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Abstract 

The factors which affects customer satisfaction are very important in order to know the reasons and facts 

behind the brand switching in cellular networks. Customer become satisfies when his/her need is fulfilled 

by any brand which they opt in their daily life. There are the different brands of the cellular networks 

giving services in Pakistan e.g. Ufone, Mobilink, Zong, Telenor, Warid. However, the main purpose of 

this work is to focus on the attributing factors for prompt switching cellular network brands which include 

price, inconvenience and service failure. Moreover due to this reason two institutes SZABIST Larkana 

campus &ShaheedMuhtarma Benazir Bhutto Medical University (SMBBMU) were selected. 

However,the total population of SZABIST is 400 and the population of SMMBBU of final batch of 

MBBS students is 250. The sample size is selected through 5% margin error. Similarly, 242 people data 

was analyzed through SPSS. The main purpose of this study is to know the different factors that influence 

customer for switching the brand  the result showed that majority of students switch to other network 

because of service failure from hypothesis one alternative hypothesis is accepted that (there is impact of 

service failure on brand switching) and null hypothesis is rejected  and two null hypothesis are accepted 

(There is no impact of price on brand switching)& (There is no impact of inconvenience on brand 

switching) and their alternative hypotheses are accepted. 

Keywords: Price, Inconvenience, Service failure and Brand switching 

Introduction: 

The purpose of this research is to attain an apt idea concerned with the switching behavior of customers in 

telecommunication industry of Pakistan. It is important for the companies to understand the reasons of 

switching network. Customer plays a vital role for the companies. However, there is a huge competition 

among the telecommunication companies. Subsequently that switching from one network to another 

network is a resultant of provision of various facilities.Network switching from one to another network 

other network with the alike number is called MNP, when the mobile users docks their numbers from one 

network to other network they take pleasure in lowest call rates and most excellent signal excellence then 

they pay switching cost. SMS and GPRS buckets that can manipulate to customer change their network 
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[1]. In this era of enormous competition, everyone is doing business to earn more profit. Customers 

strongly pursue the network that provides utmost facilities [2].Similarly, the formation of the 

telecommunication industry has been changed since few years. Since many years, it was a traditional 

monopolistic environment; however now allorganizations have changed their strategies towards the 

customer focused selling approach and also developed modern business strategies to uplift the 

profitability and productivity [3]. Subsequently, for the long term success in the market every company 

triesits best. However organizations’ success is totally dependent on the customer satisfaction. Companies 

can achieve success with respect of satisfying their all stakeholders, particularly special focus on 

customers[4]. Every customer bears their own choice, behavior, attitude and perception for different 

categories of brands. Mostly customers switch from one brand to another brand considering different 

factors. When customers’ are dissatisfied from one brand then they replace it by another one which 

provides them maximum services. Shift of customers’ product in same category is called switching of 

brand [5].Furthermore, brand switching has categorized in aggressive and defensive divisions 

respectively. However, in aggressive type, customers are persuaded through the advertisement or 

promotion to switch their brand and buy another brand purchased previously while, defensive type of 

brand switching this is persuaded through advertisement or promotion to purchase again the same brand. 

Moreover, the defensive strategy is applicable when the loyalty of customer exists with the organization 

or company [6]. However the brand switching behavior varies from brand to brand respectively. [7]. It 

has been estimated that within far coming five years numberof mobiles users will arrive at 5 billion. 

Similarly, the contribution of telecommunication industry in the GDP of world is 3%.Whereas, in 

telecommunication sector the market value will arrive at £40.7 billion. It is also forecasted that innovation 

in technology will boost and penetrate telecommunication sector in same time period. As stated by Kim, 

Park and Jeong, the client fulfillment is client's response to the state of fulfillment[8].  

Research Methodology: 

This is fundamental and quantitative study in which the survey sample is selected using the convenience 

sampling technique. For this research the student of the two leading universities of the Larkana i.e. 

SZABIST Larkana & SMBBMU Larkana were enrolled. The students of mentioned two universities have 

been taken to get primary data. Moreover, out of total 650 objects 400 belong to SZABIST Larkana and 

250 belong to SMBBMU respectively.However, a total of 242 students responded which was considered 

as a total sample size. Whereas, possibility of 5% margin error was also considered. However, a 
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questionnaire was designed for the survey in which four variables were included. Subsequently, the data 

was analyzed through SPSS17(Statistical Packages for Social Sciences).  

Results:The gender wise distribution table (Table: 01) shows that 146 male and 96 female from the total 

of 242 respondents. 60.30% were male and 39.70% were female. 

 Table: 01: Gender wise Distribution 

 Frequency Percent Valid Percent Cumulative Percent 

 Male 146 60.3 60.3 60.3 

Female 96 39.7 39.7 100.0 

Total 242 100.0 100.0  

 

  

  

   

 

Demographic in table: 03: Showed that 196 respondents were from SZABIST Larkana 

Campus that is 81.0% of total and 46 were from SMBBMU which is the 19% of total.  

Table :03: Institute wise Distribution 

 Frequency Percent Valid Percent Cumulative Percent 

 SZABIST 196 81.0 81.0 81.0 

SMBBMU 46 19.0 19.0 100.0 

Total 242 100.0 100.0  

Furthermore, after applying the frequency test of SPSS the table 04:  shows that 59 respondents were 

Intermediate which is the 24.4% of the total and 122 respondents were in Graduation that is 50.4% of the 

Table: 02 shows that shows that 102 respondents were between the age of 17-20 

years that is 42.1% of the total. Demographic showed that 123 respondents were 

between the age of 21-23 years that is 50.8% of total. Demographic showed that 17 

respondents were between the age of 24-27 years that is 7.0% of the total 

Table: 02: Age wise Distribution 

 
Frequenc

y Percent Valid Percent Cumulative Percent 

Valid 17 to 20 102 42.1 42.1 42.1 

21 to 23 123 50.8 50.8 93.0 

24 to 27 17 7.0 7.0 100.0 

Total 242 100.0 100.0  
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total. At last 61 respondents belonged to Masters Level that is the 25.2% of the total respondent data 

respectively. 

       

Table : 04: Qualification wise Distribution 

 Frequency Percent Valid Percent Cumulative Percent 

 Intermediate 59 24.4 24.4 24.4 

Graduate 122 50.4 50.4 74.8 

Masters 61 25.2 25.2 100.0 

Total 242 100.0 100.0  

 

Table : 05: Subsequentlyshowed that 44 respondents were using Mobilink that is the 18.2% of the total, 

121 respondents were using Ufone that is 50% of the total, 30 respondents were using Telenor that is 

12.4% of the total, 41 respondents were usingZong which is the 16.9% of the total and 6 respondents 

were using Warid that is the 2.5% of the total. 

Table: 05: Network wise Distribution 

 

 Frequency Percent Valid Percent Cumulative Percent 

 Mobilink 44 18.2 18.2 18.2 

Ufone 121 50.0 50.0 68.2 

Telenor 30 12.4 12.4 80.6 

Zong 41 16.9 16.9 97.5 

Warid 6 2.5 2.5 100.0 

Total 242 100.0 100.0  

Figure: 01: Network wise Distribution 
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Table : 06: showed that 12 respondents were using the same network below one year that is the 5% of the 

total, 35 respondents were using same network since one year, 71 respondents were using same network 

since two years that is the 29.3% of the total, 12 respondents were using same network for past three 

years that is the 5% of the total and 112 respondents had been using the same network since more than 

three years that is the 46.3% of the total. 

 

Table: 06: Duration of Using Same Network 

 Frequency Percent Valid Percent Cumulative Percent 

 Below one year 12 5.0 5.0 5.0 

One year 35 14.5 14.5 19.4 

From two years 71 29.3 29.3 48.8 

Previous three years 12 5.0 5.0 53.7 

More than three years 112 46.3 46.3 100.0 

Total 242 100.0 100.0  

After applying descriptive statistical test on SPSS on above mentioned data it was aptly known that the 

respondents were neutral with the mean of 3.16 which explained that the respondents were neutral for the 

price variable.  Out of the total respondents, a mean of 3.14 showed their consent that they have switched 

their network due to delayed response by the customer service provider/ operator. However 3.36 had a 

problem in overall network facilities i.e. low connectivity, signal dropping, call distortion and low speed 

to internet. Similarly a mean of 4.5 explained the reason for switching network from one to another as any 

of the family members have that network connection. 

 

Table :07: Descriptive Statistics: 

 N Mean Std. Deviation 

Price 242 3.16 .961 

Inconvenience 242 3.14  .977 

Service Failure 242 3.36 .976 

Brand Switching 242 4.51 .700 
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Table :08:Correlation of Table : 07 

 

The Bivariate correlation test helped to make conclusion about the relationship among variable dependent 

and independent that how much result independent variables, Price, Inconvenience and Service failure 

cause to dependent variable brand switching.  

 

 Price Inconvenience Service Failure Brand Switching 

Price 1    

 - - - 

    

Inconvenience .442
**

 1   

  - - 

    

Service Failure .586
**

 .738
**

 1  

   - 

    

Brand Switching .462
**

 .504
**

 .695
**

 1 

    

    

 **. Correlation is significant at the 0.01 level  

Table: 09: Model Summary 

 

Model summary shows about the accuracy of the model. Howeverthe model 

summary gives value of R which shows correlation of the variables. The value of R 

is 0.698 so it showed that positive relationship between independent and dependent 

variable. The value of R Square shows that the variability in the dependent variable, 

brand switching is clarified 48.7% variability in the independent variables, price and 

inconvenience. It shows that the linear grouping of independent variables in the 

regression analysis predicts total difference of dependent variable by 48.7% and 

51.3% are the other factors which influence the customers to switch the brand.   
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Model R R Square Adjusted R Square Std. Error of the Estimate 

1 .698
a
 .487 .481 .505 

a. Predictors: (Constant), service failure, price, Inconvenience 

 

Table: 10: ANOVA
b
 

In this table the actual value of ANOVA is 0.05, this table is showing the significant 

value .000 so according to significant value 0.00<0.05 which describes the 

association between the dependent variable brand switching and the independent 

variables Price, Inconvenience, Service Failure. 

Model 

Sum of 

Squares Df 

Mean 

Square F Sig. 

 Regression 57.474 3 19.158 75.022 .000
a
 

Residual 60.522 237 .255   

Total 117.996 240    

a. Predictors: (Constant), Service failure, Price, Inconvenience 

b. Dependent Variable: Brand switching 

 

General discussion: 

This research has been conducted to know the different factors that manipulate customer to switch 

cellular network from one to other. Moreover, the main objective of this study was to present conceptual 

model of brand switching and factors which influence for brand switching in cellular networks, literature 

review has provided basic construct the conceptual model and hypothesis for testing. The factors so 

selected for the research include; Price, Inconvenience and Service failure.Like other studies, this study 

has also generated the results associated with four aspects; Price, Inconvenience, Service failure and 

Brand switching. Brand switching has not strong relationship with price and inconvenience but it has 

strong relationship with service failure. 

Conclusion: 

It is estimated that there are various factors to influence over the telecommunication brand switching by 

the customer. However for the study purpose the students of SZABIST and SMBBMU, Larkana were 

enrolled. Whereas, from all over gathered facts it can be concluded that customer satisfaction is a primary 

point in perspective of telecommunication network provision. Moreover, the factors which manipulates 

the customer to switch on other network includes lack of overall customer care, network failure, high call 
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rates, inaccessibility of network etc. Similarly internet provision is also expected by the customers. So in 

a nutshell, it is of utmost need that the best possible customer care must be provided to the customers and 

the primary objective should be the customer satisfaction in all aspects. 
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