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Introduction 
• Consumer switching behaviour (CSB) is where a consumer replaces a 

service provider totally or partially for a given time period (Nimako, 2012). 
• Many studies have attempted to study the factors that affect switching 

intentions and behaviour (Bansal & Taylor 1999; Bansal, Taylor, & James, 
2005; Gerrard & Cunningham, 2004; Keaveney, 1995). 

• In the literature much of the effort that has been made by scholars and 
practitioners have focused on developing and measuring switching 
intentions of customers (Bansal & Taylor 1999; Bansal, Taylor, & James, 
2005; Gerrard & Cunningham, 2004; Keaveney, 1995). 

• However, using switching intentions only to understand consumer switching 
propensity might not be adequate. 



Introduction - cont’d 
• This is because consumer switching intentions itself is 

determined by a number of switching factors and antecedents, 
which have been identified in the extant marketing literature 
(Bansal et al., 2005; Gerrard & Cunningham, 2004; Keaveney, 
1995; Sathish, Kumar, & Jeevanantham, 2011; Lam & Hsu, 2006; 
Lopez, Redondo & Olivan, 2006; Manrai & Manrai, 2006). 

• It, therefore, becomes critically important for managers and 
scholars to understand that other relevant variables have to be 
taken into account in order to fully capture consumers’ switching 
propensity.

• Understanding consumer switching propensity offers managers 
strategic directions in meeting customer needs and requirements.



Introduction - cont’d 
• Thus, there is void in the marketing literature regarding 

the development of a switching index for mobile telecom 
industry. This study hopes to contribute to filling this gap 
and provide managers with a simple and handy tool for 
measuring consumer propensity to switch to  new service 
providers in the telecom industry.



Purpose of the Research
•The main purpose of this paper is to 
develop and apply a theoretically 
grounded and handy switching index to 
enable managers measure mobile 
subscribers’ propensity to switch service 
providers in mobile telecom context. 



Theoretical background
•The Push-Pull-Mooring (PPM) Migration 
Model of Service Switching (Bansal et al.  
2005).

•One of the models that comprehensively 
captures switching determinants.



Figure 1 Push-Pull-Mooring Theory 

(Bansal et al., 2005)



Theoretical background - cont’d
• More recently, due to its strength in terms of empirical 

validity, comprehensiveness and contextual applicability of 
the PPM theory of consumer service switching to the MTI, 

• Nimako and Ntim (2014) have advanced the Synthesized 
Consumer Switching Model (SCSM), which is depicted in 
Figure 2. The SCSM introduces PP3M model for explaining 
consumer switching in telecommunication service context.

• The SCSM forms the basis for the development of the switching 
index due to its comprehensiveness, empirical validity and the 
context-specific nature of the model.



Figure 1 The Synthesized Consumer Switching Model 

Nimako and Ntim (2014)
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Conceptual framework - cont’d
•The conceptual framework for developing the 
switching index is presented in Figure 3. 

• It shows a seven-step approach to the 
development of a simply and handy switching 
index. 



Figure 3 Conceptual framework
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Methodology 
•Population and sampling
•The dataset for the SCSM for estimating the 
switching index was based on a sample size of 
736 respondents, statistically determined using 
Yamane’s (1967, p. 886) formula and drawn from 
a population of 27,244,579 individual subscribers 
(NCA, April, 2013) from all the six global mobile 
telecommunication operators in Ghana, namely:  
MTN Ghana, Vodafone Ghana, Airtel Ghana, 
Tigo, Expresso and Glo Ghana. 



Methodology – cont’d 
•Data analysis procedures
•Generally, data was analysed using Logistic 
Regression in SPSS version 16.0 and Partial 
Least Squares (PLS), specifically, SmartPLS 2.0 
(Ringle, Wende, & Will, 2005). 

•PLS was appropriate because of its predictive 
focus, which is to maximize the variance in the 
dependent variable from a set of predictors (Chin, 
2010).  



STEP 1: Identification of predictors of switching

•The first step is the identification of predictors 
of consumer switching. 

•We identified 21 switching determinants 
based on the SCSM (Nimako & Ntim, 2014).



Step 2 Fitting a regression model of switching 
determinants

•PLS-SEM modeling – used to estimate the 
direct model of the effect of the 21 switching 
factors on switching intentions..  



Figure 4 Direct Model of determinants of switching intentions
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Figure 5  Model of Six Significant Predictors of switching intentions
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Step 4 Creating switching index based on regression weights of derived 

predictors (Nimako-Ntim Index OR N-N index)

Index factors Weight (W) W Scaled to 1 T-value
p-
value Remarks 

Attitude towards switching 0.17 0.13 19.3358 0.000 Significant 

Commitment 0.26 0.20 36.7056 0.000 Significant

Attraction to competitor offer 0.12 0.09 16.4233 0.000 Significant

Peer influence to switch 0.03 0.02 4.7374 0.000 Significant

Perceived network quality 0.25 0.20 26.4732 0.000 Significant

Perceived reputation quality 0.22 0.17 33.1611 0.000 Significant

Overall switching intentions 0.25 0.19 43.7634 0.000 Significant

Total weight 1.30 1.00

Based on the scaled regression weights, the final switching index (SWX) is estimated as:
SWX = ATTSW(0.13) - CMT(0.20) + COFF(0.09) + PEER(0.02) + PNQ(0.20) +
PREPQ(0.17) + OVSINT(0.19)

Table 1 Relative weight and significance of switching index factors



 

Construct No. 18 Measurement items 
Network quality 
(PNQ) 

3 I believe that the quality of XYZ network services is……. 
 Generally, on XYZ network, there is high speed for telecom services (calls, SMS, etc) 
 Overall, I experience high network clarity when making calls on XYZ network. 
 I am able to successfully complete calls without failures in XYZ’s network 

Reputation 
(PREP) 

3 XYZ mobile network seems to have good reputation for quality  
 XYZ telecom is well known as a good and socially responsible. 
 Which one of these words best describes how you see XYZ? 

Attitude towards 
switching 

3 For me switching from one mobile network to another is …  
 For me changing from one network to another is a decision that is… 

 The idea of changing from one mobile network to another is to me a ……  

Peer Inf. 
(PEER) 

2 My loved ones, friends and colleagues encourage me to switch to networks services they use. 
 I usually want to use the mobile network of important people in my life (e.g. business partners). 

Commitment 
CMT 

3 I am really committed to XYZ as my mobile network provider. 
 I feel a strong sense of ‘belonging’ to XYZ network. 
 I really love XYZ services.  

Switch- 
Ing inten-
tion(SINT) 

3 Do you have the intention of switching to use a better mobile network services in the next year?   
 How likely are you to switch from XYZ to a different network in the next two years?  
 Are you considering changing from XYZ to a better mobile telecom network soon?   

Table 2 Measurement items for derived switching index



Step 5 Developing the formula or procedure for the application of the index

• Step 1. Calculate the weight (W) of each category of Likert scale response (0.4, 0.3, 0.2, 0).  
• Step 2: Find frequency of observations (FO) for each Likert scale response (LSR) for each question 

item for each construct.
• Step 3: Multiply the weight (W) of each scale response by the frequency of observation (FO) each 

scale response for each question item for each construct to get weight observations (WO).
• Step 4: Find the sum of all the weighted observations (WO) for each scale response for each question 

item for each construct to arrive at total weighted observation (TWO).
• Step 5: Multiply the total weighted observations for each item by the highest/maximum scale point 

weight (i.e. 0.4) to get the maximum weighted observation (MWO) for item (IMWO) and for each 
construct (CMWO).

• Step 6: Find the total weighted observations (TWO) as a fraction of the maximum weighted 
observation (MWO) by dividing the MWO by the TWO to get the Relative weighted observation (RWO) 
for each construct.

• Step 7: Multiply each RWO of each construct by their respective scaled regression weight (SRW) to 
arrive at the index for each construct.

• Step 8: Add all the index for each construct to arrive at the grand switching index. This index can be 
scaled up to 100% by multiplying it by 100.

• The above steps and procedure can be computed into excel spread sheet. A copy of this can be 
obtained from the author upon request.



Step 6 Develop descriptors for describing various switching index levels

Table 3 Descriptors of switching index

Switching index Description

80 – 100 Extremely strong

60 – 79 Very  strong

50 – 59 Strong 

41-49 Fairly Weak 

31- 40 Very weak

0 – 30 Extremely weak



Step 6 Develop descriptors for describing various switching index levels

Table 4 Switching index for Six telecom companies in Ghana

Switching index MTN Tigo Voda Airtel expresso glo

Extremely strong

Very  strong

Strong 0.54

Fairly Weak 0.48 0.43 0.45 0.42
Very weak 0.40
Extremely weak



Theoretical contribution 

• First, the index is theoretically grounded and provides a handy 
and simple managerial tool for management and policy makers 
of MTI.

• Second, the index highlights the theoretical importance of the 
six marketing constructs that form the bases for the 
development of the index. 

• Theoretically, these six constructs emphasise the relevance of 
the PPM migration model of consumer switching (Bansal et al., 
2005; Bougue 1977; Moon 1995) i

• Third, the index provides other researchers the opportunity to 
develop similar switching index 



Managerial contribution 

• Managerially, it implies that managers and industry regulators can 
use this index as an effective tool to measure and assess mobile 
subscribers’ propensity to switch in GMTI and in other similar MTI in 
the world. 

• The National Communication Authority (NCA) in Ghana can use the 
index to achieve two main purposes. One, the NCA could use the 
index for measuring, as an independent body, the switching 
propensity of mobile subscribers for GMTI.

• The implication to the management of MTN Company is that they 
should endeavour to improve upon its network quality and corporate 
reputation, in addition to other relevant marketing strategies in order 
to reduce the degree of switching propensity of its customers



Limitations and conclusion

• The main purpose of this paper is to develop and apply a 
theoretically grounded and handy switching index to enable 
managers measure mobile subscribers propensity to switch 
from one mobile operator to another in Ghana. 

• a six-factor reduced model of switching determinants: 
• low commitment and perceived network quality contribute a 

weight of 0.20 to consumer switching propensity, followed by 
overall switching intentions (0.19), low perceived reputation of 
current service provider (0.17), positive attitude towards 
switching (0.13), attractiveness competitor reputation (0.09) and 
the least weighted factor was peer influence (0.02). 
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