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ABSTRACT 

The study aimed at examining the switching factors in the switching behaviour decisions of 

consumers using marketing students of Sunyani Polytechnic in order to contribute to the body of 

knowledge that exist in the literature on switching factors. The study is based on cross-section 

quantitative survey research design using a sample of 198 respondents selected through 

convenient sampling method. Primary data was collected using self-designed questionnaire 

administered during lecture periods. The analysis is based on frequencies, percentages and 

analysis of variance using the SPSS 16.0 version. Respondents are not satisfied with the services 

of service providers and also switched from service providers. The most important switching 

factor is core service failure followed by service encounter failure and then inconvenience. 

Service providers are to pay attention to these factors in order to attract and retain new and old 

customers. Large sample should be used in future studies in causal study.  
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1. INTRODUCTION 

There are mainly six mobile phone service providers (VODAFONE, AIRTEL, MTN, TIGO, and 

GLO MOBILE AND EXPRESSO) in Ghana providing various services in a more competitive 

manner. “A mobile service provider (MSP) is a company that offers transmission services to 

users of wireless devices (smart phones and tablet PCs) through radio frequency (RF) signals 

rather than through end-to-end wire communication” (Rouse, 2011). 

The users of these services belong to various generations with different preferences of the 

services provided. Users of mobile phone services are influenced by various factors in taking 

decisions on which mobile service provider subscribe to. That is Mobile phone service providers 

have many attributes that influence the purchase decisions of the users of the services they 

provide (Hwa et al., 2011). 

In all economies service providers engage in competitions using various methods to protect their 

market share (Sidhu, 2005; Marchand, 2003). Yet users switch from one provider to another for 

various reasons. There has been a lot of empirical research on the attributes of service providers 

that influence the buying decisions of users. The findings of these researches are found in the 

works of researchers such as (Hwa et al., 2011; Azhar, 2010; Fikry, 2009; Ferle & Chan, 2008; 

Rugimbana, 2007 and Kueh & Boo, 2007). 

Switching has been defined by researchers (Roo, 1999; Bansal & Taylor, 1999; Tahtinen & 

Halinen, 2002) in various ways. According to Roos (1999) “switching includes customers who 

partially or totally have switched provider”. Bansal and Taylor (1999) indicated that “Service 

switching involves replacing or exchanging the current service provider with another service 

provider.” In the work of Tahtinen and Halinen (2002) switching is considered as “such endings 

where the supplier or customer is substituted for another alternative”. All these researchers are 

indicating that for various reasons consumers might change their service provider(s) in order to 

derive the satisfaction they expect to enjoy. 

The theoretical models in the literature for the study of switching behaviour are based on the 

models developed by researchers such as Keaveney (1995), Lee et al. (2001) and Lee and 

Murphy (2005). The variables identified in the theoretical models are pricing, inconvenience, 

core service failures, service encounter failures, employee responses to service failures, attraction 
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by competitors, ethical problem, and involuntary switching, switching cost and changes in 

technology. The current paper adopts the model by these earlier researchers (Lee & Murphy, 

2005; Lee et al., 2001 and Keaveney, 1995) to empirically examine if these factors inform 

switching behaviour of consumers. 

The factors that affect switching behaviour are both service problems and non-service factors 

(Hasan et al., 2013; Kouser et al., 2012; Hwa et al., 2011; Awwad & Neimat, 2010; Rahman & 

Azhar, 2010; Zainudin et al 2009; Shin & Kim, 2007; Pirc 2006; Ranganathan et al. 2006; 

Bansal et al., 2005; Lee & Murphy, 2005 and Lee et al. 2001 & Keaveney, 1995).  

Among the factors that influence the switching behaviours of customers according to the 

empirical literature are pricing; inconvenience; core service failures; service encounter failures; 

response to service failure; ethics; competition, involuntary switching, Corporate image, 

packages, brand name, value added services, innovation, switching cost, differentiation and 

advertisements.  

Hasan et al. (2013) revealed that low call charge, wide and strong network coverage, and bonus 

or cash incentive on use and recharge are the main features which influence customers to switch 

other operators, and which had the following highest mean values 3.96, 3.63, 3.61 respectively. 

But the less important reason is various entertainment services which mean value is 2.98.  

Hasan et al. (2013) also reported in their study that customer groups, stayers and switchers, give 

more importance on the strong and wide network coverage, call charge, and faster internet 

features. They concluded that socio-demographic characteristics affected respondents’ choice 

selection decisions. The recommendation for manufacturers is that the variables must be taken 

into account when providing services to consumers in order to attract and retain customers. 

Khan et al. (2012) reported that at 5% level of significant four variables (Low Call Rates, Low 

SMS Rates, Better Service Quality and Service Reliability) have significant relationships with 

Consumer Switching Behaviour.  

Kouser et al. (2012) reported that there is a significant positive relationship between the cost and 

customer switching behavior” (Since the error of probability is < 0.05 ie. P = 0 < 0.05). They 

also indicated that there is a significant positive relationship between the core service failure and 

customer switching behavior (P = 0.002 < 0.05). Again there is no significant relationship 

between the inconvenience and customer switching (P = 0.35 > 0.05). 
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Third, the result of response on the inconvenience, there is a standard of 0.05, to terminate; either 

the null hypothesis is accepted or rejected. Since the probability of error is > 0.05 (P = 0.35 > 

0.05), the analyst must accept the null hypothesis “Inconvenience has no positive relationship 

with customer switching” and must reject the alternative hypothesis “There is significant positive 

relationship between the inconvenience and customer switching”. 

According to Awwad and Neimat (2010) pricing has a significant effect on switching behavior of 

mobile service users (t = 3.45; p= 0.001). Inconvenience has a significant effect on switching 

behavior of mobile service users (t = 3.36; p= 0.001). Core service failure has significant effects 

on switching behavior of mobile service users (t = 3.41; p= 0.001). Service encounter failure has 

a significant effect (t = 2.08; p= 0.038) on switching behavior of mobile service users. Attraction 

by competitors has a significant effect (t = 3.29; p= 0.001) on switching behavior of mobile 

service users. Switching Cost has a significant effect (t = 2.21; p= 0.028) on switching behavior 

of mobile service users. 

Jahanzeb and Jabeen, (2007) reported price, voice quality and network coverage as the most 

important switching factors respectively in their study using 100 respondents. The most 

important factor in switching according to Lee and Murphy, 2005) is price whereas Sidhu (2005) 

identified inconvenience as the second most important factor. Becket et al. (2000) identified 

competition as important in switching behaviour.  

Keaveney, (1995) in ranking of important factors in switching behaviour of consumers reported 

price, inconvenience, core service failures, core service failures, employee responses to service 

failure, attraction by competitors, involuntary switching and seldom-mentioned incidents as the 

most important factors respectively. 

Switching costs have been identified in the literature by researchers (Kim et al., 2004; Chen & 

Hitt, 2002; Keaveney, 1995; Klemperer, 1985). These cost matter for the survival of firms and 

service providers are advised to reduce these costs. These costs include transaction, artificial or 

contractual switching costs and learning cost. Switching cost is all costs incurred when a 

customer switches between different brands of products or services, according to Chen and Hitt 

(2002). 
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Social factors have been identified to influence buying decisions of users of mobile phone 

services by researchers (Powell, 2010; Trypus, 2010; Sharma, 2007; Weiss, 2004; Bush & 

Martin, 2000). Among the factors are: Peer Influence; Celebrities Influence and family members. 

1.2. Statement of Problem, Justification and Significance 

Ghana is one of the lower middle income countries that is faced high switching of mobile phone 

services in the face of high competition among the service providers. There is currently the 

system of mobile phone number portability that allows users to change their service provider 

without changing their phone numbers. Some users have taken advantage of this system to 

switch service provider(s). 

In view of these the researchers investigate why users switch in the face of identified switching 

cost identified in the literature. In the knowledge of the researchers very few empirical works 

exist in literature and there is no known empirical work in the study area. The paper fills in the 

gap and contributes to literature in the field of brand switching. 

The findings contribute to explanations on theories of brand switching and also serve as 

reference material for future researchers in similar area of research. The findings also provide 

policy guide to service providers on how to prevent or reduce switching and increase profit 

margins of the organisations. 

1.3. Global Objectives/Specific Objectives 

The paper contributes to the body of knowledge that exists in the area of brand switching by 

investigating the reasons behind the switching behaviour of mobile phone service users. 

Specifically, the paper investigates to determine consumers satisfaction with the services they 

enjoy and why the switch if they do so. The effect of demographic and socio-economic variables 

on switching behaviour is also investigated.   

1.4. Research Questions and Assumptions 

The paper is based on the research questions which are: 

 Why consumers switch from one service provider to another? 

 What is the effect of demographic and socio-economic variables on consumer switching 

decisions on mobile phone services? 
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Answers are provided for these questions using survey data collected from respondents who are 

students and use mobile phones. The paper is based on the assumption that consumers when not 

satisfied with the services provided by service providers will switch 

1.5. Limitation and Scope 

The paper is based on self reported responses of respondents who are students selected through 

convenient sample method. Hence the findings might lack external validity. The paper is also 

descriptive. Hence causal interpretations are not possible. The study did not consider reasons 

why consumers are not satisfied and factors that influence their satisfaction level. Respondents 

preferred service providers are not examined in the study. One service provider Expresso was not 

added to the list of service providers since they do not have wider coverage such the other 

providers. 

2. RESEARCH METHODOLOGY 

The paper is based on explorative, quantitative, cross-sectional survey using 200 respondents 

selected through purposive sample method. The target population is the students in marketing 

one and two in Sunyani Polytechnic.  

Data collected were analysed using percentages, means, and standard deviation, skewness for 

descriptive statistics and One-way Analysis of Variance (ANOVA) for the inferential statistics. 

Results were presented in tables and Charts.  

The findings of the paper are limited by the use of survey data. Some respondents might have 

been biased with their responses. The paper does not look at the adoption of mobile phones and 

the uses of phones. Data are not collected from all departments of school. 

3. RESULTS AND DISCUSSIONS 

The demographic characteristics of respondents are presented in the first section of the paper. 

This is followed by the results and discussions on the subject matter of the paper and the results 

and discussions of the One-way ANOVA test for the testing of assumptions underlying the 

paper.  

3.1. Demographic features of respondents 

The results on demographic features in the study are shown in Table 1. Majority 121(61.1%) of 

the respondents in the study are male. Majority 101(51.0%) of the respondents are in the age 
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group of 18-22 years. Most 104(52.5%) of the respondents consider their family income status to 

be medium level. Respondents from Ashanti region dominate in the sample 69(34.8%). Majority 

112(56.6%) of the respondents are in second year. Significant majority 167(84.3%) of the sample 

are Christians. Most 89(44.9%) of the respondents in the sample consider themselves as 

individualist.  

 

 

 

 

 

 

                  Table 1: Demographic features of respondents  

Variables Frequency Percentages (%) 
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Gender 

Male  

Female 

Missing responses 

Total 

 

Age 

Less than 18 

18-22 

23-27 

28-32 

Above 42 

Missing responses 

Total 

 

Region 

Brong Ahafo 

Ashanti 

Western 

Eastern 

Volta 

Greater Accra 

Central 

Northern 

Upper east 

Upper west 

Missing response 

Total 

 

 

121 

73 

4 

198 

 

 

6 

101 

86 

3 

1 

1 

198 

 

 

45 

69 

17 

13 

10 

10 

4 

11 

9 

9 

1 

198 

 

 

61.1 

36.9 

2.0 

100.0 

 

 

3.0 

51.0 

43.4 

1.5 

0.5 

0.5 

100 

 

 

22.7 

34.8 

8.6 

6.6 

5.1 

5.1 

2.0 

5.6 

4.5 

4.5 

0.5 

100.0 
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Year in school 

First year 

Second year 

Missing response 

Total  

 

Religion 

No religion 

Christian 

Muslim 

Other religion 

Total 

 

Family income status 

Low 

High 

Medium 

I don’t know 

Missing responses 

Total 

 

Personality type 

Individual 

Collectivistic 

I don’t know 

Missing responses 

Total 

 

85 

112 

1 

      198 

 

 

5 

167 

25 

1 

198 

 

 

33 

29 

104 

30 

2 

183 

 

 

83 

89 

23 

3 

198 

 

 

 

42.9 

56.6 

0.5 

100.0 

 

 

2.5 

84.4 

12.6 

0.5 

100.0 

 

 

16.7 

14.6 

52.5 

15.2 

1.0 

100.0 

 

 

41.9 

44.9 

11.6 

1.5 

100.0 
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                 (Source: field survey, March, 2013) 

3.2: Service Providers of Respondents 

The services respondents subscribed to were identified in the study and ranked. The results are 

shown in Table 2. Majority of the respondents subscribe to MTN with few of them have 

subscribed to TIGO. The reasons for subscribing to the various service providers were not 

identified in the study empirically. This should be the subject of future study in the study area. 

The findings are in support of earlier researches (Hasan et al., 2013) which reported that 

consumers subscribe to more than one service provider due to various reasons such as service 

failure, core service failure and brand names. 

 

               Table 2. Order of service providers 

SERVICE PROVIDERS  FREQUENCIES PERCENTAGES 

MTN 135 68.1 

VODAFONE 117 59.1 

AIRTEL 89 45.0 

GLO MOBILE 66 33.3 

TIGO 59 29.8 

                (Source: field survey, March, 2013) 

3.3: Rank of Satisfied Service Providers and Satisfaction with Service Providers 

The satisfaction level of respondents in relation to their service providers were examined in the 

study. Majority 128(64.6%) of the respondents are not satisfied with the service providers. The 

reasons were also not investigated in the study through the empirical works. The results are 

shown in Table 3.  

 

Table 3. Distribution of responses on satisfaction with service providers 

Satisfaction with service provider Frequency  Percentages (%) 

 Yes 

 No 

42 

128 

21.2 

64.6 
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 I don’t know 

 Missing response 

 Total 

9 

19 

198 

4.5 

9.6 

100.0 

(Source: field survey, March, 2013) 

 

Respondents were asked to rank the order of satisfaction of the service providers. The results are 

shown in Table 4. The three most satisfied service providers in the survey were VODAFONE, 

AIRTEL AND MTN. The results are interesting in the sense that though respondents are more 

satisfied with the services of VODAFONE and AIRTEL than MTN most of the respondents in 

the study subscribed to MTN than VODAFONE and AIRTEL. This paradox must be 

investigated in future studies in a large sample size with a sample that is not students. The 

findings are in line with the works of Hasan et al. (2013) who reported in the literature that 

consumers are not satisfied with the services provided by some service providers and as such 

they switch operators.  

                      

                    Table 4. Order of Satisfaction of Service Providers 

SERVICE PROVIDERS  FREQUENCIES PERCENTAG

ES 

VODAFONE 95 49 

AIRTEL 90 45.4 

MTN 68 34.3 

GLO MOBILE 62 31.3 

TIGO 48 24.3 

                     (Source: field survey, March, 2013) 

 

3.4: Ranking of Factors Influencing Switching Decisions of Consumers 

Respondents were asked if they have ever switched service provider(s). The results are shown in 

Table 5. Majority of the respondents 121(61.1%) have switched service providers.  The findings 
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are consistent with that of previous researchers (Kouser, 2012 and Sathish et al., 2011) in the 

literature who have reported of switching behaviour of consumers. 

 

 

 

 

Table 5. Distribution of responses on switching of service providers 

Satisfaction with service provider Frequency  Percentages (%) 

 Yes 

 No 

 I don’t know 

 Missing response 

 Total 

121 

43 

7 

27 

198 

61.1 

21.7 

3.5 

13.6 

100.0 

(Source: field survey, March, 2013) 

 

On the factors influencing switching behaviour of consumers various factors reported in the 

literature were identified in the current survey (Hasan et al., 2013; Awwad & Neimat, 2010; 

Bansal et al., 2005 and Lee & Murphy, 2005). In ranking the factors, five most important factors 

identified are core service failures (76.3%); service encounter failures (76.2%); inconvenience 

(71.8%); response to service failure (65.7%) and value added services.  The least important 

factor in the switching behaviour of consumers is switching competition (40.4%).  

The findings on ranking are inconsistent with the works of researchers such as Hasan et al. 

(2013) Kouser et al. (2012) and Lee and Murphy (2005) who identified price of service/service 

charge as the most important factor in switching behaviour, but similar to the findings of 

Keaveny (1995) who identified core service failure as the most important factor which is 

mentioned by 44% of all respondents. 

Keaveny (1995) also reported service encounter failure as important factor with pricing as the 

third most important factor in switching decisions. Kouser et al. (2012) identified cost as the 
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most important switching factor with core service failure as the second most important factor.  

Inconvenience was not a significant switching factor. 

The current findings are also incongruent with the findings of Jahanzeb and Jabeen, (2007) who 

reported price, voice quality and network coverage as the most important switching factors 

respectively in their study. Sidhu (2005) reported inconvenience as the second most important 

factor which is also not in support of the findings in the current study in which inconvenience is 

the third most important factor. Bansal et al. (2005) reported inconvenience also as a factor 

influencing switching.   

 

        Table 6. Order of Factors Influencing Switching Decision 

FACTORS INFLUENCE THE 

CHANGE OF SERVICE PROVIDERS 

FREQUENCIES PERCENTAGE

S 

Core service failures 151 76.3 

Service encounter failures 151 76.2 

Inconvenience 142 71.8 

Response to service failure 130 65.7 

Value added services 123 62.1 

Pricing 119 60.1 

Innovation 117 59.1 

Differentiation 106 53.6 

Packages 101 51.0 

Advertisements 98 49.5 

Brand name 81 40.9 

Competition 80 40.4 

         (Source: field survey, March, 2013) 

Respondents did not agree that factors such as corporate image 72(36.3%); involuntary switching 

74(37.4%) and switching cost 81(40.9%) influence their switching behaviour. These findings are 

inconsistent with the findings of previous researchers in the literature who identified that these 

factors significantly influence switching behaviour. 
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3.5: Ranking of social factors that influence switching of service provider 

Various social factors were identified to influence the switching behaviour of respondents. The 

results are shown in Table 7. The social factors used in the survey are family members; 

celebrity’s endorsement; peers; advertisements and papers/magazines. Previous researches 

(Powell, 2010; Trypus, 2010; Sharma, 2007) identified factors such as Peer influence; Celebrity 

influence and Family members as influential in switching behaviour. Only two factors were 

influential in consumer switching behaviour in the current study.  

Contrary to the findings of researchers such as Powell (2010), and Trypus (2010) respondents 

disagreed that social factors such as family members 88(44.4%); celebrities endorsement 

111(56%); paper/magazines 98(49.5%) influence their switching behaviour.  Sathish et al. (2011) 

reported that majority (44%) of the consumers are influenced by their family to select their 

service provider with 41% of the consumers influenced by peers. Very few (2%) of the 

consumers are influenced by television. 

 

              Table 7. Order of Social Factors that Influence Switching of Service Provider 

SOCIAL FACTORS   FREQUENCIES PERCENTAGES 

Peers 104 52.6 

Advertisement  78 39.4 

                    (Source: field survey, March, 2013) 

 

3.5: Differences between consumer groups and influencing factors 

One-way analysis of variance (ANOVA) was used to examine the differences among 

demographic variables regarding the responses given by respondents on various questions in the 

survey. Table 8 to 13 shows ANOVA results for differences among demographic variables 

(gender, age, region, year in school, religion, personality type and family income level). The 

results in the Tables 8 to 13 indicate that demographic variables significantly affect the responses 

on some questions.  

The essence of the analysis is to determine how the responses differ among the respondents in 

the study in relation to their demographic variables. The findings on the variation in the 
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responses is consistent with the findings of researchers such as Hasan et al. (2013) who reported 

in their study that operators’ choice variation is a function of customers’ socio-demographic 

characteristics. 

Table 8. ANOVA results on effect of gender on responses to questions 

STATEMENTS  F -

VALUES 

P-

VALUES 

Have you switched service provider before 3.774 0.054 

Papers/magazines influence my decision to change service provider  4.419 0.037 

 

 

 

 

 

Table 9. ANOVA results on effect of region on responses to questions 

STATEMENTS  F -VALUES P-VALUES 

I am satisfied with the services of TIGO 2.463 0.011 

Switching cost influence switching 2.177 0.026 

Advertisements influence switching 1.936 0.050 

Papers/magazines as a social factor influence my switching 

behaviour 
2.218 0.023 

Advert as a social factor influence me to switch provider 1.710 0.090 

 

Table 10. ANOVA results on effect of year in school on responses to questions 

STATEMENTS  F -VALUES P-VALUES 

I am satisfied with the services of MTN 14.416 0.000 

I am satisfied with the services of VODAFONE 9.317 0.003 

Advertisements influence switching 3.047 0.083 

 

Table 11. ANOVA results on effect of religion on responses to questions 
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STATEMENTS  F -VALUES P-VALUES 

I am satisfied with the services of MTN 2.830 0.040 

I am satisfied with the services of  GLO MOBILE 3.497 0.017 

Have you ever switched service provider before 2.609 0.053 

Pricing influence me to change service provider 3.421 0.018 

Core service failures influence me to change service provider 2.236 0.086 

 

Table 12. ANOVA results on effect of family income level on responses to questions 

STATEMENTS  F -VALUES P-VALUES 

I am satisfied with the services of mobile service providers 2.912 0.036 

Brand name influences me to switch service providers 2.222 0.087 

 

 

 

 

Table 13. ANOVA results on effect of personality on responses to questions 

STATEMENTS  F -VALUES P-VALUES 

I am satisfied with the services of mobile service providers 5.882 0.001 

I am satisfied with the services of MTN 2.163 0.094 

I am satisfied with the services of ZAIN 2.352 0.074 

Pricing influences me to change service provider 17.617 0.000 

Inconvenience influences me to change service provider 3.716 0.013 

Paper/magazines influence me to change service provider 2.392 0.070 

 

4. CONCLUSIONS AND POLICY IMPLICATIONS 

The objective of the study has been achieved in the survey conducted. Consumers in the study 

are not satisfied with the services of the service providers they subscribed to. Consumers 

switched from one provider to another provider. The most important switching factor is core 

service failure which is followed by service encounter failure with the third factor been 
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inconvenience. Social factors such as peers and advertisements influence the switching 

behaviour of respondents. Variations in the responses given by respondents are explained by 

demographic variables except age of respondents.  

Service providers should emphasise on the factors identified in the study to attract new 

customers and retain old customers as well as to increase market share if they will like to survive 

the competition in the Mobile communication industry. The companies that wish to target 

consumers such as those in the current study should work on core service failure, service 

encounter failure and inconvenience. 

The findings provide further understandings of the theories of product switching among 

consumers in the mobile communication industry by identifying the most important factors 

influencing switching decisions of consumers and the sources of variation in consumers’ 

responses.  

Future studies should examine the same issue using larger sample size to ensure more external 

validity. Causal issues should also be examined in future study since the current study is 

descriptive in nature. Reasons why consumers in the study are not satisfied with the services of 

their service providers must be examined in both descriptive and causal analysis. Longitudinal 

studies will be worth doing in future.   
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