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Abstract 

This paper empirically explores consumer switching intentions, partial and total switching situations in the Ghana 
mobile telecom industry. Using data from a cross-sectional survey of 736 mobile subscribers from six global telecom 
networks in Ghana’s mobile telecommunication industry, the results indicate switching intentions are significantly 
different among customers of various mobile telecom service providers. Customers of MTN and Tigo mobile operators 
have stronger intentions to switch than those from the other firms. It also found that more non-porters defect and switch 
to other mobile networks than porters do. Consistent with the hypothesis, defectors (partial switching) are strongly 
associated with total switching behaviour than non-defectors. Also, in order to reduce subscriber defect or churn rate, 
mobile telecom operators should direct more effort and resource to promoting and educating their customers on the 
benefits of porting their mobile numbers to other networks. Theoretical and managerial implications are discussed. The 
paper contributes to the body of knowledge in the area of consumer switching behaviour in mobile telecom industry in 
emerging countries. 

Keywords: total switching, partial switching, mobile telecom networks, demography, binary logistics regression, 
chi-square 

1. Introduction 

The literature on consumer switching behaviour (CSB) has grown considerably within the last two decades since 
consumer switching continues to affect firm’s survival, profitability and growth (Keaveney, 1995). Over the last decade 
much empirical research has be published on the subject of CSB in both competitive and non-competitive industries 
(Roos, Edvardsson & Gustafsson, 2004), and across different service contexts (Bell, Auh & Smalley, 2005; Chiu, Hsieh, 
Li, & Lee, 2005; Balabnis, Reynolds & Simintiras, 2006;Bansal, Taylor & St. James, 2005;Bansal, Irving & 
Taylor,2004;Morgan and Dev, 1994; Bansal & Taylor, 1999b). Nimako (2012a) presented a comprehensive 
conceptualisation of the switching behaviour definition and typologies for the purpose of generating for further 
theoretical discourse and avenues for future research. Notably, the author pointed out that switching intentions may be 
different from actual switching behaviour (Roos, Edvardsson & Gustafsson, 2004), although intentions might lead to 
actual behaviour (Ajzen, 1991; Ajzen & Driver, 1992). Nimako (2012a) also pointed out that a complete or total 
switching process occurs where a customer breaks relationship with a current service provider (known as partial 
switching or defect) and moves on to develop a new relationship with another service provider. Partial and total 
switching incidences have important implications for marketing scholars and managers alike, especially in the mobile 
telecommunication industry context. Yet very little research work has been done to explore these interesting 
phenomena. 

The telecom industry is an environment that provides evidence of different consumer switching behaviours in the wake 
of Mobile Number Portability (MNP), multiple phones use, multiple SIM use, and competition in the industry. 
Competition has been increasingly fierce in many mobile industries globally, and in African in particular. In Ghana 
mobile telecom industry (GMTI), the situation is not different as the six global mobile network service providers are 
competing strongly for market and customer share. According to available statistics by the industry regulator, National 
Communication Authority (NCA) (National Communication Authority, 2014), among the six mobile telecom operators 
in Ghana, in terms of Mobile Voice statistics, MTN Ghana maintained its position as the dominant mobile operator with 
its subscriber base increasing from 12,968,610 to 12,986,832 as at the end of February, 2014. This was followed by 
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Vodafone Ghana with an increase in sub-scriber base from 6,244,855 ending January to 6,413,376 in February 2014, 
representing 22.41% of the total market share. This is followed by Tigo with sub-scriber base shooting up to 4,086,615 
representing 14.28 % of the market share at the end of the review month. Next in market share is Airtel Ghana with an 
increased subscriber base from 3,508,411 to 3,537,316 subscribers at the end of February, 2014, which represents 12.36% 
of the total market share. Glo Ghana’s market share from January ending reduced from 5.17% to 5.02% as at the end of 
February 2014, with a sub-scriber base of 1,437,580. Finally, Expresso ended the month of February, 2014 with a 
market share of 0.54%, as a result of a decrease in their subscriber base from 168,998 in January to 153,727. Moreover, 
on July 7, 2011, the MNP policy was introduced in GMTI by the National Communication Authority (NCA) with the 
collaboration of the six mobile telecom operators. This has undoubtedly increase competition in the industry than ever 
before. The introduction of MNP, the use of multiple phones, and multiple network services by customers has, to a large 
extent, contributed to the intense competition as mobile subscriber churn rate tend to rise in GMTI for some firms more 
than others (National Communication Authority, 2014).  

The problem of this study hinges on two important areas. First, in the wake of intense competition in the mobile 
telecom industry in many developing countries like Ghana, there is the need for empirical evidence on switching 
intentions and behaviour among consumers of competing mobile telecom networks in Ghana as a means of providing 
feedback for management strategy for each firm. This study hopes to fill this gap in advancing marketing practice.  

Second, previous research has established that customers may exhibit different switching behaviours (Roos, Edvardsson 
& Gustafsson, 2004; Bell, Auh & Smalley, 2005; Chiu, Hsieh, Li, & Lee, 2005; Balabnis, Reynolds & Simintiras, 2006; 
Bansal, Taylor & St. James, 2005; Bansal, Irving &Taylor, 2004; Morgan & Dev, 1994; Bansal & Taylor, 1999b). 
However, investigations into partial and total switching incidences have received relatively very little research attention 
in the CSB literature as pointed out by Nimako (2012a). In mobile telecom industry, the mobile number portability 
platform allows consumers to switch while retaining their original mobile numbers (Buehler & Haucap, 2004; Nimako, 
Ntim & Mensah, 2014; Odunaike, 2010; Shin & Kim, 2007). This implies that porting allows consumers to partially 
switch. This could in turn influence a consumer’s decision to either defect a relationship with a current provider or 
completely switch to a new competitor. Investigating these switching behaviours could have useful implications for 
marketing theory and practice. Yet there is little empirical work in this direction. Based on the above discussion, the 
main purpose of this study is to explore the switching intentions, partial and total switching behaviour of consumers in 
Ghana mobile telecommunication industry. Specifically, the study sought: 

1. To measure the switching intentions among consumers of six mobile telecom operators in Ghana. 

2. To assess whether switching behaviour of customers are associated with mobile telecom brands (Expresso, Tigo, 
Airtel, Vodafone, Glo and MTN). 

3. To assess the influence of porting behaviour on switching behaviour of consumers. 

The rest of the paper is organized as follows. Relevant literature is reviewed and conceptual framework and hypotheses 
are proposed. It is followed by methodology, data analysis, and discussion of results and implications of findings. Then, 
limitations and directions for future research are discussed. It ends with a conclusion.  

2. Theoretical Framework and Hypothesis 

2.1 Concept of Consumer Switching Behaviour  

Nimako (2012a) defined consumer switching behaviour as “the process by which a consumer abandons his/her 
relationship with a current service/product provider and replaces it with a competitor partially or entirely for a given 
time period.” (p. 68). The author provided several conceptual dimensions and typologies of the CSB phenomenon in his 
switching typology tree (Fig. 1). Notably, he pointed out that switching is a process involving both a switched-from and 
a switched-to concepts that make a complete or full or total switch (Nimako, 2012a). In situation where a consumer 
defects or switch from one provider but does not proceed to switch to a new service provider, it is termed a partial 
switching behaviour. In many research contexts, the idea of switching represents a complete or total switch involving a 
consumer switching from one service provider to another (Nimako, 2012a). While negative factors existing at a current 
service provider, push factors, may cause consumers to defect (switch from), positive factors existing at a competitor 
service provider, pull factors, may attract consumers to switch to the competitor (Bansal, Taylor& St. James, 2005). 

Depending on the switching decision process, switching behaviour may be categorized further into several segments. 
These switching behaviour segments include those customers who actually switch, called Switchers (Njite, Kim & Kim, 
2008), those who may be considering a switch or have an intention to switch in the near future, termed considerers 
(Ofcom 2010), those who do not wish to switch at all in the near future even though they have some reasons to do so, 
termed non-switchers or stayers (Roos, Edvardsson & Gustafsson, 2004], those switchers who return back to the former 
service provider, referred to as return switchers or return migrants (Bansal, Taylor & St. James, 2005), and those 
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service provider for any reason. In this situation, the service provider will record loss of customer base and therefore 
loss of market share in an industry. When customers defect it actually means they have broken relationship with a 
service provider, representing a switched-from phenomenon, which is only one side of the switching phenomenon. A 
complete or total or full switching process takes place when there is a switch from one service provider and a switch to 
another (competitor) (Nimako, 2012a). When a customer only switches from a service provider, that is defects, without 
switching to another, it constitutes a partial switching phenomenon. Partial switchers (defectors) are more likely to find 
new service providers, thus complete the total switching process. There is evidence in the marketing literature that show 
that defected customers search for new service providers (Keaveney, 1995). According to Keaveney (1995), 85% of 
customer who defected also found new service providers through active search, while other found new providers 
through marketing communication such as direct marketing, sales promotion and advertising media. This happens when 
the customer realises that the same needs and wants for which he/she switched from a previous service provider could 
also be provided for by available competitors. In the competitive mobile network industries, like GMTI, where there are 
other strong competing firms, when a customer defects he/she is likely to search for and switch to new service provider, 
and thus, complete the switching process.  

Therefore, it is expected that intentions to switch to a better service providers will be strongly associated with customers 
who switch from a former service provider (defectors) than those who do not switch. Thus, defectors are more likely to 
totally switch than non-defectors. This leads to the hypothesis that: 

H1: Partial switching behaviour among defectors will be significantly associated with total switching behaviour among 
total switchers than among non-defectors. Specifically, defectors are more likely to totally switch than non-defectors. 

2.2.2 Switching through MNP Platform 

In the mobile telecom industry, especially in many emerging economies where the MNP has been introduced, 
consumers are also able to switch through the MNP platform by porting their mobile numbers to another mobile 
telecom network. This allows them to retain their mobile number and still be able to switch to use other telecom 
services. When customers port their mobile numbers, it signifies their desire and intention to switch to use the services 
of other networks while still retaining the mobile number of an existing service provider. Thus, the use MNP platform 
itself constitutes a partial switching phenomenon (Nimako, 2012a). In this situation, mobile subscribers are able to 
enjoy some services of other mobile telecom service providers which can influence them to either defect a current 
service provider and/or switch to a new one. Thus, switching through the platform of the MNP can cause customer to 
defect (partially switch) or switch to a new service provider (totally switch), especially when there is strong attraction 
from competitors (pull factors) or strong distractions from a current service provider (push factors). There is evidence in 
the marketing literature that when the attraction and opportunity to switch is strong, customers are more likely to switch 
than when the attraction is weak (Chiu, Hsieh, Li, & Lee, 2005; Bansal, Taylor & St. James, 2005; Zhang, Cheung & 
Lee, 2012).  

The above discussion suggests that porting behaviour is likely to influence switching behaviour in two ways. First 
consumers who port their mobile numbers (porters) are more likely to defect than those who do not port (non-porters). 
This is because as porters are exposed to use of other service providers’ services they may perceive them to be better 
than their current providers’ offerings, and therefore defect with a current service provider. Second, porters are more 
likely to make a decision to switch when they perceive themselves to be better off with a new service provider than their 
current service provider. Therefore, the following hypotheses are postulated: 

H2: Porters are more likely to defect than non-porters. Specifically, more porters are likely to be defectors than 
non-porters. 

H3: Porters are more likely to totally switch than non-porters. Specifically, more porters will be associated with a 
decision to switch to a new service provider (switchers) than non-porters. 

3. Methodology 

3.1 Population and Sampling 

The population consisted of 26,591,124 individual subscribers as of April, 2013 (NCA, 2013) from all the six mobile 
telecommunication operators in Ghana, operating under these brand names: MTN Ghana Vodafone Ghana, Airtel Ghana, 
Tigo, Expresso and Glo Ghana. The appropriate sample size was estimated using sample size determination formula by 
Yamane (1967) that yielded an estimated sample size of 400. In order to collect data of high quality that reflect 
customers’ opinion and have quality ofgood representativeness, a survey was conducted from a cross-section of 
subscribers of mobile telecom service providers across the country in July 2013. The survey yielded a usable 736 
questionnaires returned representing 73.6% response rate for analysis. 
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3.2 Research Instrument 

Since this paper is based on a larger study in CSB in Ghana mobile telecom industry, the measurement items were part 
of the self-administered, structured questionnaire that was developed and pre-tested to a sample of twenty (20) 
customers. After adjustments were made based on the pre-test to get a more effective instrument, the questionnaire was 
finally administered to mobile subscribers through personal contact by researchers for nearly three weeks. For the 
purpose of this paper, the key variables are switching intentions, total switching behaviour, partial switching by adopters 
of MNP, partial switching by defecting, consumer background demograph and religiosity. Switching intentions were 
measured using three items on a five-point Likert scale was used, as recommended in previous work (Danaher & 
Haddrell, 1996). Switching intention items were derived from previous study (Bansal, Taylor & St. James, 2005). Total 
switching behaviour was measured by asking respondent whether they had switched or changed their mobile telecom 
network provider to new one within the past two years or not (yes/no response) Partial switching by defectingwas 
measured by asking respondents whether they had stopped being customers of any of the mobile network or not (yes/no 
response). Partial switching through MNP was measured by asking respondents to indicate whether they have ported 
their mobile numbers to anther network or not (yes/no response). The questionnaire also contained respondents’ 
demographic data: gender, age, education, income, marital status, whether customer has ported their mobile number or 
not, and religiosity – the extent to which religious beliefs affect many important aspects of their life based on (Choi, 
2010; Choi, Paulraj & Shin, 2013).  

4. Data Analysis 

4.1 Data Analysis Methods 

Apart from the use of simple descriptive statistics to describe categories of switching intentions and behaviour, a 
Chi-square test was also conducted to test the association proposed between porters, defectors, partial and total 
switching behaviour. Moreover, differences in switching intentions among customers of the six mobile telecom 
networks were analysed using a non-parametric ANOVA (Kruskal-Wallis ANOA) due to categorical sub-groups 
involved. Furthermore, the influence of background data onswitching behaviour was assessed using Binary logistics 
regression analysis since the variables involved acategorical dependent variable, switching behaviour, categorised as 
switchers (for yes response)and non-switchers (for no response). The logistics regression was chosen because of its soft 
non-parametric distributional assumptions (Hair, Black, Babin & Anderson, 2010). All tests were conducted using 
asignificance value of 0.05.  

4.2 Respondents’ Characteristics 

For the characteristics of the respondents, in terms of gender, 67.7% of the respondents were males and32.3% were 
females. 20.7% of the respondents were below 25 years, 67.3% of them were within the 7ages of 25-36 years, 11.4% 
were between 37 and 50 years, and .6% were 51 years and above. This implies that majority of them were in the 
economically active population. All respondents were educated with about 58.7% of them having tertiary level of 
education, while about 5% and 33% had Senior High School (SHS) and post-SHS education respectively. About 3% had 
other forms of education.  

In terms of income, 33.5% of respondents earned monthly income up to US$ 250, while 43.9% earnedbetween US$ 250 
and US$ 500, about 6.5% earned monthly income above US$ 500. This indicates that most of them earned considerably 
low incomes. In terms of marital status, 61.7% of the respondents were married, about 36% were single (not married) 
and about 2% of them were in other marital category.  

In terms of length of experience in using mobile network services, 9% of them had less than five years of experience, 
56.1% of them had between 5 and 9 years of experience, 26% of them had between 15 and 19 years of experience and 
about 8% of them had over 20 years of mobile network service use. Generally, this indicates that most of respondents 
have had a considerable experience in the use of mobile network services.  

About 16% of the respondents have ported their mobile phone numbers to another mobile telecom network (porters) 
while about 84% of them have not yet ported their mobile phone numbers to another network (non-porters). Based on 
their respective service provider’s network, 5.4% of the respondents were customers of Expresso (n = 40), 7.5% of them 
were customers of Glo (n = 55), 13.9% of them were customers of Airtel (n = 102), 8.3% were customers of Tigo (n = 
61), 24% of them were of Vodafone (n = 177) and 40.9% of them were from MTN (n = 301) respectively.  

5. Results 

The results are presented according to the research objectives addressed in this study.  

5.1 Differences in Switching Intentions of Customers 

Based on switching intentions, the results for different customer segments are presented in Table 1. From Table 1, the 
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total of the three question items that were used to measure switching intentions indicate that, generally, 39% of the 
respondents were considering a switch (considerers), 24% are undecided and about 37% of the respondents are not 
considering a switching (non-considerers). 

Table 1. Considerers, Undecided and Non-considerers of switching 

Segments of consumer switching behaviour Considerers 
(39.3%) 

Undecided 
(24%) 

Non-considerers

(36.7%) 

Switching intentions question Items/Scale  1 2 3 4 5 

Do you have the intention of switching to use a better mobile 
network services in the next year? 

125 179 173 128 131 

How likely are you to switch from XYZ network to a different 
network in the next two years? 

131 161 180 174 90 

Are you considering changing from XYZ to a better mobile 
telecom network soon? 

117 154 177 133 155 

Total (%) 373 
(16.9)

494 
(22.4)

530 

(24.0) 

435  

(19.7) 

376 
(17.0)

Note: Scale 1 – Definitely yes /Very likely, 2 – A bit yes/Likely, 3 – neutral, 4 A bit no/Unikely, 5 - Definitely no/Very 
unlikely 

In terms of differences in switching intentions across mobile networks, a non-parametric One-Way Kruskal-Wallis 
ANOVA was chosen for the analysis since the strict assumptions parametric ANOVA were partially violated by the data 
gathered. The results of this tests are presented in Table 2 and Figure 3 for plot of mean ranks. Due to the rating scales 
used for the concept of switching intentions, the interpretation of the data should imply that low ratings represent high 
intentions to switch. 

Table 2 indicates that consumer switching intentions differ significantly across mobiles networks for all the three 
measures of switching intentions, intending to switch: χ2 (5, n = 736) = 118.531, p = .000, likelihood to switch: χ2 (5, n 
= 736) = 80.798, p = .000, and considering a switch: χ2 (5, n = 736) = 124.637, p = .000. Specifically, MTN customers 
consistently appear to have the strongest intention to switch, followed by Tigo customers, while customers of Vodafone 
had lowest switching intentions, followed by Airtel and Expresso customers respectively. 

Table 2. Differences in switching intentions among mobile networks 

Descriptive statistics Kruskal Wallis Tests 

Switching intentions question 
items Mobile network N Mean Rank 

Chi-square df Asymp. Sig.

Do you have the intention of 
switching to use a better mobile 
network services in the next year? 

Expresso 40 378.40 118.531 5 0.000

Glo 55 435.18  

Airtel 102 429.59  

Tigo 61 376.90  

Vodafone 177 468.84  

MTN 301 273.59  

How likely are you to switch 
from AIRTEL network to a 
different network in the next two 
years?  

Expresso 40 401.40 80.798 5 0.000

Glo 55 429.03  

Airtel 102 421.27  

Tigo 61 369.08  

Vodafone 177 446.26  

MTN 301 289.34  

Are you considering changing 
from AIRTEL to a better mobile 
telecom network soon? 

Expresso 40 415.35 124.637 5 0.000

Glo 55 424.69  
Airtel 102 435.17  
Tigo 61 370.67  
Vodafone 177 468.50  
MTN 301 270.17  

Note: Low ratings represent high switching intentions; n = 736 respondents 
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Table 4. Association between porting behaviour and switching behavior 

Porting Behaviour Chi-square test 

Switching behaviour (total/fu
switching) Porters Non-porters Total Value df  Sig. 

Yes (Switchers) Count 79 330 409 6.116a 1 0.013

% within to
switching  19.30% 80.7% 100.00%

   

No 
(Non-switchers) Count 41 286 327 

Phi (χ2 = 0.091, p
0.013) 

% within to
switching network 12.5% 87.5% 100.00%  

Total Count 120 616 736    

   

Defecting (partial switch)  Porters Non-porters Total Chi-square test 

Yes (Defectors) Count 60 215 275 Value df  Sig. 

 
% within defecti
behaviour 7.30% 10.90% 100.00% 9.782a 1 0.002

No 
(Non-defectors) Count 60 401 461 

Phi (χ2 = 0.115, p
0.002) 

% within defecti
behaviour 4.30% 5.40% 100.00%

   

Count 120 616 736  

Total  Switching behaviour (total switch)    

Defecting (partial switch) Switchers Non-switcher Total Chi-square test 

Defectors Count  236 39 275 Value df  Sig. 

 
% within defecti
behaviour 85.8% 14.2%  

162.695 1 0.000

Non-defectors Count  173 288 461 
Phi (χ2 = 0.470, p
0.000) 

 
% within defecti
behaviour 37.5% 62.5%  

   

Total   409 327 736    

The chi-square test strongly suggests that more defectors significantly ended up switching to new service providers than 
non-defectors did, χ2 (1, n = 736) = 162.695, p = .002. The phi of 0.470 indicates a medium effect size using Cohen’s 
(1988) criteria of .10 for small effect, .30 for medium effect and .50 for large effect. 

5.4 Summary of Key Findings and Hypothesis Testing 

The key findings of the study and results of hypothesis testing are presented in Table 5. It indicates five key research 
findings, and shows that hypothesis H1 was supported by the data while hypotheses H2 and H3 were not supported. The 
implications of the key research findings and hypotheses are discussed in the next section.  
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Table 5. Summary of Key Findings and hypotheses 

Key Results 
1. Switching intentions differ among customers of the six mobile telecom operators. Switching 

intentions were stronger among MTN customers than other networks. 

2. Switching behaviour differ among mobile telecom operators. Most customers switch from 
MTN than from other networks 

3. Porting behaviour differ among mobile telecom operators. Most customers switch from MTN 
than from other networks 

4. Defectors are more associated with switching to new service providers than non-defectors. 

5. Non-porters are more likely to switch to new service providers than porters do. 

Hypothesis Remarks Reference 

H1: Defectors are more likely to totally switch than non-defectors. Supported  Table 4 

H2: Porters are more likely to defect than non-porters.  Not supported Table 4 

H3: Porters are more likely to totally switch than non-porters.  Not supported Table 4 

6. Discussion and Implications  

For this study, the main purpose was to explore the switching intentions, partial and total switching behaviour of 
consumers in Ghana mobile telecommunication industry. The results and findings of the study provide empirical 
support for different consumer switching behaviour as conceptualized in previous studies (Roos, Edvardsson & 
Gustafsson, 2004; Bansal, Taylor & St. James, 2005; Nimako, 2012a; Njite, Kim & Kim, 2008). The study also found 
some differences in switching intentions and behaviour among customers of the six mobile network operators in Ghana.  

6.1 Differences in Switching Intention and Behaviour among Mobile Network Operators 

First, the study found that consumers’ switching intentions and behaviour significantly differ among the mobile 
networks. Specifically, customers of MTN brand have the strongest intentions to switch to other network operators than 
their counterparts from the other mobile telecom networks. Also, more switchers are also associated with MTN than the 
rest of the competitors in GMTI. Comparing this finding with what was found by previous researchers in 2009 (Nimako 
& Azumah, 2009), there is strong evidence that MTN Ghana stand the risk of losing customers to other competitors in 
the next few years since consistently their customers expressed stronger intentions to switch. Generally, defectors and 
switchers are more associated with MTN than the other mobile networks as the results clearly point out. 

The second company whose customers have significantly higher intentions is Tigo mobile telecom operator. This 
situation is different from what was found in 2009 where customers of Tigo had relatively lower intention to switching 
to other competitors (Nimako & Azumah, 2009). This sharp contrast means that the company appears to be influencing 
their customers negatively. Thus, MTN and Tigo appear to be negatively influencing their customers and therefore 
causing them switch to competitors. This implies that there might be technical and functional quality issues of service 
delivery that these two companies missing out in meeting customers’ desires and expectations (Nimako, 2012b; Nimako, 
2012c). It might also be that other competitors in the industry are able to attract customers from MTN and Tigo. Such 
strong attractions are able to influence customers to develop strong intentions to switch (Bansal, Taylor & St. James, 
2005). It is important for the two firms to conduct further research into why their customers’ have such stronger 
intentions to switch. 

On the other hand, customers of Vodafone Ghana appear to have the lowest intention to switch; most of them are not 
considering a switch to other network, according to our finding. This finding suggests that the management of Vodafone 
has significantly improved upon its delivery of service quality and satisfaction of customers through effective service 
management strategies. Compared with their performance in 2009 when Vodafone went into management crisis that led 
to the switching of many of its customers to other firms in the Ghana’s mobile telecom industry (Nimako & Azumah, 
2009), the new management appears to have been able to win back the confidence of existing customer and attracted 
new ones who have little intentions to switch. 

Moreover, the findings indicate that customers of Glo, Expresso and Airtel also have relatively weak intentions to 
switch to networks. This implies that management of these companies should keep improving their service quality and 
value to customers in an attempt to influence customers’ intentions to switch.  

6.2 Influence of Porting Behaviour on Switching Behaviour  

Two important findings of the present research are that, generally, porting behaviour is significantly associated with 
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switching behaviour. Specifically, more non-porters defected and switched to other mobile networks than porters did, 
disproving hypotheses H2 and H3. One possible reason for this situation is that non-porters are likely to defect and 
switch completely when they have little or no knowledge about existing porting opportunities available to them through 
the adoption of MNP policy, which allows consumers to switch while still retaining their current mobile numbers 
(Buehler & Haucap, 2004; Nimako, Ntim & Mensah, 2014; Shin & Kim, 2007). 

Therefore, in order to reduce subscriber defect or churn rate, mobile telecom operators should direct more effort and 
resource to promoting and educating their customers on the benefits of porting their mobile numbers to other networks 
through the MNP platform. This can significantly influence the decision to defect among non-adopters of MNP since by 
adopting MNP they will be able to switch and still retain their existing mobile number. This will in turn benefit the 
existing service providers more than when their customers defect. Thus, one way to reduce customer churn rate is to 
encourage them to adopt MNP policy. 

Second, it was found that defectors are more associated with total switching behaviour than non-defectors. Specifically, 
the results indicate that more customers who defected also switched to a new mobile network operator, providing 
support for hypothesis H3. One possible explanation for this finding is that, generally, when a mobile subscriber stops 
using the services of one network he/she is more likely to search for a new one for two reasons. One is the availability 
of strong competitors who can serve as comparable substitutes (Bansal, Taylor & St. James, 2005). The other reason is 
that there might be strong perceived competitor attractiveness in terms of offerings and value for money (Bansal, Taylor 
& St. James, 2005; Bansal, Irving &Taylor, 2004; Morgan & Dev, 1994; Bansal & Taylor, 1999b). Where consumers 
perceive that they are likely to be better off with another service provider, they will be more likely to switch than to stay 
(Bansal, Taylor & St. James, 2005; Bansal, Irving &Taylor, 2004; Morgan & Dev, 1994; Bansal & Taylor, 1999b; Zhang, 
Cheung & Lee, 2012;Gerrard & Cunningham, 2004). 

These findings imply that porting of mobile number may not necessarily be a significant factor that influence consumers’ 
decision to completely switch to new service providers. This is because through the MNP platform consumers are able 
to enjoy other service providers’ services while maintaining the current service provider. Therefore, they may not want 
to switch entirely in order to benefit from the current service providers. Another important implication of this findings is 
that industry regulators such as NCA would have to put in measure to increase competition among industry players in 
order to attract consumers to switching through MNP platform. MNP adoption as a platform to switch without financial 
cost might not be enough incentive to consumer to switching. Other factors such as high competition is important. 
Consumers might not switching unless they find it economically viable to switch to other competitors. 

The results also show that non-porters, rather, are more likely to switch totally or completely to other competitors. Thus, 
MNP appears to be effective in inducing partial switching behaviour but not necessarily causing consumer complete or 
total switching behaviour, especially among consumer who have adopted MNP. 

The findings also imply that defectors are also more likely to switch to new service providers in the mobile telecom 
industry than to return back to their former service providers. The implication for management is that mobile 
telecommunication managers could target defected customers of other competitor mobile networks and attract them 
through powerful and effective promotional strategies that promises them attractive offers and more customer value 
(Nimako, 2012b; Nimako, 2012c; Cronin, Brady & Hult, 2000). 

7. Limitations and Future Research 

While the present study is particular useful to marketing theory and practice in the mobile telecommunication industry, 
it is limited in terms of the generalizability of the findings. This study is limited to only Ghana mobile telecom industry 
and thus, the findings are valid in the research context but may not be valid in other mobile telecom context in the 
Sub-Sahara Africa due to some significant differences that might be found in consumer culture and demography in 
various parts of the region. It is recommended that future research should examine cultural influence on switching 
behaviour, and other longitudinal studies should be conducted and the findings compared with some cross-section 
studies in CSB like that of the present study. 

8. Conclusion 

The main purpose of the present study was to explore consumer switching intentions, partial and total switching 
phenomenon in the Ghana mobile telecom industry. The study relied on cross-sectional survey to provide empirical 
evidence to address the research objectives. While there has been much interest in CSB in the last two decades, very 
little is empirically known regarding partial and total switching phenomenon which characterize CSB in mobile telecom 
markets, especially with the advent of MNP policy, multiple SIM and phone use and frequent switching incidences.  

In the GMTI, the present study provides empirical evidence that switching intentions are significantly different among 
customers of various mobile telecom service providers. It found that, generally, defectors and switchers are more 
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associated with MTN than the other mobile networks as the results clearly point out, and that switching intentions are 
strongest in MTN and Tigo customers.  

It also found that more non-porters defect and switch to other mobile networks than porters do, and that such non- 
adopters of MNP are more likely to switch totally or completely to other competitors. Therefore, in order to reduce 
subscriber defect or churn rate, mobile telecom operators should direct more effort and resource to promoting and 
educating their customers on the benefits of porting their mobile numbers to other networks through the MNP platform. 
Thus, one way to reduce customer churn rate is to encourage them to adopt MNP policy. 

It found that defectors are more associated with total switching behaviour than non-defectors. These findings imply that 
porting of mobile number may not necessarily be a significant factor that influence consumers’ decision to completely 
switch to new service providers. The strongest influencer of switching behaviour is non-porting behaviour. Respondents 
who do not adopt MNP are more likely to switch to new service providers than those who adopt MNP. The study is 
limited in terms of industry context and future research has been proposed to extend the study to other research contexts 
regarding partial and total CSB. 
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