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Chapter 1: Introduction

1.1 Background of the Study

The prepaid telecom industry in India has been growing rapidly in the last twenty years
because of low prices easy-to-use plans and more people wanting to use mobile internet,
tailor made plans for specific customers based on usages in prepaid segments. Prepaid
services now account for over 90% of the country’s mobile users, particularly thriving in
urban regions like South Gujarat. With its tech-savvy, diverse population and fast-paced
growth, South Gujarat presents a competitive telecom market where customer retention is a

key challenge.

Brand switching is common in this sector due to low switching costs and abundant provider
options. Factors influencing switching include price sensitivity, network quality, customer
service, promotional offers, and overall perceived value. Providers like Jio, Airtel, and
Vodafone-ldea compete intensely through data offers, service innovation, and pricing

strategies.

In South Gujarat, switching behaviour reflects not just the search for lower prices but also
shifting perceptions of trust, convenience, and service quality. Despite extensive research on
brand switching in other industries, little has focused specifically on the prepaid telecom
market in this region. This study aims to fill that gap by identifying the psychological,
demographic, and service-related factors driving brand switching, offering insights to help

telecom operators enhance customer retention in an increasingly competitive environment.

Through a combination of qualitative and quantitative research, this study will explore the
psychological, demographic, and service-related factors that contribute to brand switching in
the prepaid telecom market. By understanding these factors, the research is aimed to provide
with strategic intent of providing valuable insights that will help telecom operators tailor their
marketing strategies and customer service practices to improve customer retention rates and
reduce churn. This understanding is particularly crucial in South Gujarat, where the market is
highly competitive and continuously evolving, and consumer preferences are indeed shaped

by a variety of dynamic factors that can change over time.

In conclusion, the prepaid telecom market in South Gujarat provides a unique environment
for studying brand switching behaviour due to its high consumer demand, diverse population,
and rapidly changing market dynamics. This study aims to identify and analyze the factors
that influence consumer decisions to switch telecom brands, contributing to a deeper

understanding of consumer behaviour in this sector.
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1.2 Conceptual Definitions of Constructs Under Study

The following conceptual definitions clarify the key constructs examined in this study titled
"A Study on factors affecting Consumer Brand Switching Behaviour in Prepaid Telecom with
special reference to South Gujarat Zone.". These definitions serve as the foundation for the

research framework and empirical investigation.
1. Brand Switching Behaviour

Brand switching behaviour is defined as the act of consumers shifting from one brand to
another, particularly in response to dissatisfaction, better offers, or improved perceived value
from competing brands. In the prepaid telecom context, it includes changing mobile service

providers while retaining prepaid service usage.
2. Prepaid Customers

Prepaid customers are telecom users who pay for services in advance through recharge plans
without the need for a contractual or billing relationship. These users often display high price
sensitivity and are more responsive to promotional offers.

3. Consumer Loyalty

Consumer loyalty is defined as customer’s commitment to repurchase or continue using a
specific brand, even when alternative options are available. In telecom, it reflects continued
usage of the same service provider despite competitors” offers.

4. Technological Advancements

This construct refers to innovations in telecom services, such as 5G networks, 10T-enabled
services, and value-added features (e.g., mobile gaming, AR applications), which may

influence consumer perception towards service quality and brand attractiveness.
5. Service Quality

Service quality is the consumer’s perception of overall excellence or superiority of the
service, including network reliability, call quality, internet speed, and customer support and

thereby governing a key determinant of satisfaction and switching intention.
6. Promotional Strategies

Promotional strategies refer to short-term marketing efforts such as discounts, bonus data
offers, cash backs, and bundled services designed to attract new users or retain existing ones.

These can influence switching when perceived as more attractive than competing offers.
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7. Cultural Factors

Cultural factors are coined as shared values, beliefs, customs, and social influences within a
region that impact consumer decision-making. In South Gujarat, regional identity, family

influence, and peer recommendations can significantly affect brand preferences.
8. Digital Engagement

Digital engagement denotes a consumer's interaction with digital platforms such as mobile
apps, websites, and social media used by telecom providers. It includes app usage frequency,

responsiveness to digital communication, and online service management.
9. Customer Experience

Customer experience is driven by the overall impression formed by consumers through all
interactions with the telecom brand—including app usability, in-store service, helpline
support, and post-sale service. A positive experience enhances satisfaction and reduces

switching.
10. Economic and Regulatory Factors

This construct covers external influences like economic conditions (e.g., inflation, income
instability) and government regulations (e.g., mobile number portability, tariff rules) that

affect consumer affordability and lead to switching provider.

1.3 Significance of the Study

This study shall significantly address the growing concern of brand switching behavior in the
prepaid telecom industry, which directly impacts customer retention and profitability.
Telecom operators in South Gujarat, like elsewhere in India, face intense competition from
multiple service providers offering similar services. Understanding the factors that lead
consumers to switch brands is essential for these companies to formulate effective strategies
that improve customer satisfaction and reduce churn. By focusing on the prepaid segment,
which is the dominant market in India, this research provides valuable insights into consumer

behavior in this highly competitive sector.

Furthermore, the study will extend its contribution to academic literature by the virtue of
providing a comprehensive analysis on the factors influencing brand switching within the
context of South Gujarat District. While existing research has explored brand switching in
various industries, there is limited literature focused on the prepaid telecom market in specific
regions like South Gujarat. This research will fill this gap and offer a localized understanding
of the drivers of brand switching, which can be used by both researchers and practitioners in
the telecom industry to further explore and expand on the findings.
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From the practical perspective, the findings of current study will help telecom operators in
South Gujarat design more effective marketing strategies, customer loyalty programs, and
service improvements. By identifying the key drivers of brand switching, such as pricing,
network quality, and customer service, telecom companies can tailor their offerings to better
meet consumer expectations. Moreover, the insights into demographic and psychological
factors like satisfaction, trust, and perceived value can guide companies in creating targeted
campaigns that resonate with different customer segments, leading to increased customer

retention and reduced churn.

In addition, the current study under research has broader implications for the telecom industry
in India, particularly in urban markets like South Gujarat, where consumer preferences are
constantly evolving. By understanding the factors that influence brand switching, telecom
providers can not only retain their existing customer base but also position themselves more
effectively in an increasingly competitive market. The recommendations of this study can
contribute to shaping the future strategies of telecom companies, ensuring they remain

relevant and continue to deliver value to their customers.

1.4 Layout of the Thesis
This thesis is structured as follows:

e Chapter 1: Introduction — This chapter presents the background of the study,
outlines the research problem, defines the objectives and research questions, states the

hypotheses, and discusses the scope, significance, and overall structure of the study

o Chapter 2: Theoretical Framework — The current chapter examines the theoretical
foundations and key concepts related to brand switching behaviour, consumer
decision-making, and the prepaid telecom industry. It will discuss various models and

theories that help explain consumer behaviour in the context of brand switching.

o Chapter 3: Literature Review — A systematic review of academic studies on
consumer behaviour of existing literature on consumer behaviour, brand switching,

and factors influencing brand loyalty in the telecom industry.

e Chapter 4: Research Methodology — This chapter provides an overview of the
study’s methodological approach, outlining the research design, data gathering

techniques, sampling methods, and data analysis procedures employed in this study.

o Chapter 5: Data Analysis and Interpretation — This chapter provides a detailed
analysis of the collected data, emphasizing the testing of hypotheses and addressing

the research questions.
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e Chapter 6: Findings and Discussion —This chapter examines how the study’s
findings align with or diverges from the existing literatures and drawing conclusions

with implications too.

e Chapter 7: Conclusion and Recommendations — A summary highlighting the core
findings, conclusive remarks, and proposed strategies for telecom providers to

decrease brand switching rates and enhance customer retention efforts.

1.5 Chapter Summary

This chapter served as an introduction to the research, establishing the foundation for the
study by outlining the background, research problem, objectives, research questions, and
hypotheses. It emphasized the importance of understanding brand switching behaviour in the
prepaid telecom sector, particularly within the South Gujarat District, where the telecom
market is highly competitive. Introductory chapter also detailed the scope of the study,
focusing on the key factors influencing brand switching, such as pricing, network quality,
customer service, and consumer demographics. Finally the chapter concluded with a
discussion on the study’s significance, focusing on its contributions to existing academic
knowledge and practical applications for telecom operators in South Gujarat, offering

valuable insights into strategies for improving customer retention and reducing churn.
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