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Abstract

Within a severe competition enviro-
nment,customer intension for switching
arises as a very crucial topic. Research-
ers and practitioners have spotted some
light on intension for switching in mar-
keting; therefore,this paper is concern-
ed with analyzing the antecedents of in-
tension for switchingof telecommunica-
tion sector in Egypt on the basis of co-
st/benefit model in order to highlight the
relative importance of enhancing custo-
mer perceived net benefits. A non-pro-
bability sample of 450 respondents has
been drawn through intercepting them
from the population of telecommunica-
tion service providers (Vodafone, oran-
ge, and Etisalat) customers in Sharkeya
governorate. Results revealed that cus-
tomers are comparing between switch-
ing cost and current service provider's
benefits(service quality, promotional of-
ferings, and affordability); moreover, th-
ey tend to continue with the current se-
rvice provider if the net benefits are po-
sitive. It is also proved that the most im-
portant antecedents of intension for sw-
itching are affordability and service qu-
ality, while the relationship between in-
tension for switching and promotional
offers has been denied.
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1- Introduction

The mobile telecommunication ma-
rket in Egypt is booming as reported by
the ministry of communication and in-
formation technology.The total teleph-
one subscriber’s base has reached 100
Million in January 2015.The mobile se-
ctor companies provide telecommunic-
ation services to almost 78% of the Eg-
ypt population demonstrating that the
cell phone has turned into an omnipres-
ent gadget which has cut over all strata
of the populace (Ministry of communi-
cation and information technology,20-
15).

Telecommunication sector in Egypt
is classified into settled specialist cor-
porations and Cellular specialist organ-
izations. Cell specialist corporations are
additionally sectioned into Global Sys-
tem for Mobile correspondence (GSM)
and Code Division Multiple Access (C-
DMA).In Egypt, the Mobile Global Sy-
stem sector is dominated by Vodafone,
Mobinil and Etisalat. The 1%lic-ense had
been given tothe national institution wh-
ich had started the first mobile service
in 1996 (the company is now named
Orange). In order to privatize and libe-
ralize the telecommunications market in
Egypt at that time, MisrFone Group was
given the 2™license for Mobile Global
System operations in Egypt (under the
brand name of Click GSM, but now na-
med vodafone).When the third entrant
to the market, Etisalat Misr, was awar-
ded the third license for mobile global
system operations in 2007,the telecom-
munications market in Egypt grew fur-
ther and became more competitive. Vo-
dafone leads the Egypt telecommunica-
tion market with 41.8% market share,
followed by Orange with 35%, and Et-
isalat with 23.2% market share (Minis-

try of communication and information
technology, 2015).

The launch of advanced telecom se-
rvices in Egypt such as third generation
mobile (3G) and Internet Protocol Tel-
evision (IPTV) had also pushed subsc-
riber base to increase and expected to
grow.TheMobile specialist corporations
in Egypt has transitioned from offering
only voice calls to offering value added
to their clients, for example,Multimedia
Message Service (M-MS) and internet
services. As services greatly numerous
and continuing improving, the custom-
ers are facing difficulty to select the su-
itable service provider (Ministry of
communication and information tech-
nology, September 2015).

Portable phones (with all added fea-
tures) connection sector is on a quick
development track on the world gener-
ally and specifically in Egypt. While
this study is conducted, Business Moni-
tor Internationals™ (BMI) expected the
telecommunication offerings in Egypt
to grow by more than 8% in January
2014.This information has been affi-
rmed by insights demonstrating that ve-
rsatile supporters expanded by600 th-
ousands (Ministry of correspondence
and data innovation, September, 2015).

Over the most recent years, the cel-
lular services sectorin Egypt has expe-
rienced sensational changes. This mar-
ket has taken after a change to oligopo-
listic after being monopolistic, a market
which is roughly open and free. In the
view of this evolving progression, the
Egyptian cell phone providers confront
some noteworthy difficulties. In the first
place, retaining existing clients in a high
advertising stir has turned out to be ex-
ceptionally dangerous and costly. Sec-
ondly, new customer acquisition is now
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even harder than before as they are of-
fered numerous options and offerings,
moreover, operators are providing more
and more attractive deals.

In general, Egypt's Cellular industry
faced tough fiscal year 2014-2015. Pr-
ice rising, power crisis, lower purchas-
ing power, and currency devaluation
were main disturbances for this sector
in that year. Industry’s growth is slow-
ing down over the period of time, whi-
ch means that new subscribers’ addition
is difficult and future competition will
befocused further towards launch of in-
novative products/services to increase
revenue streams. Attracting new custo-
mers is of top priority and, for sure up
next; customer support will be vital fac-
tor. As many people already prefer to
use single provider services, some other
notable number of people can use more
than one single service, therefore, stud-
ying factors affecting intension for
switching is of massive importance.

When a customer selects to purchase
a new telecommunication service or pa-
ckage, he/she will find many choices.
Companies offered numerous services
to meet the unique demands of their cu-
stomers, but this trend had its disadva-
ntages because it reduces buying speed
of customers who aren’t able to choose
the service which best suits them, then
switching behavior occurs (Nassar, etal.
,2013).

Switching behavior is a consumer b-
ehavior varies based on customers’ lev-
el of satisfaction of service providers.
The behavior of switching has been al-
so defined as "the process of being loy-
al to one service and switching to other
service, due to dissatisfaction or any ot-
her problems”, while intension for swi-
tching refers to "the extent to which a

consumer is willing to switch from one
service provider to another" (Kim et-
al.,2010; Kaur etal.,2012).

The switching behavior in the mo-
bile service has attracted a lot of atten-
tion from academics and practitioners
because of the cost involved in switch-
ing behavior to other providers (Jahan-
zeb&Jabeen, 2012; Nimako &Abiodun,
2010). High rates of switching lead to a
decrease in profit margins of service pr-
oviders (Rajkkumar & Chaarlas, 20-12;
Antwi-Boateng, et al., 2013). So, this
research has been conducted in the sa-
me stream to investigate the factors af-
fecting consumers switching (changing)
service provider. Factors pushing con-
sumers to switch their mobile phone ha-
ve been determined after reviewing lit-
erature. Particularly, this paper argues
factors such as switching cost, service
quality, service affordability and prom-
otional offers.

The problem of this study has two
points. First, previous studies about sw-
itching intention in Egypt in particular
are some kind insufficient. Most empir-
ical research on switching intention fo-
cused on foreign consumers other than
the Arab world market (Sathish et al.,
2011;Turel & Serenko, 2012; Malhotra
& Kubowicz Malhotra, 2013; Alam et
al., 2016).Therefore, a study about swit-
ching intentions antecedents in Egypt
would increase the body of knowledge
specifically within the developing cou-
ntries context. Second, the Egypt’s Mo-
bile Telephone Industry (EMTI) suffers
from the consequences of losing custo-
mers specially when facing increased
competition, consequently, it is now cr-
ucially important for mobile telephones
communication service providers to un-
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derstand the factors which effect swi-
tching intention.

2 -Research Objectives:

Based the research problem, the ob-
jectives of this study are twofold:

- To examine the influences of switc-
hing cost and benefits (service qual-
ity, service affordability and promote-
onal offers) on intension for switch-

ing.
- To construct a model identifying the
factors influencing switching behavior

in Egypt.

In order to fulfill these objectives, the
research is divided into the following
sections: Section 3-literature review, Se-
ction4-theoreticalbackground;section 5-
Research model and hypotheses; secti-
on6-research methodology;section 7an-
alysis and results; section 8 discussions
and managerial Implications; and sec-
tion 9- conclusion secti-on10 recomm-
endationsfinally future research.

3 -Literature Review

A model of consumer switching be-
havior was firstly introduced by Keav-
eney (1995).This model contains eight
main casual factors namely; pricing, in-
convenience, service encounter failures,
core service failures, worker responses
to service failures, competitive proble-
ms, moral issues and involuntary facto-
rs. Moreover, another factor has been a-
dded; rating drawback as service fail-
urees and denied services are the most
effective factors on switching (Bhatta-
cherjee & Park, 2014).

Regarding mobile telecommunicati-
on service providers, there are many pr-
ior empirical studies. Pirc (2006) intro-
duced a comprehension about the affe-
cting factors on customer switching.

Based on the consumption system per-
spective, it has been concluded that mo-
bileservices usage affects intensions for
switchingin a curvilinear way (positive
linear and negative quadratic) and bud-
getaryconstraint regarding the service is
the most influencing factor. The experi-
ence gained from previous mobile ser-
vice also contributes to the intention to
switch. Customer retention is positively
affected by mobile phone ego involve-
ment; however customer risk has been
increased due topurchase involveement
(both mobile phone and mobile servi-
ces).

Mohammad &Wajidi (2009) concl-
uded that the sensitivity of consumers
towards connectivity is high and they
greatly value those low cost offerings.
Reasonable costs, immediate & reliable
client service, commitment with clients
have all been considered critical parts in
customer switching intention(Srinuan et
al, 2011; Zhang et al., 2012).

A study conducted in Pakistan has
concluded same factors of switching as
those of other locations. Khan et al.(20-
12) in their research concluded that cus-
tomer satisfaction is highly affected by
fairness of price,call clarity.Customer s-
upport services; value-added services,
user friendliness,and processing of cus-
tomer complaints are almost the same;
therefore, they have no major impact on
customer satisfaction in Pakistani cellu-
lar industry. In Germany, customer sat-
isfaction is affected by network quality
and price,but not customer support (Ge-
rpott et al., 2011). Kim et al. (2012) in a
survey of South Korean customers fo-
und that call quality, value-added servi-
ces and customer support were signifi-
cant, but not price, handset, and conve-
nience in procedures.
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Arthur et al. (2014) researched the
determinants that make cell phone cli-
ents alter fullloyalty tointension for sw-
itching.The results showed that there
are diverse factors,for example,cost; se-
rvice quality, technical service quality,
and cost of switching, and so on. More-
over, price is the most important factor
whichpushed customers to concede loy-
alty to one service provider to switch to
another provider.

In an attempt to summarize the fac-
tors based on literature, factors affecting
mobile phone customer switching beha-
vior include price, quality, and network
coverage; value added services, reliable
service and customer support services.
Tohave adifferent perspective of the li-
terature, the current study aims at stu-
dying the effect of cost / benefit model
onconsumer switching intentions.To ac-
complish the objective, variables are cl-
assified into cost (sw-itching cost) and
benefit (current carrier network benefit)
.These variables represent the basis on
which switching intentions are based.

In this manner, the study highlights
the mechanism and justifications (reaso-
ns) for switching, whereas previous st-
udies handled switching intentions in
relation which other factors (variables)
neglecting a theory explain reasons for
switching forintentions. Therefore, in the
current study, factors that were consid-
ered switching costs and benefits of the
current carrier network which included
three items; Service quality, Promotio-
nal Offers and Service Affordability.

4- Theoretical Background

4.1 Costs-Benefit Model

The model presented in this research
is built on the decision making frame-
work which contains cost-benefit infer-

ence. Kim &Kankanhalli (2009) paper
is based on the concept of cost-benefit
analysis to evaluate the switching be-
havior of information systems.Based on
the comparison between changes in ou-
tcomes and changes in inputs, an equity
implementation model (EIM) has been
performed to evaluate consumer behav-
ior (Joshi, 1991).

Other similar models applying simi-
lar concepts are the “push-pull” models.
Bansal et al (2005) explained it as "ac-
cording to the push-pull model,there are
factors at the origin that encourage (pu-
sh) consumer to leave and factors at the
destination that attract (pull) consumer
toward it”. Cost-benefit models in gen-
eral are based on switching costs, sw-
itching benefits and switching behavior
perceived net benefit. Switching costs
are defined as “the factors thatcurb a br-
oadband connection subscriberfrom up-
dating his/her service”. Interms of addi-
tional monetary expenses(costs like sw-
itching fees, time required to make the
switch, effort needed to conduct the sw-
itching process, and general discomfort
for the switching), these costs were de-
fined(Jones, et al.,2000;Chuang , 2007).

Switching benefits can be expressed
inthe granted advantagesby the switch
toanother provider of the service. Cus-
tomer benefit can be clarifiedbased on
the importance of providing internet to
customers,the expected efficiency impr-
ovement, the expected productivity im-
provement,reducing theminute rate, and
any offers are available through the net-
working addition to the expected rein-
forcement in usage experience (Moore
&Benbasat,1991).The benefits are ma-
inly subjectively evaluated based on the
expected utility of the new service.
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The subjective evaluation of the
overall utility of a switch is finally the
perceived net benefit given the switch-
ing costs required. Perceived net benefit
measures the range within which it is
considered worthwhile to switch given
thecosts he/she another mobile network
(Ranganathan et al, 2006). Intention for
Switching is the signal of termination
of customer's relationship which implies
the extent to which the switching to n-
ew provider is economically worthy (Z-
eithaml, 1988; Nikbin et al., 2012; Ni-
mako et al., 2014).

4-2-Intention for Switching.

Customer switching is "the migrate-
on of customers from one service pro-
vider to another partially or fully". Par-
tial switching permits customer to kee-
pthe relationship with the existing ser-
vice provider while adopting new beha-
viors (Vogel et al, 2008). Although it
may be reasonable to suppose that a si-
ngle critical incident can influence cu-
stomers to switch serviceproviders, ma-
ny researchers propose that multiple pr-
oblems be facing customers over time
may also cause defection (Anton et al.,
2007; Oh & Yoon, 2009;Nimako &Wi-
nneba, 2012).

In analyzing the decision of mobile
subscribers to change service provider,
intention for switching is taken into co-
nsideration to investigate the motivate-
on for customers' intention to switch (R-
00s, 2009; Liu & Xia0,2013).

Past researches have represented di-
stinctive antecedents of the behavior of
switching in the versatile telecoms in-
dustry.Kim& Kwon (2011)analyzed the
determinants influencing Korean mobi-
le subscribers’ behavior by applying a
conditionallogic regression models. Th-

ey concluded that the attractiveness of
mobile subscribers is increased due to
operator with large number of subsc-
ribers.

A similar work by Kim & Yoon (20-
13) studied the antecedents of customer
switching behavior in the light of corre-
lation between theloyalty andthe degree
ofcustomer satisfaction.Inaddition, Kim
et al (2012) investigated other switch-
ing behavior antecedentssuch as service
quality, value-added services, and cus-
tomer support affect customer loyalty.

Wide research shows that custom-
ers’ perceptions about alternative attrac-
tiveness and price and service failure
and satisfaction could be deciding fac-
tors for customers to switch (Antén et
al., 2007). Furthermore, a recent data-
base of mobile subscribers’ characteris-
tics also needed to be able to satisfy all
the kinds of needs of all subscribers.
Therefore, service providers must raise
customer switching costs based on the-
se determinants in addition to the full
interest of keeping existing customers.
Martins (2013) proved the view that
switching cost is coming more and mo-
redangerous and an important barrier to
compete efficiently in the telecommu-
nication market.

The motivation to switch is general-
ly a function of customers’ estimate pe-
rception of the performance of their exi-
sting service provider; and whether or
not they believe there are more prefera-
ble alternatives available in the market
that may appeal to them(Chih etal., 20-
12; Xavier & Ypsilanti, 2014).There m-
ay be no expected benefit from switch-
ing when the market is perceived to be
undifferentiated (no better choices) or
where the current provider is perceived
to be the best on the market on any cri-
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teria the consumer is considering( Zhou
,2013).

4-3- Switching Costs

Colgate& Norris(2007)described the
concept of switching costs which in-
cludes the situations in which custom-
ers feel trapped in the current service
provider for various reasons by. Friends
and family using one service provider
make it highly financially co-sting for a
customer to switch to another service
provider which may include extra cha-
rges per minute and specialized kno-
wledge of the other service provider (C-
olgate & Norris, 2007).

There are three forms of switching
costs — learning costs, transaction costs
and contractual costs (Saeed et al., 20-
11), while Burnett (2014) explained the
multidimensional nature of switching co-
sts, stressing that the three main dimen-
sions are: continuity costs (contractual
lock-in costs that penalize a discontin-
ued service relationship), learning costs
and sunk costs (mostly psychological).

Asiegbu et al (2012) studied the ef-
fectsof two categories of switching co-
sts: some of customers (transaction cos-
ts and efforts to learn to use new optio-
ns) and costs that would lock customers
with a service provider, such as penal-
ties for relationship termination or con-
tractualrestrictions, while learning costs
and transaction costs represent switch-
ing social costs.

An artificial type of costs (which is
different from the other two where there
are no social costs of switching) is the
contractual costs (Klemperer, 1987). Co-
ntractual costs are from the name made
bycorporation incompetitive markets

due to long-term contracts set topunish
customers switching behavior to affo-
rdrelationship initiation costs that can-
not be recovered. Martins (2013) nam-
ed them contractual lock-in.

Yang & Peterson (2014) pointed out
that switching costs are costs that block
customers from switching or moving to
competitors. Factors determining switc-
hing costs vary from consumer to co-
nsumer, industry to industry, or the na-
ture of product and situation (Tiamiyu
& Mejabi, 2012).Switching cost may in-
clude time, transaction costs, contractu-
al costs, learning costs, bureaucratic ba-
rriers, and psychological effort included
when facing the risk of dealing with a
new operator (Dick &Basu, 1994; Hu &
Hwang, 2006).

Corporations gain some advantages
from switching cost; it reduces custom-
ers’ price sensitivity, level of satisfacti-
on. Firm force exclusivity agreements
on customers or the offer discounts that
offer very low prices for repeat purch-
ases product or using service (Oyeniyi
&Abiodun,2009). If the switching costs
are high, customers may switch because
of the feeling of being pinned by the
current service operator (Colgate & No-
rris, 2007; Han & Hyun,2013). Asiegbu
et al (2012) concluded that intention for
Switching is negatively influenced by
switching costs, meaning that as long as
the switching cost is getting higher, sw-
itching intensions will be lower.

4-4: Benefits of Current Service
Provider:
Benefits of the current service pro-
vider include three items: Service quali-

ty, promotional offers and service af-
fordability.



Dr. Samia Elsayed Mahmoud

Using Cost-Benefit Model to Measure Antecedents ............

4-4-1: Service Quality

Parasuraman et al (1988) developed
conceptual model of service quality wh-
ich determines customers’willingness to
remain loyal or switch from one service
provider toanother. Superior service qu-
ality enhances intentions for favorite be-
havior which leads to retention and co-
ntinued profit.

Zeithaml,et al (1996) provides an in-
teresting model for service quality wh-
ich highlights mobile services custom-
ers’ behavior which as a result affects
their decision whether tokeep loyalty or
switch. Their view is that superior ser-
vices quality is followed by suitable in-
tentions. They further classified service
guality in five general dimensions of re-
liability, responsiveness, assurance, em-
pathy, and tangibles.

Mobile telecommunication service
gualityhasbeenconceptualizedfrom var-
ious perspectives. Mobile service quali-
ty has been considered as a multidim-
ensional concept, while dimensions’ n-
umber and content are different across
studies.Some studies utilized and used
general models like SERVQUALto me-
asure mobile service quality (Wang &
Lo, 2010) in the Chinese telecommu-
nication mobile sector where custom-
ers’ value satisfaction and behavioral in-
tentions of customers have been studied
within the integrated frame-work of se-
rvice quality.

In addition, Eshghi et al. (2011) re-
viewed literature to identify thirty two
mobile industry features.Factor analysis
was used to derive six factors involvi-
ng reliability, competitiveness, relational
quality,reputation,customer support, and

transmission quality, which all have be-
en considered as service quality dimen-
sions. Based on regression analysis,
customer satisfaction is greatly influ-
enced by competitiveness, reliability, re-
lational quality, and tra-nsmission qual-

ity.

Accordingly and in a trial to modify
SERVQUAL scale to best fit the et-
hopian market, Negi(2011) conducted a
research about mobile phones.Three ex-
tra dimensions were added involving
compliant handling,networkquality, and
service convenience. Network quality
was the best in forecasting customer sa-
tisfaction then reliability, empathy and
assurance according to regression anal-
ysis.

The quality of Mobile telecommuni-
cation service is also related to the ex-
tent to which the service's major func-
tional features are available on one side
and the customer's service experience
of the other useful features on the other
(Yoon &Kijewski, 1997). Major func-
tional features are considered the source
of main advantages that customers ex-
pect to gain when purchasing it. Gener-
ally, these features in comparison with
thoseofcompetitors form customers’ ev-
aluations of a product's overall quality
(Van Der Val et al, 2012).

4- 4- 2: Promotional Offers

Promotion is a powerful tool side by
side to quality of service offered by var-
ious brands to attract subscribers. Niga-
m &Kaushik (2011) stated that promo-
tion is “a set of incentives that are offe-
red intermittently”’and it enhances cu-
stomers’ awareness about products. Pr-
omotion is concerned with enhancing
awareness about the company and the
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products or services it provides for the
market (Henriksen et al., 2012).Also it
involves inducing purchase behavior.
Hosseini et al.,(2013) stated that “pro-
motion is when companies inform, per-
suade, or remind customers and the ge-
neral public of itsOffers”. Switching be-
havior and perception about service pr-
oviders are intended to be affected by
each of the promotion methods.

Customer's perception is planned to
be affected by promotion as it is used to
be connected with customers about ser-
vice offerings. It likewise supposed to
have a crucial role in determining mar-
ket prosperity and profitability as well
as a tool to achieve of their objectives
(Khan et al., 2012).

Promotion offer in mobile telecom-
munication service implies the presen-
tation of promotional packages which
are intended to attract customers to sub-
scribe/continue service consumption (B-
ediakoet al., 2013). Moreover, Chinna-
durai& Kalpana (2006) studied the co-
mpetitive trends in telecommunication
industry by analyzing the change in tr-
end of mobile subscriber taste and pref-
erence.These conditions forces service
providers to change their promotional
strategies. It has been concluded that a-
dvertisement has a critical effect on cu-
stomers although majority of them have
an attitude that telecommunication ser-
viceproviders’ promotional strategies of
are sale oriented rather than customer
oriented (Arthur et al, 2014).

Olatokun & Nwone (2013) tended to
study the factors that play an important
role in Nigerian telecommunication cu-
stomers’ choice process. It has been sh-
own that service providers are concern-
ed with woo/versatile subscribers’ thro-
ugh presenting them significant attract-
ive promotions and services. Telecom-
munication service operators offer vari-
ous promotional offers such as prepaid
offers on top-up recharge, E-recharge
mobiletop up coupons, choate re-charge
top-up, phone alarms of astrology, bon-
us cards, limited time free internet usa-
ge, call tunes, Short Message Services
(SMS) offers, various sorts of ring tone
services, dialer tone services, call man-
agement services, call management ser-
vices, cricket score and anther promo-
tional offers to attract the mobile sub-
scriber (Arthur et al , 2014) .

4-4 -3: Service Affordability

Affordability in general measures of
the total cost or the amount of money
consumers afford paying in return for a
service or a product. Service affordabil-
ity can be expressed in terms of the mo-
netary cost that a customer can and will
buy for any item. Ooko et al (2014) ar-
gued that price plays astrongrole espe-
ciallyin telecommunication markets and
particularly for the service providers.
He concluded that different prices for
different products must be developed
(price discrimination) in order to satisfy
different customer needs and wants and
meet all their preference.
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Draganska& Jain (2006) proved that
customer preferences should be distin-
guished by using product line as a price
discrimination tool through providing
variety of prices strategies according to
customers’ preference. In Egypt, there
are 100Million mobile subscribers. In-
formationMobile Intelligencereports sh-
owed that average call minutes per user
(AMPU) in Egypt is 25to 30 minutes
per day and average messaging minutes
per day is nearly 15 to 20 minutes. Vo-
dafone, one of the main mobile service
providers in Egypt, claims that on No-
vember 2010 that monthly average rev-
enue per user (ARPU) is 90 pounds re-
cording a 20% decrease and a further
decrease is anticipated. Although mo-
bile subscribers’ number increased and
AMPU also increased, AR-PU declined
and telecommunicationoperators are pu-
tting several plans (such as attractive
price offers) toattract Mobile subscriber
(Ministry of communication and infor-
mation technology, 2015).

The demand of telecommunication
services is ever-increasing in different
geographical regions, therefore, it is pr-
ofitable for mobile service providers to
accredit price reduction strategies based
on theservice affordability to attract po-
tential subscribers andretain current on-
es through reducing call rates (Bhatta-
cherjee&Park,2014).0yeniyi&Joachim,
(2008) analyzed the significanceof yield
management and pricing discrimination

in mobile services industry. Telecom
operators’ and similar organizations can
depend on yield manage-ment methods
to optimize the advan-tages they derive
from hiddenmanagement of information
networks and partnerships. Therefore,
Service affordability of other networks
is one of the major factors influencing
switching benefits.

5. Research Model and Hy-
potheses

The research model and hypothe-
sized relationships of the effects of
switching cost, benefits of current car-
rier network (Service quality, Promo-
tional Offers and Service Affordability)
on intention for switching is presented
in Figure 1.

5.1 Switching Costs, Benefits and
Intention for Switching

This study aims at investigating the
interaction between main constructs wi-
thin the switching cost model and swi-
tching benefits. The effect of switch co-
sts on intention for switching has been
reviewed in many literatures.Yang &
Peterson (2014) represented the concept
of sacrifice which resembles the defini-
tion of switching costs. The researcher-
sconcluded that sacrifice negatively af-
fects the perceived value which follows
customers’behavioral intention. It is also
confirmed that higher level of perceived
value and loyalty are direct results of
switching costs of the current provider.
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Cost- Benefits Model

Switching Cost

Current Service Provider
Benefits

| Service QualD;. -

N\

Service >‘I
Promotion OfD

A

H2 Intention
for
. Switching

Figure (1): Research Model and Hypotheses

Based on this argument, the follow-
ing hypothesis is proposed:

H1:Switching cost has a significant
negative effect on Intention for
Switching.

Here, Intention for Switching reflects
perceived net benefit. Customer com-
pares switching cost with benefits of
current Mobil service provider. Accord-
ing to “canonical” form of cost-benefit
model the customer is willing to choose
another service provider whose net
benefit is higher based on his own pref-
erences (Samuelson &Zeckhauser, 19-
88).1t is also confirmed that when per-
ceived net benefit of a switch increases,
intention for switching decreases. Mo-
reover, a decrease in perceived net ben-
efit will result in increasing intention
for switching. The previous confirma-
tionsare consistent with differentlitera

ture on the relation between perceived
value and behavioral intention(e.g., Kim
&Kankanhalli,2009; Sirdeshmukh et al.,
2012).Lee& Murphy (2010) pointed out
that perceived values are the benefits
customers receive relative to total costs.
Based on argument, the following hy-
pothesis is proposed:

H2:Current service provider benefits
have a significant negative ef-
fect on Intention for switching.

This hypothesis is divided into three
sub-hypotheses as follows:

H2-1: Current service provider qual-
ity has a significant negative ef-
fect on intention for switching.

H2-2: Current service provider pro-
motional offers have a signifi-
cant negative effect on inten-
tion for switching.
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H2-3: Current service provider ser-
vice affordability has a signif-
icant negative effect on inten-
tion for switching.

6-Research Methodology:

6.1 Population and Sampling

The research population is individu-
al subscribers of the three mobile phone
service providers in Egypt including:
Vodafone, Orange, and Etisalat. A sur-
vey has been conducted of subscribers
of mobile telecom service providers in
April 2016. A non-probability sample
has been drawn through intercepting
respondents (intercept sample).

Sample size determined according to
sample size table is 384 units (Sekaran,
2013). Proportional distribution has be-
en applied to take into consideration the
percentage of service providers to the
total market. For more accuracy and to
avoid non-response bias, 650 instru-
ments have been distributed, 500 in-
struments have been collected, revie-
wed, and 450 instruments have been fo-
und correct. Table (1) shows that the
percentage of actual sample units is si-
milar to the percentage of the calculated
sample units. The researcher decided to
apply the 450 instruments to statistical
analysis to get more accurate results.

Table (1): Proportional Distribution of Sample Unit

Service % of Total Calculated Actual % to The Actual
Provider Market* Sample Size Sample Size Sample Size
VVodafone 41.8% 161 178 39.5%
Orange 35% 134 155 34.5%
Etisalat 23.2% 89 126 26%
Total 100% 384 450 100%

* Ministry of Communication and Information Technology ( 2015) .

Source: The researcher.

During selecting the sample, it has
been carefully taken into consideration
to include only subscribers who have
been using the mobile of a single opera-
tor services for the past twelve months
at leastin order to able to judge the ser-
vice provider’s benefits and offerings.In
addition, respondents of more than one
service provider are asked to fill out in-
strument about only one service provid-
er to avoid confusion.The questionna-
ire was distributed personally by hand
and for nearly two months.

6.2 Research Instrument

The survey instrument is composed
of 2 parts. Part 1 consists of demogr-
aphics and personal data. Part 2 in-
cludes scaled of the research variables,
benefits current service provider (ser-
vice af-fordability, promotional offers,
and mobile service quality), switching
cost, beside Intention for Switching.
Scales were obtained from literature.

A self-administered, structured que-
stionnaire (closed-ended question items
on a 5 point likert scale as recommend-
ed in Danaher and Haddrell [1996] st-




Dr. Samia Elsayed Mahmoud

Using Cost-Benefit Model to Measure Antecedents ............

udy) were evaluated by 3 researchers;
sometimes were reformulated, deleted
items or added items to ensure content
validity .1t was advanced and pre-tested
on a sample of thirty customers for clar-
ification the overall structure of ques-
tionnaire to test its consistence and reli-
ability of questions to its research ob-
jective.The pretest were conducted with
person resulted in the elimination of
somewhat items and reformulating oth-
ers. A few adjustments have been made
based on the pre-test to improve the
guestionnaire.

The research instrument consisted of
28 questions. The first 6 questions are
related to demographics (age, gender,
education) and questions about mobile
service provider mainly used and the
duration of network use. The remaining
22 questions are related to benefits of
current service provider (service afford-
ability, promotional offers, and mobile
service quality), switching cost, and
finally questions about intention for
switching. These questions have been
derivedfrom literature and have been
adjusted to best suit the context of the
mobile subscribers in Egypt’s mobile
telecommunication sector.

7-Analysis and Results

Demographic information on gen-
der, age, education, and the duration of
use network through frequency analy-
sis are shown in table (3). Among the
respondents, 3.8% are less than 20 ye-
ars of age, 23.6% inside the age group
from 20- less than 30 years,8.7% in the
age range from 30- less than 40 years,
20% in the age range from 40 - less th-
an 50yearsand 44% in the age range fr-
om50 years and over. 64.4% of the
population is male while 35.6% is fe-
male.

The majority, 69.6%, of the study
sample is in the bachelor level of edu-
cation, whereas 16% is in Intermediate
Diploma, also 6% above bachelor level
(Postgraduate) , 5.6% less than a public
secondary and 2.9 public secondary
.72.9% of the population are the dura-
tion of use network More than 5 years,
10.9% use the network from4 years to
less than 5 years , 7.6% use the network
from 3 years to less than 4 years , 4.7
%use the network from one year to less
than two years and 4% use the network
from two years to less than 3 years.

Table (3): Respondents demographics (n =450)

Variables Category Frequency | Percentage
Gender Male 290 64.4
Female 260 35.6
Less than 20 years 17 3.8
From 20 -less than 30 years 106 23.6
Age From 30 — less than 40 years 39 8.7
From 40 — less than 50 years 90 20
50 years and over 198 44
) less than a public secondary 25 5.6
Education ]
Public secondary 13 2.9
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Intermediate Diploma 72 16
Bachloria 313 69.6
Postgraduate 27 6
Year to less than 2 years 21 4.7
Years to less than 3 years 18 4
Duration of use Years to less than 4 years 34 7.6
Years to less than 5 years 49 10.9
More than 5 years 328 72.9

Source: Researcher based on statistical analysis results.

Reliability has been tested using the
inter-element consistency measure of
Cronbach's alpha based on the proposal
of Nunnaly (1978). As shown in Table
4, reliability coefficients of all the con

structs exceed the minimum level rec-
ommended by Nunnaly (1978) which
equal 0.70., which confirmed the relia-
bility and validity of the measurement
scales and meet the standards of ace-
ptable measurement qualities.

Table (4): Reliability test results

Scale Items Cronbach Alpha

Intension for Switching 3 0.801
Switching Cost 4 0.730
Benefits current Service Provider :

Service Quality 6 0.807
Promotion Offers 3 0.842
Service Affordability 6 0.829
Total Measurements Instrument 22 0.731

Source: Researcher based on statistical analysis results.

Descriptive analysis of variables in-
dicates the relevance of the construct
under consideration. The mean value of
benefits current service provider (M=3-
.3158; SD=.63451) is indicating that
benefits are present among the sub-
scribers and switching cost (M=2.7472;
SD=.72212), on the other hand, it re-
flects intention for switching (M=2.-
5778; SD= .92880) which means that

most customers analyses benefits cur-
rent carrier network and switching cost.

Factor then not changing their pref-
erence for the services they use and it is
very significant role for most subscrib-
ers .As shown in table(5), all variables
under consideration generated mean
values which is compatible with our
hypothesizes and justifies proposed re-
lationships.
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Table (5): Summary of Descriptive Statistics (n =450)

Variable Mean ST

Intension for switching 2.5778 0.92880
Switching cost 2.7472 0.72212
Eﬁgg;‘ét:rc?rrent Service 3.3158 0.63451
Service Quality 3.5522 0.72212
Promotion Offers 3.0689 0.87950
Service Affordability 3.3263 0.70904

Source: Researcher based on statistical analysis results.

Further measurement of relationship
reveals as well the degree of correlation
between the independent variables (sw-
itching cost and benefits of current the-
service provider) and the dependent va-
riable (intention for switching). The co-
rrelation relationship was subject to a 2-
tailed statistical significance at p<.01.

The researcher analyzed all data col-
lected from the survey through correla-
tion analysis .The findings appeared in
Table 6 confirmed that intention for sw-
itching is negatively correlated to sw-
itching cost (r= -0.231, p<.01) as well
as benefits of the current service pro-
vider (r=-0.462, p<.01).

Table (6): Summary of Correlation Analysis

Variable Switching Benefits Current Service
Cost Provider
Intension for Switching -0.231 - 0.462
Switching Cost - 0.031*
Benefits current service provider - -

* Correlation is not significant at the 0.01 level
Source: Researcher based on correlation analysis results.

Using multiple regression analysis,
the relationship between the dependent
variables and independent variable was
examined. As shown in table (7), the
coefficient of R square is 0 .260 point-
ing out that the two independent varia-
bles explain 26% of the variance in de-
pendent variable (intention for switch-
ing).Also Durbin Watson of 2.433 indi-

cates that there is no auto correlation
problem (criterion correlation value 1.5
—-2.5). Multi—collinearity problems ha-
sn’t been revealed as tolerance levels
are all greater than 0.1 and variation In-
flation Factors (VIF) are all lesser than
10.A significance level of 1% or .01
was set as the basis for accepting or
rejecting hypotheses.
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Table (7): Summary of Regression Analysis

_ _ Collinearity Statistics
Variables Beta T Sig
Tolerance VIF
Switching Cost -0.217 | -5.330 0.000 0.999 1.001
Benefits Current -0.455 | -11.183 | 0.000 0.999 1.001
Service Provider

R square = 0.260,

F value = 78.654, Durbin Watson =2.433

Adjusted R square = 0.257

Source: Researcher based on regression analysis results.

8-Discussions and Manage-
rial Implications:

Discussion:

After reviewing the literature, a fra-
mework has been designed consisting
intention for switching as dependent va-
riable and switching cost, benefits cur-
rent the service provider as independent
variables. The analysis displays an in-
sight into the relationship of the above
mentioned variables in context of the
Mobil telecommunication sector in Eg-
ypt. As shown table (7), hypothesis (1)
is accepted (H1: Beta = -0.217, p<.01)
pointing out that switching cost is nega-
tively related to intention for sw-itching
which is compatible with results of past
studies (Aydin, &Ozer, 2005; Han et
al., 2011). It is also emphasized the tr-
uth that subscribers are not willing to
suffer for experiencing something new
because they perceive switching cost as
an added investment (Yanama-ndram
&White, 2006.

Hypothesis 2 (concerning the bene-
fits of current Service Provider) is sup-
ported (H2: Beta= -0.455, p<.01) which
reflects willing to maintain the benefits.

This again confirms the fact that sub-
scribers applied Cost-benefit analysis
therefore the higher benefits in return
switching cost leads to lower intention
for switching and is consistent with pr-
evious studies (Maicasetal., 2009; Na-
sser etal. 2013 ) . Switching intention is
the signal of termination of customer’s
relationship as long as the subscriber
believes switching to another provider
is justified economically (Olatokun,
2012). The results may be explained in
the view of dominate reality in the Eg-
yptian Mobil telecommunication sector.
As such in a lot of developing countries,
customers’ options of purchasing a se-
rvice are significantly affected by the
financial side.

Kumarvel & Kandasamy (2011) de-
tected that there are three significant
factors (service quality, Service Afford-
ability and Promotional Offers) which
are influencing the mobile subscriber’s
intention to switch the service provider.
As shown table (8), sub- hypothesis 1
(H2-1): Current service provider qu-
ality has a significant negative effect
on intention for switching is accepted
because Beta = - 0.41, p<.01. It reflects
the significant negative influence for
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current service provider quality on mo-
bile subscriber intention for switching
to new service provider and explains
only17%(R*=0.17)of Mobil subscriber
intention for not switching to new ser-
vice provider. This result is consistent
with the findings each of Wang &Lo
(2010),Van der Wal et al. (2012), and
Rahman (2012).

Table (8) indicates that Sub — hypo-
thesis 2 (H2-2): Current service pro-
vider promotional offers have a sig-
nificant negative effect on intention
for switching is not accepted because
of Beta = - 0.01, p= 0.833, so the cur-
rent service provider promotional offers
has not a significant negative effect on
Mobile subscriber intention for switch-
ing .That is because subscribers know
that all service providers provide same
promotional packages.This result is dif-
ferent from what both Sathish (2011)
and Wright (2012) have reached.

While Sub — hypothesis 3 (H2-3):
Current service provider affordabil-
ity has a significant negative effect on
intention for switching is accepted
because of Beta =- 0.48, p<.01.This re-
flects a significant negative influence
for service affordability on mobile sub-
scriber intention for switching to new

service provider and explains only 27%
(R?=0.27) from mobile subscriber inten-
tion for not switching to new service
provider.This result is consistent with
the findings of Kollmann (2000), Sath-
ish (2011), and Tseng & Lo (2011).

Concerning the relationship between
service affordability and intention for
switching, it reflected that there is high
negative significant correlation (r = -
0.577) which formulates reverse rela-
tionship, meaning that high service af-
fordability leads to reducing Mobil sub-
scribes intention for switching. Con-
cerning the relationship between current
service provider quality and intention
for switching, it reflected that there is a
high negative significant correlation (r =
- 0.510) which formulates reverse rela-
tionship, meaning that more the service
provider quality is given less the Mobil
subscribes think to switch. Concerning
the relationship between current service
provider promotional offers and inten-
tion for switching, it reflected that there
is negative significant low correlation
(r=-0.28) which formulates reverse re-
lationship, meaning that more attractive
service provider promotional offers are
not given less the mobile subscribes th-
ink to change.

Table (8) Summary of Regression Analysis to Sub - Hypothesis

Variable Beta R T Sig
Service Quality -0.41 -0.51 -9.519 0.00
Promotion Offers -0.01 -0.28 -0.211 0.833
Service Affordability - 48 -0.58 -11.5 0.00

R square = 0.256 ,
F value =51.120,

Adjusted R square = 0.251
Durbin Watson =2.593

Source: Researcher based on regression analysis results.
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As Table (9) indicates, service pro-
vider quality has high correlation with
both service provider affordability on
one side (r = 0.572)where there is a need
to relate the current service provider
quality and the ability to pay, and ser-
vice provider promotional offers on the
other side (r = 0.536) because it is nec-
essary to improve service provider

quality. Service provider gives addition-
al promotional offers to pull the sub-
scriber and decrease the intention to sw-
itch.Service provider promotional offers
have less correlation with service af-
fordability (r = 0.448) where promotion-
al offers decrease the total cost of the
service because of increase service af-
fordability by subscriber .

Table (9): Summary of Correlation for Benefits
Current Service Provider

Variables ém’liiii Service Affordability Prgr:fgfso”
Service Quality - -0.572* -0.536*
Service Affordability 0.572* - 498*
Promotion Offers .536* 448* -

* Correlation is significant at the 0.01 level.

Source: Researcher based on correlation analysis results.

In brief, research results revealed th-
at service provider’s costs and benefits
have a significant influence on intension
for switching which is consistent with
the results of (Nasser et al., 2013) con-
firmed that the net benefits (benefits
after excluding costs) have direct effect
on intension for switching.

Managerial Implications: Sensitivi-
ty about additional cost associated with
switching to new service providers has
been recorded high in the telecommuni-
cation sector in Egypt. This might be
due to lower switching cost which mo-
tivates mobile subscribers to try out an-
other service provider. Switching cost
played role in our given analysis requ-
ires further research because the current
study supported the hypothesis that mo-

bile subscribers are reluctant to switch
based on comparing switching costs wi-
th benefits of the current service pro-
vider, which as a result clarifies that
subscribers prefer to continue the rela-
tionship because of positive net bene-
fits.

This is for sure some good news for
the service providers having small mar-
ket share since their attempt to lower
switching cost must be accompanied by
greater benefits until they become ac-
ceptable in the long term. It might attr-
act potential subscribers to shift their
attention away from competitors.This
implies that economic (financial) asse-
ssment of benefits and costs plays a sig-
nificant role in mobile subscribers’ sw-
itching behavior decision.
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9 -Conclusion

This research is based on the cost —
benefit analysis to determine the factors
which are affecting the subscriber inten-
tion for switching into mobile telecom-
munication market in Egypt. This mar-
ket has a great growth in mobile subsc-
ribers and huge competition between
the three service providers (Vodafone,
Orange, Etisalat), at present there is not
research - within the limits of the rese-
archer's knowledge — available in Egypt
to detect the factors affecting subscrib-
er’s intention for switching between the
three above -mentioned companies. The
present study confirmed that the deci-
sion to switching the economic netw-
orks where subscriber is calculated by
comparing the net benefits of the cur-
rent service provider benefits at a cost
of transformation based model Cost -
Benefit.

The findings of current study reveals
that the factors which are affecting the
subscriber intention for switching into
mobile telecommunication market in
Egypt both service affordability and ser-
vice quality —respectively- as benefits

Follow by switching cost whereas
promotional offers have no significant
influence on subscriber’s intention for
switching service provider. Also the st-
udy reveals a high correlation between
service provider quality and service af-
fordability.

In brief,the results of current rese-
arch contribute to a better awareness of
the relationship between services prov-
ider quality, service affordability, pro-
motional offers and its influence on in-
tention for switching service provider as
benefits current service provider in ad-

dition to switching cost. In this way, the
results in this study can help rese-
archers and practitioners to realize the
level of influence that these factors have
on subscriber intention for switching the
service provider and the correlation be-
tween these factors.

10- Recommendations:

Mobile service operators in Egypt
should consider the results of this rese-
arch in the following manner in order to
raise the service benefits and raise the
switching cost:

1- Service provider's customer care se-
rvice centre should be given special
attention in order to provide custom-
ers the highest support possible thr-
ough listening to complaints, consid-
ering suggestions, and making cus-
tomer support center available 24/7.
Customer care service centre is one
of the most important service quality
dimensions.

Connections clearness should be gi-
ven special attention as customers
comprehended that when connecti-
ons are clear, service quality and ser-
vice benefits increases, the-refore,
intension for switching declined.

Continuous improvements should be
undertaken concerning price sy-
stems as a major factor affecting ser-
vice affordability. Customers should
be classified according to their af-
fordability and preferences, and then
price systems should be tailored to
each class.By applying this plan, sw-
itching intension to other service pr-
ovider decreases and customers' at-
traction from other service providers
is enhanced.

4- Service providers should also care
about raising switching costs such
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as increasing switching time (in-
creasing relationship termination
steps), increasing switching expe-
nses, increasing the difficulty of re-
lationship termination and making
it requires more and more effort
than expected.

11- Future research:

Based on the current research re-

sults, the following ideas are provided
for future research:

This research has been applied on
Sharkeya governorate because of so-
me constraints such as cost and time,
therefore, studying the benefit/cost
model to explore the intension for
switching of telecommunication cus-
tomers in a number of governorates
or even Egypt as a whole is recom-
mended.

Figuring out the effect of benefit/
cost model on intension for switc-
hing of other commercial sectors
other than mobile service sector such
as mobile phones and electric sets.

Figuring out the effect of benefit
/cost model on customer satisfaction
and loyalty.

Measuring the perceived value of
products / service based on the bene-
fit/cost model.

Studying behavioral consequences of
the benefit /cost model of different
service sectors.

3. Antwi-Boateng,
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