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                                                              ABSTRACT 

 

 

This study is conducted empirically for measuring consumers’ attitude towards brand switching 

on telecommunication sector in Bangladesh.  A conceptual model has been developed based on 

two constructs and some factors. Telecommunication service related intrinsic and extrinsic 

constructs where five individual attributes are included (network availability, service quality, 

service charge strategies, brand image, offered value) and some influential factors (strong 

advertisement policy, huge offering packages, perception about network coverage, FnF tariff, 

perception about age of the consumer, profession of the consumer, marital status and user 

satisfaction level about the current usable SIM , call rate, SMS charge, income, and age of the 

consumer ) are considered for the final study. 

  Tricomponent Attitude Model has been applied to find out the attitude formation towards 

telecommunication sector. A descriptive analysis technique (say, arithmetic mean) is used to find 

out the weighted average of intrinsic & extrinsic attributes which are considered by consumer 

for receiving telecommunication service. 

Fishbein’s Multiattribute Attitude model has been used for measuring the overall attitudes of 

consumers’ toward telecommunication sector in Bangladesh, which could help for successful 

business operation, management, and long-term sustainability of attitude measurement in order 

to improve product or service quality as per consumer expectation level.  

Next guideline of this study was that the support of Markov Chain (Transition Probability) for  

assessing  the brand switching tendencies of the consumer from one state to another, which 

could help to take right strategies for improving the brand quality of different service providing 
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organization and to capture high market share by reducing the brand switching behavior of the 

consumer. 

 After that binary logistic regression Model has been applied to find out the significance of the 

influential factors which are considered by the consumers for switching from one to another 

brand of telecommunication sector. 

 A total of 840 respondents who have direct role for receiving telecommunication service are 

selected on the basis of stratified random sampling to fill up the questionnaires where some of 

the information gathered by using Likert and Semantic Differential scales.  Data has been 

collected from students and different professional (Universities Teacher, Bankers, Corporate 

officers, Housewife, Government and Nongovernment employees) through a set of structured 

questionnaire. To measure the overall evaluation (ei) regarding the selected attributes for the 

specific firm rating scale ranging from extremely good to extremely bad (+3 to -3) was used and 

asked to encircle the point to express their opinion. The respondents were also asked through the 

Seven Point Likert scale ranging from 7 indicates very strongly believe, and 1 indicates very 

strongly disbelieve to know how strongly they believe that the individual firm contains the said 

attributes. 

The result of Tricomponent Attitude Model proved that the consumers of Grameenphone Ltd. are 

showed significantly positive feelings on the network availability, brand image and service 

quality dimensions (p<0.01). The score indicates that the service charge strategies and offered 

value  of Grameenphone Limited are not up to the mark. 
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  On the other hand, the table explores that consumers have significant positive feelings (p<0.01) 

on Banglalink only for network availability. The score also indicates that feeling of the 

consumers about offered value, service charge strategies, brand image and service quality of 

Banglalink are not significantly positive. The affection level about Robi is not significantly 

positive for all said attributes (offered value, service charge strategies, service quality, brand 

image and network availability). 

 

Findings of Fishbein’s Multiattribute Attitude Model point out that the consumers’ overall 

attitude towards Grameenphone Ltd. as the telecommunication service providing firm is higher 

than other selected firms in Bangladesh. The consumers perceived the telecommunication service 

which provided by the Grameenphone Ltd. more positively than other firms. So, the consumers’ 

overall attitude to Grameenphone Ltd. is viewed top most favorable position and Banglalink is 

the next position; Robi is the last position among the three alternatives on the basis of said 

attributes. 

Findings of Markov – Chain (Transition Probability) highlight that the consumer will switch  

from GP to Banglalink, GP to GP, GP to Robi and GP to Teletalk, whereas the consumer will 

switch from BL to BL, BL to GP, BL to Robi and BL to Teletalk. Lastly, the likelihood that the 

consumer will switch  from Robi to Airtel, Airtel to Robi, Robi to Teletalk, and Teletalk to Robi. 

The result of Binary Logistic Regression Model proved that brand switching is significantly 

(p<0.01) influenced by strong advertisement. Again, the consumers’ those who have positive 

belief about the  perception of offering package is 1.542 times more likely to brand switching 

rather than those who does not. Age, multiple SIM use, profession, perception about total 
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attributes rating of the current SIM are the factors which have strongly influenced on brand 

switching behavior towards the telecommunication sector.  

Consumers’ vast knowledge and experiences about the product or service and their long- term 

observation and interactions have played an important role in a service sector. Therefore, 

attitude and switching behavior of the consumers in Bangladesh can be measured by descriptive 

analysis or using various types of deterministic and stochastic models. 

 The implications of these findings can be applied by the different stakeholders to enhance 

competitive position of different telecommunication service providing firms in the competitive 

market. From research perspective, the study suggests fruitful directions about the appropriate 

methods of measuring brand switching and detecting reasons behind brand switching for further 

research. 
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Chapter 1 

Introduction 

 
 

1.1 Prelude 

Communication is an integral part of human life. From the very beginning of human civilization 

people were tried to communicate each others to fulfill their social needs. Over the passes of 

time though the tools of communication have been changed but still it is exist in the society. 

Currently cellular phone has brought a revolution in the field of communication. 

Telecommunication makes the whole world in a small village. By using this service life become 

more comfortable and easier. 

 

 It helps us in the field of business, official function, personal communication, recreation, space 

station and so on. In this 21
st
 century, technology is transforming many aspects of business and 

market activities. In its broadest sense, telecommunication is used to conduct commerce, 

including within business, business to business and business to consumers' interaction. 

 

Moreover today's business firms are giving more attention towards competitors than their target 

market or consumers. Due to privatization and liberalization policy, telecommunication sector is 

going to pass global changing circumstances all over the world. People are moving from one 

place to another and they want to talk with the connected people for taking the right decision at 

the right time during their movement. 

 

 So, in a country where the land line is very hard to come by most of the consumers now a day‟s 

depend on cell phone to communicate with each other. Mobile or cell phone is a device that 

made the communication easier. The telecommunication sector, specially the mobile phone 

sector, is one of the fastest growing business segment of the country which provides a lot of 

value addition to the society with their services and creating employment opportunities. 
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The term consumers' attitudes are a composite of a consumer belief , feelings, and behavioral 

intentions towards the object. It is an enduring organization of motivational, emotional, 

perceptual, and cognitive process with respect to some aspect of the individual world. It is 

related with the intension to buy a product or service. The attitude of consumer towards any 

product or service is the vital influencer in buying behavior. The target of a company in 

attracting its consumers' is to create consumers favorable attitude. Like many other companies, 

telecommunication companies are trying to capture high market share by creating favorable 

consumer attitude.  

 

Another term brand switching refers situations in which consumer changes from purchasing a 

product brand different from that previously or usually purchased. Brand switching can be 

instigated by price, promotion, in-store displays, superior availability, perceived improvement or 

innovations in competitive brands, desire for novelty, number of available brands, perceived 

risk, frequency of purchase, changes in quality, level of satisfaction with the most recent 

purchase and others.  

 

So, brand switching is the process of choosing to switch from routine use of one product or 

brand to steady usage of a different but similar product or dual user. Even if a consumer is loyal 

to a particular brand; and if the brand does not satisfy his/her needs, the consumers switch to a 

competitor brand. There are different factors and determinants which affect the switching 

behavior from one brand to another brand. 

 

Amid many constraints the telecommunication companies in the country are gradually 

developing. There are six mobile phone operators offering their services to customers in 

Bangladesh. Grameen Phone Ltd. (GP) owned by Telenor (62%) and Grameen telecom (38%) is 

the largest and the fastest growing cellular service provider in Bangladesh. It has 56.132 million 

subscribers which is 47.07% of total. Orascom Telecom Bangladesh Limited (Banglalink), the 
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second largest cellular service provider, has 31.960 million subscribers which is 34.65% of total. 

It is a wholly owned subsidiary of Orascom Telecom. Robi Axiata Limited (Robi), the 3
rd

 largest 

cellular service provider in Bangladesh, has 27.553 million subscribers which is 29.74% of total. 

The fourth largest cellular service provider in Bangladesh is Airtel Bangladesh Limited (Airtel) 

which has 10.351 million subscribers, 10.35% of total. 

 

 The other two mobile phone operators in Bangladesh are Pacific Bangladesh Telecom Limited 

(Citycell), it has 0.833 million subscribers which is 0.83% of total and Teletalk Bangladesh Ltd. 

(Teletalk), it has 4.257 million subscribers which is 4.25% of total market share. Based on 

market position among the six mobile phone operators the first, second and third largest 

operators have been selected respectively for the convenience of the study. 

 

The study is conducted to find out the consumers' attitude towards brand switching on 

telecommunication sector in Bangladesh and also tried to identity the influential factors related 

with brand switching and consumers' attitude about brand performance. Consumers' attitude 

towards the objects on the basis of information cues. Such cues have been separated into two 

categories, namely intrinsic and extrinsic (Jocoby and Olson, 1971). Thus, various intrinsic and 

extrinsic cues and some factors can influence consumers' attitude towards brand switching on 

telecommunication sector in Bangladesh. 

 

1.2 Background of the Study 

Researchers have taken various approaches to measure brand switching behavior with various 

reasons being attributed for switching. Accordingly to Bass, (1974), Brand switching 

phenomenon has long been of interest to switch from routine use of one product or brand to 

steady usage of a different but similar product or dual user. Marketing researchers at modeling 

brand switching behavior and providing a useful representation of the influence past purchase on 

current purchase. 
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 The interest in brand switching has continued to evolve over with different researchers tabling 

various reasons. In recent years studies continued to be carried out in relation to brand switching 

looking at the various factors such as demographics especially age and gender (Karani and 

Franccastoro, 2010). 

 

A number of studies have examined the different types of attributes which consumers consider 

when receiving the services. Examples of different types of attributes include descriptive versus 

evaluative (Baswise and Ehrenberg, 1987), functional versus representational (De Chernatony 

and Mc William, 1990) and implicit versus explicit (Biel, 1991).  

 

Holden (1993) found that three broad types of attributes were present in the thoughts of 

consumers when evoking options to choice. He referred to these as (1) the product category and 

other brands, (2) functional attributes, benefits and attitudes and (3) purchase and consumption 

situations. Holden's (1993) found that the presence of different types of attribute resulted in very 

different evoked/ consideration sets being established. 

 

 This research had important implications for brand management as it suggested the linkages to 

attribute other than the service category that have an influence at the consideration stage. 

Therefore, it gives managers a wider range of attribute options to establish/ reinforce via 

marketing communication. 

 

 There has been little research undertaken in order to test empirically which types of attributes 

and factors are considered by consumer. This is an important question given that, in most 

marketing communications, there is only the opportunity for communicating a simple message. 

A marketing manager therefore has to answer the question of which is the best message to 

communicate. 
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 Therefore, the aim of this research is to see whether there were specific types of attributes and 

determinants that were better for incorporating into marketing activities, namely it is better to 

develop links between the brand name and the products or service attributes offered by the 

brand, benefits or likely purchase/ consumption situations. 

 

The service attributes represent the specific services offered by the brand or what the customer is 

actually receiving. If consumers are unaware about the services offered by a firm, the ability for 

considering (and therefore choosing) the brand are severely compromised (Romanuik, 2003). 

Multiple researchers have found relationships linkage between the brand or product cues and 

brand choice (Cohen, 1966; Axelrod, 1968; Nedungadi, 1990). 

 

 An additional benefit of strong linkage with the service category is that it has been shown to 

have inhibitory effects on the recall of other brands (Alba and Chattopadhyay, 1986). Thus, 

association with the appropriate product/service is universally considered to be an important 

aspect of a brand image.  

 

Prior research has typically focused on one product/service for a brand. However, in recent times 

companies have been constantly expanding their product/service using umbrella brands and 

bundling multiple products together in one offering for the consumer. Therefore, such a narrow 

measure has limited use for marketers when evaluating the effectiveness of marketing activities 

and influencing/ predicting the brand switching behavior of consumers. 

 

The systematic brand switching behavior measurement provides a solid foundation for 

understanding the roles and values of brand acceptance in the competitive market. Subsequently, 

it has been suggested that brand attribution should be developed in order to effectively deliver 

actual services to the markets. The overall brand association, and integrity for product 

experiences and activities should be equal or surpass those of other available brands of 

competitors in order to be sustained in the market. 
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 However, because of unevenly distributed product/service attractions, as well as limited 

availability for attitudes towards brand switching measurement for each brand should be 

assessed in terms of its own strengths and weaknesses, and differing values and competitiveness 

in the markets. Thus, the inventory and evaluation brand choice behavior often becomes an 

important subject management as well as consumer. 

 

Now a days, companies are trying to differentiate their products/ services emphasizing some 

trivial attributes that in a real sense create no differences from those of its competitors' or 

sometimes they are not actually used by consumers at all (Chowdhury and Islam, 2003). 

Different techniques are suggested in the literature to find out which attributes consumers use to 

judge the products / services (Snelders and Schoormans, 2000). In reality, during the decision 

for a dealing, it is assumed that consumer not only consider the present value of the products / 

services but also take the future performance or future associated with the product/service 

attributes into consideration (Chowdhury and Islam, 2003). 

 

Developing the satisfied customers is clearly a key to successful marketing and to retain the 

customer toward a specific brand. Before switching from one to another brand the consumers 

perceive the quality of the product/service related with the other competitor's products/ services 

available in the market. Consumers' perceptions of quality are generally formed on the basis of 

some cues. The consumer's task in evaluating the quality of any product/service is to use cues 

for making evaluation and judgments about that product/service. 

 

However, each brand should be assessed in terms of its own strengths and weaknesses, and 

differing values and competitive in the markets. The attributes and determinants of the 

product/service are major stimuli that influence consumers' cognition and switching behavior.  

 

Anis
Typewritten text
Dhaka University Institutional Repository



7 

 

Consumers may be evaluated the attributes of a product/service in terms of their own values, 

beliefs, and past experiences. Depending upon what and how attributes develop value for 

consumer, and also how well marketing and promotional programs are managed, brand 

positioning takes on a successful position in the brand market which can reduce the brand 

switching from one to other brand; and further successful discussions provide that consumers are 

more social and economic welfare so far. 

 

1.3 Statement of the Problem 

Attitude-behavior relationship is important to marketers because they theoretically summarize a 

consumer's evaluation of an object (or brand/company) and represent positive or negative 

feelings and behavioral tendencies. At the same time the link between attitude and behavior can 

be affected by other factors. Particularly, the quality and attributes of the product \ service  are 

influencing factors in brand choice. It is a difficult task to identify how consumers perceive the 

quality of a product or service. Consumers are considered to arrive at product/ service choices by 

utility maximization. 

 

The utility attached to a product or service is derived from its attributes. When faces with a 

choice decision, consumers use information on the attributes of the alternatives to determine 

utilities for the alternatives (Michel et al., 1995). Attribute information may be retrieved from 

memory or may be derived from the choice situation (Hastie and Part, 1986). When consumers 

are more familiar with the products or services in questions, the quantity of such accessible 

information in memory is higher. 

 

 Hence, at higher levels of familiarity the amount of information that is retrieved from memory 

on abstract attributes may be larger (Alba and Hutchinson, 1987; Bettman and Part 1980; Sutan, 

1985). Hence, if a consumer in unfamiliar with a product or service, she/he tends to evaluate the 
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product on the basis of the concrete attributes that are directly perceptible when a choice 

decision is made (Rao and Monroe, 1988). 

 

The complex nature of perception quality can be well understood when a product with excellent 

attributes do not impress the consumers, whereas, a poorly made product or service impress the 

consumers as having excellent quality. For buying a certain product the consumer perceive the 

quality of the product or service related with the other competitors' product or service available 

in the market. 

 

 We know there are many telecommunication companies in Bangladesh. Every company takes 

various marketing strategies and implement these in the target market which differentiate them 

from others and create competitive advantages. The research has been tried to test the 

relationship between( intrinsic, extrinsic) cues and perceived quality of the telecommunication 

service in Bangladesh. 

 

Product or service quality always depends on different trivial attributes. The image attributes 

incorporated were based on the service categories, situations and benefits offered. While 

mentioning the service quality for an image attribute was positively related to future purchase, 

this relationship did not vary from one to another service providing organization.  

 

The more attributes of product/service is associated with the greater likelihood of the consumer 

will think  and therefore consider the service providing firm for receiving the services and  the 

service firm will be acceptable or any criteria used. The long-term aim is that to select suitable 

firm for any number of attributes likely to be used by the consumer. This is not investigated 

carefully for Telecommunication Company in our country, which should be investigated with 

higher priority and care. 
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However, even though studies on attitudes measurement, and switching behavior of consumers' 

towards telecommunication service have been conducted from various perspectives, the dynamic 

complex natures of the factors of attitudes, especially, firm selection of consumers' and their 

opinions about attribute preferences and competitive strategies have not been clearly addressed  

in Bangladesh. 

 

Generally, consumer's attitudes and brand switching behavior are influenced with the various 

types of factors, including the perceived attributes development impacts, environmental 

attitudes, affects and cognition (feeling, thinking) and culturally adoption with the products and 

services have become a problem for the country. 

 

Otherwise, consumers have every chance of switching the mobile service provider due to 

industry expansion. Mobile industry is growing technically and becoming economical due to 

competitor's innovative and attractive services. Number of players in this sector is increasing, so, 

each of them wants to over play with others to attract the consumers. It has become economic; 

with the end of the result that consumers have less switching cost.  

 

So, the study has empirically tested its relevant components from the perspectives of 

Bangladeshi consumers. Therefore, the information from this study can help policy -makers and 

planners to build more competitive brand in the market choice. 

 

 

1.4 Research Questions 

While attitudes cannot be directly observed because of their covert nature, they are nevertheless 

useful because they are assumed to be precursors of behavior. In other words, an attitude is a 

predisposition to respond overt behavior. Marketers stand to benefit from favorable consumer 

attitudes, as reflected in the consistency of consumer behaviors with respect to their brand. The 

presumed "attitude - leads - to - behavior" relationship allows the use of attitude measurements 
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as predictors of switching behaviors toward the brand in the market place for the 

product/service. 

 

We know intervening between attitude and behavior is intention, which is simply the person's 

subjective estimate of the likelihood that he or she has been engaged in the behavior under 

study. In order to predict a specific behavior (such as receiving the telecommunication service of 

a particular company during some specified time period), it is necessary to measure the person's 

attitude toward performing that behavior, not just the general attitude toward the object at which 

the behavior is directed.  

 

Accordingly, attitude toward behavior should predict a specific overt behavior better than 

attitude toward an object. In sum, attitude is a key link in the causal chain between attribute 

perceptions on the one hand and intentions and behaviors on the other for image based brand. 

Marketers who take decisions considering causal consequence have a powerful position in their 

battle for superiority in the market place for choice product or service.  

 

There are many quality and quantity dimensions of the products and services create positive or 

negative attitude and influence to switch from one to other brand. The study has been  

considered the telecommunication service as object. The consumers usually follow all the 

attributes before receiving the telecommunication service in Bangladesh. Therefore, researcher 

had drawn following research questions based on research problems: 

 

  1) What are the components influenced to form the attitude of consumer towards the object? 

  2) What are the attributes considered by consumer to use telecommunication service? 

  3) What are the overall attitudes towards the telecommunication sector in Bangladesh? 

  4) What are the factors influenced to switch from one brand to another brand of 

telecommunication? 
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1.5 Objectives of the Study 

The overall objective of the study is to measure consumers' attitude towards brand switching on 

telecommunication sector in Bangladesh. The specific objectives are- 

i) to find out the formation of attitude towards the telecommunication sector; 

ii)   to identify the different attributes which are considered by Bangladeshi consumers for 

receiving telecommunication service;  

iii)  to measure the overall attitude of consumers towards the telecommunication sector in 

Bangladesh;  

iv)  to measure different factors and determinants which influence the brand switching 

behavior of consumers towards telecommunication sector; and  

v)  to provide some suggestions for improving the market position of mobile phone 

operators in Bangladesh. 

 

1.6 Contributions of the Study 

The potential contributions of the study can be discussed from both theoretical and practical 

standpoints. Basically, the study contributed to a theoretical enhancement of the current level of 

knowledge in the existing literature on consumers‟ attitude and brand switching behavior 

towards the object. This has been achieved by empirically testing the relationships between 

(intrinsic, extrinsic) attributes and some influential factors to look for consumer perception about 

specific brand.  

 

One expected advantage of an improved understanding of this relationship is that the reactions 

of consumer to brand development could be demonstrated. Especially, since little research has 

focused on consumers‟ attitude and brand switching behavior from the view point of foreign 

consumers.  
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This study could provide new insights about how brand competitiveness could be improved by 

examining the affecting factors (strong advertisement policy, huge offering packages, perception 

about network coverage, FnF tariff, perception about age of the consumer, profession of the 

consumer, marital status and user satisfaction level about the current SIM, call rate, SMS charge, 

income, and age of the consumer) and some intrinsic and extrinsic attributes (network 

availability, service quality, service charge strategies, brand image, offered value) development 

impacts. In terms of its practical contribution, the findings of the study could aid in the planning 

and development of brand competitiveness strategies. 

 

Since it has been emphasized that consumers' support and participation are among the most 

important factors in the business, this study could provide information about consumer 

perception on three telecommunication firms' and attitudes based on different attributes. This 

professional involvement, knowledge, and practical experiences regarding brand acceptance 

management planning and development must be reliable sources of developing brand planning 

programs and strategies in order to enhance the market competitiveness.  

 

Finally, this systematic examination of relationships among the constructs could facilitate a 

clearer understanding of the nature of consumers' reactions to brand perception, so that the 

results could help producers, planners and policy-makers to develop more appropriate attributes 

and influential factors of products/services as well as to enhance competitiveness in brand 

markets. 

 

Thus, there are three aspects of this research. The first is to establish whether there is a 

quantitative relationship between the brand's association with different types of attributes 

(network availability, service quality, service charge strategies, brand image, offered value) and 

future behavior towards the brand of telecommunication sector in Bangladesh. The second is to 

see which, if any, of the attributes are more "strongly" associated with attitude, such that the 
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attribute could be considered more important/effective to form the attitude. The third is that to 

find out the influential factors (strong advertisement policy, huge offering packages, perception 

about network coverage, FnF tariff, perception about age of the consumer, profession of the 

consumer, marital status and user satisfaction level about the current SIM, call rate, SMS charge, 

income, and age of the consumer) and level of influence on switching behavior towards the 

telecommunication sector in Bangladesh. 

 

The basic purpose of this study is to provide guidelines to the marketers in choosing the best 

message for marketing promotion or, indeed, if the 'best message' to the manufacturers or agents 

for measuring attitude towards brand switching behavior of telecommunication sector. It has 

been also contributed important information to our understanding of what attributes consider by 

consumers and how in brand choice being made in the competitive market for the same product 

or service. 

 

1.7 Functional Definition of Related Terms 

 

         Attitude: Attitudes are expression of inner feelings that reflect whether a person is 

favorably or unfavorably predisposed to some objects (a brand, a service, a retail establishment) 

Azam (2005). He also added it is closely related with human psychology and it influences the 

human behavior. Attitude is very important because it reflect what people think, feel and are 

inclined to do about a product and service. 

 

   Brand Switching: Brand switching refers situations in which consumer changes from 

purchasing a product brand different from that previously or usually purchased. Brand switching 

can be instigated by price, promotion, in-store displays, superior availability, perceived 

improvements or innovations in competitive brands, desire for novelty, number of available 

brands, perceived risk, frequency of purchase, changes in quality, level of satisfaction with the 

most recent purchase and others. So, brand switching is the process of choosing to switch from 
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routine use of one product or brand to steady usage of a different but similar product or dual 

user. 

 

  Brands: The brand is conceptualized as node in memo which allows other information about 

the brand to be "anchored" to it (Aaker, 1991). A brand that is not considered cannot be chosen 

(Baker et al., 1986) and further the probability of the brand being chosen is a function of the 

numbers of other brands in the consideration set. 

 

  Attributes: Attributes are characteristics or features than an object might or might not have. 

Attribute represent the specific products/services offered by the brand or what the customer is 

actually purchasing. If consumers are unaware of the products/services offered by a brand, the 

ability for considering (and therefore choosing) the brand severely compromised. 

 

  Intrinsic and Extrinsic Attributes: In general, attributes relate to product/service performance. 

They can be further divided into intrinsic and extrinsic attributes. Intrinsic attributes are 

connected to the product's/services physical characteristics and vary by product/service category. 

Extrinsic attributes are defined as external aspects, which relate to a product's purchase or 

consumption. 

 

 Objects: Object means products/services, people, companies, and things about which people 

hold beliefs and attitudes. 

 

 Belief: The belief is the knowledge that a consumer has about objects, their attributes, and their 

benefits. 

 

 Factors: Factors refer quantitative characteristics or behavior of the objects. Another sense, a 

factor is a part or element that contributes to a result. According to the Business Dictionary 

factor that means a constituent or element to bring about certain effects or results, or indicates a 

specific multiple, number, or quantity. 
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Telecommunication Sector:  The liberalization of Bangladesh's telecommunication sector began 

with small steps in 1989 with the issuance of a license to a private operator for the provision of 

inter alia cellular mobile services to complete with Bangladesh Telegraph and Telephone Board 

(BTTB), the previous monopoly provider of telecommunications services within Bangladesh. 

Significant changes in the number of fixed and mobile services deployed in Bangladesh 

occurred in the late 1990s and the numbers of services in operation have subsequently grown 

exponentially in the past five years.  

 

The incentives both from government and public sectors have helped for industrial growth and it 

is now one of the biggest industries in Bangladesh. As a populous country, its huge market has 

attracted many foreign investors. There are 6 mobile phone operators in Bangladesh, operating 

under the names of Airtel, Banglalink, Citycell, Grameenphone, Robi and Tele Talk. The 

number of mobile phone subscribers in Bangladesh has reached 135.982 million at the end of 

June, 2017. 

  

Tricomponent Attitude Model: Tricomponent attitude model views the formation of attitude 

towards the object. Tricomponent attitude model, attitudes consist of three major components: a 

cognitive component, an affective component, and a conative component which influence to 

form the attitude of consumer. 

 

 Multiattribute Attitude Model: A Multiattribute attitude model views an attitude object, such as 

a product or service, as possessing a number of attributes that provide the basis on which 

consumers form their attitudes. Marketers have been using Multiattribute attitude models to 

study consumer attitudes. According to this model, consumers have beliefs about specific brand 

attributes and attach different levels of importance to these attributes (Belch & Belch, 1998). 
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 Fishbein's Multiattribute Attitudes Model: According to Fishbein, "Attitude is an independent 

measure of affect for or against the attitude object, which is a function of belief strength and 

evaluative aspect associated with each attribute". Using the model, people tend to like objects 

that are associated with the good characteristics and dislike objects that they believe have bad 

attributes. 

 

 In Fishbein's Model focus has been given on overall attitude towards an object function of two 

factors, the strength of the salient belief associate with the object and evaluation of those beliefs 

(Fishbein's 1963). This attitude theory since has had perhaps the greatest influence on consumer 

attitude research over three decades.  

 

   Logistic Regression Model: According to Hosmer that logistic regression model is the same as 

that of any other regression model used in statistics, that is, to find the best fitting and most 

parsimonious, clinically interpretable model to describe the relationship between an outcome 

(dependent or response) variable and a set of independent (predictor or explanatory) variables. 

The logistic regression model is that the outcome variable is binary or dichotomous response.  

 

 Markov Chain: A stochastic process whose probability of being in any state depends only on 

its previous state. A markov analysis is a procedure that can be used to describe the behavior of 

a state in a dynamic situation. Specifically, it describes the behavior of a state in a dynamic 

situation. 

 

 Another sense, future purchasing decision depends on recent past choice. It is well known that 

brand choice can be described by a Markov chain. It is used to take a two-stage decision making 

process: (i) whether to continue or whether to reconsider the last choice, (ii) in the latter case 

which brand to choose. 
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1.8 Synoptic View of the Study 

This chapter introduces the background of the study, research problem and questions upon 

which the study is based. The research objectives are defined and relevant concepts are 

delineated. Contributions of the study are discussed. Operational terminologies and concepts of 

this study are defined. Chapter II reviews the relevant literature to attitude and brand switching 

behavior of the consumer, and each of the proposed constructs. The theoretical background and 

previous conceptual and empirical research findings are discussed. Chapter III observes details 

of the models and conceptual frame work of the study are also presented. Chapter IV presents 

the research framework, a detailed discussion of the research design, development of the survey 

instrument, sampling, and procedures of data analysis. Chapter V reports the results of the 

empirical analyses of the proposed theoretical model that have been discussed. Chapter VI 

conclusions and the implications of the research are delineated and future research directions are 

presented. 
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Chapter 2 

Literature Review 

 
 

2.1 Introduction 

This chapter reviews the relevant literature to the study of brand switching behavior and 

attitudes towards the object. First, a review of relevant concepts, including intrinsic (internal 

attributes), extrinsic (external attributes) like network availability, service quality etc.; and some 

influential factors like promotional packages, age of the respondents and so on while discussing 

the need for this study. The discussion of these concepts serves as the research background for 

the research questions and objective of the study. 

 

 Then, the next section has been provided a review of the relevant literature from where we can 

find out the research gap. Different theories those are related with the study have been discussed 

special emphasis was given on attitude and brand switching behavior measurement related 

theory. A discussion of the linkage between the theoretical background and the components of 

the proposed model have been presented. Subsequently, the relevant field of the study that 

pertains to the conceptual model has been discussed in next chapter. Particularly, the section 

devoted to the development of a theoretical and conceptual model for measuring consumers' 

attitude towards brand switching behavior and addresses the basis for the relationships among 

the constructs to be tested in the study followed for next chapter. 

 

2.2 Review of the Relevant Concepts 

     2.2.1 Intrinsic Attributes  

Intrinsic cues referred to the attributes that can't be changed without changing the physical 

characteristics of the products. To take purchasing decision which cues will be most important 

for evaluating a product or service for consumer, it is really difficult to know. It is quite natural 

that high quality product or service would certainly be preferred to consumers‟ than the low 
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quality product or service. But the question becomes important while one brand is preferred over 

another although they contain the same attributes (Chowdhury and Islam, 2003). In this regard, 

Erickson, Johansson, and Paul (1984) argued that the quality of a good is not only inherently 

related with the attributes in the good but also the psychological outcome a person or people 

have for it. Many psychological mechanisms may influence perceived quality, but it is evident 

from the previous research that product attributes are most salient to consumer (Garvin, 1983, 

1984).  

 

Attributes are called the benefits of products/services, and these benefits are the surface means 

used in advertisement and promotion offer to connect the brand with a motivation which 

influence brand attitude (Rossister and Percy, 1987). Different techniques are suggested in the 

literature to find out which attributes consumers use to judge products (Snelders and 

Schoormans, 2000). In reality, during the decision for a dealing, it is assumed that consumer not 

only consider the present value of the products but also take the future performance or future 

associated with the product attributes into consideration (Chowdhury and Islam, 2003). Hence, 

intrinsic attribute has been considered for this study as the core benefit of the product/ service 

for which consumers actually receive the product/service. 

 

       2.2.2 Extrinsic Attributes  

Extrinsic cues are product/service attributes that are not part of the physical characteristics of the 

product/service but consumers take into consideration during the evaluation of products/services 

(Chowdhury, 2001). When consumers are not familiar with the services internal attributes like 

offered value of telecommunication service depends on extrinsic cues. Say for example 

reasonable service charge is most influential variable for receiving service by consumers. 

According to Anderson and Beeke (1979), when reasonable service charge is the only 

informational cue provided, the results might be positively biased toward detecting reasonable 

service charge effects. It is found that when additional cues are presented, the relative 
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importance of reasonable service charge on service evaluation diminishes (Dodds and Monroe, 

1985). Reasonable service charge is most influential than guaranty/ warranty in consumers' take 

decision for receiving service (Dodds et al., 1991). For telecommunication service consumers 

rely more on extrinsic cues in evaluating since the cost of searching for intrinsic cues often 

exceeds the relative benefits (Zeithaml, 1988). 

 

      2.2.3 Network Availability 

Network availability is how far in terms of places is the network accessible. Subscribers need to 

be able to still have network access in the rural areas, highway roads and villages. If subscriber 

has no network coverage in their locality, they are likely to switch to a competing provider if it 

has coverage in those locations (Abdullah, Sunny, and Hasan, 2015). In Bangladesh, there are 

some particular areas where a particular operator has the majority of subscribers. In Chittagong, 

Robi gain the largest of consumers. In hill tracks area, Teletalk gain competitive advantage 

because of building mobile network for the first time by them. Hence consumers consider these 

facts. If network coverage area, quality of network, connection time and sound clarity of current 

operator do not matches with the customer's expectation, it create conflicts in satisfaction which 

lead to switching of brand in mobile telecommunication sector in Bangladesh. 

 

   2.2.4 Service Quality 

 

Service quality that means an attitude formed by a long-term, overall evaluation of a 

performance. This quality construct has been variously defined value (Feigenbaum, 1951). 

Parasuraman (1988), in order to improve service quality, it must be reliably assessed and 

measured. According to the SERVQUAL model (Parasuraman et al., 1988) service quality can 

be measured by identifying the gaps between customers' expectations of the service to be 

rendered and their perceptions of the actual performance of the service. 

 



21 

 

     2.2.5 Service Charge 

 

From a consumers' perspective, service charge is what is given against obtain a product/ service. 

Service charge has a dual effect on consumer decision making process for receiving service (Rao 

and Monroe, 1988). First, service charge is a cue to perceived service quality, an effect that is 

generally positive (Rao and Monroe, 1988; Ratchford and Gupta, 1990). Its strength may be 

reduced by non-price cues (Zeithaml, 1988). Second, service charge is an indicator of financial 

sacrifice, an effect that is also generally positive (Venkatesam, 1969). When consumers evaluate 

products/service they trade- off priced-based perceptions of quality and sacrifice their money 

(Dodds et. al., 1991; Monroe and Krishnan, 1985; Zeithaml, 1988). To evaluate service 

positively, consumers must perceive that they are gaining benefits that exceed concomitant 

sacrifices (Monroe, 1990; Zeithaml, 1998). 

 

     2.2.6 Brand Image 

 

The most intangible aspects of the products/services are the brand name, quality perceptions, 

reputation etc. (de Chernatory and McDonald, 1998). Among the intangible aspects of the 

product/service, the brand is the most important, given that the majority of marketing strategies 

tend to highlight the brand including all of its added laments like logotype or slogan more than 

the product is being sold. Aaker (1994) indicates that the brand associations are based on aspects 

such as the attributes of the product/service, intangible factors (perceived quality, technological 

leadership, etc.), and benefits provided to the customer, relative price, use or application, the 

kind of user or customer. 

 

 Hence the brand has the power to differentiate the product/service and separate it from other 

competitive options, as well as to help motivate consumers in choosing and purchasing the 

product, thus making them satisfied and loyal. Brands have the different roles for the consumer 

like: identifying the origin of the product/service; defining the responsibility of the 

manufacturer; diminishing risk; diminishing the cost of searching for a product; a promise, 
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guarantee or contract with the manufacturer; a symbolic means and sign of quality (Keller, 

1998). Therefore, perceived brand image has been considered for this study as pivotal factor for 

consumer risk diffusion. 

 

     2.2.7 Offered Value   

 

Zeithaml's (1988) exploratory investigation of the value construct identifies four unique 

definitions upon which consumers appear to base their evaluations of service exchanges. 

However, she further argues that the four can be summed into a single definition, "offered value 

is the consumers' overall assessment of the utility of a product/service based on perceptions of 

what is received and what is given", (Zeithaml, 1988).  

 

The term "offered value" originated in 1950s by Feigenbaum (Milakovich, 2005). Mittal and 

Gera (2012) defined service value as the tradeoff between perceived sacrifice and perceived 

benefits. This definition of offered value can provide more critical insights of behavioral 

intentions. Some researchers, offered value is imperative for influencing behavioral intentions 

(Choi et al., 2004; and Pura 2005; Lu et al., 2011). Within marketing literature, scholars have 

noted that offered value is the overall customers' assessment of products/services utility that is 

based on the perception of what delivered and what is received (Mittal and Gera, 2012). 

 

     2.2.8 Promotional Packages 

 

Marketing efforts of the competitors, especially, the advertising and sales promotions have been 

the areas of interest to researchers because of its influence on brand switching behavior of 

consumers. Much of the advertising process is aimed at encouraging brand switching among 

consumers. Lavidge & Steiner (1961) investigated the purpose of advertising relating the 

switching behavior of consumer that shows the purpose can be classified into either short term-

attract more consumers and boost sales or long term-provide information and distinguish brands. 

Henderson et al., (1994) had found a significant relationship between advertising and brand 
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switching. It indicates a higher switching rate existed if a consumer had more chances of seeing 

an advertisement of alternative brands. 

 

 Sales promotions have a positive influence on consumers brand switching behavior. Shi, 

Cheung, & Prendergast (2005) indicated that majority of sales promotion elasticity is linked to 

brand switching behavior of consumers. The promotional activities of one mobile network 

operator affect other operators. Subscribers are drawn to special offers and seek offers; such as: 

bonus on recharge, cash back on use that are better and match them most. 

 

     2.2.9 Age of the Respondents 

 

Age is the one type socio-demographic factor; which influence on switching behavior of 

consumers. Ranganathan et al. (2006) established significant effect of demographic factors like: 

age influences the switching behavior of consumers towards telecommunication sector. The 

impact of age on consumer behavior is widely accepted (Yoon and Cole, 2008). Age has a 

profound impact on the way consumers interpret experiences and form attitudes towards 

marketing communication (Patterson et al., 1997). When compared to younger customers, older 

customers are less likely to change their purchasing patterns and product preferences and have 

less desire to switch providers (Yoon and Cole, 2008; Patterson, 2007). 

 

    2.2.10 Areas of Network Coverage 

 

Consumers prefer to use those services which are accurate and good value for money. The high 

network quality provided by companies do influence on consumer toward utilizing the services. 

Such type of action positively influences consumers and encourage brand switching. However, 

if the existing brand is able to maintain the service or network quality then a consumer does 

become loyal due to the satisfaction level, even if the prices are high. Literature also justifies 

that based on network quality and coverage the cellular networking brand is gaining competitive 

advantage in Pakistan (Ashraf et al., 2013). 



24 

 

 

      2.2.11 Number of FnF 

 

FnF is known as Friend and Family. Every customer has some special number which is very 

much essential to him. She/he needs to talk with these numbers frequently. So, he/she expects a 

lower tariff for these numbers. Cell phone operators provide some facilities for these FnF 

number. The operators who provides lower tariff and gives opportunity to more FnF number the 

customers are more satisfied with that operator. 

 

    2.2.12 Number of Current Useable SIM 

 

This is known as Subscriber Identification Module. Every subscriber has the identification 

module to reduce the crime from the society. At present time biometric SIM registration system 

is mandatory for all SIM card owners. Under the system every mobile phone SIM card has been 

associated with its user's identity as it appears in the national identity card database of the 

Election Commission. Every SIM card owner will be allowed to register a maximum of fifteen 

mobile phone SIM cards to their national identity card.  

 

As every SIM card will be able to be traced back to a single identity. It will no longer be 

possible to buy a SIM card from a licensed dealer without explicitly linking it to the identity of a 

registered Bangladeshi citizen. If any subscriber has more than single SIM he/she will be 

interested to switch from one to another operator that will provide better service to the customer. 

So, it has impact on customer to switch from one to another brand. 

 

2.3 Relevant Literature Review 

 

To find out the research gap, it is essential to review the related research works such as articles, 

books and published research reports. The review of literature can help a researcher for building 

up the conceptual frame work about certain topics. So, to assume the research problem and find 
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out the specific research gap, literature reviews are considered an essential assignment. In order 

the above purpose, some selected reviews have been presented below: 

 

Ranganathan et al. (2006) examined the switching behavior of mobile users who were not 

under any contractual obligations to stay with a provider. Drawing upon the literature on 

relationship marketing and switching costs, they examined if the relational investments made by 

mobile users in a user- provider relationship and demographics influenced their switching 

behavior. Based on data on over 30,590 mobile users, they examined their research questions. 

Statistical analysis supported significant associations between mobile users "Service Usage", 

service building and their switching behavior. Support was also found for the influence of age 

and gender on mobile user switching. 

The main limitation of the study was that they had not included the internal and external factors 

which influence on brand switching behavior.  

Price (2006) explored the impact of usage, budgetary constraints involvement and customer 

characteristics on consumers' intention to switch mobile service provider. The sampling frame 

was the central register of residents of Slovenia with a random sampling of 1000 individuals, 

aged 14 to 74 years. The sample was representative of permanent residents of Slovenia. 

Multivariate regression analysis was used to analyze the data. The result revealed that 

characteristic of the consumer such as: age, sex influenced the switching behavior. 

The main limitation of the study was that only the people in Slovenia have been targeted where 

majority of the respondents were University students. We could have extended our study to 

various areas and regions. 

Lee & Murphy (2005) investigated the determinants that caused mobile phone customers to 

transit from being loyal to switching. This study involved almost 50 part-time Singapore 

University students, divided into 10 groups of 4 to 6 members. Participants were 20 to 30 years 
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old, and about 3 of 5 were females. By examining what kept customers loyal, and then 

examining what provoked or enticed the same customers to switch, the findings suggested that 

the transition from loyalty to switching may be due to changes in the underlying determinants as 

well as new determinants. Service firms then caused customers to switch service. Customer's 

reasons for switching service were classified into eight general categories. She found eight main 

categories of switching behavior. This study concluded that customer switching behavior 

damages market share and profitability of service firms.  

The main limitation of the study was to consider limited number of sample unit. It could have 

been larger in order to get more responses from the population and made our research more 

concrete. 

N. Meher (2009) objective was that to measure consumer attitude towards internet service. As 

the stimuli internet service was selected. Fishbein's Multi-attributes attitude model was used to 

measure the variables. The result of the study was that all of the hypotheses were supported so, 

product/service related intrinsic cues where included three individual attributes i.e. easy access, 

seamless connectivity, freedom of service and non product/service related extrinsic cues where 

also included three individual attributes i.e. guaranty/warranty, reasonable service charge, brand 

image that served to influence consumer's attitude toward internet service. 

 The major limitation of the study was that attempted to consider only two internet service 

providing firms. It would have been more representative if the total number of internet service 

providing firms of Bangladesh could have been taken under this study. 

From the published article "Consumer Attitudes towards Mobile Advertising: An Empirical 

Study" by Tsang et, al. (2004), it is revealed that the rapid proliferation of mobile phone and 

other mobile devices has created a new channel for marketing. The use of short message service 

to access customers through their handheld devices is gaining popularity, making the mobile 

phone the ultimate medium for one-to-one marketing. 
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 The study investigated consumer attitudes towards mobile advertising and the relationship 

between attitude and behavior. The result of the study was that consumers generally have 

negative attitudes towards mobile advertising unless they have specifically consented to it, and 

there is a direct relationship between consumer attitudes and behavior. Thus, it is not a good idea 

to send SMS advertisements to potential customers without prior permission. 

  

Anderson, et, al. (1979) objective was that to test a simple structural model relating attitude 

toward business to product satisfaction, experience, and search effort. Automobiles were 

selected to measure attitude towards business. The confirmatory factor analysis (CoFAMM) and 

the LISREL model were used to test the hypotheses. All hypotheses of the model were 

supported. The relationships among business attitudes and experience and product satisfaction 

are positive and the relationships between business attitude and search effort in negative. 

A Major disadvantage of those models is that large samples sizes are required. It is time and cost 

constraints for researcher. 

Donald G. Morrison (1965) objective was that to test brand-switching models. In most 

proposed models of consumer behavior, analytical methods of parameter estimation have proven 

intractable. A computational method for obtaining minimum chi-square estimates is presented. 

In this method goodness - of - fit statistic that can be used for testing hypotheses is a by - 

product of the parameter estimation. A quantitative approach for discriminating among 

competing models of consumer behavior is also developed. 

The disadvantage of this minimum chi-square procedure is that many entire are needed in each 

cell of the contingency table, which is not easily manageable.   

Makwana, Sharma, and Arora (2014) objective was that to find out the factors influencing 

consumer brand switching behavior in telecommunication industry: an empirical study. The 
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study focused on identifying factors influencing consumer switching behavior in 

telecommunication industry. On the basis of questionnaires administered to consumers in 

telecommunication industry, the study reveals that by providing value added services and 

effective pricing strategies; telecom service providers can control consumer brand switching 

behavior and can relation the customers. 

The major limitation of the study was that though many other factors both internal and external 

can influence the brand switching behavior, but are excluded from the study due to the scope of 

the model used. 

Hasan et, al. (2013) objective was that to identify the factors influencing to Bangladeshi 

consumers' mobile phone operators choice and change behavior. Both primary and secondary 

data were used and data were collected from 174 respondents based on survey method, using 

self-administered questionnaires distributed to the respondents at the study area irrespective of 

respondents' socio-demographic characteristics. The study explored that call charge, network 

coverage, faster internet service and promotional package such as bonus on recharge, cash back 

on use are the main features that influence consumers' mobile phone operators' choice and 

switching behavior. 

Reza et, al. (2015) objective was that to identify the factors affecting brand switching in 

telecommunication sector. Variables of the research were service quality, price, brand image, 

value offered, trust, satisfaction, customer loyalty where as the dependent variable is switching 

cost. Different techniques were to collect data. The data analysis for the research was done by 

using the statistical package “SPSS”. This research indicates several factors that play an 

important role in switching consumers in telecom industry. 

The major limitation of the study was to consider some selected factors, but there are some 

intrinsic and extrinsic attributes which influence on brand switching behavior are excluded from 

the study.  
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 Satish et, al. (2011) identified the factors that influence the consumers to switch the service 

providers. They concluded that there is a relation between switching the service provider and the 

factors like poor network coverage, frequent network problem, high call rates, influence from 

family and friends.  

The limitation mainly all those said factors have some service benefits and risks. Future study 

may be conducted to assess services benefits and risks of each factors of telecommunication 

service. 

Xuan Zhang (2009) investigated the impact of relationship marketing tactics on customer 

satisfaction and trust, which in turn increase customer loyalty, by focusing on Swedish mobile 

telecommunication sector. An analytical model is developed as a guideline to test the 

relationships between relationship marketing tactics, relationship quality (trust and satisfaction) 

and customer loyalty. 

The main limitation of the study was that only the people in Sweden have been targeted where 

majority of the respondents were students. We could have extended our study to various areas 

and regions. 

Kuusik (2007) used LOGIT method for testing level of loyalty of 1000 customers of the biggest 

telecommunication company in Estonia. The author analyzed four factors affecting customer 

loyalty that is satisfaction, trustworthiness, image and importance of relationship. 

Lee and Murphy (2005) explored determinants that cause mobile phone customers to transit 

from being loyal to switcher. They concluded that there are different factors which affect the 

customers to switch from loyalty to switching intentions such as price, technical service quality, 

functional service quality, switching costs, etc. The result shows that price is the most important 

factor which affects the customers to switch loyalties to another provider. 
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John (2011) explored the factors that influence customer loyalty of BSNL mobile customers. A 

sample of 100 consumers who have BSNL mobile services in Jaipur City were surveyed to 

assess the reasons behind the hard core customer loyalty even in an environment with high 

quality alternatives. The author recommended that BSNL mobile service enterprises should 

work on its problems related to servers in order to further strengthen its customer satisfaction 

and loyalty. 

Parmar and Chaudhari (2012) surveyed 100 customers from Surat city to find out the 

comparative analysis of customer satisfaction before and after the adoption of mobile number 

portability. Poor network facility of the previous service provider, better SMS pack from new 

service provider and full talk time on recharge are some of the reasons for switching from one 

operator to another. 

Joseph and Joachim (2010) discussed switching cost and its relationship with customer 

retention, loyalty and satisfaction in the Nigerian telecommunication market. The author found 

that customer satisfaction positively affects customer retention and the switching cost affect 

significantly the level of customer retention. 

The limitation mainly telecommunication service was considered for evaluation in this study. 

Future studies must also explore how the discussed model works for a wider range of products, 

situations, settings and populations. 

Hanif et al. (2010) targeted various subscribers of telecom sector in Pakistan to identify the 

factors affecting customer satisfaction. The results showed that both the factors have 

significantly contributed towards customer satisfaction but comparatively price fairness had the 

larger impact on customer satisfaction than customer services. 

Douglas A. Galb (1999) identified issues and trade-offs that should be considered in regulating 

prices for shifting between service providers. Service providers, customer acquisition cost, the 
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cost to customer of changing service providers and the level of change are important factors in 

evaluating the effects of a network's operator charge for shifting customers between service 

provides. 

Mohana Prasad and Dr. D. Prasanna Kumar (2016) objective was that factors influencing 

the behavior of the mobile phone users to switch their service providers Andhra Pradesh. They 

concluded that there are different factors which affect the customers to switch from loyalty to 

switching intensions such as price, service quality, technology change, social influence, 

switching cost, and advertising. The results show that the cellular service providers pay 

attentions to all factors and especially towards the price of the services, because the consumers‟ 

switching intensions were found to be most significantly influenced by the price.  

 

Major limitation was that the study empirically examined six factors that may influence 

consumers‟ switching behavior in cellular services. However, there may be other factors that can 

have an impact on consumers‟ switching behavior but there were not examined in this study.  

Amber Gulamali and Julia Person (2017) objectives was that to find out which type of 

informant the Social Media Influencer embodies when consumers voluntarily switch brands 

after the endorsement of a brand by a Social Media Influencer. The data results of the 190 

successful questionnaires indicated that when the consumer switches out of dissatisfaction and a 

need for variety, the Social Media Influencer foremost embodies the role of an opinion leader. 

The results indicated that the Social Media Influencer functions as an opinion leader, social 

leader and micro-celebrity. 

 The major limitation was that the approach which could be relevant to the world to be  

investigated how diverse consumptions motivations might be related to certain brand switching 

motivation.    
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2.4 Research Gap  

 

After reviewed some related literatures, it is clear that maximum researchers tried to measure the 

consumers' attitude and brand switching behavior separately from the perspectives of foreign 

consumers, but this research has been tried to focus on both areas at a time from the perspectives 

of Bangladeshi consumers which remained as an unexplored field. Besides, these literatures 

considered some factors which serve to influence consumers' switching behavior toward the 

telecommunication sector. But still there are some intrinsic and extrinsic attributes which serve 

to influence consumers' attitude toward brand switching behavior of the product or service yet to 

be explored. 

 

 Moreover, in Bangladesh, there is no depth research conducted yet so far in this regards. So, the 

study has been tried to fill up this gap by using intrinsic and extrinsic attributes (network 

availability, service quality, service charge strategies, brand image, offered value) and some 

other factors (strong advertisement policy, huge offering packages, perception about network 

coverage, FnF tariff, perception about age of the consumer, profession of the consumer, marital 

status , user satisfaction level about the current SIM, call rate, SMS charge, income, and age of 

the consumer) at a time for measuring consumers‟ attitude towards brand switching behavior on 

telecommunication sector in Bangladesh. 
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Chapter 3 

Model Specification 

 

3.1 Introduction 

 The main purpose of the study is to measure consumers' attitude towards brand switching on 

telecommunication sector in Bangladesh; Chapter 1 introduced the research problem, the 

objective of the study, and the knowledge foundation of the study. Chapter 2 presented 

concepts of relevant topics and a review of relevant literature to find out the research gap of this 

study. This Chapter 3 is observed details the models used in the study to fill up the research gap 

on the basis of literature review. 

 

3.2 Conceptual Framework 

From the recent past research have been expended much effort to explore, marketing problem 

thought the use of Multiattribute models. The modeling approaches can be classified either 

compositional or de-compositional. Compositional models are usually Multiattribute attitudes 

models while the most commonly used de-compositional models are conjoint analysis and 

dimensional scaling. 

In early 1970s the literature concerning Multiattribute attitude model proliferated (Wildt at el., 

1981). These models appealed to researchers for several reasons. First, the models treat complex 

phenomena in a multivariate formation. Secondly, the models attempt to comprehensively 

capture the nature of the marketing problem in the sense that may potentiality relevant 

characteristic are incorporated in the formulation and linked to the dependent variables believed 

to be associated with one or more components of the consumer choice process (preference, 

behavior intention, purchase etc.). Third, the incorporation of identifiable components in the 

models enhances their explanatory value and, therefore, their diagnostic value (Wildt et al., 

1981). 
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Brand switching has been described traditionally in a straight forward way by Markov chains 

(Bass 1961, Montgomery and Urban 1969, Schmalensee 1972). In order to put some structure 

into the transition probabilities it has been suggested that brand loyalty or switching involves 

two- stage decision process: i) whether to stick to the same brand, and if not, ii) which new 

brand to choose (Schmalensee 1972). 

On the other hand, brand attitudes have been conceptualized as Multiattribute expectancy value 

model (Fishbein and Aizen, 1975). The model views attitudes as the sum of  the salient beliefs; a 

consumer holds about a product/service, multiplied by the strength of evaluation of each of those 

beliefs as good or bad. 

 The literature on attitude towards brand switching has been related to both intrinsic and 

extrinsic related attributes and some influential factors which influence to switch from one to 

another brand. Negative evaluation decreases the brand loyalty and increases the brand 

switching from one to another, and positive overall evaluation towards the brand increases the 

customer retention towards a specific brand.  

Brand attributes consist of 'bits' of information that are linked to the brand name in consumer 

memory and that, when combined with the brand name, make up a brand's image (Keller, 1993). 

The brand attributes and influential factors themselves can come from a variety of sources, 

including consumer experiences, marketing communications, or word of mouth (Krishnan, 

1996). 

The linkages between the brand name, its attributes, and other brands in the market place mean 

that associated attributes can be unique to the consumer, unique to the brand, or shared with 

other brands (Meyers - Levy, 1989). The telecommunication sector, specially the mobile phone 

sector, is one of the fastest growing business segments of the country. Telecommunication 

makes the whole world in a small village and by using this service life become more 

comfortable and easier. 



35 

 

 Consumers always try to receive the service based on a lot of attributes. The main attributes 

those are considered for the study are; network availability, service quality, service charge 

strategies, offered value, and brand image. These attributes represent the specific 

products/services offered by the brand. 

 However, brand switching behaviors are affected by various factors. The major factors those are 

considered for the study are; strong advertisement policy, huge offering packages, perception 

about network coverage, FnF tariff, perception about age of the consumer, profession of the 

consumer, marital status, user satisfaction level about the current SIM, call rate, SMS charge, 

income, and age of the consumer which influence on consumer to switch from one to another 

brand of telecommunication sector in Bangladesh. 

 Familiar brands GP, Banglalink, and Robi considered for each attribute and factor. These 

attributes and influential factors may do not exist equally in all said brands. The focus of the 

study is to look for the situation of consumer brand switching behavior on the basis of different 

attributes and factors of telecommunication sector in Bangladesh. 

 

3.3 Conceptual Model of the Study 

 Attitudes cannot be directly observed because of their covert nature.  In other words, an attitude 

is a predisposition to respond overtly and that this predisposition leads to actual overt behavior. 

Marketers stand to benefit from favorable consumer attitudes, as reflected in the consistency of 

consumer behaviors with respect to their brand (Kim, 2002).  

 

The presumed "attitude-leads-to-behavior" relationship allows the use of attitude measurements 

as predictors of brand switching behavior in the market place. Researchers in a variety of 

marketing settings have found intentions to be very good predictors of subsequent behavior. 

This is because in order to predict a specific behavior (such is purchasing of a particular brand 

during some specified time period). It is necessary to measure the consumers' attitude towards 
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brand switching behavior, not just the general attitude toward the object at which the behavior is 

directed. 

Communication is an integral part of human life. People receive the telecommunication service 

to talk with the connected people for taking the right decision at the right time during their 

movement. Consumers always try to receive the service based on a lot of attributes. The main 

attributes those have been considered for the study are; network availability, service quality, 

service charge strategies, brand image, offered value; and some influential factors which 

influence on consumers' brand switching behavior are that strong advertisement policy, huge 

offering packages, perception about network coverage, FnF tariff, perception about age of the 

consumer, profession of the consumer, marital status, user satisfaction level about the current 

SIM, call rate, SMS charge, income, and age of the consumer. Familiar brands GP, Banglalink 

and Robi are considered for each factor and attribute. These factors and attributes may do not 

exist equally in all said brands. 

 The attitude measurement of consumers towards brand switching behavior is very important to 

the manufacturing companies and marketing managers for their total marketing strategies. 

Therefore, the focus of the study is to look for the situation of consumer brand switching 

behavior on the basis of different trivial factors and attributes towards a specific brand of 

telecommunication sector in Bangladesh. 

Figure-3.1 indicates that product/service related attributes are divided into two broad categories, 

i.e., Intrinsic or Internal and Extrinsic or External and both attributes are influenced on forming 

attitude of consumers. Otherwise, there are some influential factors which influence to switch 

from one brand to another brand. 
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Figure 3.1 Proposed conceptual model for consumers' attitude towards brand switching behavior   

 

3.4 Theoretical Background 

Favorable attitude can be reduced the switching behavior, and attitude of consumers are 

influenced with the total attributes of the product/service. Better service has emerged as an issue 

of paramount importance for the telecommunication service providing firms. It has been 

identified as one of the most effective means of building a competitive position and improving 

organization performance (Lewis, 1993). Establishing better service enhances customer 

satisfaction – thus generating increased market share and profitability of organization (Hoffman 

and Bateson, 1997). 

 

From the recent past years, researchers have expanded much effort in exploring marketing 

problem through the use of Multriattribute models. These modeling approaches can generally be 

classified as either compositional or de-compositional. Compositional models are Multriattribute 

attitudes models, while the most commonly used decomposition model conjoint analysis and 
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multidimensional scaling (Albert et al., 1981). Attitudes represent our covert feelings of 

favorability or unfavorability toward an object. 

 Formally, attitude is defined as "a learned predisposition to response in a consistently favorable 

or unfavorable manner with respect to a given object" (Fishbein and Ajzen, 1975). Consumers 

learn these attitudes overtime by being exposed to the object directly (experience) or through 

receiving information about the object. 

Brand switching behavior measurement is essential for marketer to take appropriate marketing 

strategies. Researchers have defined brand switching behavior in different ways. Brand 

switching has long been of interest to marketing researchers at modeling on brand switching 

behavior and providing a useful representation of the influence past purchase on current 

purchase (Bass, 1974). 

 However, because of increased the customer retention in the service sector, researchers are 

defining switching behavior from the customer's perspective. Among brand switching behavior 

related literature, the widely used definition of switching behavior is that the process showed by 

a consumer, behaving differently to a particular brand and alteration in the preference of the 

existing product or service. Brand switching occurs when a consumer switches his allegiance 

from one brand of a certain type of product to another brand. 

 In general, consumer satisfaction is found to be the most common factor responsible for the 

consumer's switching action or behavior (Fernandes and Santos, 2007). When any company 

loses a consumer they are not only losing future earnings but incurring the cost of finding new 

consumers. For this reason, the researchers have also developed an instrument called Markov-

chain to measure the brand switching behavior of the consumer. 

Our learned attitude towards brand switching behavior serve as general guides to our overt 

behavior with respect to the attitude object, giving rise to a consistently favorable or unfavorable 
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pattern of response. Favorable pattern of response indicates that consumers have no possibility 

or chance to switch from one to another brand, and unfavorable pattern of response indicates that 

consumers have possibility or chance to switch from one to another brand. 

 3.4.1 Tricomponent Attitude Model 

Tricomponent attitude model represents the three components  of an attitude; and those 

components are interrelated. Such as: 

          3.4.1.1 The Cognitive Component 

The first part of the tricomponent attitude model consists of a person's cognitions, that is, the 

knowledge and perceptions that are acquired by a combination of direct experience with the 

attitude object and related information from various sources. This knowledge and resulting 

perceptions commonly take the form of beliefs; that is, the consumer believes that the attitude 

object possesses various attributes and that specific behavior will lead to specific outcomes. 

Although it captures only a part of consumer's belief system about three types of 

telecommunication service providing firms (e.g., GP, Banglalink, and Robi); and consumer's 

belief system for those selected firms consist of the same basic five attributes: network 

availability, service quality, service charge strategies, brand image and offered value. However, 

consumers have somewhat different beliefs about three selected firms with respect to those 

attributes. 

 

        3.4.1.2 The Affective Component 

A consumer's emotions or feelings about a particular product or brand constitute the affective 

component of an attitude. These emotions and feelings are frequently treated by consumer 

researchers as primarily evaluative in nature; that is, they capture an individual's direct or global 
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assessment of the attitude object (i.e., the extent to which the individual rates the attitude object 

as "favorable" or "unfavorable", "good" or "bad"). 

Research indicates that such emotional states may enhance or amplify positive or negative 

experiences and that later recollections of such experiences may impact what comes to mind and 

how the individual acts. For instance, a person visiting a service center is likely to be influenced 

by his or her emotional state at the time.  

 The emotionally enhanced response to the service center may lead the service provider to recall 

with great pleasure the time spent at the service center. It also may influence the individual 

service sector to persuade friends and acquaintances to visit the same service center and to make 

the personal decision to revisit the center. 

 

      3.4.1.3 The Conative Component 

Conation, the final component of the tricomponent attitude model, is concerned with the 

likelihood or tendency that an individual will undertake a specific action or behave in a 

particular way with regard to the attitude object. According to some interpretations, the Conative 

component may include the actual behavior itself. 

In marketing and consumer research, the Conative component is frequently treated as an 

expression of the consumer's intention to buy. 

 

3.4.2 Fishbein's Attitude Theory 

Fishbein's (1963) attitude theory has had perhaps the greatest influence on consumer attitude 

related research over three decades. According to Fishbeins' attitude is an independent measure 

of affect for or against the attitude object, which is a function of belief strength and evaluative 

aspect associated with each attribute. 
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 Fishbein drew his support for this proposition from behavioral learning theory. Simply stated, 

his contention was that an attitude toward an object is more or less automatically learned as one 

learns about the object itself. That is, when one learns about a new product, that learning occurs 

in the form of beliefs about product/service attributes. Associated with each attribute is an 

evaluative aspect, which can be thought of as a "sub-attitude", an attitude toward that attribute 

which already exists. Therefore, Fishbein's attitude theory captures how beliefs attributes of a 

certain object lead to the attitude toward that object. 

The notion of attribute salience has important implications for attitude change within the 

Fishbein theory. Since attitudes are viewed as being causally determined by cognitive structure, 

then the Fishbein theory implies three basic strategies for attitude change:(1) Change the belief 

strength associated with an attribute, (2) Change the evaluative aspect associated with an 

attribute, and (3) Introduce a previously non-salient attribute into cognitive structure. 

Therefore, promotional tools focusing on one or more of the above three strategies should 

succeed in changing, reinforcing or creating one's attitude (Mowen, John C. 1990). 

 

3.4.3 Fishbein's Multiattribute Attitude Model (FMAM) 

A great deal of marketing research has focused on developing models for predicting the 

attributed produced by this integration process. These are called Multiattribute attitude model 

because they focus on consumers' beliefs about multiple product or service attributes. Of these 

Martin Fishbein's model has been most influential in marketing.  

The key proposition in Fishbein's theory is that the evaluations of salient beliefs cause overall 

attitude. Simply stated, people tend to like objects that are associated with "good" characteristics 

and dislike the objects they believe have "bad" attributes. In Fishbein's Multiattribute model, 

overall attitude toward an object is a function of two factors: the strengths of the salient beliefs 

associated with the object and the evaluation of those beliefs. 
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Formally, the model proposes that:  

𝐴0 =  𝑏𝑖𝑒𝑖

𝑛

𝑖=1

 

where A0 = attitude toward the object, bi = the strength of the salient belief that the object has 

attributed i, ei = the evaluation of attribute i, n = the number of beliefs about the object 

(Fishbein, 1963). Fishein's model was developed to predict consumer attitudes although; 

marketers often use it to diagnose marketing strategies. The model is used to examine the 

component beliefs that underlie consumer attitudes. 

 

3.4.4 Importance of Multiattribute Attitude Model 

Marketers have been using Multiattribute attitude models to study consumer attitudes. A 

Multiattribute attitude model views an attitude object, such as product/service, as possessing a 

number of attributes that provide the basis on which consumer form their attitudes. According to 

this model, consumers have beliefs about specific product attributes and attach different levels of 

importance to these attributes (Beleh, 1998). 

 For example, a consumer may have beliefs about various brands of telecommunication service 

on certain attributes. One brand may be perceived as having brand image, network availability 

and reasonable service charge. Another brand may be perceived as having these attributes, but 

consumers may believe it better service on other attributes such as offered value and technical 

excellence. In order to predict attitudes, we must know how important consumers attach to each 

of these attributes. To parents, they may prefer a brand that performs well on network 

availability which leads to a more favorable attitude toward the first brand. 

 To teenagers, they may be more interested in the second brand for said attributes, reasonable 

service charge and technical excellence. Consumers may hold a number of different beliefs 

about brands in any product or service. However, not all of these beliefs are activated in forming 
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attitude. Just as what we discussed before, marketers should identify the salient beliefs among 

different market segments, over time, and across different consumption situations (Belch, 1998).  

Multiattribute Attitude Model helps marketers to diagnose the underlying basis of consumers' 

attitudes. By knowing their beliefs, markets are able to develop communication strategies for 

creating, changing or reinforcing product attitudes and, in the end, leading to purchasing the 

products or services. A number of different Multiattribute attitude models had been adopted in 

order to predict consumers' attitude toward object. 

 The attitude towards the object model or Fishbein's model received the most attention from 

consumers and marketing research (Mowen, 1993, Azam, 2005). The model stated that to 

determine a person's overall attitude towards some objects, it is necessary to first determine 

those beliefs that have the most influence on his/her attitude. These most relevant beliefs we are 

called salient belief. The overall attitude towards an object can be obtained by multiplying the 

belief score with the evaluation score. 

 

3.4.5 Logistic Regression Model 

The logistic regression model is that model where to outcome (dependent or response) variable 

is binary or dichotomous. The qualitative response of this model is that yes/no or 

presence/absence and this response are coded by numerical value "1" and "0". The distribution 

of this model is binomial distribution. Maximum likelihood method is used to analyze the 

logistic regression model. 

The maximum likelihood estimate and is denoted as  . In practice many researchers choose the 

logistic regression model because of its comparative mathematical simplicity that means, easily 

useable and understandable. In summary, we have shown that in a regression analysis when the 

outcome variable is dichotomous: 

i)  The model for the conditional mean of the regression equation must be bounded between 

zero and one. 
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ii)  The binomial, not the normal, distribution of the errors and is the statistical distribution 

on which the analysis is based. 

iii) The principles that guide an analysis using linear regression also guide us in logistic 

regression. 

 

 The proposed logistic regression model is that 

𝑌𝑖 = 𝛽0 + 𝛽1𝑃𝑃𝑖 + 𝛽2𝐴𝐺𝐸𝑖 + 𝛽3𝐹𝑛𝐹𝑖 + 𝛽4𝑁𝑆𝑃𝐶𝑖 + 𝛽5𝐴𝑁𝐶𝑖 + 𝛽6𝐶𝐶𝑖 + 𝜀𝑖  ;     𝑖 = 1, … , 𝑛 

Where  𝑌 =  
0, 𝑁𝑜 𝑆𝑤𝑖𝑡𝑐ℎ𝑖𝑛𝑔
1,         𝑆𝑤𝑖𝑡𝑐ℎ𝑖𝑛𝑔

  

PP  = Promotional Packages 

AGE  = Age of the consumer 

FnF  = Number of FnF 

NSPC = Number of SIM of the consumer 

ANC  = Area of the network coverage 

C = Call charge                                  

i = Random of error. 

 

 

3.4.6 Markov - Chain Model 

 

Brand switching has been described traditionally in a straight forward way by Markov Chains 

(Bass 1961, Montgomery and Urban 1969, Schmalensee 1972). A markov analysis is a 

procedure that can be used to describe the behavior of a state in a dynamic situation. The 

important part of the markov - chain is transition probability matrix. 

 

Transition probability matrix is a matrix used to describe the transitions of a markov chain. Each 

of its entries is a nonnegative real number representing a probability. In order to put some 

structure into the transition probabilities it has been suggested (Schmalensee 1972,) that brand 

loyalty or switching behavior involves two-stage decision process : i) whether to stick to the 

same brand, and if not, ii) which new brand to choose? 

 



45 

 

 There are two basic possibilities here, whether the old brand will be ruled out or not. While 

Schmalensee assumed the probabilities of brand loyalty to be the same for all brands, we allow it 

to depend on the brand, since it is after all an indication of consumer satisfaction with the 

product. 

 

Transition probability matrix is the matrix; by which to determine the possibility or chance of 

the consumer to switch from one state to another. The probability transition matrix for three 

state GP, Banglalink, and Robi are given below- 

 

State GP BL Robi Airtel  Teletalk  

GP 𝑃11  𝑃12  𝑃13  𝑃14  𝑃15  

BL 
𝑃21  𝑃22  𝑃23  𝑃24  𝑃25  

Robi 
𝑃31  𝑃32  𝑃33  𝑃34  𝑃35  

Airtel 
𝑃41 𝑃42 𝑃43 𝑃44 𝑃45 

Teletalk 
𝑃51  𝑃52  𝑃53  𝑃54  𝑃55  

 

 

Since the total of transition probability from a state i to all other states must be 1, so that  

  


n

j

ijp
1

 = 1. 

 

 

 

 

 

 

 

 

 

 

 



46 

 

Chapter 4 

Research Methodology 
 

4.1 Introduction 

The main purpose of the study is to measure consumers' attitude towards brand switching on 

telecommunication sector in Bangladesh. The aim of the current chapter is to discuss a detail 

research methodology which has been used to collect and analyze the data. With a view to 

conduct a research study, what is necessary is to design the research framework and select the 

appropriate research methodology. 

 

4.2 Research Framework 

An attitude is a predisposition to respond overtly and this predisposition leads to overt behavior. 

Marketers stand to benefit from favorable consumer attitudes, as reflected in the consistency of 

consumer behaviors with respect to their products/services. The presumed "attitude leads to 

switching behavior" relationship allows the use of attitude measurement as predictors of brand 

switching behavior in the market place. Researchers in a variety of marketing setting have found 

intentions to be very good predictors to predict a specific behavior such as, using a particular 

brand during a specified time period.  

 

It is necessary to measure the consumers' attitude towards brand switching behavior, not just the 

general attitude toward the object at which the switching behavior is directed. Due to 

privatization and liberalization of policy telecommunication sector is experiencing phenomenal 

global change all over the world.  

 

Consumers mainly receive this service for maintaining communication and taking the right 

decision at the right time during their movement. Consumers always try to receive the service 

based on a lot of attributes. The main attributes those have been considered for the study are; 

network availability, service quality, service charge strategies, brand image, offered value; and 

some influential factors which influence on brand switching behavior towards 
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telecommunication sector in Bangladesh. Familiar telecommunication service providing 

organization; such as GP, Banglalink and Robi have been considered for each attributes and 

factors. These attributes and factors may do not exist equally in all said organizations. 

 

The attitude of consumers' towards brand switching behavior of telecommunication sector is 

very important to the service providing organizations and marketing managers for their total 

marketing strategies. Therefore, the focus of the study is to look for the attitude of consumers‟ 

towards brand switching behavior of Grameenphone Ltd., Banglalink, and Robi which are 

influenced with the total attributes and some influential factors of the telecommunication 

service. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  

 
 

Figure 4.1 Individual variables for proposed conceptual model 

 

 

 

        4.2.1 Research Phase 

Exploratory and descriptive research designs have been used for the study. The reason for using 

the exploratory research design is to gain insights into the problem. Descriptive research design 

has been used to describe the characteristics of the object.   
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        4.2.2 Object Selection 

Telecommunication has become a part of the social fabric in the 21
th 

century (Herbert 2002). All 

most spare of modern life is influenced one way or other ways by the telecommunication service 

(Sandage, 1999). Consumers‟ brand switching behaviors are always influenced by a numbers of 

factors, which lead them to select a particular brand preference to other (Kamal, 1992). In this 

case consumers' consider both intrinsic and extrinsic attributes to take decision for receiving the 

telecommunication service.  

 

In Bangladesh maximum consumers are economically so much conscious for which they 

provide much effort and even are usually using reference group to take decision. They put 

forward their concentration on some important attributes which are very important and salience 

to them during the receiving it. Consumers of our country usually let much money for receiving 

the service. Moreover, all attributes and factors are effective for Bangladeshi consumers in case 

of receiving the telecommunication service. 

 

 At present time there are six mobile phone operators available offer the service in Bangladesh. 

Individual consumer considers some important attributes and factors which influence on 

consumers' attitude towards brand switching behavior. Consumers avoid those services' which 

are not attributed as expected by them (Mia, 1999). Therefore, from the variety of thought 

telecommunication service has been considered as stimuli for the study. 

 

     4.2.3 Attributes Selection 

The purpose of this stage was to select the attributes those were considered by the consumers. 

This information cultivated among 100 respondents where approximately 70% were students of 

the universities (public and private) and rests 30% were professionals of different categories 

(Universities Teachers, Different Businessmen, Bankers, Corporate Officers, Housewife, and 

others Government, Non government employees). When asked the subject about the attributes of 
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telecommunication service that are basically considered for receiving the service, they replied 10 

attributes (Table: 4.1). Among those attributes‟ that (up to 30% and above) have been selected 

for the convenience of the study.  

 

   Table 4.1:  Consumers’ opinion for different attributes of telecommunication service   

No.  Attributes’ Name T.R. T.R.D % 

1 Network Availability 100 75 75 

2 Service Quality 100 60 60 

3 Service Charge Strategies 100 45 45 

4 Brand Image 100 42 42 

5 Offered Value 100 40 40 

6 Customer Care Service 100 28 28 

7 Guaranty/ Warranty 100 22 22 

8 Technical Excellence 100 17 17 

9 Un-compromised Security 100 10 10 

10 Less Radiation  100 06 06 

Source: Field Survey 

TR = Total Respondents, TRD = Total Respondents’ Response 

 

From table-4.1, it is found that network availability, service quality, service charge strategies, 

brand image, and offered value as opined by 75%, 60%, 45%, 42%, 40% respondents 

respectively. So, those five attributes bear up to 30% and above had been selected for the 

convenience of the final study. 

 

        4.2.4 Type of Data 

Both primary and secondary data have been used to get the actual findings of the study. Primary 

data has been collected from the field directly and secondary data has been collected from the 

published materials of different organization (BTRC, Grameen Phone Limited and others).  

 

4.3 Measurement Scales and Instruments 

The conceptual model of the study has been designed to empirically test the systematic 

relationship among different attributes  (extrinsic / intrinsic) and some factors. Preferences of 

consumers about brands and attributes ultimately come out from both attributes supported not 

only for attitude development but also sustain for the long time in the competitive market. 

Basically, two attributes and some influential factors are examined to find out the actual 
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behavior of the consumer. The measurement variables or scales collection of items intended to 

reveal levels of theoretical variables to measure the attributes (Devellis, 1991). 

 

 Accordingly, the measurement scales were developed to measure phenomena that are believed 

to exist because of a theoretical underpinning or observations, but cannot be accessed directly. 

As a result, this measurement enables one to assign numerals to objects, events, or observable 

phenomena with different degrees of a quality or property (Duncan, 1984). 

 

The measurement scales for this study are developed based on the literature review and relevant 

theories, previous empirical studies and results, and observations and experiences of the given 

phenomena. Measurement of scale for this research has been followed in light of research 

performed by Yoon (2002). The following section details the measurement scales and the 

components used to find the formation of the attitude; the items used in measuring both 

constructs in this study. 

 

             4.3.1 Measurement of consumer thinking about intrinsic and extrinsic attributes of 

telecommunication sector 

 
 

The three individual telecommunication service providing firms have been selected for 

determining the attitude formation regarding the selected attributes for the specific brand of 

telecommunication sector. This has been done to satisfy the requirement of Tricomponent 

Attitude Model to measure the consumer attitude formation towards the telecommunication 

service provided by Grameen Phone Ltd., Banglalink and Robi firms in Bangladesh. 

 

 The statements for determining the formation of consumer attitude about individual attribute 

measurement have been shown table 4.2. Rating scale ranging from very strongly believe to 

very strongly disbelieve (+3 to -3) has been used and asked to write score to express their 

opinion (Malhotra, 1996). The final result has been reported in the result section, Chapter 5. 
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The question is to the respondents as; what is your thinking about the following attributes that 

influence attitude formation towards the telecommunication sector of some selected firms in 

Bangladesh? 

 

Table 4.2 Measurement of consumer thinking about intrinsic and extrinsic attributes of 

telecommunication sector 

 

Attributes (Intrinsic / Extrinsic) 

1. Network Availability 

2. Service quality 

3. Service charge strategies 

4. Brand image 

5. Offered value 

 

Note: +3 = very strongly believe, +2 = strongly believe, +1 = believe, 0 = neither believe nor 

disbelieve, -1= disbelieve, -2 = strongly disbelieve, -3 = very strongly disbelieve. 

 

 
 

      4.3.2 Measurement of consumer feelings about intrinsic and extrinsic attributes of 

telecommunication sector 

 
 

 

The three individual telecommunication service providing firms have been selected for 

determining the attitude formation regarding the selected attributes for the specific brand of 

telecommunication sector. This has been done to satisfy the requirement of Tricomponent 

Attitude Model to measure the consumer attitude formation towards the telecommunication 

service provided by Grameen Phone Ltd., Banglalink and Robi firms in Bangladesh.  

 

The statements for determining the formation of consumer attitude about individual attribute 

measurement have been shown table 4.3. Rating scale ranging from very bad to very good (1 to 

5) has been used and asked to write score to express their opinion. The final result has been 

reported in the result section, Chapter 5. The question is to the respondents as; what is your 
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feeling about the following attributes that influence attitude formation towards the 

telecommunication sector of some selected firms in Bangladesh? 

 

Table 4.3 Measurement of consumer feeling about intrinsic and extrinsic attributes of 

telecommunication sector 

 
Attributes (Intrinsic / Extrinsic) 

1. Network Availability 

2. Service Quality 

3. Service Charge Strategies 

4. Brand Image 

5. Offered Value 

 

Note: 1 = very bad, 2 = bad, 3 =neither good nor bad, 4 = good, 5 =very good 

 

  4.3.3  Measurement of consumer evaluation about intrinsic and extrinsic attributes of 

telecommunication sector 

 
 

The 3 individual telecommunication service providing firms are chosen for measuring consumer 

evaluation about the intrinsic and extrinsic attributes corresponding variables identified. This has 

been done to satisfy the requirement of Fishbeins Multiattribute Attitude Model (Fishbein‟s, 

1963) to measure the consumer attitude towards telecommunication service provided by Grameen 

Phone Ltd., Banglalink and Robi firms in Bangladesh. 

 

 The statements for evaluation of consumer about individual attribute measurement are shown 

table 4.4. A Seven Point Staple Scale is used as the response format with assigned values 

ranging from +3 = extremely Good, -3 = extremely Bad (Malhotra, 1996). The final result has 

been reported in the result section, Chapter 5. The question is to the respondents as; what is 

your evaluation about the following attributes that influence attitudes towards the 

telecommunication service of some selected firms in Bangladesh? 
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Table 4.4 Measurement of consumer evaluation about intrinsic and extrinsic attributes of 

telecommunication service 

 
Attributes (Intrinsic / Extrinsic) 

1. Network Availability 

2. Service Quality 

3. Service Charge Strategies 

4. Brand Image 

5. Offered Value 

 

Notes: +3 = extremely Good, +2 = very Good, +1 = good, 0 = neither good nor bad, -1 = bad -2 

= very bad, -3 = extremely bad. 

 

 

  4.3.4 Measurement of consumer strength of beliefs about intrinsic and extrinsic attributes of 

telecommunication sector 

 
 

In order to measure consumers' strength of beliefs on different intrinsic and extrinsic attributes 

of telecommunication service in Bangladesh. 3 individual firms have been taken based on salient 

belief of attributes. These telecommunication service providing firms have been taken for 

measuring consumer evaluation about the intrinsic and extrinsic attributes due to satisfy the 

requirement of Fishbeins' Multiattribute Attitude Model. 

  

The statement for strength of beliefs measurement has shown Table 4.5. A Seven-point Likert 

scale has been used as the response format with assigned values ranging from 7 = very strongly 

believe to 1 = very strongly disbelieve. The actual result has been presented in the result section, 

Chapter 5. The question is to the respondents as; how strongly do you believe or strongly 

disbelieve with the following each statement that influences the consumers' beliefs towards 

telecommunication service in Bangladesh. 
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Table 4.5 Measurement of consumer strength of beliefs about intrinsic and extrinsic attributes of 

telecommunication service 

 
Attributes (Intrinsic / Extrinsic) 

1. Network Availability 

2. Service Quality 

3. Service Charge Strategies 

4. Brand Image 

5. Offered Value 

Notes: 1 = very strongly disbelieve, 2 = strongly disbelieve, 3 = disbelieve, 4 = neither believe 

nor disbelieve, 5 = believe, 6 = strongly believe, 7 = very strongly believe. 

 

 

 

        4.3.5 Attitude Formation Measurement Procedures 
 

Tricomponent attitude model is an instrument to measure the attitude formation towards the 

telecommunication sector in Bangladesh. There are three components of this model; and those 

components are: (i) cognitive component, (ii) affective component & (iii) conative component. 

 

 Here it has been used rating scale ranging from very strongly believe to extremely disbelieve 

(+3 to -3) for measuring the consumer thinking regarding the selected attributes for the specific 

brand of telecommunication sector. Next it has been also used rating scale ranging from very 

bad to very good (1 to 5) for measuring the consumer feeling regarding the selected attributes 

for the specific brand of telecommunication sector. After that, some statements are represented 

for measuring the future tendencies of consumers to receive the service from the specific brand 

of telecommunication sector. 

 

       4.3.6 Attitude Measurement Procedures 
 

Fishbein drew his support for this proposition from behavioral learning theory. Simply stated, 

his contention was that an attitude toward an object is more or less automatically learned as one 
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learns about the object itself. That is, when one learns about a new product that learning occurs 

in the form of beliefs about product attributes (Kim, 2002).  

 

The "amount" of affect transferred from each evaluative aspect is a function of the belief 

strength associated with the attributes; the stronger the belief, the greater the amount of the 

attribute's evaluative aspect that have been generalized to the attitude object. So, Fishbein's 

attitude theory captures how beliefs attributes of a certain object lead to the attitude toward the 

object.  

 

It was expressed as   

𝐴0 =  𝑏𝑖𝑒𝑖

𝑛

𝑖=1

 

where A0 = Attitude towards the objects, bi = the strength of the salient belief that the object 

has attributed (i), ei = the evaluation of attribute (i), n = the number of the salient attributes 

(Engel, Roger, Paul 1990). 

 

    4.3.7 Brand Switching Behavior Measurement Procedures 

Markov-chain (Transition probability matrix) is an instrument to measure the brand switching 

behavior towards the telecommunication sector in Bangladesh. Transition probability matrix is a 

matrix used to describe the transitions of a markov chain. That means, by using the matrix to 

determine the possibility or chance of the consumer to switch from one to another state. The 

probability transition matrix for three state Grameen Phone Ltd., Banglalink, and Robi are given 

below-  
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Since the total of transition probability from a state; to all other states must be 1, so that  

 



n

j

ijp
1

1  

Here, n = number of considerable object 

 p = switching probability 

 i = different state 

 j = switching state from one to another 

 

4.4. Questionnaire Design and Pretesting 

Data has been collected from students of the Universities (public and private) and professionals 

of different categories (Universities Teacher, Bankers, Corporate officers, Housewife, 

Government and Nongovernment employees) through a set of structured questionnaire. Here 

both structured and unstructured questions and three categories questions; such as some of them 

are introductory or opening questions, informative and sensitive questions have been used to 

collect data from the respondents. In the first page of the questionnaire it has been well 

described the purpose of the study. After that some introductory questions are incorporated in 

the questionnaire. 

 

 In the next page of the questionnaire the respondents have been asked to turn the page including 

information regarding the attributes of individual brand which influence to form the attitude of 

consumers towards the telecommunication sector in Bangladesh. To measure the thinking level 

of consumers regarding the selected attributes for the specific brand of telecommunication sector 

rating scale ranging from very strongly believe to extremely disbelieve (+3 to -3) has been used 

and asked to write score to express their opinion. Semantic differential scale has been also used 

to measure the overall evaluation (ei) regarding the selected attributes for the specific brand 

rating scale ranging from extremely good to extremely bad (+3 to -3) has been used and asked to 

encircle the point to express their opinion.  
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 Next to measure the feeling level of consumers regarding the selected attributes for the specific 

brand of telecommunication sector rating scale ranging from extremely bad to extremely good (1 

to 5) has been used and asked to write score to express their opinion. 5 points Likert scale has 

been also used to measure the ranking position of each attributes rating scale ranging from not 

important to very important (1 to 5) has been used and asked to encircle the score to express 

their opinion.  

 

After that some statements are represented and the respondents are also asked to answer the 

questions for determining the future tendencies of consumers to receive the service from the 

specific brand of telecommunication sector. 

 

 The respondents are also asked through the Seven Point Likert scale ranging from 7 indicates 

very strongly believe, and 1 indicates very strongly disbelieve to know how strongly believe that 

the individual brand contains the said attributes. Those scales are widely used in comparing 

brand, product and company images (Malhotra et al., 1996).  

 

Then, some dichotomous questions are incorporated in the questionnaire to find out the effect of 

some influential factors which influence the switching behavior of consumers towards the 

telecommunication sector in Bangladesh. Next, some informative questions are used for 

analyzing the switching tendencies of consumers. 

 

Same questionnaires are also used for collecting data from professionals of different categories. 

Some open ended questions are used here to know the opinion of respondents. For finding out 

the psychological and demographic factors, there are also six prescribed questions are mentioned 

in the questionnaires. A total of 1100 questionnaires were distributed to the people who were the 

target respondents of this study. 912 respondents were received, of which 840 were completed 

and usable. So, finally 840 questionnaires have been used for the analysis purpose.  
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 Pretests 

  Pretest 1: The purpose of the first pretest was to select the attributes those considered by the 

consumer to receive the telecommunication service. The information cultivated among 100 

respondents where approximately 70% were students of the universities (public and private) and 

rests 30% were professionals of different categories (Universities Teachers, Different 

Businessmen, Bankers, Corporate Officers, Housewife, and others Government, Non 

government employees). When asked the subject about the attributes of telecommunication 

service that are basically considered for receiving the service, they replied 10 attributes (Table: 

4.1). Among those attributes‟ that (up to 30% and above) has been selected for the convenience 

of the study.  

 

Pretest 2: The purpose of the second pretest was to obtain information, which helped in 

developing questionnaire. 10 corporate officers, 50 students of both public and private 

Universities, 10 housewives, 10 bankers and 20 University teachers from both public and private 

Universities who stay at Dhaka Metropolitan city and they are the voice caller have been 

selected for pretesting. 

 

The respondents were asked through the Seven point Staple Scale ranging from +3 to -3 to know 

the cognation and evaluation; Likert Scale ranging from 5 to 1 and 7 to 1, to know how the 

individual firm contains the said attributes. The pretest sample confirmed the similarity ordering 

consistent with the prior expectation for the final study.   

 

Pretest 3: In this stage the initial pretest survey questionnaire was circulated to universities 

teachers, students of both (public and private) universities, corporate officers, housewives, 

bankers, and businessmen who stay at Dhaka Metropolitan city and they are the voice caller. 

The purpose of this procedure was to determine if there was a necessity for revision of the 
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survey design, layout, wording, and if it was necessary to clarify any ambiguous measurement 

items.  

 

Participants were encouraged to provide their feedback and comments about the initially 

developed survey questionnaire, and then such suggestions were taken into account in the 

revision of the questionnaire. A total of 100 participants from the sampling frame were selected 

and asked if they understood the questions and if anything was left out that they felt should have 

been included. 

 

 Their comments and suggestions were incorporated into the design of the final questionnaire. 

This procedure further clarified the measurement scales and survey questionnaire. Once the final 

measurement scales and design of the survey questionnaire were confirmed through the above 

procedures, the final survey questionnaires were delivered to the randomly selected mobile 

phone users according to the sampling procedures.   

 

 

4.5 Sampling Design Process 

The steps of the sampling design process as follows: 

  

        4.5.1 Target Population 

Since the main objective of this study is to measure consumers' attitude towards brand switching 

behavior of telecommunication sector in Bangladesh, the population of this study are mainly 

students of the universities (Public and Private) and professionals of different categories 

(Universities Teachers, Different Businessmen, Bankers, Corporate Officers, house-wives, and 

others government, non-government employees) who stay at Dhaka Metropolitan city; age 18 to 

65 years, and they are the voice caller. The information can be collected from them, because the 

target population is the collection of elements or objects that possess the information sought by 

the researcher. 
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      4.5.2 Sampling Technique and Sample Size 

In this study the probability sampling technique (Stratified Sampling) has been used on the 

basis of gender and profession of the customers.  The desired sample size can be calculated on 

the basis of the following formula 

  nstrat = D × nsrs = 2 × 383 = 766 

 

Where, nsrs refers sample size of simple random sampling 

 383
)05.0(

53.047.0)96.1(
2

2

2

2





d

pqZ
nsrs  

 n = required sample size 

 Z = standard value of 1.96 at 95% confidence level  

 p = estimated proportion of Grameenphone users 

 d = margin of error at 5% (Standard value of 0.05) 

 D = refers design effect for stratified random sampling (say, D = 2) 

 

There are many arguments in favor and against the sample of students (Beltramini, 1983 and 

Oakes, 1972) these scholars have been generally cited threats to external validity as their 

primary concern, arguing that students are atypical of the "general population" and that any 

findings based on students samples may therefore not be generalized to other population. 

 

 However, some scholars disagree on this issue arguing that this situation is particularly 

desirable when researches are engaged in theory testing (Chowdhury, 2002). Oakes (1972) and 

Chowdhury (2002) contend that such arguments are specious because regardless of what 

population is sampled; generalization can be made only with caution to other populations.  

 

Actually in our country university student have enough sound knowledge and they all are 

intensive use the mobile phone. Parents provide the money but decision for which brand 

purchase maximum time come from the young son or daughter who have strong education 
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(Hossain, 2003). Besides, university students have usually come from different parts of the 

country, so represented information might collected from them, which may not possible from 

other sources. 

 

Rests of the data have been taken from the professionals of different categories who stay at 

Dhaka Metropolitan city. Research found that there is a good similarity between output of data 

which have been collected from students and professionals from different categories. 

 

  4.6 Data Collection 

Primary data has been collected through a set of structured questionnaires, and secondary data 

has been also collected from the published materials of different organization (BTRC, Grameen 

Phone Limited and others). 

 

4.7 Design of the Models and Variables 

The following models have been applied to measure the consumers‟ attitude towards brand 

switching behavior of telecommunication service providing firms those are widely providing 

service in Bangladesh.  

 

Model 1: Fishbein‟s Multiattribute Attitude Model 

𝐴0 =  𝑏𝑖𝑒𝑖

𝑛

𝑖=1

 

where A0 = attitude toward the object, bi = the strength of the salient belief that the object has 

attributed i, ei = the evaluation of attribute i, n = the number of beliefs about the object. 

 

Model 2: Binary Logistic Regression Model 

𝑌𝑖 = 𝛽0 + 𝛽1𝑃𝑃𝑖 + 𝛽2𝐴𝐺𝐸𝑖 + 𝛽3𝐹𝑛𝐹𝑖 + 𝛽4𝑁𝑆𝑃𝐶𝑖 + 𝛽5𝐴𝑁𝐶𝑖 + 𝛽6𝐶𝐶𝑖 + 𝜖𝑖   where   

𝑌 =  
0, 𝑁𝑜 𝑆𝑤𝑖𝑡𝑐ℎ𝑖𝑛𝑔
1,               𝑆𝑤𝑖𝑡𝑐ℎ𝑖𝑛𝑔

  

Model 3: Transition Probability Matrix of Markov-Chain Model 
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State GP BL Robi Airtel  Teletalk  

GP 𝑃11  𝑃12  𝑃13  𝑃14  𝑃15  

BL 
𝑃21  𝑃22  𝑃23  𝑃24  𝑃25  

Robi 
𝑃31  𝑃32  𝑃33  𝑃34  𝑃35  

Airtel 
𝑃41 𝑃42 𝑃43 𝑃44 𝑃45 

Teletalk 
𝑃51  𝑃52  𝑃53  𝑃54  𝑃55  

 

Where,  


n

j

ijp
1

 = 1 

 

Here, three selected telecommunication service providing firms (XGP = Grameen Phone Ltd., 

XBL = Banglalink, and XRi = Robi), five attributes (X1 = Network availability, X2 = Service 

quality, X3 = Service charge strategies, X4 = Brand image, and X5 = offered value) and some 

influential factors (PP = Promotional packages, AGE = Age of the consumer, FnF = Number of 

FnF, NSPC = Number of SIM of the consumer, ANC = Area of the network coverage, and CC = 

Call charge, PU= Profession of the user, GU= Gender of the user, MS= Marital status) are  

addressed. 

 

4.8 Analysis Procedures 

Graphical and tabular presentations, some descriptive statistics (average, percentages) have been 

used to evaluate the current situation of the telecommunication sectors in Bangladesh. 

Tricomponent Attitude Model has been used to determine the attitude formation towards the 

telecommunication sector. 

 

Then, Mertin Fishbein's Multiattribute Attitude Model has been used to measure the overall 

attitude of consumers towards the object. Markov-chain (Transition probability matrix) has been 

used to find out the brand switching behavior of consumers from one to another brand of 

telecommunication sector in Bangladesh. 
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After that logistic regression model has been also applied to find out the significance influential 

factors which are considered by the consumer to switch from one to another brand of 

telecommunication sector.  

 

4.9 Statistical Software 

The collected primary data have been analyzed by using Statistical Software (SPSS). Microsoft 

Excel also has been used. 

 

 

4.10 Conclusion 

This chapter has been devoted to explain the research methodology that has been used in the 

study. The first section has been covered a brief discussion about the research framework. In the 

second section, the research design and nature of data have been presented. The next section 

explains how the measurement scale and the survey instruments have refined through the pretest 

procedures. 

  

Specifically, the target population, sampling technique and sample size have been presented. 

Data collection techniques have been represented in this Chapter. Finally, the study has been 

provided a discussion of the statistical methods that are used to get the actual findings. 
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Chapter 5 

Analysis and Findings (Univariate and Multivariate Analysis) 

 

5.1 Introduction 

Brand switching is a risk factor for business sustainability. High brand switching rate is the 

cause of reducing profit margin. So, an exploratory study can be used to evaluate socio-

demographic characteristics of the respondents and to measure consumers‟ attitude formation 

based on three components (say, affect, cognition and conation) which are involved with brand 

switching. Hence, Univariate analysis is widely used as a statistical approach to describe and 

evaluate data for individual variables. Socio-demographic characteristics of the respondent are 

discussed in section 5.2. Measurements of attitude formation are included in 5.3 to 5.5 and 

weighted average of the considerable intrinsic and extrinsic attributes are presented in section 

5.6.  

 

After that consumer behavior among the brands and reasons behind the brand switching both are 

not depend on only one factor whereas several influential factors are related to brand switching 

and brand loyalty. Hence, the analysis is complex to evaluate the actual scenario. Multivariate 

data analysis refers to any statistical technique used to analyze data that arises from more than 

one variable simultaneously. So, multivariate analysis is important where each situation, 

product, or decision involves more than a single variable. 

 

In this chapter, Fishbein‟s Multiattribute Attitude model is used to identify the more preferred 

telecommunication brand on the basis of consumer‟s response. Again, Markov analysis 

especially transition probabilities have been used to determine the current transitions probability 

among the brands. The Binary Logistic Regression models have been used to find out the 

influential factors related to brand switching.   
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  5.2 Socio-demographic Characteristics of the Respondents  

Age, gender, profession and income are the selected socio-demographic characteristics of the 

consumers relate to brand switching. Firstly the study reveals the age and sex distribution pattern 

of the consumers. 

 

                        Table 5.1 Age and sex distribution of the consumers 

Age 
Number of the consumers Percentage (%) of the 

consumers Male Female Total 

18-25 412 128 540 64.3 

26-35 136 50 186 22.1 

36-45 81 15 96 11.4 

46-55 6 9 15 1.8 

56-65 2 1 3 .4 

Total 637 203 840 100.0 

  

From table 5.1 and figure 5.1, the study reveals that 86.4% respondents are in age 18 to 35 from 

where 75.48% are male. The main focus of the study is to find out the switching tendencies of 

the consumers. Since the young generation play the vital role in this sector who are already 

adapted with digitalization concept of Bangladesh; so the study has been considered 86.4% 

respondents within age 18 to 35.    

 

                         Figure 5.1 Age and sex distribution of the consumers 
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             Table 5.2 Profession of the respondents 

Profession of the respondents Number of the consumers 

Percentage (%) of the 

consumers 

Student 557 66.3 

University Teacher 35 4.2 

Banker 29 3.5 

Businessman 66 7.9 

Corporate Officer 28 3.3 

Government Employees 29 3.5 

Nongovernment Employees 50 6.0 

Housewife 46 5.5 

Total 840 100.0 

 

 

About 66% of the respondents are students of the tertiary levels who have adaptable capability 

about sophisticated technology and also aware about market change (table 5.2). 

 

                  Figure 5.2 Profession of the respondents 

 

 

5.3 Measuring Consumers’ Attitude Formation Based on Affection 

Network availability, service quality, service charge strategies, brand image and offered values 

are five major attributes to evaluate affection level of the consumers about telecommunication 

brands. Percentage with significant level, mode and median are used to measure the affection of 

the respondents. 
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Table 5.3 Consumers’ attitude formation towards three brands based on affection    

component 
Attributes Grameenphone Banglalink Robi 

Mode Median % of the 

consumer 

response 

≥ 𝟒 

Mode Median % of the 

consumer 

response 

≥ 𝟒 

Mode Median % of the 

consumer 

response 

≥ 𝟒 

Network 

Availability 

5 5 85.4
*** 

4 4 65.8
*** 

4 4 60.7 

Service 

quality 

4 4 64.6
*** 

4 4 54.4 3 3 47.9 

Service 

charge 

strategies 

3 3 29.4 4 3 46.3 3 3 46 

Brand image 4 4 72.8
*** 

4 4 59.1 4 4 56.6 

Offered value 3 3 35.2 3 3 40.9 3 3 41.1 

Source: Field Survey *
**

p<0.01at 1% level of significance. 

 

Table-5.3 reveals that all the respondents consider five attributes which affect on consumer 

attitude for using telecommunication service. The table represents the nature of positive feelings 

of consumers towards Grameenphone Ltd., Banglalink and Robi. The consumers of 

Grameenphone Ltd. are showing significantly positive feelings on the network availability, 

brand image and service quality dimensions (p<0.01). The score indicates that the service charge 

strategies and offered value attributes of Grameenphone Limited are not up to the mark. 

 

 On the other hand, the table explores that consumers have significant positive feelings (p<0.01) 

on Banglalink only for network availability. The score also indicates that feeling of the 

consumers about offered value, service charge strategies, brand image and service quality of 

Banglalink are not significantly positive. The affection level about Robi is not significantly 

positive for all said attributes (offered value, service charge strategies, service quality, brand 

image and network availability).  
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5.4 Measuring Consumers’ Attitude Formation Based on Cognition 

Positive thinking about network availability, service quality, service charge strategies, brand 

image and offered values can be reduced brand switching. In this section, the nature of thinking 

about Grameenphone Ltd., Banglalink and Robi are evaluated. 

    Table 5.4 Consumers’ attitude formation towards three brands based on cognition 

component 
Attributes Grameenphone Banglalink Robi 

Mode Median % of the 

consumer 

response 

≥ 𝟏 

Mode Median % of the 

consumer 

response 

≥ 𝟏 

Mode Median % of the 

consumer 

response 

≥ 𝟏 

Network 

Availability 

3 3 95.8
*** 

2 2 85.6
*** 

1 1 83.6
*** 

Service quality 2 2 87.2
***

 2 2 84.6
*** 

1 1 78
*** 

Service charge 

strategies 

1 1 58.9 1 1 73.6
*** 

1 1 71.7
*** 

Brand image 3 2 83.3
*** 

2 2 81.7
*** 

1 1 78.3
*** 

Offered value 1 1 67.8
*** 

1 1 68.5
*** 

0 1 66.5
*** 

Source: Field Investigation 
***

p<0.01at 1% level of significance.                                 

 

Table-5.4 reveals the composition of the consumers belief system about these three alternatives 

(GP, BL and Robi). Consumer‟s belief for three type‟s telecommunication firms consists of the 

same basic five attributes. The table suggests that the consumers‟ belief about the network 

system of Grameenphone is comparatively better than Banglalink and Robi. Next, service 

quality of Grameenphone is also better than Banglalink and Robi. But service charge strategies 

and offered value of Banglalink are fairly better than Grameenphone and Robi. After that 

consumers‟ belief about brand image of Grameenphone Ltd. is comparatively better than other 

said firms.  

 

5.5 Measuring Consumers’ Attitude Formation Based on Conation 

From table- 5.5.1, cell frequency indicates that 17 respondents from total are very unlikely GP‟s 

service and definitely will not receive GP‟s service in future. Whereas, 13 respondents like GP‟s 

service but they definitely will not receive service from GP. Then, 95 respondents like GP‟s 

service but they response that they will not probably receive service probably from GP. After 
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that, maximum respondents 255 like GP‟s service and in future they probably will receive 

service from GP.  Lastly, 143 respondents very likely GP‟s service and practically they 

definitely will receive service from GP.  

       Table 5.5.1 Consumers’ behavior towards GP service based on conation component    

Cross-Tabulation (Chance vs. Choice 

of Receiving GP Services) 

Choice of Receiving GP Service 

Total Very Unlikely Unlikely Likely Very Likely 

C
h

a
n

ce
 o

f 

R
ec

ei
v

in
g

 G
P

 

S
er

v
ic

e
 

Definitely Not Receive 17 23 13 6 59 

Probably Not Receive 5 78 95 10 188 

Probably Receive 6 40 255 63 364 

Definitely Receive 2 6 78 143 229 

Total 30 147 441 222 840 

Source: Field Investigation  

 

Table 5.5.2 Consumers’ behavior towards BL service based on conation component      

Cross-Tabulation (Chance vs. Choice 

of Receiving BL Services) 

Choice of Receiving BL Service 

Total Very Unlikely Unlikely Likely Very Likely 

C
h

a
n

ce
 o

f 

R
ec

ei
v

in
g

 B
L

 

S
er

v
ic

e
 

Definitely Not Receive 12 28 12 1 53 

Probably Not Receive 14 133 209 15 371 

Probably Receive 4 28 235 38 305 

Definitely Receive 0 2 64 45 111 

Total 30 191 520 99 840 

 Source: Field Investigation 

 

From table- 5.5.2, it is found that among the total number of respondents 12 respondents 

response that they very unlikely BL‟s service and said that they definitely will not receive 

service in future. Whereas, 12 respondents like BL‟s service but practically they definitely will 

not receive service from BL. Then, 209 respondents likely BL‟s service but practically they 

probably will not receive service from BL. After that, maximum respondents 235 like BL‟s 
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service and in future they probably will receive service from BL.  Lastly, 64 respondents likely 

BL‟s service and practically they definitely will receive service from BL.  

        Table 5.5.3 Consumers’ behavior towards Robi service based on conation component   

Cross-Tabulation (Chance vs. Choice 

of Receiving Robi Services) 

Choice of Receiving Robi Service 

Total Very Unlikely Unlikely Likely Very Likely 

C
h

a
n

ce
 o

f 

R
ec

ei
v

in
g

 R
o

b
i 

S
er

v
ic

e
 

Definitely Not Receive 12 52 11 6 81 

Probably Not Receive 15 98 227 15 355 

Probably Receive 4 17 212 56 289 

Definitely Receive 1 4 58 52 115 

Total 32 171 508 129 840 

 Source: Field Investigation 

 

From table- 5.5.3, it is found that among the total number of respondents 12 respondents 

response that they very unlikely Robi‟s service and said that they definitely will not receive 

service in future. Whereas, 52 respondents unlike Robi‟s service and decide that they definitely 

will not receive service from Robi. Then, 227 respondents likely Robi‟s service but practically 

they probably will not receive service from Robi. After that, maximum respondents 212 likely 

Robi‟s service and in future they probably will receive service from Robi. Lastly, 58 

respondents likely Robi‟s service and practically they definitely will receive service from Robi.  

 

5.6 Consumers’ Overall Perceptions about Telecommunication Services 

Network availability, service quality, service charge strategies, brand image and offered values 

are the five determinant of changing the consumers‟ perception about their current brand. This 

section is going to determine the rank of those determinants of the telecommunication sectors in 

Bangladesh using weighted average on the basis of intrinsic and extrinsic attribute.. 
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Table 5.6 Consumer consideration based on intrinsic and extrinsic attributes for using 

telecommunication service  
Attributes 

(Internal / 

External) 

Responses 
Weighted 

Average 

(WA)
* 

 

Ranks 

Unimportant 

(1) 

Quite 

Unimportant 

(2) 

Neither 

Important not 

unimportant 

(3) 

Important 

(4) 

Very 

Important 

(5) 

Network 

Availability 

8 42 75 91 624 4.5250 1 

Service quality 9 22 124 374 311 4.1381 2 

Service charge 

strategies 

22 41 156 294 327 4.0274 3 

Brand Image 34 72 232 259 243 3.7202 5 

Offered Value  51 88 167 208 326 3.7976 4 

*𝑊𝐴 =
 𝑊𝑖𝑋𝑖

 𝑊𝑖
where Xi is the score (1 to 5) for each response and 𝑊𝑖 is the corresponding weight (score frequency) 

Source: Field Survey 

 

Table- 5.6 reveals that all the respondents consider five attributes, which affect on consumer 

behavior for using telecommunication service. On the five attributes, “network availability” is 

considered as highest importance where the weighted average is 4.525 for the attribute. The 

other important attributes are i) service quality (weighted average being 4.13); ii) service charge 

strategies (weighted average being 4.02); iii) offered value (weighted average being 3.79); and 

iv) brand image (weighted average being 3.72).  

 

5.7 Consumers’ Attitude towards Telecommunication Operators in Bangladesh: A 

Fishbein’s Multiattribute Attitude Model Approach 

The total number of Mobile Phone subscriptions was 135.982 million at the end of June, 2017 

(http://www.btrc.gov.bd/content/mobile-phone-subscribers-bangladesh-june-2017). Among the 

total operators, 97.604% mobile phone subscribers are belong to the three operators namely, 

Grameen Phone Ltd. (GP), Banglalink Digital Communications Limited, Robi Axiata Limited 

(Robi). Hence, Fishbein‟s Multiattribute Attitude Model has been applied to evaluate 

consumers‟ attitude among Grameen Phone Ltd. (GP), Banglalink Digital Communications 

Limited, Robi Axiata Limited (Robi) operators. 

http://www.btrc.gov.bd/content/mobile-phone-subscribers-bangladesh-june-2017
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Table 5.7: Fishbein’s Multiattribute Attitude Model for measuring consumers’ attitude 

towards three telecommunication operators in Bangladesh 
Affection Items Grameenphone Banglalink Robi 

ei bi eibi ei bi eibi ei bi eibi 

Network 

Availability 

2.2560 5.4881 12.381 1.3929 4.8536 6.761 1.2881 4.7869 6.166 

Service quality 1.4226 4.7512 6.759 1.1905 4.4821 5.336 1.1214 4.4190 4.955 

Service charge 

strategies 

.1060 3.7690 0.400 .8940 4.2583 3.807 .9167 4.2821 3.925 

Brand image 1.6345 4.9131 8.031 1.3512 4.5429 6.138 1.2107 4.5357 5.491 

Offered value .5583 4.0512 2.262 .9488 4.2179 4.002 1.0131 4.2155 4.271 

𝐴0 =  𝑒𝑖𝑏𝑖  
29.833 

 

26.044 24.808 

Source: Field Survey 

From the Fishbein‟s model, overall position of consumers‟ attitude towards the individual object based 

on different attributes can be evaluated. The strength of belief (𝑏𝑖) is the i
th 

value of the salient belief 

about individual attribute for each object. This belief has been measured on the basis of consumers‟ 

rating about individual attribute for each object. The evaluation about the importance of the attributes 

(belief evaluation,𝑒𝑖) reflect how favorably consumers perceived the attributes (Table 5.7). It is clear 

from the table that attitude of different telecommunication service providing firms on the basis of 

Fishbein‟ Multiattribute Attitudes model are 29.833, 26.044 and 24.808 for Grameen Phone Ltd. (GP), 

Banglalink Digital Communications Limited, Robi Axiata Limited (Robi) respectively (Table 5.7). 

 

The findings from Fishbein‟ Multiattribute Attitudes model has been suggested that GP is viewed top 

most favorable position on all desired attributes because it was received total value 29.833 for the 

attitude towards object (GP). Banglalink Digital Communications Limited has next position selected by 

respondents. After that Robi Axiata Limited (Robi) is the last position among the three selected firms by 

using consumers‟ rating. 

 

 5.8 Markov Analysis for Measuring Brand Switching Behavior 

 

A Markov analysis is a procedure that can be used to describe the behavior of a system in a dynamic 

situation. Specifically, it describes and predicts the movement of a system, among different system 
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states, as time passes.  The Markov process describes the movement of a system from a certain 

condition in the current stage to one of n possible states in the next stage. The transition probability is 

the likelihood that the system, currently in one state, will move to another state in the next period. 

The probability that a consumer will move from GP to Banglalink is 0.345 whereas a consumer will 

move from Banglalink to GP is 0.190.  Again, the likelihood that a consumer will move from GP to 

Robi is 0.190 whereas a consumer will move from Robi to GP is 0.360. Other hand, the probability that 

a consumer will move from GP to Teletalk is 0.063 whereas a consumer will move from Teletalk to GP 

is 0.283 (table 5.8). 

 

  Table 5.8: Transition probability table for measuring brand switching  

 

Grameen 

Phone Ltd. 

(GP) 

Banglalink Digital 

Communications 

Limited 

Robi Axiata 

Limited 

(Robi) 

Airtel 

Bangladesh 

Limited 

Teletalk 

Bangladesh 

Limited 

Grameen Phone 

Ltd. (GP) 
0.289 0.345 0.19 0.113 0.063 

Banglalink Digital 

Communications 

Limited 

0.19 0.357 0.224 0.176 0.053 

Robi Axiata Limited 

(Robi) 
0.36 0.093 0.338 0.115 0.094 

Airtel Bangladesh 

Limited 
0.194 0.129 0.269 0.29 0.118 

Teletalk Bangladesh 

Limited 
0.283 0.132 0.264 0.057 0.264 

Source: Field Survey 

 

A consumer will switch from Banglalink to Robi with probability 0.224 whereas switching 

probability will be 0.093 from Robi to Banglalink. The likelihood that a consumer will move 

from Banglalink to Airtel is 0.176 whereas a consumer will move from Airtel to Banglalink is 

0.129. The probability that a consumer will move from Banglalink to Teletalk is 0.053 whereas 

a consumer will move from Teletalk to Banglalink is 0.132 (table 5.8). 

 

The likelihood that a consumer will move from Robi to Airtel is 0.115 whereas a consumer will 

move from Airtel to Robi is 0.269. Lastly, the probability that a consumer will move from Robi 

to Teletalk is 0.094 whereas a consumer will move from Teletalk to Robi is 0.264 (table 5.8).   
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5.9 Binary Logistic Regression for Identifying Influential Factors Related to Brand 

Switching towards Telecommunication Sectors in Bangladesh 

 

Brand switching is a very crucial issue in telecommunication industries. To increase profit 

margin and reduce business risk, operation manager need to know the influential determinant 

related to consumers‟ brand switching behavior. Network availability, strong advertisement 

policy, huge offering packages, perception about network coverage, FnF tariff, Perception about 

age of the consumer, profession of the consumer, marital status and user satisfaction level about 

the current SIM are the significant associated factors  related to brand switching (P<.0.1) on the 

basis   of  𝛘𝟐  and Crammers‟ V (table 5.9.1).  

 

On the other hand, the study has been considered call rate, SMS charge, income, and age of the 

consumer as quantitative variables which may be correlated with brand switching. 

 

  Table 5.9.1: Association among brand switching and other factors  

Factors 

Brand Switching  

𝛘𝟐 
Crammer’s V 

Statistic P value Statistic P value 

Network availability 8.630 .071 .101 .071 

Service quality 3.318 .506 .063 .506 

Strong advertisement 52.149 .000 .249 .000 

Offering packages 52.611 .000 .250 .000 

Perception about network coverage 2.957 .086 .059 .086 

FnF tarrif influence 30.892 .000 .192 .000 

Perception about age of the user 37.996 .000 .213 .000 

Multiple SIM use .413 .520 .022 .520 

Profession of the user 33.476 .000 .200 .000 

Gender of the user 1.531 .216 .043 .216 

Marital status of the user 29.729 .000 .188 .000 

User satisfaction about current SIM 5.983 .014 .084 .014 

Source: Field Investigation 
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Brand switching is a binary response variable (switch=1 or non-switch=0) in this study which 

may be depend on several predictors. To find out the degree of the dependency among binary 

response variable and predictors, logistic regression is appropriate. 

 

 The value of the Hosmer-Lemeshow test statistic is 5.51 with P-value=0.702 which is greater 

than 0.05, so the null hypothesis (H0: There is no difference between the observed and predicted 

values) cannot be rejected. Hence, there is enough evidence to conclude that the current model 

appears to fit the data reasonably well.  

 

Again, higher overall percentage of correct predictions gives better model. The overall 

percentage of correct predictions is 65.60% by this model.   
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Table 5.9.2: Logistic Regression estimates of the effects of different determinants on brand 

switching towards telecommunication sectors in Bangladesh  

Independent Variables 𝜷 S.E. Odds Ratio (OR) 

Strong Advertisement (r: No) 

            Yes .713
*** 

.181 2.041 

Offering Packages (r:No) 

           Yes .433
** 

.186 1.542 

Perception about Network Coverage (r:No) 

           Yes .004 .169 1.004 

Call Rate Per Minute -.235 .293 0.791 

SMS Charge (Per SMS) -.524 .332 0.592 

FnF Tariff Influence .060 .187 1.062 

Perception about Age of the Consumer (r:No) 

           Yes .553
*** 

.175 1.738 

Multiple SIM Use (r:Single) 

          Multiple .303
* 

.180 1.354 

Age of the Respondent -.053
** 

.021 0.948 

Profession of the Respondent (r:Housewife) 
   

         Student .647 .543 1.910 

         Universities Teacher 1.592
*** 

.606 4.913 

         Banker .871 .642 2.389 

         Businessman 1.230
** 

.554 3.422 

         Corporate Officer .740 .642 2.095 

         Government Employees 1.573
** 

.634 4.822 

         Nongovernment Employee (NGO, Company etc.) .434 .565 1.544 

Monthly Income -.111 .084 0.895 

Gender of the Consumer (r: Male) 

          Female -.230 .214 0.794 

Marital Status (r:Single) 

        Married .077 .284 1.080 

Number of Out Call .006 .006 1.006 

Perception about Total Attributes Rating (r:Negative) 

          Positive -.566
*** 

.163 0.568 

Constant .448 .841 1.566 

Note: Level of significance ***p<0.01; **p<0.05; *p<0.10. 

Source: Field Investigation 

 

The binary logistic regression model suggested that brand switching is significantly influenced 

by strong advertisement (p<0.01) effort of the telecommunication firm whereas  the consumers‟ 
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those who have positive belief about the perception of strong advertisement is  2.041 times more 

likely to brand switching rather than those who does not.  

 

Again, the consumers‟ those who have positive belief about the perception of offering package 

is  1.542 times more likely to brand switching rather than those who does not. The table 5.9.2 

reveals that perception of offering package is a significant determinant (p<0.05) for brand 

switching in the telecommunication sector. 

 

The likelihood of the users who believe that age is a considerable factor for brand switching is 

about 74% more than the users who does not believes so. The table 5.9.2 also explained that 

average switching status will be decrease for every unit increase of age. These indicate that age 

of the users is a significant determinant of brand switching behavior (p<0.05).   

 

The binary logistic regression model suggested that brand switching is significantly influenced 

by multiple SIM use of the consumer (p<0.10) whereas  the consumers‟ those who have multiple 

SIM is  1.354 times more likely for brand switching rather than those who have single SIM.  

 

Table 5.9.2 reveals that profession of the users is one of the significant factors for brand 

switching behavior whereas switching rate of university teachers, businessman and other 

government employee are higher than housewife.  

 

 The consumers‟ who has positive perception about their own service providing brand is 43% 

less likely to switch their brand than who has comparative less positive perception. This means 

that, perceptions about total attribute rating about brand is a significant indicators for brand 

switching.  
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5.10 Findings of the Research Questions 

 

First research question was that “what are the components influenced to form the attitude of 

consumer towards the object?”  From the findings of the research question 1, it is found that 

with the help of Tricomponent Attitude Model we can find out three components ( affect, 

cognition and Conative components) influenced to form the attitude towards the object have 

been presented in (Table:5.3, 5.4, 5.5.1, 5.5.2, 5.5.3). 

 

Second question was that what are the attributes considered by consumer to use    

telecommunication service? Findings of the research question 2 are that all of the respondents 

consider five (intrinsic and extrinsic) attributes for receiving telecommunication service in 

Bangladesh. Network availability has got the highest importance, weighted average being 4.52 

for the attribute. The other important attributes are i) service quality (weighted average being 

4.13); ii) service charge strategies (weighted average being 4.02); iii) offered value (weighted 

average being 3.79); and iv) brand image (weighted average being 3.72). The last attribute brand 

image falls below weighted (Table 5.6). Thus, both intrinsic and extrinsic attributes are 

considered by Bangladeshi consumers‟ for receiving telecommunication service. 

 

Next question was that what are the overall attitudes towards the telecommunication sector in 

Bangladesh? Findings of the 3
rd 

research question are that the positioning of different 

telecommunication service providing firms based on Fishbein‟s Multiattribute Attitude model 

are 29.833, 26.044 and 24.808 for Grameen Phone Ltd. (GP), Banglalink Digital 

Communications Limited, Robi Axiata Limited (Robi) respectively (Table 5.7) which have 

clearly indicated consumers‟ opinion about the different telecommunication service providing 

firms which were selected for the study. 

 

Last question was that what are the factors influenced to switch from one brand to another 

brand of telecommunication? Finally researcher has been explored the answer of the question 
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4
th 

and found that with the help of Logistic Regression Model brand switching is significantly 

influenced by strong advertisement, offering packages, age, multiple SIM user,  profession, and 

perception about total attributes rating (Table 5.9.2). 

 

5.11 Overall Findings of the Study 

 

Telecommunication service is considered as a sophisticated or modern service item in our 

country, the consumers have more or less knowledge about the different attributes and factors of 

telecommunication service those lead consumers‟ attitude toward brand switching on 

telecommunication sector in Bangladesh. 

 

 The result of Tricomponent Attitude Model proved that the consumers of Grameenphone Ltd. 

are showed significantly positive feelings on the network availability, brand image and service 

quality dimensions (p<0.01). The score indicates that the service charge strategies and offered 

value attributes of Grameenphone Limited are not up to the mark. 

 

On the other hand, the table explores that consumers have significant positive feelings (p<0.01) 

on Banglalink only for network availability. The score also indicates that feeling of the 

consumers about offered value, service charge strategies, brand image and service quality of 

Banglalink are not significantly positive. 

 

The affection level about Robi is not significantly positive for all said attributes (offered value, 

service charge strategies, service quality, brand image and network availability).  

 

Findings of Fishbein‟s Multiattribute Attitude Model highlight that the overall attitude of 

Bangladeshi consumers‟ towards Grameenphone Ltd. is higher than other selected firms. So, the 

consumers perceived the telecommunication service which provided by the Grameenphone Ltd. 

more positively than other firms. 
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 In Fishbein‟s model the mean beliefs and mean evaluations are multiplied and added, so the 

consumers overall attitude to Grameenphone Ltd. is viewed top most favorable position and 

Banglalink is the next position; Robi is the last position among the three selected firms on the 

basis of said dimensions. 

 

Findings of Markov – Chain (Transition Probability) highlight that the consumer will switch 

from GP to Banglalink, GP to GP, GP to Robi and GP to Teletalk. Again, the probability that the 

consumer will switch from BL to BL, BL to GP, BL to Robi and BL to Teletalk. Lastly, the   

consumer will switch from Robi to Airtel, Airtel to Robi, Robi to Teletalk, and Teletalk to Robi. 

 

The result of Binary Logistic Regression Model Proved that brand switching is significantly 

influenced by strong advertisement. Again, the consumers‟ those who have positive belief about 

the  perception of offering package is 1.542 times more likely to brand switching rather than 

those who does not. Age, multiple SIM use, profession, and perception about total attributes 

rating are the factors which have significantly influenced on brand switching behavior towards 

the telecommunication sector.  

 

5.12 Conclusion 

This chapter has been devoted descriptive analysis by using statistical techniques. First, the 

demographic factors are discussed systematically in a logical manner. The results of the attitude 

formation based on tricomponent attitude model are presented. Then the results of the 

measurement scales for the intrinsic and extrinsic attributes are presented and interpreted. 

After that the chapter has been devoted to explain different statistical test and interpretation of 

the result in the study. Consumers‟ overall attitudes are presented for individual 

telecommunication service providing firms based on Fishbein‟s Multiattribute Model for 

different mention attributes.  
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Then the results of transition probability represent the brand switching tendencies of 

Bangladeshi consumers. 

 

 Finally, binary logistic regression model has been used to find out some determinants or factors 

which influenced on brand switching behavior towards telecommunication sectors in 

Bangladesh. 
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Chapter 6 

 Conclusions and Recommendations  

 

6.1 Introduction 

This study is conducted empirically for measuring consumers‟ attitude towards brand switching 

on telecommunication sector in Bangladesh. A conceptual model was developed based on two 

constructs and some factors. Tricomponent Attitude Model has been used to find out the attitude 

formation towards telecommunication sector. A descriptive analysis technique (say, arithmetic 

mean) is used to find out the weighted average of intrinsic & extrinsic attributes which are 

considered by consumer for receiving telecommunication service.  

 

Fishbein‟s Multiattribute Attitude model has been used for measuring the overall attitudes of 

consumers‟ toward telecommunication sector in Bangladesh, which could help for successful 

business operation, management, and long-term sustainability of attitude measurement in order 

to improve product or service quality as per consumer expectation level. This model has been 

used for more than last three decades for measuring consumers‟ attitude and has the vast support 

in literature.  

 

Next guideline of this study was that the support of Markov Chain (Transition Probability) for 

assessing  the brand switching tendencies of a consumer from one state to another, which could 

help to take right strategies for improving the brand quality of different service providing 

organization and to capture high market share by reducing the brand switching tendencies of the 

consumers. 

 

After that logistic regression Model has been applied here to find out the significance influential 

factors which are considered by the consumer to switch from one to another brand of 

telecommunication service. Consumers‟ solid knowledge and experiences about the product or 
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service and their long- term observation and interactions have played an important role in a 

service  sector.  

 

Therefore, attitude and switching behavior in our country can easily be measured with the 

observations or using various types of models. In this study, attitude towards brand switching 

included individuals who are working in different profession and matured students. The major 

focus of this final chapter is to present the summary, discussion, managerial and theoretical 

implications of the findings of the study. The limitations of the study are discussed and the 

chapter concludes with suggestions for future research and concluding remarks.  

 

6.2 Conclusions 

Mobile communication technology has brought tremendous change in day to day activities of 

common people and created several entrepreneurs in Bangladesh. Bangladesh has adopted 

information and communications technologies (ICTs) as tools for development. This study has 

employed to identify consumers‟ attitude towards brand switching based on different model. 

Tricomponent attitude model has been applied on the basis of three components which represent 

the formation of attitude towards telecommunication sector in Bangladesh. Besides, the 

Fishbein‟s model has been applied for three telecommunication service providing firms which 

provide wide service in Bangladesh. 

 

A considerable five attributes have been selected as determinates of firm choice. The result has 

been reported here strongly to support that the consumers‟ attitudes are related to the attitude 

measurements based upon beliefs about and relative importance of service or product–specific 

attributes. Grameenphone Ltd.  is the telecommunication service providing firm, bears highest 

attitude of consumers, Banglalink and Robi next popular respectively for telecommunication 

service in Bangladesh as per the opinions of the consumers.  
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The results of weighted average indicate that network availability (X1) is more important 

attribute to the consumer for receiving telecommunication service. This study also examines the 

switching tendencies of the consumer from one brand to another based on Markov Chain 

(Transition probability). The findings highlight that the consumer will switch from GP to 

Banglalink, GP to GP and GP to others. 

 

Then logistic regression model has been applied to find out the significance influential factors 

which are considered by the consumer to switch from one to another brand of 

telecommunication service. The findings highlight the need to gain an understanding of the 

impacts of factors and their contribution to the brand preference individually. 

 

Finally it can be said that though there are some limitations of the study it might be an effective 

avenue for the service providers of telecommunication service to measure the attitude towards 

brand switching on telecommunication sector in Bangladesh. Without measuring actual 

perception of consumers on different attributes and factors of telecommunication service that are 

usually considered by consumers in Bangladesh it can affect the marketing process for the said 

service providing firms.  

 

Marketing managers and other applied researchers rely on attitude construct because of its 

supposed causal influence on switching behavior. Hopefully, the methodology employed for this 

study can be used in other experiments to understand more fully the effect of service quality 

differentiation on consumer choice and decision process. Students and academicians may follow 

the systematic process of quantitative and qualitative analysis from this study. 

 

 If any company wants to dominate the market and retain their consumers, they must have to 

consider the switching behavior of consumers. They should introduce such an offer or package 

as the consumers demands, improve network quality, arrange innovative advertisement and 
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promotional campaign to ensure satisfactory level of customer services; otherwise it is not  

possible to survive in the competitive market of  telecommunication firms in Bangladesh. 

  

6.3 Suggestion for Managerial Implications 

 Based on the findings the study provides the following recommendations:  

i) Telecommunication service providers need to reduce the higher customer cost and 

provide increased quality of service. They may offer attractive bundle packages with low 

price for increasing future consumer attraction. 

 

ii) Operators of telecommunication sector should have quick expansion in network 

development with the latest technology. They should have to upgrade the 4G network 

with video calling facility as early as possible. 

 

iii) Operators should create trustworthy and rational appeal in their advertisements. They 

should conduct innovative promotional campaign and generating subject oriented 

advertisement for creating attraction of different professional.  

 

iv) The suggestions for the telecommunication service providing firms are that they should 

try to improve the technical quality of the service based on their subscribers‟ expectation.  

 

v) Each operators should take short term plan for achieving reliability of the consumers 

about offered value especially  “offered value consists of efficiency of the check in 

process”, “transfer services”, and “on-time performance of the services”, “having interest 

in solving customers‟ problems” and “performing the services right the first time”.  

 

vi) Managers should  increase their controlling, commanding, monitoring and coordinating 

overall systems for business sustainability. 
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vii) To improve service charge strategies, telecommunication firms can determine some 

discounts and allowances for loyal customers who regularly use their service. These 

programs have mutual benefits and increase the satisfaction among customers. 

Nevertheless, some strategic alliances look not so economical but they bring long term 

benefits. It is more important to do what is strategically right than what is immediately 

profitable (Kotler, 2003). 

 

viii) Managers of telecommunication firms should study their target market precisely and 

recognize customers‟ attitudes and their expectations, what they really want and how 

they can be satisfied. Having a loyalty program to recognize frequent customers can 

bring a competitive advantage for the telecommunication service providing firms in 

Bangladesh. They need some strategic alliances and joint ventures to have other 

telecommunication service related partners.  

 

ix) Employees of telecommunication firms should participate in scheduled training courses 

and we should note that behavior of employee is often instrumental in bringing a desired 

outcome. Learning involves both the development and modification of thoughts and 

behaviors and it is a never ending process for all employees. So by providing informative 

feedback on employees‟ performance, using different rewards and punishments and 

consistently training; organization can improve their employees‟ performance and their 

customers‟ satisfaction. 

 

x) Telecommunication service providers should try to identify customers‟ need and work to 

satisfy them. It means that managers need to redefine goals and policies, modify the 

organizational structure reengineer job and design necessary specifications, likewise 

training and monitoring, rewarding and punishing employees. 
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xi) Telecommunication service providers should monitor their activities and take initiative 

to improve its both intrinsic and extrinsic attributes of service in comparison to 

competitors‟ firms. 

 

xii) The managers can take various strategies such as, maintain and develop these attributes, 

operate strong advertisement for gaining the competitive advantage based on service 

differentiation. Besides, manufacturers of different firms can follow all possible attitudes 

change strategies, which are add new salient belief about the attitude towards brand 

switching- ideally one with a positive. Increase the strength of an existing the belief more 

salient. It may be said that as the markets are ever changing in relation to change 

consumers‟ attitude towards brand switching, so for gaining the competitive advantage in 

the long run the marketers should take various marketing strategies on the basis of 

customization. 

 

6.4 Limitations and Directions for Further Research 

This study spawns a number of limitations and potential fertile directions for future research. 

The study explains various aspects and issues in relation to attitude formation and various 

attributes of telecommunication service. The study reveals that some attributes are considered 

for measuring consumers‟ attitude towards brand switching of some selected telecommunication 

firms, which have strength of belief (bi) that always may not be true. There might be more 

attributes like  internal package variation of different brand and its availability, internet facility 

of different brand are not considered in the study. Therefore, further research may be conducted 

to assess services benefits and risks of each attributes of telecommunication service considering 

more attributes related  to the object. 

 

Then the study concentrates on analyzing the factors (network availability, strong advertisement 

policy, huge offering packages, perception about network coverage, FnF tariff, Perception about 
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age of the consumer, profession of the consumer, marital status and user satisfaction level about 

the current SIM ) related  to the object. Through many other factors both internal and external 

can influence the brand switching behavior. Further research can detect and evaluate 

significance of unexplored  internal and external factors  relate to brand switching.  

 

Next,  5.5% housewife are considered as sample, almost among did not fully aware about 

telecommunication service.  They provided their opinion based on their likely most one and 

willingly they are not interested to answer of the questionnaire. This is especially important for 

manufacturers who need to determine whether the telecommunication service providing firms 

and attributes of telecommunication service shown in this study were limited to these 

populations due to not taking the opinion from unconscious and illiterate housewives etc. 

 

Besides, the major limitation of this study is that the study attempts to consider only three 

leading telecommunication firms. It would have been more representative if the total number of 

telecommunication service providing firms of Bangladesh could have been taken under this 

study. But it is not possible by the researcher due to the financial and time constraints. It is the 

responsibility of the future researchers to overcome these shortcomings. 

  

After that respondents who stay at Dhaka Metropolitan city and are the voice caller have been 

considered for the study. But future researchers can be considered the whole geographical areas 

of Bangladesh to select the sample unit; and not only they will be the voice caller but also be the 

internet user from the said telecommunication firms.  

 

Lastly, Fishbein‟s Multiattribute Attitude model has been used for measuring consumers‟ 

attitude towards the telecommunication service in this study. Unfortunately, high level of 

academic research effort expanded on this model was not reflected in the actual use of managers 

to assist the decision making and planning. Traditionally, the researchers have argued that a  

Anis
Typewritten text
Dhaka University Institutional Repository



89 

 

useful focus on research is to provide the description of complex process that would aid in the  

systematic examination of that process and high light areas of further research. 

 

Besides, Fishbein‟s model could not explain how a consumer leads to a certain buying behavior 

introduces normative influences into the overall model and a causal relationship between the two 

antecedents and intention. In addition, where macro marketing influence is higher, how a 

consumer can take the decision has not given the avenue in this model. 
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Appendix 

Questionnaire 

 

Dear Participant 

  

This is to certify that Meher Neger, PhD Research Fellow, Department of Marketing, University 

of Dhaka, is conducting a study on the "Consumers' Attitude towards Brand Switching : A Study 

on Telecommunication Sector in Bangladesh". The findings of the study will help her to 

understand main features which influence consumers' attitude towards brand switching on 

telecommunication sector. This study is conducted as a partial fulfillment of PhD program at the 

Department of Marketing, University of Dhaka, Bangladesh. The information will only be used 

for academic purpose. Your cordial response in the survey is extremely important for the 

completion of the study smoothly. 

 

 

Sincerely yours 

 

 

Md. Zakir Hossain Bhuiyan, PhD 

Professor & Supervisor 

Department of Marketing 

University of Dhaka, Bangladesh 
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Dear Participant 

 

I am conducting an academic study on "Consumers' Attitude towards Brand Switching: A Study 

on Telecommunication Sector in Bangladesh". The findings of the study will help me to 

understand the main features those influence consumers' attitude towards brand switching on 

telecommunication sector.  

 

Please read question carefully, express your opinions (tick or written form where its‟ necessary) 

and do not avoid any question. Your opinion in the survey is extremely important for the 

completion of the study smoothly.  

 

 

 

 

Meher  Neger 

PhD Research Fellow 

Department of Marketing 

University of Dhaka, Bangladesh 
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(Questionnaire) 

 

 

1. Do you have personal mobile phone?  Yes  No 

2. What are the telecommunication service providing firms you can recall right now those 

are available at present in Bangladesh market? 

i) 

ii) 

iii) 

iv) 

v) 

vi) 

vii) 

 

3. What are the names of the operators that you currently used from the above 

telecommunication service providing firms?  

 

                             

i) 

ii) 

iii) 

iv) 

 

 

 4. Please read carefully and write score for indicating very strongly believe to very strongly 

disbelieve with the each of the following statement related to each attribute that influence you to 

form the attitudes towards the mentioned firm‟s name (Grameenphone,Banglalink and Robi) 

which are selected for the study. 

 

(+3 =Very strongly believe, +2 = strongly believe, +1 =believe, 0 = neither believe nor 

disbelieve, 

-1 = disbelieve, -2 = strongly disbelieve, -3 =very strongly disbelieve). 

 

 

 

Attributes (Intrinsic / 

Extrinsic) 

Grameenphone Banglalink Robi 

1. Network availability    

2. Service quality    

3.Service charge strategies    

4. Brand image    

5. Offered value    
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5. Please read carefully and express your opinions about Grameenphone, Banglalink and Robi 

which provide the telecommunication service and encircle your feelings indicating extremely 

good to extremely bad with the each of the following attribute that influence you to form the 

attitudes towards the mentioned firm‟s name.  

 

                (1 = very bad, 2 = bad, 3 = neither good nor bad, 4 = good, 5 = very good) 

 

Attributes (Intrinsic / 

Extrinsic) 

Grameenphone Banglalink Robi 

1. Network availability    

2. Service quality    

3.Service charge strategies    

4. Brand image    

5. Offered value    
 

 

6. Please read carefully and select to write down one of the following statement which describes 

the chance that you will receive the telecommunication service from the mentioned firm‟s for 

the next time.  

 

Statement Grameenphone Banglalink Robi 

I definitely will 

receive it/I probably 

will receive it/I 

probably will not 

receive it/I definitely 

will not receive it. 

 

 

   

 

7. Please write down the answer that „How likely are you to receive the telecommunication 

service at least for the next three months  form the mentioned firm‟s name 

(Grameenphone,Banglalink and Robi) ?‟ 

 

 

Statement Grameenphone Banglalink Robi 

Very likely/Likely 

Unlikely/Very 

unlikely 

 

 

   

 

 

 

8. Please read carefully and encircle indicating very important to not important with the each of 

the following statement related to each attribute that influence your attitudes towards the 

telecommunication sector. 

 

 

(1 = unimportant, 2 = quite unimportant, 3 = neither important nor unimportant, 4 = important, 5 

= very important). 
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Attributes (Internal / External) Unimportant    Very 

Important 

1. Network availability 1 2 3 4 5 

2. Service quality 1 2 3 4 5 

3. Service charge strategies 1 2 3 4 5 

4. Brand image 1 2 3 4 5 

5. Offered value  1 2 3 4 5 

 

9. Please read carefully and express your opinions about Grameenphone, Banglalink and Robi 

which 

 Provide the telecommunication service and encircle your overall evaluation indicating 

extremely good to extremely bad with the each of the following statement related to each 

attribute that influence your attitudes towards the mentioned firm's name. 

(+3 = extremely good, +2 = very good, +1 = good, 0 = neither good nor bad, -1 = bad, -2 = very 

bad, -3 = extremely bad) 

Attributes (Intrinsic / 

Extrinsic) 

Grameenphone Banglalink Robi 

1. Network Availability    

2. Service quality    

3.Service charge strategies    

4. Brand image    

5. Offered value    

 

10.Please read carefully and write score for indicating very strongly believe to very strongly 

disbelieve with the each of the following statement related to each attribute that influence your 

attitudes towards the mentioned firm's name (Grameenphone,Banglalink and Robi), which are 

selected for the study. 

(1 = very strongly disbelieve, 2 = strongly disbelieve, 3 = disbelieve, 4 = neither believe nor 

disbelieve, 5 = believe, 6 = strongly believe, 7 = very strongly believe). 

 

Attributes (Intrinsic / 

Extrinsic) 

Grameenphone Banglalink Robi 

1. Network Availability    

2. Service quality    

3.Service charge strategies    

4. Brand image    

5. Offered value    

 

Please read carefully and answer the following questions related to the influential factors 

of switching behavior among different brands of telecommunication sector in Bangladesh. 

 

11. Are you ever changing your SIM?  Yes o     No   
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12. Do you believe that “High promotional effort say strong advertisement of other 

telecommunication brands influence you to switch from the current brand”? 

   Yes   No   

13. Do you believe that “Huge offering of different packages of other telecommunication brands 

influence you to switch from the current brand”? 

   Yes   No   

14. Are you satisfied about the network coverage facility of telecommunication sectors in 

Bangladesh?      Yes                          No    

  

15. What is the satisfactory call rate of a brand for a SIM in taka per minute? -----------  

16.     What is the satisfactory SMS charge of a brand for a SIM in taka per SMS? ------------ 

17. Do you believe that few FnF number and high FnF tariff influence you to switch from one to 

other brand? 

                     Yes  No   

18. Are you agree age of the respondents influenced you to switch from one to other 

telecommunication operator?   Yes             No   

19.   How many SIM do you use?   Single SIM   Dual SIM   Multiple SIM  

  

20. Please read carefully and provide the right information for analyzing the switching 

behavior toward the telecommunication sector in Bangladesh. (Fill in the box) 

 

No. of voice in call of last 24 hours 

 GP BL Robi Others 

GP     

BL     

Robi     

Others     

 

No. of voice out call of last 24 hours 

 GP BL Robi Others 

GP     

BL     

Robi     

Others     

 

No. of SMS send of last 24 hours 

 GP BL Robi Others 

GP     

BL     

Robi     

Others     
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No. of SMS received of last 24 hours 

 GP BL Robi Others 

GP     

BL     

Robi     

Others     

 

21. Please read carefully and provide the right information for analyzing the switching 

behavior toward the telecommunication sector in Bangladesh. (Fill in the box / Write 

where it is necessary) 

 

   Using status of different subscriber: 

Used different subscriber Number of Current Active SIM 

1st time 2nd time 3rd time 4th time 5th time 1 2 3 4 5 

          

 

Please answer the questions accurately: 

22. Are you want to switch from current to another SIM? 

   Yes   No   

23. If yes, which brand will be your next choice? 

 ............................................................................... 

24. Why would you choose the brand? .................................................................... 

 

Personal Information (Please Tick / Write where it is necessary) 

25. Age of the respondent.......................... Years. 

26. Please mention your profession (Tick on one) 

Student          Universities Teacher         Banker  Businessman         Corporate officer 

Government employees Nongovernment employees Housewife 

27. If you are a university student, please mention which year do you study at present? 

    1st year  2nd year      3rd year  4th year others 

28. What is your/parents' monthly income? ………………….Tk. 

29. Gender of the respondent   Male   Female 

30. Marital status Single      Married  

31. Mobile Number (any one): 

 

 

 

[Thank you very much for your active cooperation] 
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