
Abstract

Telecommunicationindustrypossesseshighratesofbrandswitching(Edvardsson,

Gustafsson and Roos,2004).Though allindustries experience brand switching,

telecommunicationindustryismoreexposedtoit.Duetosomespecificfeatureslike

intensecompetition,fastgrowing technologyand innovationintelecommunication

industryswitchingisobservedmostfrequently.Presentstudyisanattempttoaddressall

thethreedifferentdimensionsofswitchingbehaviourinthetelecom industryinAssam with

specialreferencetothestudentcommunity.Thestudyisfocussedonthefollowingobjectives...

Toknowthedeterminantfactorsofbrandswitchinginmobileservices(intrinsicandextrinsic).

Toexamine,ifthereisanyrelationshipbetweenswitchingcostsandswitchingbehaviour.

Toassessifthereisanychangeincustomersatisfactionafterswitching.

Toachievetheabovementionedobjectivestheprimarydataarecollectedthroughconsumer

survey.Sampleof1000studentswereselectedwithconveniencemethodfrom 60different

educationalinstitutions.Theresearchobjectivesareassessedasfollows:

Switchingbehaviouroftheyoungcustomersismostlymotivatedbyextrinsicfactors.

Extrinsicfactorslike‘dissatisfaction’,‘discountsandbenefits’and‘recommendation’

playa majorrole to influence the switching behaviour.In has been found that

customerswhobelongtoruralareaandsemi-urbanarearelymoreonrecommendation

thanurbanarea.Similarlymalecustomers’switchingbehaviourisalsoinfluencedby

‘recommendation’than femalecustomers.‘Networkfailure’,‘signalinterruption’and

‘limitedcoverage’hasbeenthemostimportantpushfactorsthatinfluencethebrand

switching.Amongthepullfactors‘low price’,‘promotionsandadvertisements’and

‘numberofalternative plans’are recognised as main pullfactors ofthe service

providers.Switchingbehaviouriscontrolledbyswitchingcost.Mostimportantswitching

costthatprevents brand switching is ‘paperwork’and searching cost’.Overall

satisfactiontowardsthenewbrandafterswitchinghasbeenimproved.Therehasbeen

aremarkableincreaseinsatisfactiontowardsnetworksignal’,‘networkcoverage’and

‘responsetowardscomplaints’.


