ATMIYA

UNIVERSITY

ASTUDY ON FACTORS AFFECTING CONSUMER
BRAND SWITCHING BEHAVIOR IN PREPAID
TELECOM WITH SPECIAL REFERENCE TO

SOUTH GUJARAT ZONE

A Thesis
Submitted to the
Atmiya University,
For the Degree of

DOCTOR OF PHILOSOPHY

In
Management

by
MALEK PARVEZ ABDULHABIB

191381001

Under the Guidance of
PROF. DR.VISHAL KHASGIWALA

DEAN AND PROFESSOR -FACULTY OFBUSINESS &
COMMERCE AT ATMIYA UNIVERSITY- RAJKOT

ATMIYA UNIVERSITY,

Yogidham Gurukul, Kalawad Road,
Rajkot—360005, Gujarat (India)

September, 2025



Declaration by Research Scholar Originality of Research Work

[ declare that thesis entitled “A STUDY ON FACTORS AFFECTING CONSUMER

BRAND SWITCHING BEHAVIOR IN PREPAID TELECOM WITH SPECIAL

REFERENCE TO SOUTH GUJARAT ZONE» is my own work conducted under the

supervision of PROF. DR. VISHAL KHASGIWALA at Department of Management,

Faculty of Business & Commerce, Atmiya University, Rajkot, Gujarat, India and approved

by the Director of Research.

I further declare that to the best of my knowledge the thesis does not contain any part of any

work which has been submitted forward of any degree either in this University or any other

University without proper citation.

Date: 9 § \oq (20‘?;\’
Place: W@t
J—

Signature of the Research Scholar
MALEK PARVEZ ABDULHABIB

(¥ Scanned with OKEN Scanner



2 ATMIYA UNIVERSITY

o/ (Established under the Gujarat Private University Act 11, 2018)

Yogidham Gurukul, Kalawad Road, Rajkot - 360005, Gujarat (INDIA)

Certificate

Pre Thesis Submission Presentation

This is to certify that Malek Parvez Abdulhabib has made Pre Ph.D. presentation on the
research work entitled A Study on Factors Affecting Consumer Brand Switching Behavior
in Prepaid Telecom with Special Reference to South Gujarat Zone in the Faculty of
Business & Commerce, Atmiya University, Rajkot on 22/08/2025 before Departmental

Research Committee for getting feedback and comments.

This is also to certify that all the suggestions and comments given by the Doctoral Progress

Review Committee are incorporated. Moreover the presented research work was appreciated

and recommended by all attendees.
Date: 22/08/2025

Place: Rajkot

Director
Centre for Research, Innovation & Translation

(¥ Scanned with OKEN Scanner



Thesis Approval Form

The Vi?'a-Voce of the Ph.D. thesis entitled “A Study on Factors Affecting Consumer Brand
Switc.lmxg Behavior in Prepaid Telecom with Special Reference To South Gujarat Zone.”
submitted by Malek Parvez Abdulhabib (Enrolment No. 191381001) was conducted on
24/09/2025 (Wednesday) at Atmiya University, Rajkot, Gujarat.

Based on the Performance of the Candidate, We, the panel of examiners, recommend that
(Please tick any of the following)

\/4/ He / She be awarded Ph.D. Degree

2. He/ She be awarded Ph.D. Degree with minor modification
Please Suggest Modification

3. The following modifications are to be incorporated in the thesis within one month and
viva-voce be re-conducted by the same panel of examiners

Please Suggest Modification

4. He/ She should not be awarded Ph.D. Degree

Please mention Reason for Rejection

Date: 24/09/2025

Place: Rajkot

\

- v - . . [ //7 u\)}\
Signature / W M‘%\\Q 9\0,'15/
24 )oq (2015 A\

Research Supervisor University Nominee External Examiner

Page | I1I

(¥ Scanned with OKEN Scanner



Certificate of Supervisor

This is to certify that work entitled “4 STUDY 0N F4cTORS AFFECTING CONSUMER
BRAND SWITCHING BEHAVIOR IN PREPAID TELECOM WITH SPECIAL
REFERENCE TO SOUTH GUJARAT ZONE™is 4 piece of research work done by MALEK

PARVEZ ABDULHABIB under my supervision for the degree of Doctor of Philosophy in

the Department of Management, Faculty of Business & Commerce at Atmiya University
Rajkot, Gujarat ,India

To the best of my knowledge and belief the research work and Synopsis
L Embodies the work of candidate himself/herself,
IL Has duly been completed,
I]I,j Fulfils the requirement of ordinance related to Ph.D. degree of the University &

IV.  Isup to the standard both in respect of content and language for

being referred to the examiner.

Date: W \0% \&01(
Place: %\L oY

M :
Signature of the Research Supervisor
PROF. DR.Vishal Khasgiwala

(¥ Scanned with OKEN Scanner



Declaration by Research Scholar Submission of Thesis

I declare that the submitted thesis entitled “A Study on Factors Affecting Consumer Brand

Switching Behavior in Prepaid Telecom with Special Reference to South Gujarat Zone

(Gujarat ) ™ incorporates

1. All the suggestions /directions /modifications /additions/deletions received from the
supervisor and the external examiners through their thesis evaluations reports.

2. All the suggestions /directions /modifications/ additions / deletions received from the
panel of examiners during the public viva-voice (Open Defence) conducted on

24/09/2025.

Date:-24/09/2025
Place: Rajkot

Siggaturc of the Research Scholar

Malek Parvez Abdulhabib

v

(3: scanned with OKEN Scanner



Acknowledgement

I'am heartily thankful to my guide Dr. Vishal Khasgiwala Sir Professor & Dean-
Faculty of COl“nercc and Management at Atmiya University ,Rajkot. He constantly
encourages me during my research. His useful advice, suggestions and criticisms at every stage
of my research work and his counseling on my research material have contributed incredibly to
the content and format of this thesis and also thankful to Dr. Ashish Kothari Sir- Director
Centre for Research, Innovation & Translation, for providing such a nice infrastructural
facility and environment for study. '

. .I express my sincere thanks to all the respondents of South Gujarat district for
providing the necessary data of the study.

1 extend.my heﬂﬂfd_t thanks to my family members. I firmly believe that my journey of PhD
began with the blessings of my family members my father Janab Abdul Habib. A. Malek and
my mother Mrs Tahera Malek and ended up with the grace of GOD.

I gratefully acknowledge the support and motivation from my beloved wife Mrs. So!'lya. P.
Malek. I z_ilso acknowledge my beloved daughter Palak Malek who has provided me with love
and affection during the research work.

Date :24-09-2025
Place: Rajkot

Sig&lui @eseamh Scholar Parvez. A. Malek

Assistant Professor,
UKA TARSADIA UNIVERSITY
Bardoli.

vV

(3: scanned with OKEN Scanner



Table of Contents

AADSTTACT ...t bbb bbbt %
Chapter 1: INTrOQUCTION .....oveeiiiie ettt sbeenbe e e nneas 2
1.1 Background Of the STUAY ........cc.ooiiiiiiiiiieee e 2
1.2 Conceptual Definitions of Constructs Under Study .............ccoooveviiiiiiniiincineeenn, 3
1. Brand SWiItChing BERAVIOUL ...........coouiiiiiiccce e 3
2. Prepaitd CUSTOMEIS .....c.viiie ettt e et et et e s esreeneeneestaenseaneenreas 3
3. CONSUMET LOYAILY ..ottt re e ens 3
4. Technological ADVANCEMENTS ..........cccviiieiieie e sre e enes 3
5. SErVICE QUANILY ..e.vveieeieciie sttt ra et ra et e neenre s 3
6. Promotional STrategieS. .......ccviiiiiiiiiiiiiiee e 3
7. CUIUIAL FACTOIS ...ttt ettt ne et et e eneenreas 4
8. Digital ENQAGEMENT .....oiuiiiiiitiite ettt 4
9. CUSEOMEY EXPEITEINCE ...ttt bbbttt 4
10. Economic and Regulatory FaCtOrS.........c.ccuviveieeie et 4
1.3 Significance Of the STUY ........cccveiiiii e 4
1.4 Layout OF the THESIS ...cvieiiiice ettt reenne e 5
1.5 Chapter SUMIMAIY .......cciiieiieeie ettt ste et e et e e ste et e sbe e teenaesneesseensesseenneens 6
Chapter 2: Theoretical FrameWOIK .........ccooiiiiiiiiiieee s 8
2.1 Introduction to Theoretical FrameWOrK ..........cccoiiveieiieiiee e 8
2.2 Consumer DecCiSion-Making PrOCESS .........ccciirieiiriiiiiese i 9
2.2.1 Stages of the Consumer Decision-Making ProCeSS..........ccceovvvrerieiinereneeneneeennen, 9
2.2.2 Factors Influencing the Decision-Making ProCess..........ccccovevveieevieieeieesieseesnnn, 11
2.2.3 Implications for Telecom Providers...........cccoveiieieiie i 12
2.3 Brand SWItChiNG TREOTY ....cc.ooiiieie et 12
2.3.1 The Theory of Reasoned Action (TRA) .....c.ooieiieiiiic e 12
2.3.2 The Theory of Planned Behavior (TPB)........cccccvveiiiiiiicce e 13
2.3.3 Customer Satisfaction MOdel ............cooeiiiiiiiiiece e 13
2.3.4 The Loyalty-Disloyalty CONtiNUUM........cccooiiiiiniiiieeeeeee e 14
2.3.5 The Role of Promotions and Incentives in Brand Switching ...........ccccoovvviiniennnn. 14
2.3.6 SUMIMAIY ...ttt ettt b ettt he bt et b e b e et s e e nbe e b e e e e nneene e 15
2.4 Theories of Customer Loyalty and Retention ............ccccceveiieiiiiiiieiie e 15
2.4.1 The Loyalty-Disloyalty CONtiNUUM..........ccocviiiiiiieiic e 15
2.4.2 The Loyalty Model (Dick and Basu, 1994) ........cccccviiiieiiieiiiesie e 16
2.4.3 The Expectancy-Disconfirmation Theory (Oliver, 1980).........ccccccvvveviieiiieiiecnnnnn, 16
2.4.4 The Service-Profit Chain (Heskett et al., 1994) .........ccooviviiieniieiireseeeee e, 17
2.4.5 Relationship Marketing THEOTY ........ccccouiiiiiiiienese e 18

Vi



2.4.6 SUMIMAIY .....eiiiiiiieitie ettt ettt et e e bt e bt e asb e e ebe e e ae e e aae e asbe e beeesbeeabeeanbeeanneennee e 18

2.5 Price Sensitivity and Consumer Behaviour ... 19
2.5.1 The Concept of Price SENSITIVILY .......cccoveiiiiiiiiiiisiiieee e 19
2.5.2 Price Sensitivity Meter (PSM) and 1ts Application ...........cccceoeieieiiiiiiniiciieeen, 19
2.5.3 Factors Influencing Price Sensitivity in the Prepaid Telecom Market .................... 20
2.5.4 The Role of Promotions and DiSCOUNTS .........coieiiriiinieienieiese e 21
2.5.5 Price Sensitivity and Brand LOYalty ..........ccccooeviiieiii i 21
2.5.0 SUIMIMAIY ..eiiuiiiiiiiie ittt ettt ettt an e e sa b e e sbb e e e nbb e e s bb e e e beeeanseeeanes 22

2.6 Network Quality and Service Perception ..........cccccevveieiieeiieesesieeseesie e, 22
2.6.1 The Role of Network Quality in Consumer DeCIiSIONS..........ccccervrirrierenieseeneenn, 22
2.6.2 The SERVQUAL Model: Evaluating Service Quality .........cccccevvriniiiniiniieneennnn, 23
2.6.3 Customer Perception of Network QUality ..........c.coovvvrieiiiiiinesescee e, 24
2.6.4 The Impact of Service Perception on Brand SWitChing ...........ccccocevovniiiniiiiienenn, 24
2.6.5 Network Quality as a Competitive AAVantage ..........cccccveveeieeieeieiie s, 24
2.6.0 SUIMIMAIY ..eeiiiiiiiiie ittt ettt e e st e st e e sab e e e nbb e e e nbbe e s bbe e e bbeeasneeanes 25

2.7 Psychological Factors: Satisfaction, Trust, and Perceived Value...............ccccceevveivnenenn, 25
2.7.1 CUSTOMET SALISTACTION .......oviiviiiiiiieiieeee e 25
2.7.2 TTUSE .ttt et h e bt b e e Rt e e bt e e st e e ke e eab e e nbe e et e e beeente e e 26
2.7.3 PerCeIVEA ValUE ..ottt 27
2.7.4 The Role of Emotional Factors in Loyalty and SWitching ............ccccoeviviiiiniennen, 27
2.7.5 Impact of Trust, Satisfaction, and Perceived Value on Brand Switching................ 28

2.8 Network Quality as a Competitive Edge over Competitors. .........ccoeveeveiveveeie s, 28
2.8.1 The Role of Network Quality in Consumer ChoiCe .........cccovevveieiiieiieceeie e, 28
2.8.2 Factors Affecting Network QUality ...........cocooveiieiiiic i 29
2.8.3 Network Quality as a Driver of Customer Loyalty .........ccccocevveiiiieiievicc e, 29
2.8.4 The Impact of Network Quality on Brand SWitChing..........ccccceveieiiniieniiiceen, 30
2.8.5 Strategic Importance of Network Quality for Telecom Providers...........cc.ccceuvnee.. 30
2.8.6 SUMIMAIY ...ttt ettt b e b e et e b e bt e bt e b e n e neene e 31

2.9 Conceptual frame work and SUMMAIY ..........ccooiiiiiiiiiieeeee e, 31

2.9.1 Conceptual Framework for Brand switching in prepaid telecom .............cccccceeneee. 31

2.9.2 SUMIMAIY 1.ttt sttt e et e e st e et e e e ss b e e e ss b e e e s st e e e sb e e e sbeeabeeeensbeeasneeanseeeanses 32

Chapter 3: LItErature REVIBW ..........iciuiiiiieiie ittt te e srae e nree s 34

3.1 Introduction to Literature REVIEW ........cccoiiiiieiiiieieee e et 34

3.2 Consumer Behavior and Brand SWItChING ..........cccoeiviiiiiiiic i 34
3.2.1 Understanding Consumer BENAVIOT ............ccceriiiiiiiiiiiiieiee e 34
3.2.2 Theories of Consumer Behavior and Brand Switching..........ccccocoviiiiniiiiiien, 35
3.2.3 Factors Influencing Brand Switching in the Prepaid Telecom Market.................... 36

vii



3.2.4 Psychological Factors and Brand SWItChiNg ..........cccccocveiiiiiiieiieciec e 38

3.3 Factors Influencing Brand Switching in the Telecom Sector..........cccoovvienciieninnnnnn, 38
3.3.1 Price Sensitivity and Cost-Value Perception ............ccccvovvieieienincnenineseseeeen 38
3.3.2 Service Quality and Customer Satisfaction ...........cccocvveiiiii e 39
3.3.3 Network Quality and COVEIAQE ......ccveveiieiieiesieesie et se e nne e 40
3.3.4 Promotional Offers and Marketing Communications.............ccccevveveiieieereeseennnn, 41
3.3.5 Psychological Factors: Trust, Satisfaction, and Loyalty...........cccccccecvvivevviieieennenn, 41

3.4 The Role of Demographics in Brand SWItChing ..........ccccccevveviiieiiesi e, 42
3.4.1 Age and Generation Differences in Brand SWitching...........ccccccevvveviiiieie e s, 42
3.4.2 Income and Price Sensitivity in Brand SWItChing ..........ccccooviiiiiiiiiiniiiccee, 44
3.4.3 Education Level and Consumer Decision-Making...........ccccocererineneninienieieiene. 45
3.4.4 Occupation and Professional STatus ............cccoeieieiinininieceese e 46
3.4.5 Social Class and Consumer BENAVIOUT ..........cccooiriiiiiiiiieieiesese e 46

3.5 Theoretical Models Relevant to Brand SWitChing ...........cccccovveiiiiiieii e, 47
3.5.1 The Theory of Reasoned ACtion (TRA) .....ccvciiiieiieie e 47
3.5.2 The Theory of Planned Behavior (TPB)........cccciveiieiiiieie e 48
3.5.3 The Expectancy-Disconfirmation Theory ..........ccccceveviieiieiiiiese e 48
3.5.4 The Loyalty-Disloyalty CONtINUUM..........ccoiiiiiiiiiiiee e 49
3.5.5 The Service-Profit ChaiN ..........ccccouiiiiiiie e 50
3.5.6 Summary of Theoretical MOEIS .............coveiiiiiiiii e 50

3.6 SuMmary of LItErature REVIEW ...........coiiiiiiiiiiiesese s 51
3.6.1 RESEAICN GAPS ....vvicvieieeie ettt et ettt nre s 54
3.6.2 Conclusion from reSearch gap ......c.covveveieeie e 57

3.7 SUMMIAIY .ottt ettt e e e e et e e st s s bt e eb b e e s bt e e e s bt e e e bb e e e bt e e e ssee e e bb e e e nseeeanseeennnes 57

Chapter 4: Research Methodology..........ccoveiiiiiiieiiccccceee e 60

4.1 Introduction to Research Methodology...........ccooveiiiiiiiiiice e 60

4.1 ReSEArCh ProBIBM .. ..o 61

4.2 ReSEAICH QUESTIONS .....evieieeeie ettt enteenaeeneenreeneenreenne e 63

4.3 RESEAICH ODJECTIVES ... 64

A4 HYPOTNESES ...ttt ettt e et e e et e et e e sb e e e e et e e e te et e e reeanre s 65

4.5 RESEAICH DESIGN ...ttt et e e e e et e et e e anre s 65

4.6 Sampling Plan and MEethOd ...........cooviiiiiiieiecc e 67
4.6.1 Population and Sampling Frame..........ccccvoiieiiiiiccecsee e 67
4.6.2 SAMPIING MELNOM ..o 68
4.6.3 Sample Size CalCUIATION .......cc.oiiiiiiiiee e 68
4.6.4 Inclusion and EXCIUSION CrIteria ......vcvviierieieiie e se e 69
Inclusion and EXCIUSION CrItEIIA ......cveiverieeieieeseeie e e ee et sae e nnees 69



4.6.5 Data CoOllECtION PrOCESS.....oeeieeeeeeeeeeeeeeeeeeeeeeeeeeee et eeee e ee e e e e e e e eeeeeeeeeeeeeneees 70

4.6.7 Data Handling and Ethical Considerations. ..........ccccuvviieiinieiinnene e 70
4.7 Sample Size CalCUIALION. .........ciiiiiieee s 71
4.7.1 Sample Size Distribution ACroSS CIIES.......c.civiiiririririsieiee e 71
4.8 Data ColleCtion METNOUS. ........ccviieieiieiie st 72
4.9 Hypothesis Formulation and TESING.........ccvivuriieieiieseeie e 72
4.10 Data Analysis TECANIQUES ........coveiiiieiieie ettt 73
Chapter 5: Data ANAIYSIS ......ccviieiieie ettt e s e e be e e saeesreaneesneenneens 78
5.1 INtroduction OF CRAPLET .......ccueeiiieie et 78
5.2 Data Cleaning and Preparation............c.ccoueeeieieienesesiesese e 78
5.3 Demographic FaCtor ANAIYSIS ........cuoiiiiiiieiieie et 79
5.4 UsINg Service Provider Data...........ccocoviiiiiiieiieie s 81
5.4.1 Do you use prepaid MODile SEIVICES? .....c.oiiiiiiiiiiresie e, 81
5.4.2 Which prepaid mobile service provider are You USiNg? .........cccceevvevverieeieeiveseennnnns 81
5.5 Customer preferences regarding choice of service provider...........cccocvevevvevvciieseennnn, 82
5.6 Descriptive Statistics: Customer preferences regarding choice of service provider......85
5.7 Mobile phone usage information OfCUSTOMEr...........cccvivieiieii i 86
5.7.1 MU1: Monthly Expense / Mobile Bill.............cccooiiiiiiiiiieee e, 86
5.7.3 MU2: Duration of Prepaid Mobile USage ...........covviiiiiiiiiiiie e, 87
5.7.4 MUS3: Duration with Current Mobile Service Provider..........cccocvevviiiiiviieseennnnn, 88
5.7.5 MU4: Previous Mobile Service ProVIGer .........ccceoveeiieneiieseese e 89
5.7.6 MUS5: Future Intent to Switch Mobile Service Provider ..........c.ccocoovvviiiniiiiieninnen, 90
5.7.7 MUG: Desired Mobile Service Provider in the FUtUre ..........cccoocvveiiiiinnicieeen, 90
5.7.8 MUT: Reason for Considering Changing the Service Provider .............ccccceevenne.n. 91
5.7.9 MU8: Reason for Retaining the Mobile Service Provider ...........cccccoovevveieinenen, 92
5.8 Network QUality (NQ) ....eoeeeeieieeeete sttt bbb 93
5.9 Tariff Rates and Data P1ans (TR) .....cooiiiiiiiiiiiieeesesese e 94
5.10 Value AJdEd SEIVICE (VS)...eiiiiiieiieiiesies et 95
5.11 Data Service QUality (DQ) ....ccvorueriririiiiniiieiere e 96
5.11.1 DQ5: Average Monthly Expense on Internet (Mobile/Data card)............ccc.cc....... 97
5.12 Customer Service QUAlILY (CS)....cciuiiiiiiiiiii e 98
5.13 Marketing Communication (IMC)........c.cooiiiiiiiie e 99
5.14 Mobile Operator Switching INfOrmation............cccceevviiii i 100
5.15 Chi-Square Test: Age Group&Brand Switching Frequency .......ccccoccevveeviecciecvieenne, 103
5.16 Pearson Correlation: Price Sensitivity and Brand Switching Behavior ..................... 104
5.17 Pearson Correlation : Network Quality and Brand Switching Behavior ................... 105
5.18 ANOVA : Network Quality and Brand Switching Behavior............c.ccocvcvvviiiinnne 105

iX



5.19 Linear Regression: Customer satisfaction and Brand Switching Behavior ............... 106
5.20 Multiple Regression Analysis (price sensitivity, network quality, and customer

satisfaction with brand switching Dehavior)...........cccoiiiiienii e 107
5.21 Multiple Regression Analysis (Trust & Brand switching behavior - controlling other
VAMADIES) ..ttt nnes 108
5.22 FACTOT ANAIYSIS ..ot 109
5.23 Rotated Component Matrix(Varimax ROtation)..........cccceevereeninieniennesiieseene e 110
5.24 Factor Loading TabIe........ccvoiiiiiece ettt 111
5.25 Chapter CONCIUSION .......ceiiieie ettt st sre e teaneenneas 112
Chapter 6: FINdings and DISCUSSION .......cccveiuiiieiieieiieseese s e seeste e e sre e se e eeesrees 114
6.1 INEFOUUCTION ...ve ettt bbbt e e 114
6.2 Demographic Influence on Brand SWItChiNg .........ccccovveiiiiiiiiiie e 114
6.3 Impact of Pricing and Tariff SENSITIVILY ........ccooviiiiiiiiriee s 115
6.4 Influence of Service and Network QUAlity..........cccoooiiiiiiiiiiiii e 115
6.5 Role of Promotional Offers and Value-Added Services...........cccoeveiiieneneninnieieennenns 115
6.6 Customer Satisfaction, Trust, and Perceived Value...........cc.ccoovviiiiininininincee 115
6.8 Hypothesis Validation ............ccccoviiiiiiiic i 117
6.9 Integration with Theoretical FrameworkK...........ccccoooeiiiii e 118
6.10 Comparison With EXiSting LItErature ............cccvevveieiieie e 118
6.11 Strategic Implications for Telecom ProViders ............ccccoveveieeieice i 118
6.12 Contribution of Research Work towards the Problem Domain.............ccoccoovvveiennne. 118
1. Context-Specific Insights for the Indian Prepaid Telecom Market .........c...ccccveenen. 118
2. ldentification of Emerging and Underexplored Influencing Factors............c.ccccveuee. 119
3. Integration of Consumer Psychology with Telecom Switching Behaviour................ 119
4. Practical Implications for Telecom ProViders............cccevveveiicii i 119
5. Contribution to Future Research and POLICY..........ccccooveviiiiiieie e 119
TS 0] o [od 1] o] o PSPPSR 120
Chapter 7: Conclusion and ReCOmMmMENAtiONS...........c.ccveiieiieiieiee e 122
78 A [ 0 To [ od 1 o USROS 122
7 104 Tod 1115 o o 1SS 1222
7.3 RECOMMENALIONS .....veevveeieeiieeie e e et et e te e s e ta e teeneesseesseeneesraenseens 1233
Chapter 8 :- Limitations & Scope of the StUdY ..o 127
ST RS Tolo] o= PSPPSR 127
8.2 Limitations Of the StUAY ........ccoi i 127
RETEIBINCES ...ttt b et e st bt e b et e re et e 129
APPENAIX A ettt et a e et e et a e taeaat e be e reeenree e 13034
APPendix AL RESEAICN PAPET L.......cci it 135



AppPendixX A2 RESEAICN PAPEI 2.......cciiieieiie ettt

Appendix B Questionnaire Used for Data ColleCtion ..........c.cccccvvvvviveveiieiecce e 13043

Appendix C Plagiarism Report ..o s

Xi



List of Tables

Table 1 Demographic Profile of RESPONTENtS .........ccoeruiiiiiiiiiiie e 79
Table 2 Do you use prepaid MoODIle SEIVICES?.........cveiiiiiiieiiiee e, 81
Table 3 Using Of SErvViCe PrOVIAET ........cc.ociiiieiicie et 81
Table 4 Customer preferences regarding choice of service provider...........cccoccvvvvevieeieiiinnnn, 82
Table 5 Descriptive Statistics: CUStOMEr PrEfErenCe ..........occvviiiiieicieeee e, 85
Table 6 Monthly Expense / Mobile Bill...........cccooioii e 86
Table 7 Duration of Prepaid Mobile USage ..........ccoooiiiiiiiiiiece e, 87
Table 8 Duration with Current Mobile Service Provider............ccooeveiiiinineniiienseeeen, 88
Table 9 Previous Mobile Service ProVIAEr ... 89
Table 10 Future Intent to Switch Mobile Service Provider ...........cccccooeviiiiiniiiniiccee, 90
Table 11 Desired Mobile Service Provider in the FULUIe..........c.cooiviiiiiinciceee, 90
Table 12 Reason for Considering Changing the Service Provider.............cccocvevviieeieeneciiennnn, 91
Table 13 Reason for Retaining the Mobile Service Provider .........c.cccooveivevveieicieciecienn, 92
Table 14 Network QUAality (NQ) .. .coveoveiieieiiiiieee e 93
Table 15 Tariff Rates and Data P1ans (TR) ......covoiiieiiieiecseree e 94
Table 16 Value Added SEIVICE (VS) .viiiiiie ittt 95
Table 17 Data Service Quality (DQ).....cceiiuiiieiiiiese et 96
Table 18 Average Monthly EXpense on INtErNet.........ccoeoiiiiiiiiinieeee e, 97
Table 19 Customer Service QUAlITY (CS)......coouiiiiiiiiiieie e, 98
Table 20 Marketing Communication (MC) ........ccoiiieiiiie e 99
Table 21 What extent you have changed your mobile operators ...........ccccceveviveieiicveennene 100
Table 22 How many times you have switched to another mobile operator due to price........ 101

Table 23 How many times you have switched to another mobile operator due to network ..102

Table 24 Chi-Square Test: Age Group & Brand SWitching ..........ccccocevveiiieiiiccccc e 103
Table 25 Chi-Square TeSt RESUIL...........coveiieicece s 103
Table 26 COrrelation IMELFIX........ccoiveieie e sne e enes 104
Table 27 Pearson Correlation RESUILS .........ccviiieieeece e 104
Table 28 Pearson Correlation : Network Quality and Brand Switching Behavior ................ 105
Table 29 ANOVA : Network Quality and Brand Switching Behavior...............cccccoeviiinne, 105
Table 30 TesSt StatiStiCS RESUITS ......c.vcveiieiieie et ens 105
Table 31 LiNEar REQIESSION .....cviieiiieiieite ittt sttt 106
Table 32 Multiple Regression ANAlYSIS .........ooiiiiiiiieiie e 107
Table 33 Multiple Regression ANAlYSIS .........coiiiiiiiicie e 108
Table 34 KMO and Bartlett TESE.......ccvviiueieeieiieseee et nns 109

xii



Table 35 PCA- Principal Component ANAlYSIS........ccooviiiiiiieiinise e 109

Table 36 Rotated COMPONENT MALIIX.......ccveiiiiieiieie e enes 110
Table 37 Factor Loading TabIe .........ccoiiiiiei e 111
Table 38 Summary of Statistical Test Conducted for the Study ..........ccccceoeiiiiniiiiiiicn 115

xiii



List of Figures

Figure 1 Conceptual Frame work for Brand Switching Behavior in Prepaid Telecom
Figure 2 Sample size Calculation

Figure 3 Demographic Profile of Respondents

Figure 4 Using of Service Provider

Figure 5 Customer preferences regarding choice of service provider
Figure 6 Duration of Prepaid Mobile Usage

Figure 7 Duration with Current Mobile Service Provider

Figure 8 Previous Mobile Service Provider

Figure 9 Future Intent to Switch Mobile Service Provider

Figure 10 Desired Mobile Service Provider in the Future

Figure 11 Reason for Considering Changing the Service Provider

Figure 12 Reason for Retaining the Mobile Service Provide

Figure 13 Average Monthly Expense on Internet

Figure 14 What extent you have changed your mobile operators

Figure 15 How many times you have switched to another mobile operator

Figure 26 How many times you have switched to another mobile operator due to
network

Xiv

32
69
80
82
84
87
88
89
90
01
92
03
97
100
101

102



Abbreviation

TRA Theory of Reasoned Action

TPB Theory of Planned Behavior

PSM Price Sensitivity Meter
SERVQUAL | Service Quality Model (Parasuraman, Zeithaml, and Berry)
PCA Principal Component Analysis

NQ Network Quality

CS Customer Service

VS Value-Added Services

DQ Data Quality

MNP Mobile Number Portability

BSNL Bharat Sanchar Nigam Limited
JIO Reliance Jio

VI Vodafone Idea

MT Multiple Tests

FMCG Fast-Moving Consumer Goods

R2 Coefficient of Determination (R-squared)
MCQ Multiple Choice Questions

TAM Technology Acceptance Model
ROI Return on Investment

CRM Customer Relationship Management
KPI Key Performance Indicator

BOM Bill of Materials

CAGR Compound Annual Growth Rate
API Application Programming Interface
SLA Service Level Agreement

EOD End of Day

02C Order to Cash

P2P Procure to Pay

H2H Human to Human

MOM Month on Month

QoS Quality of Service

QoE Quality of Experience

TCO Total Cost of Ownership

ROI Return on Investment

LTV Lifetime Value

B2B2C Business to Business to Consumer
MRR Monthly Recurring Revenue

ARR Annual Recurring Revenue

CPC Cost Per Click

CPA Cost Per Acquisition
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