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Abstract – Purpose: The telecom sector in India is going through a transformation face after the 
inception of Jio. The business strategies of Jio has forced its competitors to bring a drastic change in 
the entire marketing mix (product, price place promotion) of the companies to be able to sustain in the 
market. In the consequences, few of them have closed their operations and a few have merged. The one 
who is surviving knows the art of keeping its customers happy. This study is an attempt to explore the 
dynamics of consumer churning behaviour and prepare a model for retaining consumers for long term 
survival in the telecom sector of India. 

Methodology: The structured and semi self-administered questionnaire was developed to collect the data 
from Delhi NCR region. Before circulating the questionnaire, the validity & reliability was checked. It was 
circulated to around 2000 respondents through online out of which 486 responses finalised for the 
analysis. The proposed hypotheses checked by using multiple regression analysis. 

Findings: All proposed null hypotheses were rejected and the study confirms that customer would 
continue its services with the organization if he/she loyal to the service provider, satisfied with the 
services, there are high switching cost involved less alternative attractiveness and good customer 
relationship management practices. 

Keywords: Consumer Churning, Loyalty, Satisfaction, Switching Barriers, Switching Cost, Customer 
Relationship Management, Alternative Attractiveness, Consumer Churning and Indian Telecom Sector. 

- - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - X - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - 

INTRODUCTION 

Current technological advancements in the telecom 
sector have eased out the complicated and lengthy 
processes of earlier times. The journey of this sector 
from a simple telephone to the internet to the data 
transfer speed race, it has been remarkable and at 
this time, it acts as the nervous system of every 
organisation or even a household. 

According to the annual report prepared by GSMA 
Foundation and Boston Consulting Group (BCG) 
jointly, the Indian telecom sector is growing 
exponentially and it is expected to add 27 per cent 
new subscribers by 2020 in the global markets. The 
Indian telecom industry has reached the second 
position in the world with 1.17 billion subscribers and 

512.26 million internet subscribers by September 
2017. Moreover, India has also outshined the USA 
in 2017 in terms of a number of mobile application 
downloads which grew 251 per cent since 2015 
(GSMA, 2017). 

The strong consumer demand along with reformist 
policies of the government have been the two 
major reasons for this steep growth of the Indian 
telecom sector in the last one decade (Sharma, et 
al. 2017). The recent regulations helped in opening 
up the opportunities for many global players to offer 
their services and has attracted FDI of US$ 31.75 
billion since April 2000 (Department of Industrial 
Policy and Promotion, 2017). The National Digital 
Communications Policy 2017 has envisioned that 
the telecom industry in India would attract the 
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investments of worth US$100 billion by 2022. The 
Indian Mobile Value-Added Services (MVAS) 
industry is expected to reach to US$ 23.8 billion by 
2020 and app downloads US$ 37.21 billion in 2022. 
Along with this, the new project of developing 100 
smart cities by the government of India would help in 
increasing the subscriber base by 2 fold and IP traffic 
4-fold (TRAI, 2017; GSMA, 2017; Sharma et al., 
2017). 

In this highly competitive scenario, the organization 
would be successful if they bring out innovative 
methods to increase their outreach to cater to the 
needs of the target audience and they focus not only 
on acquiring new consumers but also reducing the 
churning ratio. The present generation of telecom 
services the user is all the more impatient and 
demanding too, highly aware and technology savvy 
(Sharma et al., 2017). This generation has adopted 
technology as a part of their daily life and as Palmer 
(2009a, 2009b) cited in (Sharma et al., 2017) states 
very correctly that it acts as their ―third hand and 
second brain‖. Therefore, this study apt for this 
scenario and tries to nail down the reasons for 
consumer quitting and explore the dynamics of 
consumer churning behaviour in the telecom sector, 
specifically in the Delhi-National Capital Region. 
Delhi-NCR has been selected for the study for three 
main reasons, first, it is the capital of the country, 
second, it is the test market for the most of the 
organizations and third, it is at our convenience to 
reach out to the sample. 

In this paper, we proposed a model where the 
influence of loyalty, satisfaction and switching 
barriers (Customer Relationship Management, 
Alternative Attractiveness & Switching Cost) have 
been considered as one of the most important 
variables in deciding consumer‘s intention to quit or 
continue with their current supplier. This study would 
be very helpful for the researchers and managers to 
prepare a strategy to gain sustainable growth in this 
highly competitve industry. 

REVIEW OF THE LITERATURE 

In the current scenario, the question of business 
sustainability is critical and needs a futuristic solution 
as building a customer base which is loyal and value-
oriented, is their utmost dilemma (Sharma et al, 
2017; Jain and Ahuja, 2017). In the same way, the 
customers are also confused as to which company to 
stick to; when so many telecom companies are 
available to serve them with the best of services. It is 
imperative for companies to understand consumer 
behaviour, by and large, to remain focused on 
strategic planning in the same direction 
(Bhattacharya, J. and Das, MK., 2017). Else, their 
market presence and performance may diminish day 
after day (Qi et al., 2009, as cited by Lee, Kwak and 
Lee, 2015; Sharma and Sonwalkar, 2016). Several 
researchers have stated that the customers change 
telecom operators due to various reasons such as 

lack of alternatives, cost factor, customer 
characteristics and dissatisfaction with the telecom 
service (Sharma et al, 2017; Sharma & Panga, 2017; 
Lee, Kwak and Lee, 2015; Martins 2015; Molapo & 
Mukwada, 2011; Ali, Ali, Rehman, Yilmaz, & Safwan, 
2010; Shukla, 2004; Blinn et al. 1990). 

Also, Martins (2015) elaborated in his book titled 
‗Win the Customer‘ showcasing the importance of 
customer service which gets an edge to companies 
in becoming Great companies, by providing value-
based service which is beyond paying any price for it 
and cannot be replicated too.  However, when the 
same service is provided by different service 
providers at variable quality measures, it becomes 
easy for the customers to switch services (Blinn et 
al. 1990; as cited by Lee, Kwak and Lee, 2015). 

At this time, knowing the dynamics of consumers 
churning behaviour will help organizations in 
retaining them. As it is one of the biggest 
challenges to finding out strategies which would 
help in reducing consumers‘ leaking and offering 
services to satisfy them and meeting their needs 
related to quality, services, performance, efficiency, 
etcetera so as to maintain consumer loyalty 
keeping them satisfied and preventing them from 
switching to another telecom service provider. 

Many studies have been conducted to study the 
retain consumers for the telecom industry. Few of 
them have been highlighted below in table 1: 

Table 1: Literature Review Analysis 

Blattberg and 
Deighton; 
Rust et al.; 
Berger et al.; 
Gupta et al. 
Van Triest et al. 

1996, 
2004b, 
2006 

The research 
showed the large 
impact of 
customer retention 
expenses on 
business 
profitability and 
importance of 
customer 
relationship 
management 

Garín-Muñoz et 
al. 

2014 Focus on 
customer retention 
is a must, along 
with customer 
creating new 
ones. 

Zeithaml & Bitner 2006 The need for 
building long-term 
relationships with 
customers in the 
service industry 
through a timely 
solution of 
consumer 
complaints and 
analysing the 
continuous 
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change in 
consumer 
behaviour. 

Shrivastava & 
Khandai 

2002 Studied customer 
satisfaction in 
mobile services 
through a 
disconfirmation 
model involving 
consumer 
expectations, 
desires, perceived 
the ability to 
modify the 
services and self-
efficacy. 

Wang and Lo 2004 Studied CRM in 
perspectives of 
consumer 
behaviour related 
to service 
repurchase etc, 
and relationship 
quality related to 
consumer 
satisfaction and 
loyalty towards the 
service provider. 

Zineldin 2006 Developed a 
market strategy 
for rising 
competitiveness 
through service 
quality, CRM and 
customer loyalty. 

Frad 2010 Proposed a 
conceptual 
framework of 
people, 
technology and 
procedures 
establishing a 
relationship with 
the company with 
customers and 
competitors 
through CRM for 
ensuring 
increased market 
presence. 

Xu et al. 2014 Studied the Mobile 
telecommunicatio
n service 
providers offering 
customized 
schemes for 
market capturing. 

Thaichon et. al. 2014 Studied internet 
service quality 
based on network 
performance in 
term of speed, 
connectivity, 

stability and 
responsiveness 
and its effect on 
customer 
satisfaction. 

Myler 2016 Studied Gen Y 
consumers, who 
seek tailored 
plans with 
controllable 
overall service 
package instead 
of one-size-fits-all 
plans. 

Sharma et al. 2017 Studied consumer 
retention 
strategies for the 
telecommunicatio
n industry in 
Central India 
where loyalty, 
satisfaction, CRM 
have found to 
have a significant 
influnence on 
consumer 
retention. 
Switching cost 
was measured as 
moderating 
variable. 

 

Based on the review of above-discussed literation 
consumer loyalty, satisfaction and switching barrier 
have been finalised for the study. The switching 
barrier has been again divided into three parts, 
CRM, alternative attractiveness and switching cost. 
Below is the discussion of the variables taken into 
consideration for the research. 

It has been widely researched and emphasized by 
the marketing practitioners that to generate 
consumers who are committed and loyal towards a 
firm and enhance the firm‘s profitability to run it 
successfully (Sharma & Panga, 2017; Molapo & 
Mukwada, 2011; Ali, Ali, Rehman, Yilmaz, & 
Safwan, 2010; Reichheld, 1996) and increase its 
market share (Chaudhuri & Holbrook, 2001), as 
well as increase shareholder value (Sindell, 2000). 
The financial performance of any firm depends 
significantly on consumer loyalty (Muhammad, 
2012) which is maintained by giving regular 
benefits to the customers (Anderson and 
Jacobsen, 2000). In addition, the loyal customers 
are much cheaper to serve (Ganesh, Arnold, & 
Reynolds, 2000), more compassionate and 
forgiving of occasional experiences of 
dissatisfaction or failure (Yi & La, 2004) and are 
resistant to competitive overtures (Narayandas, 
2005 & Oliver, 1999). Thus, the firms that 
understand this fact, strategize to keep their 
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consumers loyal by delivering better service to retain 
them. 

Osotimehin, Hassan and Abass (2015) conducted 
research on the Nigerian telecom sector where they 
found that there was a significant relationship 
between consumer loyalty and consumer satisfaction 
and service quality. The research also revealed that 
there are numerous factors like service delivery, the 
reliability of service, efficient customer care which 
makes consumers stick to the telecom service 
providers despite the excessive competitive offers 
available in the market. According to Lall, (2013) & 
Sharma, et al, (2017) telecom services have reached 
saturation level, the companies need to work towards 
retaining their customers by delivering better service 
and meeting consumer requirements as per the 
market growth, in such competitive business 
environment. So the best way for the firm to remain 
in the market is to ensure longer stay of the 
consumers and fasten their loyalty with the firm 
(Adepoju and Suraju, 2012). For this, the 
telecommunication firms must continuously assess 
the degree of consumer sensitivity and expectations 
related to the service quality most importantly 
(Osotimehin, Hassan and Abass, 2015; Sharma, et 
al, 2017) to ensure consumer satisfaction. 

Many researchers have highlighted that satisfaction 
is the most important element to drive consumers‘ 
intention to purchase (Sharma et al, 2017; Sharma & 
Panga, 2017; Inkumsah, 2013; Shukla, 2004; 
Szymanski & Henard, 2001; Churchill & Surprenant, 
1982). Olotewo (2017) and Mishra (2013) state that 
consumer satisfaction marks the actual difference 
between consumer expectation and reality. The 
consumer does a comparative analysis of his overall 
experience with the company after he purchased its 
services, and advocates about the services to others 
and helps in building trust about the company, further 
capturing new customers. Also, it helps the 
consumer in deciding whether he needs to look out 
for better services in the market or not. So it is a 
confidence-building factor for the consumers. As 
mentioned by the researcher Oyeniyi (2011) that 
Consumer Satisfaction is a covariate of loyalty, 
repurchase intention and product advocacy. 

Sharma, et al, (2017) stated that satisfaction has a 
significant effect on the efficiency level of service. 
This is because consumer satisfaction leads to bring 
in more business and more revenue to the firm which 
it could utilize in enhancing service efficiency. 
Osotimehin, Hassan and Abass (2015) found in their 
study that consumer satisfaction and their loyalty go 
hand in hand and the firms recover the dissatisfied 
consumers through better service or early solution to 
their problem, the consumer gets satisfied and would 
continue with the service in long run. 

Another component for retaining consumer is 
switching Barriers. Studies have confirmed that 
consumers tend to avoid switching if switching 

barriers are high despite dissatisfaction from the 
service provider (Sharma, et al., 2017). Seo & 
Ranganathan (2009); Ranaweera & Prabhu (2003); 
Jones, David, & Sharon (2001, p. 261) defined 
switching barriers as: “Any factor/element that makes 
it difficult or costly for consumers to change 
providers”. Researchers have used ‗switching 
barriers‘ and ‗switching costs‘ interchangeably their 
studies (Alirez, 2011; Bansal & Taylor, 1999; Bansal, 
Taylor, & Jame, 2005; Ranaweera & Prabhu, 2003) 
and many were confused in these terms (Sathish et 
al. 2011; Balabanis et al. 2006; Colgate et al. 2007). 
Whereas, Goode & Harris (2007) have argued in 
their research that there is a slight difference 
between both the terms though, no clarification was 
given. On the other hand, (Shrama et al., 2017); 
(Sharma & Sonwalkar, 2016); (Colgate et al., 
2007); (Burnham, Frels, & Mahajan, 2003) have 
used and defined these dimensions switching 
barriers & costs very meticulously in their research. 

Sharma et al., (2017); Rahman et al. (2011) and 
Holloway (2003) measured switching barriers with 
CRM, alternative attractiveness and switching 
costs. Therefore, this study has used also used 
switching barriers as one of the dimensions to 
check the consumer churning behaviour along with 
loyalty and satisfaction. Switching barriers have 
been measured with perceived switching costs 
(Matzler et al., 2015); (Wirtz et al., 2014); (Aaker, 
2009); (Jones et al., 2000), alternative 
attractiveness (Mannan et al., 2017); (Chuah et al., 
2017); (Kuo et al., 2013); (Oliver, 1997); (Jones et 
al., 2000); (Kim, Yun, & Kim, 2009; Breivik & 
Thorbjornsen, 2008; Jones et al. 2007; Goode & 
Harris, 2007; Holloway & Beatty, 2003; Park et al. 
1994)  and customer relationship management 
(CRM) (Bell et al. 2005; Ryals & Payne, 2001). 
(Zablah et al., 2003); (Mohanty & Das, 2017); 
(Sheth & Parvatiyar, 1995); (Jeswal, 2017); 
(Khaligh et al., 2012); (Mehdi and Venkatesh, 
2010) 

The researchers Burnham et al. (2003) cited in 
(Sharma et al., 2017) developed consumer 
perceived switching costs typology, after studying 
the telephone service providers. They divided the 
switching cost into three major variables as 
Process costs, Financial costs and Relationship 
costs (Kukreja and Handa, 2013; Mohsin et al. 
2012; Chebat et al. 2010; Aydin et al. 2005; 
Caruana, 2004). This research has also used the 
same component to measure the switching costs. 

Proposed Hypotheses: 

H01: There is no significant influence of Consumer 
Loyalty on Consumer Churning Behaviour. 

H02: There is no significant influence of Consumer 
Satisfaction on Consumer Churning Behaviour. 
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H03: There is no significant influence of Switching 
Barriers on Consumer Churning Behaviour. 

H04: There is no significant influence of Customer 
Relationship Management on Consumer Churning 
Behaviour. 

H05: There is no significant influence of Alternative 
Attractiveness on Consumer Churning Behaviour. 

H06: There is no significant influence of Switching 
Cost on Consumer Churning Behaviour. 

H07: There is no significant influence of Process Cost 
on Consumer Churning Behaviour. 

H08: There is no significant influence of Financial 
Cost on Consumer Churning Behaviour. 

H09: There is no significant influence of Relationship 
Cost on Consumer Churning Behaviour. 

RESEARCH METHODOLOGY 

There were two basic objectives of this study first, to 
identify what makes consumer quit or change their 
service providers and second, find out the variables 
which can help in consumers churning intention. 
Through an in-depth literature review, we identified 
three factors, loyalty, satisfaction and switching 
barriers, may help to reduce churning intentions. 
Switching barriers have been measured through 
customer relationship management, alternative 
attractiveness and switching cost. Similarly, 
switching costs have tested from process cost, 
financial cost and relationship cost. All the items 
have been measured on a 5-point Likert‘s scale 
(From Strongly Disagree to Strongly Agree). 

The structured and self-administered questionnaire 
was circulated to around 1500 respondents in Delhi-
NCR through online out of which 674 responses 
have finalised for the study. The questionnaire has 
borrowed and modified few questions as per the 
requirement for the study from various studies such 
as (Sharma et al., 2017); (Sharma & Panga, 2017); 
(Antón, Camarero, & Carrero, 2007); (Burnham, 
Frels, & Mahajan, 2003); (Jones, Mothersbaugh, & 
Beatty, 2000). This data looks sufficient considering 
the number of variables used in this research (Hair et 
al.,2010; & Chawla & Sondhi, 2016). Before sending 
a questionnaire to the respondent the pilot testing 
was conducted on 50 respondent such as senior 
professor, managers of the telecom industry and 
students using post-paid mobile services for 
validating the scale. 

Reliability is help in measuring the consistency of the 
result. The literature proposes that the value of 
Cronbach‘s Alpha greater than 0.7 is accepted (Hair 
et al. 2010); (Zikmund, 2004); (Nunnally & Bernstein, 
1994, p. 265); Robinson et al. 1991, pp. 12-13); 

(Cronbach, 1951)). Table 2 captures the information 
of reliability analysis, where the scale of different 
variables has been found in well within acceptance 
limit i.e. 0.7. 

Table 2: Reliability Analysis 

S. 
No. 

Scale No. of 
Items 

Cronbach‟s 
Alpha 

1 Churning 
Behaviour 

5 0.955 

2 Loyalty 5 0.925 

3 Satisfaction 5 0.896 

4 Switching 
Barriers 

5 0.809 

5 CRM 5 0.898 

6 Alternative 
Attractiveness 

5 0.885 

7 Switching Cost 5 0.922 

8 Process Cost 5 0.901 

9 Financial Cost 5 0.909 

10 Relationship 
Cost 

5 0.913 

 Cumulative 50 0.968 
 

DATA ANALYSIS 

The 674 responses collected from the post-paid 
customer only as data collected by TRAI reveals 
that post-paid customers generate more value than 
pre-paid customers (TRAI, 2017).  65 per cent 
respondent were male and 35 per cent were 
female. 82 per cent respondent was having 
postgraduates and 86 per cent respondents‘ 
annual income was above Rs. 1,000,000/Year with 
work experience of more than 8 years. 79 per cent 
respondents had monthly consumption of mobile 
phone bill was around Rs.800. This data clearly 
defines that majority of respondents were from a 
good educational background and appearing well 
settled in their professional life. They also have 
above average mobile phone bill consumption. 
Therefore, organizations have to look after these 
consumers, as they are the most valuable one and 
organizations can afford to leave them. 

The proposed hypotheses were tested by applying 
a linear regression analysis. Table 3 shows the 
results of the analysis. It can clearly be seen that 
all the hypotheses got rejected. 

Table 3: Results of Linear Regression Analysis 
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The hypotheses testing results depicts that there is a 
significant influence of independent variables (i.e. 
loyalty, satisfaction, switching barrier, CRM, 
alternative attractiveness, switching cost, financial 
cost, relationship cost and process cost) on 
dependent variables (i.e. consumer churning 
behaviour). In other words, model fitness reports that 
independent variables performed well while 
predicting the dependent variable. Value of R

2 
and

 

Betas Coefficient of H01 to H09 reported satisfactory 
and caused variability by independent variables 
independent variables. 

DISCUSSION & CONCLUSION 

The result supports the hypothesis H01, which shows 
that loyalty (0.587; 0.000) has a significant influence 
on consumer churning behaviour. This result is in 
line with Sharma, et al., (2017) & Osotimehin et al. 
(2015), where the studies concluded that loyal 
consumer tends to stick with the organization for a 
longer time. The previous studies also highlighted 
that loyal customer would hardly compare prices of 
competitive service providers. Therefore, telecom 
service providers try to create loyal customer base 
which will help them in long term survival. 

The result rejects the hypothesis H02, which mean 
that there is a significant influence on satisfaction 
(0.632; 0.000) on consumer churning behaviour. This 
means that if the consumer is dissatisfied then there 
are possibilities that he/she may think of quitting from 
the current service providers. This finding is in line 
with (Sharma et al., 2017; Sharma & Panga, 2017; 
Inkumsah, 2013; Shukla, 2004; Szymanski & 
Henard, 2001; Churchill & Surprenant, 1982). The 
service providers try to keep the perceived value 
high for the brand which will intern leads to high 
satisfaction. Other than that keeping customers 
engage with various offers and having clear 
communication helps in developing a strong bond 
between service providers and customers. 

The hypothesis H03 has also been rejected, therefore 
it suggests that switching barriers (0.754; 0.000) has 
a significant influence on consumer churning 
behaviour. This hypothesis is in line (Khaligh et al., 
2012; Chuah et al., 2017; Alirez, 2011; Bansal & 
Taylor, 1999; Bansal, Taylor, & Jame, 2005; and 
Ranaweera & Prabhu, 2003). This is true that higher 
switching barriers help in reducing the chances of 
quitting intentions. Therefore, telecom service 
providers try to keep switching barriers high by 
offering good customer services and offer lucrative 
schemes to increase attractiveness. Promptness 
also helps in engaging and gaining respect from 
customers. 

The results of hypotheses H04, H05 & H06 showcased 
that there is a significant influence of CRM (0.661; 
0.000), alternative attractiveness (0.413; 0.000) and 
switching cost (0.533; 0.000) on consumer switching 
intentions. This means that signify the importance of 

switching barriers for gaining a competitive 
advantage in the market. These hypotheses are in 
line with the previous findings except for alternative 
attractiveness where (Sharma et al. 2017) found their 
study that alternative attractiveness has no positive 
influence on consumer retention. Whereas, this 
research confirms that there is a significant influence 
of competitors marketing strategies on consumer 
mind and may like to switch if other factors are in 
support. Another interesting implication of this result 
is that in the case of low satisfaction experiences, 
switching costs may become an important factor in 
reducing the consumer intentions to quit. This has 
been observed earlier also that the consumers do 
not switch their service provider if there is a 
perception of higher switching costs. 

The hypothesis H07, H08 and H09 also process cost 
(0.421; 0.000), financial cost (0.318; 0.000) and 
relationship cost (0.572; 0.000) have significant 
influence on consumer‘s churning intentions. These 
results are in line with (Jones et al., 2000; Burnham 
et al., 2003; Matzler et al., 2015; Wirtz et al., 2014; 
Aaker, 2009; Kukreja and Handa, 2013). 

 

CONTRIBUTIONS OF THE RESEARCH 

This research presents the influence of loyalty, 
satisfaction, switching barriers on consumers‘ 
quitting intentions through previous studies. When 
we talk about consumers‘ willingness to continue 
their services, this study has made conceptualizing 
and operationalizing contribution to the literature to 
find important dimensions of consumer churning 
behaviour, comprising of loyalty satisfaction and 
switching barriers. The switching barriers are 
further divided into three sub-component named 
as, CRM, alternative attractiveness and switching 
cost. Switching cost again comparing process cost, 
relationship cost and financial cost. Hence, the 
more comprehensive approach has been 
undertaken in this research as compared to past 
researches done on the Indian telecom sector. 

The results of this study also highlighted some 
managerial implication telecom sector in the 
country. The results pinpoint that the service 
providers have to look into their strategies and 
revive it on a regular interval basis as we discussed 
earlier that acquiring new a customer is five times 
costlier than retaining the existing ones. This is 
possible only when organizations are offering 
quality services, keeping the higher perceived 
value and higher switching barriers. 

Therefore, it is indeed very important for an 
organization to make a distinction between 
strategies that lock the consumer by penalizing 
their exit from a contractual relationship and 
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strategies that reward a consumer for remaining in 
that relationship for long. 

LIMITATIONS & SUGGESTIONS 

As it goes with every study so there are few 
shortcomings of this research also. This research 
has used switching cost as one of the independent 
variables but there are studies where it has also 
been considered as moderating variable so the 
future study can undertake switching cost as a 
moderating variable for reducing consumers‘ quitting 
intentions. This research is in continuation with the 
study conducted in MP region three years ago. There 
are noted changes have been observed in the result 
when we conducted in the National Capital Region. 
Therefore, further study can be in another part of the 
country to generalise the concept. There are studies 
where loyalty has been tested with satisfaction so 
future research can also measure the same. 
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