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Abstract
It is crucial to understand the variables that affect customer satisfaction in order to understand the causes 
and circumstances of mobile network switching. Customers are happy when any brand they use satisfies 
their needs and wants. Price, service quality, brand loyalty, and trust all play significant roles in customer 
happiness and brand switching when it comes to various mobile network brands, such as us one. The sample 
for this research study is drawn from Trichy. The sample size is 105, and the sample respondents were chosen 
using the convenience sampling technique. Utilizing SPSS, the data will be analysed. The investigation 
will employ the regression approach. This study will look at the variables that have the biggest impact on 
consumer brand switching.
Keywords: Brand switching, service quality, Prices, trust and brand loyalty

Introduction
 Brand switching is the process through 
which a customer switches from using one 
product to another product belonging to the 
same category. Even though they are genuinely 
satisfied with a brand, consumers in our daily 
lives switch from one brand to the next. This 
analysis will focus on the trading behaviour 
of different flexible system users. By using an 
advantageous examining technique, information 
will be acquired via questionnaire. Following 
the information gathering, the inquiry will 
pinpoint the factors that influence buyers’ mark-
exchanging behaviour.

Study’s Historical Context
 International and local organisations started 
their operations, creating intense competition 
in the telecom sector. This intense competition 

has led to brand-conscious consumers switching 
from one brand to the next, just as consumers 
generally do. The goal of this inquiry is to 
identify the factors that influence consumers’ 
decisions to switch from one system to the next.

Importance of the Research
 This analysis will look at the altered factors 
that prompt customers to exchange marks. It 
will also determine how devoted customers are 
to their preferred cell networks. The prevalence 
of flexible systems will also be examined in this 
inquiry.

Revive of Literature
 The elements that affect the way that 
customers switch brands and their preferences 
when it comes to mobile service providers in the 
telecom sector are known as brand switching 
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determinates in Southern Punjab. As a result, 
it appears that delivering continuously high-
quality service will be a significant challenge 
for telecom service providers, particularly 
mobile telecom service providers, given the 
constant emergence of new competitive factors 
and changes in market composition. Due to 
service issues, customer dissatisfaction, price 
increases, inconveniences, and customer 
services, brand switching behaviour among 
consumers is rising dramatically day by day. As 
a result, businesses are experiencing a variety 
of problems, including customer churn, market 
share losses, low profitability, etc.

Conceptual Model 

Price
 Kotler (2010) (2010) Cost is a vital aspect 
that plays a crucial role in brand exchange; it 
refers to the amount that a customer must spend 
when purchasing or using a good or service. Since 
price reasonableness is an extremely important 
concern that leads to fulfilment, professional 
cooperatives that charge reasonable prices 
and provide superior services will increase 
consumer loyalty and decrease the number of 
customers who switch brands. That means cost 
has a favorable impact on brand switching. 
More customers will switch to another brand if 
a specialised organisation asks a high price.

Service Quality
 When compared to expectations, the level of 
service quality is defined as the administrations 
received by customers. Guatam and Chandhok 
(2011) indicate that for a better understanding 
of the apparent support quality, customers’ 
needs and how they were actually implemented 
should be directly related. Response time, 
affirmation, client-viewed network quality, 
and cost of additional administrations are four 
factors that can be used to gauge the quality of 
an administration.

Brand Loyalty
 According to Jacoby (1971), brand 
reliability is the decision a person or consumer 
makes to purchase at least one elective brand 
throughout the course of time after considering 
a wide range of elective Brands.

Trust
 Building relationships between customers 
and an organisation depends on a lot of things, 
including trust. Clients get more connected 
to the association as a result of trust. When a 
business promises to provide its customers with 
high-quality service and succeeds in doing so, 
trust is built.

Objectives
1. To understand the nature of brand switching
2. To explore the interlaying factors of brand 

switching
3. To examine the impact of service quality on 

brand switching 
4. To analyze the impact of trust on brand 

swtiching 

Research Methodology
 The many factors that influence consumers 
to switch from one brand to another will be 
examined in this analysis. Unmistakable 
examination will be the exploration 
arrangement. For information gathering and 
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relapse prevention, comfort examining strategy 
will be used. Information analysis will be done 
using SPSS software.

Testing of Hypotyesis
 H1: Price is positively associated with brand 
switching.
 H2: Service quality is negatively associated 
with brand switching. 
 H3: Brand Loyalty has a negative impact on 
brand switching.
 H4: Trust has a negative impact on brand 
switching.

Research Methodology
 This analysis has been led so as to know 
the various components which cause customer 
to change starting with one brand then onto the 
next brand in portable systems.

Data Collection
 A questionnaire was created, and Trichy 
city residents were surveyed to gather data. 
Selecting a sample of 105 respondents. Data 
analysis has employed regression methodology. 
Additionally, data analysis has been done 
using SPSS. Each participant in the sample 
has completed the questionnaire on their own. 
To gauge the reaction to the study, a scale was 
established. Brand switching is the dependent 
variable, while independent variables such as 
service quality, price, brand loyalty, and trust 

have been examined by asking questions that 
were constructed in accordance with grounded 
theories. Fourteen separate questions and five 
points make up the questionnaire.

Final Outcomes
 Conclusions drawn from the data analysis 
using SPSS. Results include a summary of case 
processing, reliability statistics, correlation 
analysis, and regression analysis.

Reliability Statistics
Reliab

Reliability Statistics No of Items
0.617 5

 
 The investigation was performed to 
determine the reliability of the scale that 
measures the needed variable, brand switching, 
and the free factors, service quality, cost, trust, 
and brand loyalty. Five items or factors make 
up the total. These components’ unwavering 
quality understanding results in an estimation 
of 0.617, demonstrating the dependability of 
the things that have been estimated. Things 
or factors are solid according to unchanging 
quality outcomes, showing that the overview 
has been directed effectively and respondents 
have provided a legitimate response, even 
though they are only recognised at the public 
level as being worth 0.6 or more than they are 
worth.

Correlations Analysis
Brand switch Brand switch Service quality Price Trust Brand Loyalty

Service
quality 1 - - - -

0.416** 1 - - -
0.312** 0.338** 1 - -
0.582** 0.532** 0.316** 1 -
-0.287** -0.066 -0.165 -0.118 1
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 Bivariate connection tests assist in 
determining the association between dependent 
and independent variables and the degree of 
influence that independent variables such as 
administration quality, value, trust, and brand 
dependability have on the dependent variable, 
brand exchanging. The findings of the connection 
study demonstrate that the estimation of 
administration quality is 0.416, demonstrating 
a positive correlation between administration 
quality and brand exchange and refuting the idea 
that administration quality and brand exchange 
are incompatible. It suggests that customers 
are switching to another brand even when the 
administration quality has been improved. The 
outcome of the connection analysis shows 
that the estimated cost is 0.312, demonstrating 
that cost and brand exchange have a positive 
relationship. This implies that the higher the 
value, the more important the link is.
 There is a positive correlation between the 
independent variable, trust, and the dependent 
variable, brand exchanging, which contradicts 
the study’s hypothesis that trust has a negative 
impact on brand exchange. This hypothesis 
states that the higher the level of trust, the less 
the brand exchange will occur, and the lower the 
level of trust, the more the brand exchange will 
occur. The outcome of the connection analysis 

outlines that the brand reliability estimate 
is - 0.287, demonstrating that brand loyalty 
has a bad association with brand swapping. It 
means that brand exchange will be low if brand 
loyalty is high and high if brand loyalty is low. 
Customers will obviously stick with the portable 
administrators they are familiar with and won’t 
switch to another portable system if they are 
brand loyal to them.
 We can determine how well-fitted our model 
is by looking at the model summary. R, which 
stands for the correlation of the variables, is 
expressed as a value in the model summary. The 
dependent variable, Brand switching, and the 
independent variables, Service Quality, Price, 
Trust, and Brand Loyalty, are shown to have a 
positive association (R = 0.672), indicating that 
they are positively related.
 According to the R-squared value, service 
quality, price, trust, and brand loyalty, which 
are independent variables, have a variability 
that accounts for 45.2% of the variation in 
brand switching, the dependent variable. It 
demonstrates that the linear combination of 
independent variables in the regression analysis 
predicts the entire variance of the dependent 
variable by 45.2% and 54.8% are the other 
factors which affect the customers to switch 
brands.

ANOVA
Model Sum of Squares Df Mean Square F Significance

1
Regression value 30.369 6 8.242 20.424 .000
Residual value 43.437 99 .418

Total 73.805 105
a. Predictors: Service quality, Price, Trust and Brand Loyalty
b. Dependent Variable: Brand switching
 The difference between the actual 
significant value (0.05) and the significant value 
(0.00) in this table indicates that there is an 
association between the independent variables 
of service quality, price, trust, and brand loyalty 
and the dependent variable of brand switching. 
This association is indicated by the sig value of 
0.00<0.05. 

Regression Analysis 
 Dependent variable is brand switching and 
the independent variables are Price, Service 
quality, Trust and Brand loyalty.
Regression equation for this study is given 
below:
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 Brand switching = 1.18+ 0.37 in Service 
quality + 0.06 in Price + 0.37 in Trust + (-0.48) 
in brand loyalty.
 From the regression equation it is clear 
that if 1unit of service quality increase, which 
the independent variable in this study is, there 
will be a 0.37 unit increase in brand switching. 
As the other variable is price. So that if the 1 
unit increases in price then 0.06 unit increase 
will occur in brand switching. Simultaneously, 
the three independent variables are positively 
correlated except brand loyalty, because it 
shows negative impact on brand switching.
 H1: Price is positively associated with brand 
switching.
 The price value of the unstandardized 
coefficient B, which is 0.06 in the above table, 
indicates a favourable correlation between 
price and brand switching. This supports the 
acceptance of the hypothesis.
 H2: Switching brands has a detrimental 
impact on service quality.
 The unstandardized coefficient B value in 
the above table is 0.37, indicating a positive 
correlation between service quality and brand 
switching. Therefore, this theory has been 
disproved.
 H3: Brand Loyalty has a negative impact on 
brand switching.
 H4: Trust has a negative impact on brand 
switching.
 The unstandardized coefficient of trust 
yielded a result of 0.37, indicating a positive 
association, and thus, this hypothesis has been 
disproved.

Conclusion
 The purpose of this study was to identify 
the many factors influencing brand switching in 
flexible systems. A theory has been developed 
based on the information after it has been 
thoroughly researched. The goal of the study 
is to determine the effects of various free 
factors, such as service quality, price, trust, and 

brand loyalty, on the necessary variable brand 
swapping. The varied results of the connection 
and relapse analysis did not support the 
hypothesis that H1: Price is strongly correlated 
with Brand Switching is supported, supporting 
this argument. The findings also suggest 
that H2: Service quality is adversely related 
to Brand Switching, hence this hypothesis 
has been disproved. This demonstrates that 
customer system switching is not influenced 
by administration quality. H3: Brand Loyalty 
negatively impacts brand and exchange. The 
findings also support the hypothesis H4: Trust 
has a detrimental impact on brand switching, 
according to the results. Since this rumor has 
not come to pass, there is a favorable correlation 
between trust and brand exchange. The findings 
thus suggest that brand exchanging will be 
reduced on the off chance that there is strong 
brand dependability.
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