching behaviour in order to
gain understanding on consumers’ needs and expectations, and the ways for satisfying them. It
can enable cellular service providers to reduce the risk of customers switching from one cellular
service provider to another, as the success or failure of the company may depend on its
consumers.

2.1.Consumer switching behaviour

a. Consumer behaviour
According to Loudon and Betta (2013), consumers are those individuals who purchase

goods or services for the individual or household consumption purpose. They defines consumer
behaviour as “’the decision process and physical activity individuals engage in when evaluating,
acquiring, using, or disposing of goods and services’’. Similarly, Hoyer and Macinnis (2012),
defines consumer behaviour as ‘‘the totality of consumers’ decisions with respect to the
acquisition, consumption and disposition of goods, services, activities, experiences, people and

ideas by decision-making over time’’.

b. Switching behaviour
Switching in the context of consumer behaviour is referred to the times when consumer

chooses a competing choice rather than the previously purchased choice on the next purchase
occasion (Babin and Haris, 2011). Switching behaviour reflects the decision that a consumer
makes to stop purchasing a particular service or patronising the service firm completely (Boote,
1998).

According to Brown and Chen (2001), some studies suggest that customer satisfaction is
an important antecedent of loyalty. Customer loyalty is influenced by customer satisfaction and a

loyal customer base is the real asset for a company.
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Customer loyalty has a powerful impact on organisation’s performance and most of the
companies consider it as a source of competitive advantage. It increases revenue, reduces
customer acquisition costs, and lowers the costs of serving repeat purchasers, which leads to
greater profitability. Hence, cellular service providers have to to satisfy its consumers in every
aspect relating to their services and because if they fail to satisfy its consumers, then consumer
loyalty may be lost and they may consider switching their service provider which in turn may
bear loses for the firm. The impact of consumer switching or defection on the firm is discussed

below.

c. Switching determinants
According to Lee and Murphy (2005), there are several factors that determine consumers

to stay with their current service providers or to switch. Some of the important factors which
determine switching are:

e Price is rated as the most important reason for switching.

e Brand trust leads to commitment towards brand, which then reduces the
consumers’ behaviour to switch the service provider.

e Switching costs are also important switching determinant because switching costs such as
monetary loss and uncertainties with new service provider deter switching regardless of
dissatisfaction.

e Reference Groups which plays a significant role in influencing consumer to switch the
service provider in order to conform to others, norms, broad values and behaviour.
According to a classification given by Bruhn and Georgi (2006), reasons for switching
can be divided into three groups:

1. Customer-related switching reasons are concerned with customer characteristics with a
more or less direct connection with the service provider. Characteristics concerns
customers age, sex, preferences, lifestyles, etc and are directly connected to customers’
needs (Bhrun and Georgi, 2006)

2. Provider-related switching reasons are closely connected to cause customer retention and
it is concerned with perceived service quality and customer satisfaction. Service prodders
can easily manage this category of reasons. It is the most important source for avoiding

customer defection (Bhrun and Georgi, 2006).
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3. Competition-related switching reasons lead to customer defection because consumer
behaviour not often depends on the current service provider and its service but also on its
competitors. For example, when a mobile phone customer’s basic criterion of buying is
price, and then they compare the price system of their current service provider and other
provider (Bhrun and Georgi, 2006).

Some of the important factors that determine consumer switching behaviour in cellular

service industry have been discussed below to gain the knowledge about underlying facts of
those factors for the purpose of achieving the objectives of this research.

3. OBJECTIVES OF THE STUDY
The research is designed to address the following aims and objectives. The broad aim of

the research is to explore and examine the factors that determine the consumers switching
behavior of young adults (aged 18-35 years) in cellular service providers. The objectives of the
research are as follows.

» To investigate the factors that influence consumers to switch the cellular service providers.

« To critically evaluate the most and the least significant factors that influence consumers

switching behavior in cellular services?

* To investigate the likeliness of consumers to switch from current cellular service provider to

another.

4. HYPOTHSES OF THE STUDY::
For the convienience of the study the following hypothesis are developed which are to

be test.

H1: Tariff package has significant effect on consumers’ switching behavior in terms of switching
cellular service provider.

H2: Network coverage has significant influence on consumers’ switching behavior in terms of
switching cellular service provider.

H3: Price has a direct and significant influence on consumers’ switching behavior in terms of
switching cellular service provider.

H4: Promotional activity has significant influence on consumers’ switching behavior in terms of
switching cellular service provider.

H5: Customer service quality has a direct and significant influence on consumers’ switching
behavior in terms of switching cellular service provider.
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5. RESEARCH METHODOLOGY:
The present study is based on descriptive research design as we wish to know the reasons

why consumers are switching in the telecommunication industry. Survey research method is
adopted to gather data on the variables determined. The target population was 100 consumers
using different mobile networks. A random sample of 93 consumers were selected by stratified
random sampling technique keeping in the view the probability proportion.
The study
The study will be exploratory in nature with survey method being used to complete the study.
Sampling unit
Customer on the basis of age, gender, income, occupation, education in Vijayawada.
Sampling size
100 Respondents in Vijayawada.
Tools used for data analysis
Stratified Random Sampling & Appropriate statistical tool to be applied to interpret data like
Test of significance, Chi square test.
Tools used for data collection
A structured questionnaire was personally administered to collect data on the sampled
respondents . Questionnaire consists of two main parts having a total of 32 items related to name
of the respondent, gender, age and occupation, educational background covering both dependent
and exploratory variables of consumer switching behavior. Likert type scale was used to
measure the items . Of the 100 questionnaires administered 93 valid filled questionnaires were
retained . As the basic objective of the study is to identify the factors effecting consumer
switching behavior.
Data Analysis
Data analysis is the process of identifying trends, patterns and insights in the data. Generally
data analysis is of three types:

« Descriptive data analysis which describes and summarizes the data.

« Explorative data analysis or graphing of the data.

« Inferential data analysis which makes generalizations about the populations based on the

information from sample data.
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6. DATA ANALYSIS & INTERPRETATION
First we shall start with description of the sample which is given below:
TABLE: 1 - GENERAL PROFILE OF THE RESPONDENTS

93 Telecom Consumers , Vijayawada
No of % of
Respondents Total
Gender
Female 38 40.86%
Male 55 59.13%
Age
18-24 54 58.06%
25-29 20 21.50%
30-35 19 20.43%
Occupation
Student 20 21.50%
Self-employed 34 36.55%
Labourer 09 9.67%
Unemployed 25 26.88%
Others 05 5.37%
Education level
Primary 02 2.15%
High School 20 21.50%
Bachelor Degree 48 51.61%
Post Graduation 19 20.43%
Others 04 4.30%

INTERPRETATION:
» The sample of 93 consumers from vijayawada city , out of which 38 are female and 55

are men.

« Ofthe sampled 93 consumers, 54 belongs to 18- 24 years, 20 belongs to 25-29 years, 19
belongs to 30-35 years.

« Out of 93 consumers, 20 members are students, 34 members are self-employed, 9
members are labourer, 25 members are unemployed and 5 members are others.

« Out of 93 consumers, 2 members belongs to primary education, 20 members belongs to
high school education,48 members belongs to bachelor degree,19 members belongs to

post graduation degree, 4 members belongs to others.
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Which Telecom company's service are you using currently?

Frequency Percent Valid Percent Cumulative
Percent
Valid AIRTEL 18 18.0 19.4 19.4
VODAFONE 31 31.0 333 527
TATA DOCOMO 19 19.0 20.4 73.1
IDEA 19 19.0 20.4 935
OTHERS 6 6.0 6.5 100.0
Total 93 93.0 100.0
TABLE: 2 - RESPONSES OF THE RESPONDENTS
NEUTRA
SA A L DA | SDA
Are you likely to switch from current cellular service
provider to another? 8 43 25 14 3
Consumer Satisfaction Level on the Basis of Performance of
current Service Provider is good 1 4 23 57 8
Network coverage of the current cellular service
provider is good 1 5 19 56 12
Call quality provided by current cellular service
provider is good 0 5 18 56 14
Current service provider offers suitable tariffs for
different age groups 2 9 27 37 18
Call rates offered by current service provider are high 0 3 16 51 23
Value added services offered by current service
provider are costly 0 6 19 50 18
Switching costs will take too much time to switch to
new service provider 2 9 20 46 16
Switching costs will cost lot of money to switch to new
service provider 2 17 24 38 12
Advertisements of the competitors are encouraging
them to switch the cellular service provider 4 7 26 45 11
Family and friends are influencing you to switch
current cellular service provider 3 14 20 41 15
Customer care service of previous operator was poor 2 17 23 40 11
Better service quality has persuaded you to switch over
current service provider 0 6 23 52 12
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FIGURE 1 - GENERAL RESPONSES OF THE RESPONDENTS

Chi square test:

6.4.1 Is there a relationship between gender and switching behaviour.

Case Processing Summary

Cases

Valid

Missing

Total

N

Percent

N

Percent

Percent

Gender *Switching Behaviour

93

100.0%

0

0.0%

93

100.0%

Gender * switching Behaviour Crosstabulation

Switching Behaviour

VERY

VERY

Gender | IKELY LIKELY Neutral UNLIKELY | NI IKEI Y Total
Male 6(4.7) 23 (25.4) 15 (14.8) 8 (8.3) 3(1.8) 55
Female 2(3.3) 20 (17.6) 10 (10.2) 6 (5.7) 0(1L.2) 38

Total 8

43

25

14

3

93

Chi-Square Tests

Value

Df

Asymptotic
Significance
(2-sided)

Exact Sig.
(2-sided)

Exact Sig.
(1-sided)

Point
Probability

Pearson Chi-Square

3.505°

AT7

.505

Likelihood Ratio

4.630

327

408

Fisher's Exact Test

3.049

573

Linear-by-Linear
Association

.206°

.650

.663

.367

.079

N of Valid Cases

93

a. 4 cells (40.0%) have expected count less than 5. The minimum expected count is 1.23.

b. The standardized statistic is -.454.
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Null Hypothesis: The relationship between gender of the respondents and their switching

behaviour of their mobile connection is not significant.
As the calculated Chi-Square value (3.505) is less than the table value (9.488) at 5% level of
significance for 4 degrees of freedom, the null hypothesis is accepted and it could be concluded

that the relationship between the gender and switching behaviour of the mobile phone users is

not significant.

2. Is there a relationship age of the respondents and switching behaviour of the mobile

phone users

Case Processing Summary

Cases
Valid Missing Total
N Percent N Percent N Percent
Age of the respondent *
o . 93| 100.0% 0 0.0% 93| 100.0%
Switching Behaviour
Age of the respondent * Switching Behaviour Cross tabulation
Switching Behaviour
Total
VERY VERY
LIKELY LIKELY| Neutral UNLIKELY] UNLIKELY
18-24 3(4.6) |25(25) 14 11 (8.1) 1(.7) 54
' (14.5) ' '
Age of the 25-29 4(1.7) 190.3)|5(54) | 2(3.0) 0 (0.6) 20
respondent
30-35 1(16) |9(88)|6(1)| 1(29 2 (0.6) 19
Total 8 43 25 14 3 93
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Chi-Square Tests

Asymptotic Exact Sig. | Exact Sig. Point
Value df | Significance (2-sided) | (2-sided) | (1-sided) | Probability
Pearson Chi-Square 10.725* | 8 218 212
Likelihood Ratio 9.886 8 273 .365
Fisher's Exact Test 8.686 319
;'Sr;f_ir;?g:near 130° | 1 718 738 388 050
N of Valid Cases 93
a. 8 cells (53.3%) have expected count less than 5. The minimum expected count is .61.
b. The standardized statistic is -.361.

Null Hypothesis: The relationship between the age group of the respondents and their switching
behaviour of the mobile phone users is not significant.

As the calculated Chi-Square value (10.725) is less than the table value (15.507) at 5% level of
significance for 8 degrees of freedom, the null hypothesis is accepted and it could be concluded
that the relationship between the age and switching behaviour of the mobile phone users is not
significant.

CORRELATION ANALYSIS

In order to test whether and how strongly the pair of variables (dependent and
independent variables) are related, correlation analysis has been carried out using SPSS 19. The
independent variables are service quality, price, switching costs, change in technology,
advertising, social influence, and involuntary switching, and the dependent variable is switching
behavior. In correlation analysis, if the value falls in between 0.1 and 0.5, it means that there is a
weak correlation between the variables and if the value falls in between 0.5 to 1, then it indicates
that there is strong relationship between the variables. The correlations between the switching

determinants and the switching behavior have been shown in the following table.
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Summary of correlation between variables

Switching Tariff_ Network _ Adevetis | Service_
_Behavor Package | Coverage | Price ments Quality
Switching _Behavior 1 223" 358" 174 177 184
Tariff _Package 1 7307 | 3207 | 276" 218"
Network_ Coverage 1 3427 | 3717 240
Price 1 345" 2737
Advertising 1 118
Service_ Quality 1
*, Correlation is significant at the 0.05 level (2-tailed).
**_Correlation is significant at the 0.01 level (2-tailed).

Source : Calculation through SPSS: 23.0
H1: Hence the above table represents the summary of correlation between variables, which

illustrates the association between the tariff packages and switching behavior was significant at
0.05 level with the correlation coefficient ‘r= 0.223°. The analysis indicates that the tariff
packages have a positive relationship with the switching behavior of consumers. So, according to
the hypothesis 1, tariff package has significant influence on consumers’ switching behavior in
terms of switching cellular service provider. The hypothesis was accepted. It means that the
consumers are prefer low call charge, SMS charge, etc.., they were intended to switch another

cellular service provider.

H2: The result of the relationship between network coverage and switching behavior was
significant at 0.01 level with the correlation coefficient ‘r=0.358’. The analysis indicates that the
network coverage have a positive relationship with the switching behavior of consumers. So, .
So, according to the hypothesis 2, network coverage has significant influence on consumers’
switching behavior in terms of switching cellular service provider. The hypothesis was accepted.

It means that the consumers are prefer to good network coverage.

H3: The third hypothesis tested the relationship between price and switching behavior was not
significant at 0.01 level. Hence the correlation coefficient was ‘r= 0.174” , which shows that the
price has no significant influence on significant influence on consumers’ switching behavior in

terms of switching cellular service provider. The result did not support the null hypothesis.
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H4: The correlation represents the association between advertisements and switching behavior of
consumers, which was not significant at 0.01 level with the correlation coefficient ‘r=0.177, the
analysis indicates the advertisements has no significant influence on switching behavior in terms

of switching cellular service provider. The result did not support the null hypothesis.

H5: The correlation represents the association between service quality and switching behavior of
consumers, which was not significant at 0.01 level with the correlation coefficient ‘r=0.184", the
analysis indicates the service quality has no significant influence on switching behavior in terms
of switching cellular service provider. The result did not support the null hypothesis.

All the above statistical tests and hypotheses tests have satisfied the objective one of this
study i.e. to investigate the factors that influences the consumers to switch their cellular service
providers and it was found that these factors are statistically significant. This shows that all the
research questions have been answered and the objectives of this research have been satisfied

and in turn the main aim of this research has been successfully achieved

FINDINGS

After collecting information from the data i.e. primary and the secondary data, the next step is
to analyse the data. In this chapter, firstly the findings from the collected will be drawn and
explained in terms of tables and graphs representing frequency and percentage of respondents by

using SPSS for the purpose of bringing the ease in representation

1. Customers especially in the age group (18-24) are likely to switch from the current
cellular service provider to another.

2. Consumers are disagree that the customer service provided by the current cellular service
provider is not good.

3. consumers disagree that the network coverage of the current cellular service provider is
not good.

4. consumers disagree that the call quality provided by the current cellular service provider
is good.

5. consumers disagree that the call rates offered by the current cellular service provider are
high.
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6. consumers disagree that the advertisements of the competitors are encouraging them to
switch the cellular service provider.

7. consumers are agree that the customer care service of previous operator was poor.
SUGGESTIONS:

» This research was carried out only on consumers with specific age group between 18-39
years. It can be suggested, similar study can be conducted on consumers with other age
groups as well.

* This study empirically examined seven factors that may influence consumers’ switching
behaviour in cellular services. However, there may be some other factors that can have an
impact on consumers’ switching behaviour but were not examined in this study. Further
empirical research is required to examine the other factors that can impact or influence

consumers’ switching decisions.

« Service providers should create trustworthy and rational appeal inn their advertisements.
They should introduce innovative promotional strategies and connect consumers with the

promotional activities.

« Improving the performance of customer services by establishing more customer care
centers, and to educate the customers regarding the essential features of mobile phones

and its services.
« Finally providing the services that are expected by the consumers as early as possible.
CONCLUSION:

Conclusively, the study has explored some of the major factors that are influencing the
consumers’ behaviour to switch their cellular services providers, through an exploratory
investigation. However there may be some other factors that have impact on consumers’
switching behaviour but only the factors which are most important and relevant to cellular
services were examined. The results of this study have proved that all the seven factors are
significantly influencing the switching behaviour of consumers. An understanding of these

influencing factors allows managers to direct efforts and resources in the most effective and
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efficient way to prevent consumers’ switching behaviour, and reduce business losses in the long
run that results from consumers’ switching behaviour.

The results have disclosed that amongst all factors, price was the most influential factor
that influences the behaviour of young adults in Vijayawada to switch from their current cellular
service provider to another. The cellular service providers should pay attention to all factors and
especially towards the price of the services, because the consumers’ switching intentions were
found to be most significantly influenced by the price, followed by service quality, change in
technology, social influence, switching costs, advertising, and involuntary switching which is
least important. The unfavorable price perceptions are the principally affecting consumers to
switch loyalties to competing service provider. Favorable price for the cellular services is very
important in order to gain loyalty, market share, and corporate image of the firm. As it has been
acknowledged that majority of respondents are likely to switch from their current cellular service
provider i.e. around 53 percent. Hence, the cellular service provider can make use of the
information provided in this research to gain loyalty by meeting their expectations and satisfying
needs and desires because, if the service providers are unable to meet the expectations then

consumers will take their business to somewhere else.
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