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Abstract: 
The Indian telecommunications sector has witnessed fundamental structural and institutional 
reforms in the post-Liberalization period. India has emerged in recent times as one of the fastest 
growing telecommunications markets in the world, particularly by the unprecedented growth in 
mobile telephony. The market's first operator was the state-owned Bharat Sanchar Nigam 
Limited (BSNL), created by corporatization of the Indian Telecommunication Service, a 
government unit formerly responsible for provision of telephony services. Subsequently, alter 
the telecommunication policies were revised to allow private operators, companies such as 
BhartiAircel, Reliance Communications, Tata Indicom, Idea Cellular, Aircel, Loop Mobile, Uninor, 
Tata Docomo and others have entered the market.  
Due to the increased competition and high costs of acquisition in the telecom industry, it has 
become increasingly important for companies to focus on retaining clients. This paper outlines 
the current industry and studies the factors and causes of switching behaviour among BSNL 
customers which highlights Mobile Number Portability (MNP) 
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Indruduction: 
India has emerged in recent times as one of the fastest growing telecommunications markets in 
the world, particularly by the unprecedented growth in mobile telephony.  
The rapid growth in Indian telecommunications services has prompted major global 
manufacturers of telecommunications equipment to consider investing in India, paving the way 
for extensive provision of modem communication services in rural areas. With the successfully 
concluded auctions of the 3G and BWA spectrum, this growth is set to become even more 
pronounced.  
The market's first operator was the state-owned Bharat Sanchar Nigam Limited(BSNL). created 
by corporatization of the Indian Telecommunication Service, a government unit formerly 
responsible for provision of telephony services. Mobile Number Portability (MNP) is a facility 
for the mobile telephone users/subscribers of the country which allows a subscriber to retain 
his mobile telephone number when he moves from one Access Provider to another Access 
Provider in the same service area irrespective of the mobile technology or from one cellular 
mobile technology to another of the same access provider. MNP was introduced across the 
country on 20th January 2011. Introduction of MNP has empowered the mobile subscribers and 
given them freedom to change their service provider without changing their mobile number. 
With constant monitoring of the porting process and periodic actions by TRAI, rejection of 
porting requests on frivolous ground was arrested. Though it was introduced as a tool to 
promote competition in the heavily monopolized wireline telecommunications industry, 
number portability became popular with the advent of mobile telephones. The main factors 
affecting switching behavior of mobile connection are offered service quality or availability of 
mobile network, economic status of customer, promotional offer and mobile number portability 
on customer retention. This research can also help academicians and researchers in better 
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performing analysis of telecommunication sector. This study helps in understanding 
subscriber’s intention to switch operators keeping in View One Nation-Mobile Number 
Portability. 
 
Statement of the problem: 
MNP or mobile number portability, allows the customers to switch their mobile phone operator 
from one mobile phone network provider to another mobile phone provider and keep their 
existing mobile phone number. This study is conducted to identify the factors influencing the 
brand switching behavior among BSNL customers and to find the measures to prevent the 
customers from switching to other brands. 
 
Significance of the study: 
* Competition in telecom industry has been building to a great extent. In competitive market 
these companies always seek to take the share of others in terms of customers.  
* Heavy advertisements and price war among companies have created trouble to the customer 
loyalty.  
* Customers keep on switching brands in telecom sector. Success of companies is identified by 
the repeat purchase intention of customers so companies must understand the factors that 
make the customers to switch brands.  
* Companies need to understand the ways that can prevent brand switching.  
 
Review of Literature:  
   Communication is the process of sending information to oneself or another entity, usually via a 
language. Specialized fields focus on various aspects of communication, and include Mass 
Communication, Communication Studies, Organizational Communication, and Sociolinguistics. 
Conversation Analysis, Cognitive linguistics, Pragmatics, Semiotics, and the major chunk of 
communication sector is under mass communication which includes TV, radio, telecom, 
entertainment sector and so on. In current scenario telecom sector is contributing with IT sector 
on equal footing rather it can be said that this sector is booming in India. India is currently the 
world’s second-largest telecommunications market and has registered strong growth in the past 
decade and half. The Indian mobile economy is growing rapidly and will contribute substantially 
to India’s gross domestic product (GDP), according to report prepared by GSM Association 
(GSMA) in collaboration with the Boston Consulting Group (BCG). 
Driven by strong adoption of data consumption on handheld devices, the total mobile services 
market revenue in India is expected to touch US$ 37 billion in 2017, registering a Compound 
Annual Growth Rate (CAGR) of 5.2 per cent between 2014 and 2017, according to research firm 
IDC. India's mobile subscriber base is expected to cross 600 million subscribers by the end of 
FY2016 from 453 million subscribers at the end of FY2014. India's global system for mobile 
(GSM) operators added 4.14 million rural subscribers in January 2014, taking the total to 
285.35 million. India's GSM cellular subscriber base increased marginally in November to 
688.02 million with an addition of 4.87 million new subscribers during the month, said industry 
body cellular operators association of India (CIAI). Data traffic powered by third generation 
(3G) services grew at 146 percent in India during 2013, higher than the global average that saw 
use double, according to an Mbit Index study by Nokia Simens Networks (NSN). The data 
consumed per subscribed for 3G is 532 megabytes (MB), hotspots in nine cities across the 
country in the next two years. India’s smartphone market grew by 171 percent last year to 44 
million in 2012, as per research firm IDC India. The 20 km free Wi-Fi zone the longest across the 
globe was unveiled by Mr Nitish Kumar, the Chief Minister of Bihar, Government of India. 
The government has fast-tracked reforms in the telecom sector and continues to be proactive in 
providing room for growth for telecom companies. Some of the other major initiatives taken by 
the government are as follows:  
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The Telecom Regulatory Authority of India (TRAI) has directed the telecom companies or 
mobile operators to compensate the consumers in the event of dropped calls with a view to 
reduce the increasing number of dropped calls. The Central Government’s several initiatives to 
promote manufacturing in the country, such as ‘Make in India’ campaign appears to have had a 
positive impact on mobile handsets manufacturing in the country. Companies like Samsung, 
Micromax and Spice had been assembling handsets in the country already. Xiaomi and Motorola, 
along with Lenovo have also started assembly of smartphones in India. Firms like HTC, Asus and 
Gionee too have shown interest in setting up a manufacturing base in the country.  
     The Government of India plans to roll out free high-speed wi-fi in 2,500 cities and towns 
across the country over the next three years. The program entails an investment of up to Rs 
7,000 crore (US$ 1.06 billion) and will be implemented by state-owned Bharat Sanchar Nigam 
Ltd (BSNL). 
The entry of private service providers brought with it the inevitable need for independent 
elation. The Telecom Regulatory Authority of India (TRAI) was, thus, established with effect 
from 20th February 1997 by an Act of Parliament, called the Telecom Regulatory Authority of 
Indian Act, 1997, to regulate telecom services, including fixation/revision of tariffs for telecom 
services which were earlier vested in the Central Government. TRAI's mission is to create and 
nurture conditions for growth of telecommunications in the country in a manner and at a pace 
which will enable India to play a leading role in emerging global information society. One of the 
main objectives of TRAI is to provide a fair and transparent policy environment which promotes 
a level playing field and facilitates fair competition. 
The Cellular Operators Association of India (COAI) was constituted in 1995 as a registered, non-
profit, non-governmental society dedicated to the advancement of communication, particularly 
modern communication through Cellular Mobile Telephone Services. With a vision to establish 
and sustain a world-class cellular infrastructure and facilitate affordable mobile communication 
services in India, COAI's main objectives are to protect the common & collective interests of its 
members. With a vision to establish and sustain a world-class cellular infrastructure and 
facilitate affordable mobile communication services in India. Keeping the mandate given to it, 
COAI is the official voice for the Indian Cellular industry and on its behalf it interacts with the 
policy maker, the licensor, the regulator, the spectrum management agency, the industry 
(telecom /non-telecom) associations. 
Studies on Mobile Number Portability and its effects are conducted by various researchers and 
authors in many countries. Major focus of theses researches focus around implementation of 
Mobile Number Portability, policy and regulatory benefits, market competition, benefits to the 
customers, switching costs, etc. Klemperer (1995)defines switching costs as a result of "a 
consumer's desire for compatibility between his current purchase and a previous investment." 
Dong Hee Shin (2006)conducted a study on 684 U.S. cell phone subscribers to know the 
perceptions and behavior of subscribers and its effect of Mobile Number Portability. It was 
found that switching barriers such as switching cost and other hidden costs were perceived high 
by the subscribers. Stefan and Justus (2004) analyzed relationship between competition and 
ignorance by the customers about Mobile Number Portability. They examined that Mobile 
Number Portability eliminates switching cost and affect the ignorance by the customers about 
Mobile Number Portability as well.  
They introduced analytical framework showing results of the analysis done. Nakamura (2010) 
carried out research to estimate switching costs involved in changing mobile service provider in 
Japan. Nakamura found that government policy related to SIM locks does not exist in Japan.Shi, 
Chiang, and Rhee (2006)studied relationship of switching costs with price competition and 
related the analytical results to the empirical evidence from Hong Kong market.Viard 
(2007)carried out to determine whether switching costs make markets more or less 
competitive by analyzing the case of toll free number portability.Debnath and Shankar (2008) 
argued that the prime focus of the service providers is to create a loyal customer base by 



 

Asia Pacific Journal of Research in Business Management 
Vol. 7, Issue 11,  November 2016  Impact Factor: 4.859,ISSN: (2229-4104) 
www.skirec.org Email Id: skirec.org@gmail.com 

 

 
An International Double-Blind, Peer Reviewed, Refereed Open Access Journal - Included in 
the International Indexing Directories 
 

 

Page 10 

benchmarking their performances and retaining existing customers in order to benefit from 
their loyalty. They identified the different parameters for the mobile service providers in India 
for the benchmarking of the service providers, and categorised them into various input and 
output parameters contributing towards the number of subscribers for different service 
providers.Jha (2008) suggested that it is the youth which is the real growth driver of the 
telecommunications industry in India. His study examined how demographics influenced the 
usage pattern of mobiles.  
Robins (2008)discussed the issues in marketing the next generation of mobile telephones, viz. 
"3G". He highlighted various issues related to this. The first is related to the pricing of 3G 
handsets and services, given the high licensing fees.Bhatt (2008)analyzed the perceptions of 
students on the usage, necessity, and spending on mobile phones. 
Richard Lee, Jamie Murphy, University of Western Australia (2005), their study investigates 
determinants that cause mobile phone Customers to transit from being loyal to switching. It 
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. But, the rating was given that price is the most important factor which 
affects the Customers to switch loyalties to another provider. Mohammed Sohel Islam (2008),in 
his study examined the relationship between switching cost, corporate image, trust and 
Customer loyalty. 
ConoorTwomey (2008),Department of Statistics, University College Cork, Ireland, they try to 
identify hysteresis in the switching patterns of Customers in the Irish mobile phone 
industry.MitjaPirc, UniversitatPompeuFabra(2006),Spain, the Mobile telecommunications 
service sector, in spite of providing high service quality and striving for Customer satisfaction, is 
characterized by dynamic Customer activities and provider switching. By using the 
consumption system perspective on mobile services and mobile phone, he provides the 
explanation on the factors of Customer switching.Oyeniyi, Omotayo and AbiodunAbolaji Joachim 
(2008),He attempts to find the relationship between Customer services on Customer retention 
in telecommunication industry in Nigeria. If retention is not managed, Customer's loyalty may 
be lost.Olivan ,University of Zaragoza, Zaragoza, Spain,(2006) their research shows how 
relationship marketing has recognized the importance of building long-term relationships in 
increasing firms" profitability and guaranteeing their future viability. The results obtained show 
that the length, depth and breadth of relationships help to determine Customers" propensity to 
switch fixed telephone suppliers. Customers who maintain a long-lasting relationship with the 
firm (length), use the service more (depth), and invest in complementary services (breadth) will 
be less predisposed to switch. 
Objective of the study: 
To identify the factors influencing brand switching among potential customers of BSNL. 
* To examine the factors that prevent brand switching in telecom industry.  
* To study the customer preferences of mobile service type in telecom industry . 
 
Methodology: 
   Primary data was collected through administering structured questionnaires to the customers 
of BSNL that are already switched from BSNL to other networks. Secondary data are the data 
collected by a party not related to the research study but who have collected these data for 
some other purpose and at a different time in the past. These may be available in written, typed 
or in electronic forms. A variety of secondary information sources is available to the researcher 
gathering data on an industry. Secondary data is classified in terms of its source -either internal 
or external. Internal, or in-house data, is secondary information acquired within the 
organization where research is being carried out. External secondary data is obtained from 
sources like the internet and books. There are many aspects involved in relation to the sampling 
design which are explained below  
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Population- The population for this study consisted of the customers who have already ported 
from BSNL network to other network providers.  Sample size- For this study, the sample size 
was 100  Sampling technique -For this study out of different sampling methods, the ‘simple 
random sampling technique was selected.  
Limitations of the study: 
Time was a limiting factor for deep study and analysis . The management was not ready to 
reveal full information about the customer details.  The respondents are biased to disclose truth 
. Information’s regarding MNP are highly confidential, so the company is not able to provide 
them . 
Analysis of the data: 
1)Based on Age: 
Ag in Years No of respondents  Percentage 
15-24 7 7 
25-34 18 18 
35-44 32 32 
Above 45 years 43 43 
Total 100 100 
          Majority of the customers of BSNL areof the age of above 45 years.43% of the respondents 
are coming in this group. 
2) Based on Gender: 
Gender  No of respondents percentage 
male 65 65 
female 35 35 
Total 100 100 
                        Majority of the BSNL customers are male(65%). 
3)Occupation/Status: 
Occupation/status No of respondents percentae 
student 7 7 
Govt Employee 40 40 
Self employment 28 28 
House wife 9 9 
Private employees 10 10 
Others 6 6 
total 100 100 
                         The survey shows that majority of the BSNL customers (40%) are Government 
employees. 
4)Educational Qualifications: 
Educational Qualifications No of respondents percentage 
Up to class X 15 15 
Plus 2/Diploma/ITI 27 27 
Degree 45 45 
Post graduation and above  13 13 
total 100 100 
                           Most of the customers of BSNL are degree holders(45+13=58%) 
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5)Mobile operation preference for switching : 
Name of the operator Number of respondent percentage 
Reliance 17 17 
Idea 37 37 
Airtel 24 24 
Vodafone 16 16 
Others 6 6 
Total 100 100 
                It is clear from the survey  that most of the  customers prefere idea after swithching (ie 
MNP) from BSNL.37%idea ,followedbyairtel with 24% and reliance with 17%. 
6)Awareness about MNP: 
status No of respndents percentage 
Yes 65 65 
no 35 35 
Total 100 100 
                   Majority of the customers are aware of MNP in telecom sector. 
7) Opinion about customers care  of previous service provider: 
Opinion:Customer care service of your previous providerwas poor 
opinion No of respondents percentage 
Strongly disagree 65 65 
Agree 20 20 
neutral 10 10 
Disagree 03 03 
Strongly  disagree 02 02 
total 100 100 
 
              It is clear from the study that poor customer care service  is one of the major factor  that 
leads to brand switching in telecom industry.65%  strongly agree that customer care of previous 
provider is poor. 
8) opinion about service quality to switch over : 
Opinion: Better service quality has persuaded to switch over the service provider. 
opinion No of respondents percentage 
Strongly agree 70 70 
Agree 10 10 
Neutral 12 12 
Disagree 5 5 
Strongly disagree 3 3 
Total 100 100 
                    70% of the respondents strongly agree that better service quality has persuades them 
to switch over the service provider. 
9) Influence of advertisement for Switch over  to join with the current service provider: 
opinion Number of respondents percentage 
Strongly agree 30 30 
Agree 34 34 
Neutral 16 16 
Disagree 13 13 
Strongly disagree 07 07 
Total 100 100 
                   The survey says that advertisement plays an important role in switch over from a 
existing customer to new customer. 
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Findings: 
1) Majority  of the customers in the telecom industry are aware of MNP facility in India, 

mainly age group of above 45 years. 
2) Majority of  the customers of BSNL  are Government employees and  are males. 
3) Customer care of BSNL in mobile sector is poor which leads to switch over from BSNL to 

some other operator. 
4) Advertisement playing a major role in switch over from BSNL to others service. Quality 

is also poor which leads to MNP 
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