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Chapter 3: Literature Review 

3.1 Introduction to Literature Review 

The objective of this chapter is to critically examine the existing body of literature on brand 

switching behaviour, with a particular emphasis on its determinants and dynamics within the 

prepaid telecommunications industry. 

This literature review synthesizes key studies on consumer behavior, brand loyalty, network 

quality, pricing, psychological factors such as satisfaction, trust, and perceived value, and the 

role of demographics. The chapter also discusses various theoretical frameworks that explain 

brand switching and customer loyalty, providing a robust foundation for understanding the 

factors that drive brand switching in the prepaid telecom market, particularly within South 

Gujarat District. 

The goal of the literature review is to identify the gaps in existing research and offer insights 

into the factors influencing prepaid telecom consumers in South Gujarat. It aims to inform the 

hypotheses and research questions developed for this study and build a framework for data 

analysis. 

3.2 Consumer Behavior and Brand Switching 

Consumer behavior is a complex process that encompasses the decision-making journey 

consumers undergo when selecting products or services, including their evaluation of 

alternatives, purchase decision, and post-purchase behavior. In the context of the prepaid 

telecom industry, consumer behavior plays a critical role in brand switching decisions. Brand 

switching, the act of moving from one service provider to another, is a significant concern for 

telecom companies, as it directly impacts their customer retention and long-term profitability. 

3.2.1 Understanding Consumer Behavior 

Consumer behavior in the prepaid telecom market is shaped by various psychological, social, 

and environmental factors. Kotler et al. (2012) define consumer behavior as the process 

individuals go through when selecting, purchasing, using, and disposing of products or 

services. Consumers’ decisions to switch brands are often influenced by a range of factors 

including personal needs, social influences, product attributes, and external stimuli such as 

advertising and promotional offers. 

In the prepaid telecom sector, consumers’ decisions are primarily driven by their experiences 

with network quality, pricing, customer service, and promotional offers. Chaudhuri and 

Holbrook (2001) assert that consumers evaluate service providers based on the perceived 
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value, which is influenced by both functional aspects (such as service quality and network 

reliability) and emotional or relational aspects (such as customer service experience or brand 

loyalty). 

3.2.2 Theories of Consumer Behavior and Brand Switching 

To better understand the motivations behind brand switching in the prepaid telecom industry, 

several theories of consumer behavior can be applied: 

1. The Theory of Reasoned Action (TRA): 

Fishbein and Ajzen (1975) proposed the Reasoned Action as a theoretical framework  

which suggests that consumer behaviour is determined by behavioural intentions, 

which are, in turn, influenced by consumers' attitudes and subjective norms. In the 

context of brand switching, TRA explains that if a consumer has a negative attitude 

towards their current telecom provider (e.g., dissatisfaction with network quality or 

pricing), they will have a more probability to switch to a competitor’s. Moreover, 

subjective norms—such as recommendations from family and friends, or external 

cues from advertising—can further influence the consumer’s intention to switch. 

2. The Theory of Planned Behavior (TPB): 

Building on TRA, Ajzen (1991) developed the Planned Behavioural theoretical frame 

work which incorporates perceived behavioural control as a key determinant of 

behavioural intentions. In the prepaid telecom market, the ease of switching (i.e., 

perceived control over the switching process) is a significant factor influencing 

consumer behaviour. If a consumer perceives low switching costs (such as no 

penalties for breaking a contract or the ability to transfer their number easily), they are 

more likely to switch brands, especially if they are dissatisfied with their current 

service providers. 

3. The Expectancy-Disconfirmation Theory: 

Oliver (1980) proposed the Expectancy-Disconfirmation Theory, which suggests that 

consumer satisfaction results from the disconfirmation of expectations. If a 

consumer’s expectations regarding a service (e.g., reliable network quality, affordable 

pricing, or good customer service) are met or exceeded, they experience satisfaction, 

which reduces the likelihood of switching. Conversely, if the expectations are not met 

(e.g., poor network performance, unexpected charges), the consumer is dissatisfied 

and may consider switching to a competitor. 
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4. Brand Loyalty and Switching Models: 

Dick and Basu (1994) developed the Loyalty-Disloyalty Continuum, which posits that 

consumer loyalty exists on a spectrum, with some consumers showing strong brand 

loyalty and others exhibiting disloyalty or frequent switching. In the telecom market, 

consumers who are brand loyal to their service providers are less likely to switch 

brands, even in the face of competitive pricing or promotional offers. However, 

Jacoby and Chestnut (1978) suggest that brand switching occurs when a consumer 

perceives the benefits of switching (e.g., lower price, better service) outweigh the 

costs of changing providers. This model helps to explain the variability in consumer 

behaviour, with some consumers being more inclined to switch due to price sensitivity 

or dissatisfaction with service quality. 

3.2.3 Factors Influencing Brand Switching in the Prepaid Telecom Market 

A variety of factors influence the brand switching decisions of consumers in the prepaid 

telecom sector. These factors can be categorized into external factors (such as promotions, 

social influence, and competitor actions) and internal factors (such as price sensitivity, 

service expectations, and emotional satisfaction). 

1. Price Sensitivity 

Price sensitivity is one of the most prominent drivers of brand switching in the prepaid 

telecom market. Zeithaml (1988) suggests that consumers are constantly comparing the 

perceived value of services to their costs. In highly competitive markets, like South 

Gujarat, where multiple service providers offer similar plans, price-sensitive consumers 

are more likely to switch brands if a competitor offers a better deal. Chandran and 

Ganesan (2010) found that in telecom, consumers’ decisions to switch brands are strongly 

influenced by the availability of cheaper alternatives, especially when the switching costs 

are low. 

2. Service Quality: 

Service quality is another important factor in consumer decision-making. As Parasuraman 

et al. (1985) emphasized in their SERVQUAL model, consumers evaluate telecom 

providers based on their service quality, which includes network reliability, data speeds, 

coverage, and customer service. Poor service quality, such as frequent call drops, slow 

data speeds, or inadequate customer support, is often cited as a primary reason for brand 

switching in the telecom industry. Telecommunications service providers that consistently 

deliver high-quality service are more likely to retain customers, as service quality is a 
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critical determinant of customer satisfaction and loyalty, while poor service quality can 

prompt consumers to explore competitors. 

3. Customer Satisfaction: 

Oliver (1997) defines satisfaction as the overall assessment of a product or service 

based on whether it meets or exceeds expectations. In the prepaid telecom industry, 

dissatisfaction with any aspect of service, such as network coverage or pricing, can 

trigger consumers to look for alternatives. Edward, George & Sarkar (2010) and 

Abhishek (2018), who explored factors like service quality, customer satisfaction, and 

switching costs within the Indian context, though not exclusively for prepaid users. 

Aydin and Ozer (2005) found that poor service quality and unmet expectations are 

significant predictors of brand switching in the telecom sector. Thus, consumer 

satisfaction is an important factor in reducing churn and preventing brand switching. 

4. Promotional Offers and Competitor Actions: 

Keller (2001) highlighted that marketing communications, including promotional 

offers, play a trivial role in influencing consumer behaviour. Telecom companies often 

use discounts, loyalty programs, and innovative sales promotions to attract new 

customers and retain existing customers. Huang and Chen (2013) found that 

consumers are highly responsive to price-related promotions, such as discounted 

recharge plans, free data for a limited period, or additional voice minutes. These 

promotional strategies can trigger brand switching by making competing brands more 

attractive. 

5. Perceived Value: 

Monroe (1990) defines perceived value as the consumer’s overall assessment of the 

utility of a product or service, based on the trade-off between the perceived benefits 

received and the costs incurred. In the prepaid telecom market, perceived value is 

directly linked to the quality of service provided (e.g., network speed, coverage) and 

the price paid. Consumers are more likely to switch if they perceive that another 

brand offers better value for money—whether through superior network quality, lower 

pricing, or better customer service. Huang and Chou (2006) further emphasized that 

consumers weigh these factors when deciding whether to stay with their current 

provider or seek alternatives. 
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3.2.4 Psychological Factors and Brand Switching 

Psychological factors such as trust, satisfaction, and emotional attachment significantly 

impact consumer loyalty and brand switching behaviour. Morgan and Hunt (1994) argued 

that trust is crucial for fostering and enduring relationships with customers. In the telecom 

industry, trust is developed through transparent pricing, reliable service, and positive 

interactions with customer support. 

Satisfaction with the provider’s service and emotional attachment to the brand are essential 

for reducing brand switching. According to Huang and Chou (2006), consumers who form 

strong emotional bonds with a telecom brand due to positive service experiences are less 

likely to port out, even if competitors offer attractive schemes. Conversely, when consumers 

feel dissatisfied or betrayed (e.g., poor network performance or billing issues), their 

emotional connect with the brand is weakened, increasing the likelihood of switching. 

3.3 Factors Influencing Brand Switching in the Telecom Sector 

The decision to switch from one prepaid telecom provider to another is inclined by a 

combination of internal and external factors. These factors can range from tangible elements 

such as pricing and network quality to intangible psychological factors such as customer 

satisfaction, emotional attachment, and perceived value. Understanding these drivers is 

crucial for telecom companies aiming to improve customer retention, reduce churn, and 

enhance brand loyalty. This section delves into the various factors that influence brand 

switching in the prepaid telecom sector, specifically focusing on price sensitivity, service 

quality, network performance, customer satisfaction, and promotional offers. 

3.3.1 Price Sensitivity and Cost-Value Perception 

Price sensitivity is a prime governing factor to drive brand switching behaviour in the prepaid 

telecom markets of India. In this competitive sector, consumers are highly attuned to pricing 

strategies and are more likely to switch providers if they perceive they are not getting 

sufficient value for their money. Zeithaml (1988) defined Perceived value as the consumer’s 

overall assessment of the utility of a product or service, based on the evaluation of what is 

received (i.e., benefits) relative to what is sacrificed (i.e., costs). 

In the prepaid telecom market, this assessment is primarily influenced by the cost of the 

services offered by different providers, which includes pricing for voice calls, data plans, and 

value-added services. 
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According to Chandran and Ganesan (2010), price sensitivity is a key driver for consumer 

brand switching behaviour particularly in markets like India, where consumers are often 

highly price-conscious. In the prepaid segment, where services are charged on a pay-as-you-

go basis, consumers frequently compare pricing plans from multiple providers. Huang and 

Chou (2006) also suggest that consumers who perceive a competitor’s service offering as 

more affordable or offering better value for money are likely to make a switch. Promotional 

offers, such as discounts on recharge plans or bundled services, further influence consumers 

to switch to competitors that provide these price advantages. 

Price sensitivity is especially high among lower-income consumers, who are more expected 

to consider switching to a cheaper option if the perceived service quality meets their 

minimum expectations. For telecom operators, maintaining competitive pricing while 

ensuring quality service is critical to retain price-sensitive customers. 

3.3.2 Service Quality and Customer Satisfaction 

Service quality is another critical factor influencing brand switching. The SERVQUAL 

model (Parasuraman et al., 1985) highlights the five dimensions of service quality: reliability, 

responsiveness, assurance, empathy, and tangibles. In the telecom sector, these dimensions 

directly correlate to consumers' satisfaction levels, which in turn influence their likelihood of 

switching brands. 

 Reliability: The ability of the telecom operator to offer consistent and uninterrupted 

service is paramount. Consumers expect a reliable network with minimal call drops, 

fast data speeds, and stable connections. Poor network reliability is often cited as one 

of the top reasons for switching telecom providers, especially when consumers 

experience issues like network congestion, service disruptions, or slow data speeds. 

 Responsiveness: Telecom providers’ ability to address consumer complaints and 

issues promptly also plays a momentous role in building customer brand loyalty. 

Consumers who face unresolved issues with their current provider, such as delays in 

resolving billing issues or poor customer service, are more likely to consider 

switching to a provider that offers better customer support. 

 Assurance: Telecom companies must instill confidence in consumers regarding their 

services. This includes providing a reliable network, transparent billing, and easy-to-

understand service plans. If consumers feel uncertain about the value they are 

receiving, they are more expected to switch brands. 
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 Empathy: Providing a customer-centric service experience is crucial. Telecom 

companies that demonstrate empathy by understanding customers’ individual needs 

and providing personalized solutions are more likely to retain their customers. 

As Aydin and Ozer (2005) noted, poor service quality—whether it’s poor network coverage, 

unreliable data services, or unsatisfactory customer service—can significantly influence a 

consumer's decision for brand switching. Hossain and Quaddus (2011) found that consumer 

dissatisfaction with service quality is one of the key causes of brand switching in the telecom 

industry. When consumers perceive their current provider as offering subpar service, they 

become more open to switching to competitors that promise better service. 

3.3.3 Network Quality and Coverage 

Network quality, particularly in terms of coverage, speed, and reliability, plays a critical role 

in customer’s decisions to switch brands. Hossain and Quaddus (2011) found that network 

quality was one of the most crucial factors in brand switching behavior within the telecom 

sector. Consumers expect seamless connectivity, whether they are in urban centers or rural 

areas. Telecom companies that fail to offer reliable network coverage are more likely to lose 

customers to competitors who offer superior performance. 

 Coverage: In regions like South Gujarat, consumers expect to have access to reliable 

network coverage in both urban and rural areas. If a telecom provider has weak 

coverage in certain locations, consumers may find it inconvenient and frustrating to 

continue using that brand. As Hossain and Quaddus (2011) argue, consumers who 

experience frequent service disruptions or network unavailability are more likely to 

switch brands. 

 Network Speed: With the increasing demand for mobile data, the speed and 

reliability of the network are crucial for retaining customers. Slow data speeds or 

congested networks lead to dissatisfaction, particularly among younger users who rely 

heavily on mobile internet for entertainment, work, and socializing. Telecom 

providers that fail to offer fast data speeds risk losing consumers to brands that 

provide superior network performance. 

 Reliability: The consistency of network performance—particularly in terms of 

service availability and minimal interruptions—is another key factor. Aydin and Ozer 

(2005) found that network reliability was highly correlated with customer satisfaction, 

making it a crucial determinant in brand switching. 
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3.3.4 Promotional Offers and Marketing Communications 

Promotions and marketing communications are powerful tools that influence brand switching 

in the prepaid telecom market. Telecom companies often use discounts, bundled services, and 

innovative offerings to attract new customers or retain current base of loyal customers. 

According to Keller (2001), marketing communications that highlights the benefits and 

unique selling propositions (USPs) of a brand play a significant role in shaping consumer 

perceptions and attitude. 

 Promotions: Huang and Chen (2013) demonstrated that price promotions and 

discounts are one of the most effective ways to drive brand switching. When a 

telecom provider offers a limited-time discount or a bundled package (e.g., free data, 

voice minutes, or additional services), consumers are often motivated to switch to take 

advantage of these deals. Zeithaml (1988) also found that consumers tend to be more 

responsive to price promotions when consumers perceive that the value received does 

not justify the cost incurred, it often results in diminished satisfaction and a 

heightened propensity to switch brands or service providers  

 Advertising and Branding: In addition to pricing strategies, brand image and 

advertising also play a crucial role in attracting consumers. Telecom providers that 

communicate their strengths through effective advertising campaigns, emphasizing 

the quality of their network, customer service, or innovative features, are more likely 

to convince consumers to switch. For example, in South Gujarat, marketing 

campaigns that emphasize 4G or 5G connectivity, superior network coverage, or 

exclusive deals may entice consumers to switch from a competitor. 

Promotions and marketing communications often create a push-pull effect, where consumers 

are "pushed" away from their current provider due to dissatisfaction and are "pulled" toward 

a competitor offering better value. However, relying too heavily on promotions can lead to 

price wars and reduce brand loyalty, as consumers may become conditioned to switch brands 

based on the latest offer, rather than long-term service quality or satisfaction. 

3.3.5 Psychological Factors: Trust, Satisfaction, and Loyalty 

Psychological factors such as trust, satisfaction, and emotional connections play a 

significant role in shaping consumer behavior and their decision to switch brands. 

 Trust: Morgan and Hunt (1994) suggest that trust is central to long-term customer 

relationships. In the telecom sector, trust is built through reliable service, transparent 

pricing, and effective customer support. If a provider fails to deliver on these 
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promises, consumer trust gets eroded, leading to brand switching. Trust reduces 

perceived risk, and consumers are more liable to stay with a provider they trust. 

 Customer Satisfaction: Oliver’s (1997) Satisfaction Model suggests that a firm’s 

success depends upon meeting customers’ expectation  or exceeded, they feel 

satisfied, leading to loyalty. Dissatisfaction, however, arises when expectations are 

unmet, such as when a customer experiences poor network quality or unhelpful 

customer service. The failure in delivering high-quality service or meet consumer 

expectations leads to dissatisfaction and switching intentions. Aydin and Ozer (2005) 

found that service quality and customer satisfaction are strongly linked to customer 

loyalty, with dissatisfaction acting as a significant driver for switching brands. 

 Loyalty and Emotional Attachment: Consumers who have an emotional attachment 

to their telecom provider—often stemming from positive past experiences or long-

term use—are less likely to switch brands. Huang and Chou (2006) emphasize the 

importance of emotional satisfaction, where consumer’s develop a deep connection 

with the brand, reducing the likelihood of switching even in the face of competitive 

offers. Strong emotional attachment can provide a buffer against price-based brand 

switching. 

3.4 The Role of Demographics in Brand Switching 

Demographic characteristics—such as age, income, education, occupation, and social class—

are widely recognized as key determinants of consumer behavior. These variables influence 

not only consumers' purchasing capabilities but also their needs, preferences, and brand 

perceptions. For instance, younger consumers may prioritize innovation and brand image, 

while older consumers might place greater emphasis on reliability and value. Similarly, 

income levels can affect price sensitivity, and education may influence information-seeking 

behavior and brand evaluation criteria 

These factors shape not only the way consumers evaluate products and services but also their 

preferences and priorities when it comes to service providers. Telecom companies operating 

in competitive markets like South Gujarat need to understand the demographic factors that 

contribute to brand switching to tailor their marketing and customer retention strategies 

effectively. 

3.4.1 Age and Generation Differences in Brand Switching 

Age is one of the most significant demographic factors influencing brand switching 

behaviour. Consumer behavior is dynamic and evolves over time, particularly as individuals 
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transition through different life stages—such as adolescence, young adulthood, parenthood, 

and retirement. Each stage is associated with distinct financial responsibilities, lifestyle 

demands, and psychological needs, which in turn shape consumption patterns, brand 

preferences, and decision-making criteria (Schiffman & Wisenblit, 2015). Understanding 

these shifts is essential for marketers aiming to build long-term customer relationships and 

reduce brand switching. 

Younger consumers, such as Generation Z and Millennials, often have different motivations 

for choosing a telecom provider compared to older consumers like Generation X or Baby 

Boomers. 

 Younger Consumers (Generation Z and Millennials): 

Younger consumers tend to be more price-sensitive and more technology-oriented 

than older consumers. According to Hawkins et al. (2007), younger consumers are 

more likely to switch brands due to price promotions, technological advancements 

(such as the availability of 4G/5G), and social media influences. These consumers 

also value data packages and mobile internet speed more than voice calling services. 

Chaudhuri and Holbrook (2001) suggest that younger users are more open to 

experimenting with new brands and are influenced by peer recommendations and 

online reviews. For example, in South Gujarat, younger consumers may be inclined to 

switch brands based on the availability of free data, discounted rates, or exclusive 

mobile apps offering entertainment content. Their switching behavior is largely driven 

by the need for a fast and reliable network for social media, gaming, and video 

streaming. 

 Older Consumers (Generation X and Baby Boomers): 

In contrast, older consumers typically value reliability and service quality over 

pricing. Keller (2001) emphasized that older consumers may not be as price-sensitive 

as younger consumers but are more likely to remain loyal to a provider if they are 

satisfied with network coverage and customer service. They are also less likely to be 

influenced by promotions and discounts. Older consumers often prefer face-to-face 

customer support and value tailor made services that cater to their specific needs. 

They may switch brands less frequently unless they experience major service 

disruptions or poor customer support. As Dick and Basu (1994) highlighted, older 

consumers often exhibit brand loyalty and are typically more resistant to brand 

switching unless dissatisfied with service quality or trust in the brand is broken. 
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3.4.2 Income and Price Sensitivity in Brand Switching 

In price-sensitive markets like prepaid telecommunications, income is a critical determinant 

of consumer behavior. Consumers with lower income levels tend to be more cautious in their 

spending and are highly responsive to price changes, promotions, and perceived value for 

money. Consequently, income influences not only the frequency and volume of service usage 

but also brand loyalty and switching behavior, as economically constrained consumers are 

more likely to shift providers in search of better deals or lower costs (Monroe, 1990; Kotler 

& Keller, 2016).Price sensitivity is a common characteristic of lower-income consumers, who 

often prioritize affordability and value for money when selecting or switching brands. 

Zeithaml (1988) suggests that lower-income consumers tend to evaluate telecom services 

based on the cost-to-benefit ratio. 

 Lower-Income Consumers: 

Consumers in lower-income groups are probable to switch brands if they find a more 

affordable option or a provider offering better value for money. Unlike industries 

where emotional branding plays a central role—such as fashion or luxury goods—the 

telecommunications sector tends to evoke lower levels of emotional engagement. This 

is largely because telecom services are viewed as functional necessities rather than 

identity-driven choices. As a result, consumers often prioritize factors like price, 

network quality, and service reliability over emotional connection, making them more 

prone to switching providers in response to better offers or service dissatisfaction 

(Aaker, 1997; Dick & Basu, 1994). 

These consumers are less likely to be emotionally attached to a specific telecom 

provider, making them more susceptible to price-based promotions, such as 

discounted recharge plans or free data offers. In South Gujarat, for example, lower-

income consumers may switch providers if they are offered a cheaper plan that 

provides adequate data and call services. Promotional offers, such as seasonal 

discounts or special bundles, have a more major impact on lower-income customers 

compared to higher-income consumers. 

 Higher-Income Consumers: 

Consumers in higher-income groups are generally less price-sensitive and are often 

more focused on service quality, network coverage, and brand reputation. These 

consumers are willing to pay a premium for better service or a more reliable network, 

making them less likely to switch based solely on price. Keller and Aaker (1992) 
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observed that higher-income consumers value premium service quality, customer care, 

and brand image. They are more probable to choose a provider that offers high-speed 

internet, 5G technology, or international roaming services, rather than opting for the 

cheapest option. In South Gujarat, high-income professionals and business owners 

may remain loyal to their telecom providers as long as the service quality justifies the 

price they are paying. 

3.4.3 Education Level and Consumer Decision-Making 

The education level of a consumer influences how they make purchasing decisions, including 

brand switching. Higher educational attainment often correlates with greater awareness of 

service options, brand reputations, and Service quality has a direct and significant impact on 

consumers’ daily use of telecommunications services, as consistent and reliable service 

influences user satisfaction, frequency of use, and continued engagement with the provider. 

Educated consumers are generally more informed and less likely to switch brands 

impulsively, especially if they are at a state of  customer satisfaction or  consumer delight 

with their current prepaid telecom service provider. 

 Higher-Educated Consumers: 

Consumers with higher levels of education tend to prioritize service quality over 

price. They are more likely to evaluate network quality, customer service, and the 

availability of value-added services when making a decision. According to Chaudhuri 

and Holbrook (2001), consumers with higher education are often more loyal to brands 

that offer a consistent and reliable service, especially when their needs are met. For 

example, in South Gujarat, educated consumers might prioritize reliable data speeds 

for professional use, such as remote working, and might stay with a provider that 

offers excellent customer support and network reliability, even if competitors offer 

cheaper plans. 

 Lower-Educated Consumers: 

Consumers with lower education levels may be less informed about the full range of 

telecom service offerings and may rely more heavily on price and promotions when 

making a brand-switching decision. These consumers are often more susceptible to 

switching due to attractive discounts or special offers. For instance, if a telecom 

provider offers a better deal with greater value than the current one, they are more 

likely to switch brands. 
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3.4.4 Occupation and Professional Status 

A consumer's occupation and professional status can also influence their likelihood of 

switching telecom brands. Professionals, such as business executives, doctors, and lawyers, 

often require high-quality service, particularly in terms of network reliability and speed. On 

the other hand, individuals with blue-collar jobs may prioritize affordability and cost-

effective plans. 

 Professionals: 

Professionals are more likely to choose telecom providers that offer reliable network 

services, especially in urban areas like South Gujarat, where seamless communication 

is crucial for work and business. These consumers are less inclined to switch brands 

unless they experience significant service failures. Network quality and customer 

support are paramount for professionals who need uninterrupted connectivity for 

meetings, video calls, or remote working. Telecom providers offering high-speed data, 

reliable 4G/5G services, and exclusive business packages may have a strong 

competitive advantage. 

 Non-Professionals: 

Consumers in lower-paying, non-professional jobs may be more motivated by low-

cost plans or promotions that offer additional benefits, such as extra data or 

discounted voice minutes. For these consumers, brand loyalty is often weaker, and 

they may switch brands more frequently based on price and promotions. 

3.4.5 Social Class and Consumer Behaviour 

The concept of social class is related to the consumer's lifestyle, preferences, and attitudes. 

Higher social class individuals are more likely to value premium services and are less price-

sensitive, while lower social class individuals prioritize affordability and are more inclined to 

explore budget-friendly alternatives. 

 Higher Social Class: 

Consumers from higher social classes tend to choose telecom providers based on 

network performance, brand reputation, and personalized services. They are more 

likely to remain loyal to the mobile service provider that offers exceptional customer 

service and exclusive features. These consumers are less likely to switch brands based 

on pricing factor alone. 
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 Lower Social Class: 

Consumers from lower social classes tend to focus more on price, affordability, and 

promotions. They are more likely to switch telecom brands when presented with a 

cheaper offer or a promotion that provides additional value. Telecom providers 

targeting these consumers must focus on offering cost-effective packages, discounts, 

and value-added services. 

3.5 Theoretical Models Relevant to Brand Switching 

Understanding brand switching behavior in the prepaid telecom market requires an 

exploration of relevant theoretical models that explain why and how consumers decide to 

switch from one brand to another. Consumer behavior models serve as essential frameworks 

for understanding the complex interplay of psychological, social, and economic factors that 

shape purchasing decisions. By analyzing variables such as motivation, perception, social 

influence, and cost-benefit evaluations, these models help researchers and marketers predict 

consumer choices and tailor strategies accordingly (Schiffman & Wisenblit, 2015; Engel, 

Blackwell, & Miniard, 1995). This section explores several key models based on application 

of theory to practice including the Reasoned Action  Theory (TRA),the Planned Behavioral 

theory (TPB), the Expectancy-Disconfirmation Theory, and the Loyalty-Disloyalty 

Continuum, which help explain the underlying mechanisms of brand switching behavior in 

the telecom sector.. 

3.5.1 The Theory of Reasoned Action (TRA) 

The Theory of Reasoned Action (TRA), proposed by Fishbein and Ajzen (1975), is one of the 

most influential theories in consumer behaviour. According to TRA, consumer behaviour is 

driven by behavioural intentions, which are influenced by two main factors: attitudes and 

subjective norms. This theory suggests that consumers form attitudes toward behaviour based 

on their beliefs about the outcomes of that behaviour, and they are also influenced by the 

expectations and opinion of friends, family and relatives too. 

In the brand switching context- TRA posits that when a consumer is dissatisfied with their 

current telecom provider, their negative attitude toward the provider can lead to a higher 

intention to switch. Subjective norms, or the social influences from friends, family, or social 

media, can further reinforce or discourage the decision to switch. For example, if a consumer 

hears that their friends are happy with another telecom provider that offers better pricing or 

service, this could increase their intention to switch. 
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In the prepaid telecom market, attitudes toward service quality (network reliability, customer 

support, etc.) and subjective norms (recommendations from peers or online reviews) are 

crucial factors influencing brand switching. TRA helps explain why consumers in South 

Gujarat might consider switching brands when they perceive better alternatives and are 

influenced by social or media-driven recommendations. 

3.5.2 The Theory of Planned Behavior (TPB) 

The Theory of Planned Behavior (TPB), developed by Ajzen (1991), extends the Theory of 

Reasoned Action (TRA) by incorporating perceived behavioral control as an additional 

determinant of behavioral intention. According to TPB, an individual's intention to perform a 

specific behavior—such as switching brands—is influenced not only by their attitudes toward 

the behavior and the subjective norms surrounding it, but also by their perception of the ease 

or difficulty of performing that behaviour. In the context of brand switching, perceived 

behavioural control reflects consumers’ beliefs about their ability to switch providers, which 

may be shaped by factors such as availability of alternatives, contractual obligations, or the 

complexity of the switching process. TPB suggests that in addition to attitudes and subjective 

norms, Consumers’ perceptions of the ease or difficulty of performing a behaviour—such as 

switching brands—significantly influence their intention to engage in that behaviour, as 

proposed by the Theory of Planned Behaviour..  

In the context of brand switching in prepaid telecom services, perceived behavioural control 

is particularly important. If consumers believe that switching to a new telecom provider is 

easy—without significant barriers like high switching costs, complicated procedures, or loss 

of phone numbers- more chances to engage in the switching process. Conversely, if switching 

is perceived to be costly or difficult, such as having to endure service disruptions during the 

switch or incur penalties for early termination, consumers may be less probable to switch, 

even if they are dissatisfied with their current prepaid telecom service provider. 

For example, if a prepaid telecom provider offers a seamless switch process (such as mobile 

number portability without service interruption), consumers are more likely to consider 

switching. TPB highlights that the ease with which consumers can switch between telecom 

providers in South Gujarat is a key factor influencing their decision. 

3.5.3 The Expectancy-Disconfirmation Theory 

The Theory of Expectancy-Disconfirmation proposed by Oliver (1980), focuses on the 

relationships between actual service performance and customer expectations. According to 

this theory, consumer satisfaction is determined by the differential between pre-purchase 
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expectations and post-purchase performance. According to the Expectation-Confirmation 

Theory (ECT), consumer satisfaction is influenced by the comparison between expected and 

actual service performance. If the perceived performance matches or exceeds expectations, 

consumers experience positive disconfirmation, which reinforces satisfaction and brand 

loyalty. However, when service performance fails to meet expectations, negative 

disconfirmation arises, leading to dissatisfaction and potentially prompting brand switching 

behavior (Oliver, 1980) 

In the prepaid telecom market, this theory is highly relevant because consumer expectations 

are shaped by factors such as network coverage, data speed, pricing, and customer service. 

Aydin and Ozer (2005) found that dissatisfaction with unmet expectations, such as poor 

network quality or unexpected service charges, often leads to brand switching. For example, 

if a consumer in South Gujarat expects consistent high-speed data but experiences frequent 

slow speeds or service interruptions, negative disconfirmation will likely lead to 

dissatisfaction and a higher likelihood of switching to a competitor that meets their 

expectations. 

The Expectancy-Disconfirmation Theory helps explain why consumers are willing to switch 

telecom providers when their expectations regarding service quality (e.g., network coverage, 

customer service, and pricing) are not met. If a telecom provider in South Gujarat 

consistently fails to meet customer expectations, the result will be negative disconfirmation, 

which increases the likelihood of consumers considering alternative providers. 

3.5.4 The Loyalty-Disloyalty Continuum 

The Loyalty-Disloyalty Continuum model, developed by Dick and Basu (1994), suggests that 

consumer loyalty exists on a spectrum, ranging from highly loyal consumers to those who are 

completely disloyal or indifferent. The continuum model explains that brand loyalty is not an 

absolute trait but a dynamic process, and customers may shift from being loyal to disloyal 

based on various factors such as satisfaction, perceived value, and emotional attachment. 

The continuum is divided into attitudinal loyalty (a consumer's emotional state of mind  to a 

brand) and behavioral loyalty (a consumer's repeated purchases of the same brand). 

Consumers who exhibit high behavioral loyalty are less likely to switch brands, even when 

exposed to competing offers, while those with low behavioral loyalty may switch frequently 

based on price sensitivity or dissatisfaction. 

In the prepaid telecom market, consumers at the disloyal end of the spectrum are more likely 

to switch brands due to pricing promotions or better service offers from competitors. 
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Conversely, consumers who exhibit attitudinal loyalty are more likely to remain with their 

current telecom provider due to positive experiences and satisfaction with network quality or 

customer support. 

For example, a consumer in South Gujarat who has been using the same telecom provider for 

several years, despite occasional price hikes, may fall under the high behavioral loyalty 

category. However, if a competitor offers a better pricing plan or superior network service, 

they might be motivated to switch. The Loyalty-Disloyalty Continuum explains how varying 

degrees of loyalty influence consumer behavior and brand switching. 

3.5.5 The Service-Profit Chain 

The Service-Profit Chain model, developed by Heskett et al. (1994), links employee 

satisfaction, service quality, customer satisfaction, and profitability. According to this model, 

satisfied and engaged employees provide high-quality service, which leads to increased 

customer satisfaction. Satisfied customers, in turn, are more likely to be loyal and generate 

higher profits for the company. 

In the telecom sector, this model is particularly relevant, as employee satisfaction (e.g., 

customer service representatives) and service quality (e.g., network reliability, customer 

support) directly affect customer experiences. Telecom providers who invest in employee 

training, infrastructure, and customer support can create a positive cycle of customer 

satisfaction and brand loyalty. When customers feel valued and take delivery of prompt, 

reliable service, they are less likely to switch brands. 

The Service-Profit Chain underscores the magnitude of maintaining a high level of service 

quality and employee satisfaction to reduce churn. For telecom providers in South Gujarat, 

this model suggests that improving service quality at all touchpoints (from customer service 

representatives to network performance) will foster customer loyalty and reduce the 

likelihood of brand switching. 

3.5.6 Summary of Theoretical Models 

The theoretical models discussed—TRA, TPB, Expectancy-Disconfirmation, Loyalty-

Disloyalty Continuum, and Service-Profit Chain—offer valuable insights into the factors that 

influence brand switching in the prepaid telecom sector. These models emphasize the 

importance of consumer attitudes, expectations, perceived ease of switching, service quality, 

and emotional attachment in shaping consumer decisions. By applying these theories to the 

prepaid telecom market in South Gujarat, telecom providers can better understand the 
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underlying drivers of brand switching and develop strategies to enhance retention of 

customers and loyalty. 

These models provides a lens through which telecom companies can examine consumer 

behavior, whether through influencing customer expectations (Expectancy-Disconfirmation 

Theory), fostering trust and satisfaction (TRA and TPB), or focusing on long-term loyalty 

(Loyalty-Disloyalty Continuum and Service-Profit Chain). These theoretical frameworks not 

only explain brand switching but also guide strategies that help telecom providers reduce 

churn and create stronger connections with their customers. 

3.6 Summary of Literature Review 

In summary, the literature reveals that brand switching behavior in the prepaid telecom sector 

is shaped by a complex interplay of psychological factors, such as attitudes, perceived 

behavioural control, and emotional attachment, alongside external influences like service 

quality, pricing strategies, and demographic characteristics. Understanding these dynamics is 

essential for telecom providers seeking to develop effective customer retention strategies and 

reduce churn. 

By synthesizing existing research on consumer behavior, service quality, pricing 

strategies, promotional offers, and demographic factors, we gain valuable insights into the 

key drivers of brand switching and loyalty in the telecom industry. The following points 

summarize the major findings and their implications for the prepaid telecom market: 

1. Consumer Behavior and Brand Switching 

Consumer behavior is a complex and multi-faceted process influenced by a variety of factors. 

In the prepaid telecom sector, brand switching is a deliberate decision made by consumers 

who are dissatisfied with their current provider or who perceive better value elsewhere. 

Studies by Jacoby and Chestnut (1978), Aydin and Ozer (2005), and Hawkin  In summary, 

the literature reveals that brand switching behavior in the prepaid telecom sector is shaped by 

a complex interplay of psychological factors, such as attitudes, perceived behavioural control, 

and emotional attachment, alongside external influences like service quality, pricing 

strategies, and demographic characteristics. Understanding these dynamics is essential for 

telecom providers seeking to develop effective customer retention strategies and reduce 

churn. 
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    2     Key Factors Driving Brand Switching 

The literature identifies several key factors driving brand switching in the prepaid telecom 

market, with price sensitivity emerging as one of the most significant drivers. As Zeithaml 

(1988) and Chandran and Ganesan (2010) suggest, consumers are highly responsive to price 

promotions and competitive offers, especially in markets where switching costs are low. 

Service quality, as defined by the SERVQUAL model (Parasuraman et al., 1985), is another 

crucial factor. Consumers who experience poor network performance, frequent call drops, or 

slow data speeds are more likely to seek alternative providers offering better service quality. 

The literature also stresses the importance of customer satisfaction in reducing brand 

switching, with studies such as Aydin and Ozer (2005) confirming that dissatisfaction with 

service is a key predictor of churn. 

3  Promotions and Marketing Communications 

Marketing strategies, particularly promotions, have a significant impact on consumer 

decisions to switch telecom providers. According to Huang and Chen (2013), telecom 

companies often use promotional offers to attract new customers and retain existing 

ones. These promotions—such as discounts, free data, and bundled services—serve as 

powerful pull factors that can incentivize consumers to switch. Keller (2001) further 

emphasizes the role of advertising and brand communication in shaping consumer 

perceptions. However, excessive reliance on promotions can also lead to a price war, 

where consumers may switch brands frequently based on the latest offer, rather than 

loyalty to a provider’s service quality. 

2. Demographic Factors and Brand Switching 

Age, income, education, and occupation are important demographic factors that 

influence brand switching behavior. Research shows that younger, lower-income, and 

less-educated consumers tend to be more price-sensitive and more likely to switch 

brands based on competitive offers. In contrast, higher-income and more educated 

consumers often prioritize service quality and network reliability over price, leading 

them to be less likely to switch based on promotions alone. Studies by Hawkins et al. 

(2007) and Keller and Aaker (1992) suggest that understanding the demographic 

profile of consumers allows telecom companies to target specific segments more 

effectively, with customized service offerings and promotional strategies. 

3. Psychological Factors: Trust, Satisfaction, and Loyalty 
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Psychological factors such as trust, satisfaction, and perceived value play a crucial 

role in influencing consumer decisions in the prepaid telecom market. As Morgan and 

Hunt (1994) highlighted, trust is essential in building long-term customer 

relationships. Telecom providers that consistently deliver reliable service, transparent 

pricing, and responsive customer support can build strong trust, reducing the 

likelihood of brand switching. Satisfaction, as defined by Oliver (1997), is another 

key determinant of loyalty, with consumers more likely to stay with their current 

provider if their expectations are met. However, dissatisfaction often leads to negative 

disconfirmation (Oliver, 1980) and can drive consumers to switch. Additionally, 

emotional attachment and brand loyalty are important psychological factors. 

Consumers who feel a strong connection to their telecom provider are less likely to 

switch, even in the face of competitive offers. 

4. Theoretical Models Applied to Brand Switching 

Various theoretical models, including the Theory of Reasoned Action (TRA), Theory 

of Planned Behavior (TPB), Expectancy-Disconfirmation Theory, and Loyalty-

Disloyalty Continuum, provide frameworks for understanding the psychological and 

behavioral processes behind brand switching. These models emphasize the 

importance of attitudes, subjective norms, and perceived control in shaping 

consumers’ intentions to switch. The Expectancy-Disconfirmation Theory explains 

how unmet expectations (e.g., poor service quality) lead to dissatisfaction and brand 

switching, while the Loyalty-Disloyalty Continuum helps explain why some 

consumers are more prone to switching based on price sensitivity, while others remain 

loyal due to service satisfaction or emotional attachment. 

5. Implications for Telecom Companies 

The findings from the literature suggest that prepaid telecom providers must focus on 

improving service quality and customer satisfaction to reduce brand switching. 

Telecom companies should invest in network infrastructure to ensure reliable 

coverage, fast data speeds, and minimal service disruptions. Additionally, offering 

personalized service, clear pricing structures, and responsive customer support can 

enhance customer satisfaction and loyalty. Promotional offers should be used 

strategically to attract price-sensitive consumers without relying solely on price 

competition, which can erode brand loyalty. Finally, understanding demographic and 

psychological factors is crucial for telecom companies to tailor their offerings to 
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specific customer segments and plan for innovative marketing campaigns which are 

targeted to specific segments of customer and thereby increase customer loyalty. 

3.6.1 Research Gaps 

While a substantial body of research exists on brand switching behavior in the prepaid 

telecom market, there are several research gaps that warrant further investigation. These gaps 

not only reflect limitations in the existing literature but also present opportunities for future 

studies and also to advance our knowledge of the factors influencing consumer purchasing 

behaviour in digital marketplaces. Addressing these gaps could offer new insights for telecom 

providers seeking to improve customer retention and reduce churn. 

1. Impact of Technological Advancements on Brand Switching 

One of the most significant research gaps lies in understanding how technological 

advancements, particularly the transition to 5G, affect brand switching behavior. While 

existing studies focuses on the role of 4G networks and basic service quality factors viz 

network coverage and data speeds, there is limited research on how 5G technology or future 

network enhancements might influence consumer decision-making. 

 5G Adoption and Consumer Behavior: The roll-out of 5G networks is expected to 

bring dramatic changes in data speeds, network reliability, and service offerings. 

However, there is limited research on how the introduction of 5G networks in urban 

areas like South Gujarat influences consumers’ switching behavior. Does the promise 

of better connectivity and faster speeds make consumers more loyal to their current 

provider, or does it lead them to switch to providers offering better 5G services? 

 Technological Features and Brand Switching: As new technological features (e.g., 

IoT services, mobile gaming packages, augmented reality applications) become 

increasingly important to consumers, how do these features influence brand 

preferences. Telecom companies must critically assess the impact of technological 

developments to preserve and enhance their market position by curetting a 

competitive edge over competitors. 

 2. Cultural Factors and Brand Switching 

Most existing research on brand switching has focused on economic and service quality-

related factors, with limited attention to cultural influences. Cultural norms, values, and local 

preferences play an essential role in shaping consumer behavior, especially in diverse markets 

like India, where cultural and regional differences can significantly impact consumer 

decision-making. 
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 Cultural Influences on Loyalty and Switching: In a multicultural country like India, 

cultural factors such as regional preferences, social status, and group influence might 

shape consumers’ perceptions of telecom brands. For example, consumers in South 

Gujarat may show varying levels of loyalty to certain telecom brands based on local 

identity or regional promotions. Family influence and peer group recommendations 

may also play a larger role in certain cultures or regions. 

 Trust and Reputation Across Cultures: The importance of trust in telecom services 

might vary by region or culture. While some consumers may prioritize trust and 

service reliability, others might be more motivated by price sensitivity. Exploring how 

different cultural groups within India perceive telecom services differently can 

provide useful insights for telecom companies aiming to tailor their marketing and 

service delivery to various consumer segments. 

3. Long-Term Effects of Promotional Strategies on Consumer Behavior 

While much of the existing literature discusses the short-term impact of promotional offers  

and price-based offers on switching of brands but there is limited research conducted on the 

long-term effects of these retention strategies on customer loyalty. Telecom companies often 

use promotions such as free data, discounted recharge plans, and bundled services to attract 

new customers. However, these promotions can sometimes foster transactional relationships 

rather than long-term loyalty. 

 Sustainability of Promotions: Research is needed on how promotional strategies 

influence customer retention over time. Does an initial switch to a new provider based 

on an attractive promotion lead to long-term loyalty, or do consumers return to their 

previous provider once the promotion expires? Understanding this dynamic is crucial 

for telecom companies, as it can help design long-term retention strategies that go 

beyond price-based incentives. 

 Promotion Fatigue: There is also a gap in understanding the phenomenon of 

promotion fatigue. Continuous promotional campaigns may lead to consumer 

desensitization, where consumers become accustomed to promotions and no longer 

perceive them as valuable. How does promotion fatigue influence brand switching 

decisions, and can telecom companies overcome this challenge by offering value-

added services or customer loyalty programs instead of frequent discounts? 
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4. Influence of Digital Engagement and Social Media on Brand Switching 

The increasing influence of social media marketing and digital engagement on consumer 

decision-making presents a research gap that has yet to be fully explored in the context of 

switching of brands in the telecom sector. Digital online platforms such as social media, 

mobile apps, and online review platforms play a significant role in determining consumer 

perceptions and encouraging brand switching, particularly in urban areas where tech-savvy 

consumers are active on these platforms. 

 Social Media Influence: How do online reviews, recommendations, and advertising 

affect consumer decisions to switch brands? For example, consumers in South Gujarat 

may be more likely to explore telecom options after hearing about positive 

experiences or special promotions on social media platforms like Facebook, 

Instagram, or Twitter. The power of social media influencers and peer opinions on 

these  online platforms can significantly have an impact consumer choice selections.. 

 App Engagement: Telecom companies are increasingly using mobile apps to enhance 

customer engagement and provide value-added services. How does app engagement 

influence consumer delight phase and loyalty towards brands in the longer run? Is 

there a correlation between regular app usage and reduced brand switching? 

5. Role of Consumer Experience and Service Customization 

Current research offers limited insight into significance of service customization and 

personalized interventions in reducing brand switching behaviours. Huang and Chou (2006) 

and Oliver (1997) suggest that satisfaction and loyalty are not solely driven by general 

service offerings but also by how well a service meets individual needs. There is a need to 

explore how tailored service offerings and customized plans based on consumer preferences 

can reduce churn. 

 Personalized Plans and Retention: How do customized plans that cater to specific 

needs (e.g., business plans, family bundles, data-centric plans) influence consumer 

decisions to remain with a particular telecom provider? Consumers in South Gujarat 

may be more likely to stay loyal if their telecom provider offers personalized 

packages that suit their usage patterns. 

 Customer Experience: The customer experience at every touchpoint—whether 

through customer service, mobile apps, in-store visits, or website interactions—affects 

their overall satisfaction. Research into the holistic customer experience and how it 
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affects long-term loyalty and brand switching would provide valuable insights for 

telecom companies. 

6. Impact of Environmental and Economic Factors on Brand Switching 

Finally, external environmental and Macroeconomic determinants, including shifts in 

government policy, prevailing economic conditions, and technological innovations can also 

significantly influence brand switching behavior. For instance, changes in taxation policies, 

mobile number portability (MNP) laws, and government-mandated network improvements 

can alter the dynamics of brand switching in the telecom industry. 

 Economic Factors: How does economic recession or changes in the monetary 

environment affect consumer decision-making in the prepaid telecom market? During 

periods of economic stress, consumers may become more price-sensitive and more 

likely to switch brands based on financial constraints. 

 Regulatory Changes: Changes in telecom regulations, such as the  invention and 

execution of mobile number portability (MNP), can reduce barriers to brand switching 

in prepaid telecom and make it easier for consumers to switch telecom service 

providers. The influence of such regulatory changes on consumer behaviour remains 

underexplored in existing literature and warrants further investigation. 

3.6.2 Conclusion from research gap 

The research gaps identified in this section reflect the complexity of brand switching 

behavior in the prepaid telecom market. Technological advancements, cultural influences, 

promotion strategies, digital engagement, service customization, and economic and 

regulatory factors all contribute to consumer decisions to switch brands. These gaps provide 

ample opportunities for future research, which can offer deeper insights into how telecom 

companies can design more effective customer retention strategies. By addressing these gaps, 

telecom providers can develop more targeted and sustainable approaches to reduce churn, 

enhance customer loyalty, and maintain competitiveness in a rapidly evolving market. 

3.7 Summary 

This chapter provided an extensive review of the existing literature on brand switching 

behavior in the prepaid telecom market, highlighting key factors such as consumer behavior, 

service quality, price sensitivity, psychological influences, and demographic factors. It 

explored the complex nature of consumer decision-making, demonstrating that price 

sensitivity is a dominant driver of brand switching, particularly in competitive markets like 
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prepaid telecom. Consumers are often motivated to switch brands when they are presented 

with better pricing, promotions, or more attractive plans. Service quality, including aspects 

like network reliability, speed and also the quality of service delivery plays a crucial role in 

fostering customer loyalty and long-term retention. 

Negative experiences with poor service, such as slow internet speeds or frequent call drops, 

are key triggers for consumers to switch. Furthermore, psychological factors such as trust, 

satisfaction, and emotional attachment to a brand were found to significantly influence 

consumer loyalty and their likelihood of switching. High levels of trust and satisfaction with 

a provider tend to reduce the chances of brand switching, even when competitive offers are 

available. 

Promotional strategies and marketing communications were identified as powerful tools that 

encourage brand switching. However, excessive reliance on price-based promotions can lead 

to the erosion of long-term loyalty, which highlights the importance of offering value beyond 

discounts. The review also highlighted the influence of demographic variables such as age, 

income, and education on consumer behaviour and decision-making processes there by 

energizing the customers sensitivity to pricing, service preferences and brand loyalty. 

Younger customers prone to more of price sensitivity are more likely to exhibit brand 

switching behaviour based on attractive offers, while older and higher-income consumers 

often prioritize service quality and reliability. Theoretical models such as the Theory of 

Reasoned Action (TRA), Theory of Planned Behavior (TPB), and Expectancy-

Disconfirmation Theory were applied to explain the decision-making process behind brand 

switching, with these models have stressed the importance of customer attitudes, 

expectations, and perceived control over switching. 

Despite the extensive body of literature surrounding the current topic of research, several 

gaps remain. These includes a Scarcity of insight’s regarding the impact of technological 

advancements, such as the transition to 5G, and the role of cultural influences in shaping 

brand loyalty and switching behavior. Additionally, there is limited research on the long-term 

effects of promotions and the influence of digital engagement on consumer decisions. Future 

studies addressing these gaps will provide valuable insights for telecom providers looking to 

reduce churn and improve customer retention strategies. Overall, current literature review 

encompasses the multifaceted nature of brand switching and highlights the need for telecom 

companies to balance pricing, service quality, and customer engagement to enhance loyalty 

and competitive advantage. 

  


	Chapter 3: Literature Review
	3.1 Introduction to Literature Review
	3.2 Consumer Behavior and Brand Switching
	3.2.1 Understanding Consumer Behavior
	3.2.2 Theories of Consumer Behavior and Brand Switching
	3.2.3 Factors Influencing Brand Switching in the Prepaid Telecom Market
	3.2.4 Psychological Factors and Brand Switching

	3.3 Factors Influencing Brand Switching in the Telecom Sector
	3.3.1 Price Sensitivity and Cost-Value Perception
	3.3.2 Service Quality and Customer Satisfaction
	3.3.3 Network Quality and Coverage
	3.3.4 Promotional Offers and Marketing Communications
	3.3.5 Psychological Factors: Trust, Satisfaction, and Loyalty

	3.4 The Role of Demographics in Brand Switching
	3.4.1 Age and Generation Differences in Brand Switching
	3.4.2 Income and Price Sensitivity in Brand Switching
	3.4.3 Education Level and Consumer Decision-Making
	3.4.4 Occupation and Professional Status
	3.4.5 Social Class and Consumer Behaviour

	3.5 Theoretical Models Relevant to Brand Switching
	3.5.1 The Theory of Reasoned Action (TRA)
	3.5.2 The Theory of Planned Behavior (TPB)
	3.5.3 The Expectancy-Disconfirmation Theory
	3.5.4 The Loyalty-Disloyalty Continuum
	3.5.5 The Service-Profit Chain
	3.5.6 Summary of Theoretical Models

	3.6 Summary of Literature Review
	3.6.1 Research Gaps
	3.6.2 Conclusion from research gap

	3.7 Summary


