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CHAPTER 1 

INTRODUCTION TO THE STUDY 

 

 

1.0 Introduction 

The traditional sources of competitive advantage no longer provide long term security for 

organisations, products or marketers. Leadership in price and quality is not enough to ensure 

the success of a product or organisation anymore (Turel & Serenko, 2006).   In such context 

company executives are now recognising that the true worth of an organisation is not the 

tangible assets it owns, but the value that it cultivates to satisfy the needs of the consumer. 

This entails therefore that brand loyalty is now viewed as one of the keys of achieving 

competitive advantage. Consequently the purpose of this study is to ascertain the major 

sources of customers‟ brand loyalty on the Zimbabwean mobile phone service industry. It 

essence this chapter, covered the background of the study; the research problem and the 

statement of the problem; the objectives of the research; research questions; the rationale of 

the study; the assumptions of the study; the delimitation or scope Kim, Park and Jeong of the 

research, the limitations to the research, and definition of key terms to be used in the 

research. 

 

1.1 Background to the study 

Zimbabwe‟s macro-economic environment has shown remarkable signs of stability since 

2009. The operating environment has largely been liberalised and market forces are now the 

key determinants of prices. The introduction of 3G and 4G mobile services in Zimbabwe 

increased the revenue base of mobile operators in the country. The growth prospects of the 

sector were being affected by inflation and power cuts but companies have begun investing in 

additional power back-up equipment. Businesses have also continued to invest in additional 

back-up power equipment to cushion themselves from power outages that tend to disrupt 

network performance and affect service quality. 

 



Strong barriers to entry owing to the huge licence fees and capital investment needed to set 

up a network were also noted as (Samkange, 2014).one of the key factors favouring local 

companies to register significant growth (Competition amongst the mobile network providers 

has seen new and innovative products being launched for the benefit of the communicating 

public. Net One has unveiled a package dubbed Fusion that allow subscribers to phone at a 

discount and with reasonable data charges while Econet continues to introduce low cost 

mobile handsets, Telecel Zimbabwe continues to provide the mega products with very cheap 

prices.  

 

The introduction of mobile phones in everyday life has dramatically changed lifestyles 

worldwide. ITU (International Telecommunication Union) estimates that at the end of 2018, 

51.2 per cent of the global population, or 3.9 billion people, were using the Internet. (ITU, 

2012).According to the ITU, the number of mobile phone subscribers in Zimbabwe reached 

5.5 million in 2012, indicating that 70,2 individuals out of every 100 had access to mobile 

phone services. Furthermore, Zimbabwe‟s telecommunications market grew by 3.9% in 2010, 

due to the expansion of wireless internet services and a recovery in the advertising industry. 

In addition, the number of mobile phone subscribers increased by 2.8% in 2013 from a year 

earlier, reaching a penetration rate of 101.1%. The mobile phone penetration rate refers to the 

number of active mobile numbers as a percentage of a specific population (Herald, 2013). 

95% of Zimbabweans now own mobile phones for personal and business purposes (Newsday, 

2017). In addition, many subscribers use mobile phones to surf the Internet, watch movies, do 

their shopping, and make financial transactions, among others. In particular, most 

Zimbabweans use mobile phones on a daily basis, giving the country one of the highest 

subscription rates in the Sub Saharan Africa 

 

As the mobile phone service market is already saturated, service providers need to implement 

marketing strategies focusing on customer retention, rather than on acquiring new subscribers 

to increase market shares (Turel & Serenko, 2006). As such, Zimbabwean mobile operators 

have also realized the importance of customer-oriented marketing strategies, which could 

help them to maintain their competitiveness and profitability by preventing existing 

customers from churning to other carriers. This retention-based competition has intensified 

through the elimination of switching barriers, which allows users to switch service providers 

while keeping the same handset.  



Changes in Zimbabwe‟s competitive mobile phone service market demonstrates the 

importance of identifying the factors that influence customer loyalty. The main change being 

that of Postal and Telecommunications Regulatory Authority of Zimbabwe having 

taken steps towards mandatory sharing of telecoms infrastructure, a move the authority 

believes has potential to reduce the cost of service to consumers and customers.  The 

motivation for understanding and improving loyalty emerges from empirically validated 

relations among customer loyalty, retention, and profitability (Reichheld, 2010); (Serenko, 

2010).Thus, in the mobile phone service sector, it would be important to develop marketing 

strategies that promote profitability by retaining existing customers through strengthened 

customer loyalty and value (Kim, 2004). 

 

Previous studies examining customers‟ purchases of services have generally focused on the 

link between service quality and purchase intentions (Cronin, et al., 2000) However, this 

raises a question for managers and authorities because it is also well known that customers do 

not always buy the highest quality service (Olshavsky, 2001). 

 

Revenue from Zimbabwe‟s mobile operators has come under pressure from a number of 

recent regulatory measures and taxes imposed by the cash-strapped government. The sector 

however shows some promise for the coming years, particularly from the mobile segment 

where active mobile penetration has increased rapidly, reaching 93% by early 2019. The 

three mobile network operators Econet Wireless, Netone and Telecel Zimbabwe continue to 

invest in network upgrades to support data services and their fast-expanding m-commerce 

and m-banking facilities (ITU, 2012). 

 

The government in April 2019 outlined its plans to merge Telone and Netone and sell off a 

majority stake in the operator as part of a wider plan to offset state debt (Newswire, 2019). 

While this was good news to some scribers others lost faith in the state run mobile operator as 

it was viewed as a sign of collapsing. The “Zimbabwe – Telecoms, Mobile and Broadband – 

Statistics and Analyses” report has been added to Research And Markets.com‟s offering. 

Income from Zimbabwe‟s telecom sector has come under pressure from regulatory measures 

and taxes imposed by the cash-strapped and mismanaged government. Nevertheless, the 

sector shows some promise for the coming years, particularly from the mobile segment where 

active mobile penetration has increased rapidly, reaching 93% by early 2019. The three 

https://www.researchandmarkets.com/reports/4770996/zimbabwe-telecoms-mobile-and-broadband?utm_source=GNDIY&utm_medium=PressRelease&utm_code=shm2hm&utm_campaign=1247176+-+Zimbabwe+Telecoms%2c+Mobile+and+Broadband+Markets+2019%3a+Zimbabwe+Government+Planning+Merger+of+TelOne+and+NetOne+Pre-Sale&utm_exec=chdo54prd
https://www.researchandmarkets.com/reports/4770996/zimbabwe-telecoms-mobile-and-broadband?utm_source=GNDIY&utm_medium=PressRelease&utm_code=shm2hm&utm_campaign=1247176+-+Zimbabwe+Telecoms%2c+Mobile+and+Broadband+Markets+2019%3a+Zimbabwe+Government+Planning+Merger+of+TelOne+and+NetOne+Pre-Sale&utm_exec=chdo54prd


mobile network operators Econet Wireless, Netone and Telecel Zimbabwe continue to invest 

in network upgrades to support data services and their fast-expanding m-commerce and m-

banking facilities. 

 

Limitations in international bandwidth for the landlocked country for many years held back 

the development of the internet and broadband sectors, but this has changed since fibre optic 

links to several submarine cables were established via neighboring territories. The expansion 

of 3G and LTE-based mobile broadband services have meant that more than half of the 

population now has access to the internet. Investment in fixed broadband infrastructure has 

also resulted in a slow but steady growth in the number of DSL connections, as also in fibre 

subscriptions. According to a report compiled by (Mopane, 2019) there had been intensifying 

competition among the three mobile network providers with Telecel Zimbabwe in the process 

of recapitalising its operations. 

 

To demonstrate the huge untapped potential in the market, (Mopane, 2019) said Econet 

Wireless registered a nine percent growth in its subscriber base in three months starting 

March 2009. “Other mobile operators, Telecel and Net One, have also started releasing new 

lines into the market, though not as aggressively as Econet. Government-owned Tel One has 

introduced fixed mobile lines and this is a segment of the market that has huge growth 

prospects. With the advent of internet calling services through VoIP such as Skype that 

enable internet users to make international calls at cheaper rates; Zimbabwe‟s mobile sector 

is set to lose potential revenue from its highly priced international calls”. 

 

In this regard, this study aimed at showing that value-based customer management and 

understanding of customers play a very important role in the mobile phone service market. 

The study also suggested that, as with prior research, the concept of perceived value should 

be applied to the mobile phone service market to gain a deeper understanding of customer 

satisfaction and customer loyalty 

 

 

 

 



1.2 Statement of The problem 

As the mobile phone service market is already saturated, service providers need to implement 

marketing strategies focusing on customer retention rather than on acquiring new subscribers 

to increase market shares (Serenko, 2010). The monthly total figures of sim cards sold by 

operators does not match their active subscriber base. More lines are being sold but small 

growth is being experienced. There is however a worrisome gap that needs close attention. In 

such an insight and realisation, the Zimbabwean mobile operators have also noticed the 

importance of customer-oriented marketing strategies in helping them maintain their 

competitiveness and profitability while at the same time trying to avert existing customers 

from churning to other operators. Therefore the research aims to identify and understand the 

reasons behind the high mobile churn and switching rate being experienced by mobile service 

providers in Zimbabwe, through establishing the crucial elements of brand loyalty in this 

market. 

 

1.3 Purpose of the study 

The purpose of this research was to explore strategies that mobile operators could use to 

confront intense competition in the industry. It also sought to describe how different players 

in an industry of market can maintain their competitiveness and profitability by preventing 

existing customers from churning to other carriers. 

 

Null hypothesis 

There are no key determinants of brand loyalty on the mobile service markets. 

 

Alternative hypothesis 

There are key determinants of brand loyalty on the mobile service markets. 

1.4 Research Questions 

This study comprised of primary and subsidiary research questions. 

 

 

 



1.4.1 Primary Research Question 

What are the key determinants of brand loyalty on the Zimbabwean mobile phone service 

market?  

 

1.4.2 Subsidiary research questions 

The following subsidiary research questions directly relate to the purposes of this study: 

 

 What are the key drivers of brand loyalty in the mobile phone service market 

in Zimbabwe? 

 What is the methodology by which the mobile phone service market in 

Zimbabwe build perceived value of their offerings? 

 What is the relationship and effect between perceived value and customer 

satisfaction in the mobile phone service market in Zimbabwe? 

 What is the relationship between perceived values and customer loyalty in the 

mobile phone service market in Zimbabwe? 

 What strategic alternatives should the mobile phone service market in 

Zimbabwe craft in order to enhance their competitiveness? 

 

1.5 Research Objectives 

 

The major objective of the study was to detect the key determinants of brand loyalty on the 

Zimbabwean mobile phone service market. 

 

The following were the other subsidiary objectives of the study: 

 To establish the key drivers of brand loyalty in mobile phone service market in 

Zimbabwe.  

 To establish the methodology by which mobile phone service providers in Zimbabwe 

build perceived value of their offerings. 

 To establish the relationship and effect between perceived value and customer 

satisfaction in the mobile phone service market in Zimbabwe. 

 To establish the relationship between perceived value and customer loyalty mobile 

phone service market in Zimbabwe. 



 To recommend strategic alternatives that mobile phone service in Zimbabwe ought to 

craft in order to enhance their competitiveness. 

1.6 Conceptual framework 

Thus brand loyalty to an individual. This places a huge responsibility on brand managers to 

ensure that the experience meets the target market‟s needs, so that it will assist the company 

to realize the benefits of brand loyalty, such as company sustainability and profitability, and 

also that new customer acquisition costs is limited to the minimum (Burgress D & Harris L, 

2016). Research on the measurement of brand loyalty and the influences regarded as 

important, has been conducted by (Moolla, 2014) and is shown in Figure 2.1 below. 

 

 

 

 

 Conceptual brand loyalty framework Source: (Moolla, 2014) 
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The study by Moolla identified twelve major influences that are important influences of 

brand loyalty. A measurement questionnaire for brand loyalty has been developed. The 

twelve influences identified are: 

 Customer satisfaction; 

 Culture; 

 Switching costs; 

 Brand trust; 

 Repeat purchase 

 Involvement; 

 Perceived value; 

 Brand performance 

 Commitment; 

 Relationship proneness; 

 Brand affect; and 

 Brand relevance. 

 

 

1.7 Significance of the study 

This study can will help service providers craft strategies to enhance competitiveness in the 

market. It will also assist academics in advancing research on this subject with respect to 

Zimbabwe and the whole world. This study is also significant in that it is part of ground 

breaking studies on brand loyalty conforming to the Zimbabwe mobile market, as very little 

has been written on this subject in Zimbabwe and Africa. Literature review of selected case 

studies would provide valuable lessons from which Zimbabwe could learn from meaning 

findings of this study can also be used by mobile phone service in delivering improved 

services to various stakeholders. The researcher also hopes to present the findings at his place 

of work so as to improve the services on offer. 

The research methodology in this study can also be used by other researchers in structuring 

their research approach and design. The researcher hoped that the study would stimulate 

interest and provide a basis for further study into the brand loyalty in the context of 

developed and developing countries. As a marketer the findings also increased the knowledge 



base of the researcher in conforming to different marketing strategies used to build brand 

loyalty. In addition, this study also improved the researcher‟s skills in research. 

 

 

1.8 Research Assumption  

The following are the assumptions of the research: 

 

 It is assumed that the participants corresponded to in the data collection phase will 

respond precisely without any bias or prejudice. 

 It is also assumed that the views of the sampled population will be generalised to the 

whole target population. 

 It is assumed that no regulatory nor external environmental factors would change 

during the course of writing this dissertation. 

 

1.9 Delimitations of the study 

This study is to identify the key determinant of brand loyalty on the Zimbabwean mobile 

operators service sector used to build brand equity; hence the study is limited to the 

Zimbabwean population; at the same time focusing on the three mobile phone service 

providers (Netone, Telecel and Econet) in Zimbabwe. In addition, the study will be based on 

those marketing strategies that conform to brand loyalty.  

 

1.10 Limitations of the Study 

The following are the limitations of the research: 

i. Time: As the researcher is bound to be working during the research allocated time, 

the researcher will maximised time during tea break and lunch time to gather data. 

Also the researcher undertakes to take approximately two weeks off duty to 

further the research. 

ii. Respondents: As respondents might be reluctant to complete the questionnaires; 

therefore the researcher will make the questions to be as simple and 

straightforward as possible to relieve time consumption that may be spent filling 

the questions.  



iii. Finance: As it is expensive to print questionnaires and conduct telephone 

interviews; therefore the researcher will conversed with the management of his 

workplace on the imperativeness of the research, such that the researcher is given 

the mandate to use the company resources to conform to the different aspects of 

the research 

iv. Information: As statistical information about brand loyalty in the mobile phone 

services in Zimbabwe and other developing countries were obscure to the pollster; 

hence the internet service is extensively by the researcher to obtain information 

about that corresponded to this subject area. 

 

1.11 Definition of Terms 

The following were the terms as used in the research: 

 Brand equity – the value of a mobile phone service brand‟s overall strength in the 

market. 

 Brand familiarity – (Perreault & McCathy, 2017) noted that this refers to how 

customers recognise and accept a company‟s brand. 

 Brand non-recognition – final customers do not acquaint themselves with a mobile 

phone service brand at all. 

 Brand recognition – customers acquaint themselves with a particular mobile phone 

service brand. 

 Brand- a type of product/service manufactured by a particular company under a 

particular name. 

 Service quality- is an achievement in customer service. 

 Perceived Value- the consumer's overall assessment of the utility of a product 

based on perceptions of what is received and what is given. 

 Customers – clienteles of the mobile phone service. 

 Customer satisfaction – (Perreault & McCathy, 2017) this corresponds to the extent to 

which a company fulfils a consumer‟s needs, desires, and expectations; in this case 

such a company would be the mobile phone service providers.  

 Customer value – the difference between the benefits a customer sees from a market 

offering a product or service and the costs of obtaining those benefits. 

 Innovation – the development and spread of new ideas and products; in this case in 

the mobile phone service market. 

 Perception – how one gathers and interprets information from his/her environment. 

https://en.wikipedia.org/wiki/Customer_service


 Target marketing – this adheres to the marketing mix tailored to fit some specific 

customers. In this study these are marketing mix personalised for the mobile phone 

service patrons (Perreault & McCathy, 2017). 

 

1.12 Layout of dissertation 

This dissertation consisted of five structured chapters. The structuring of the chapters was as 

subsequent: 

 Chapter one gave a general introduction to the study given, providing aims, 

problem statements and an overview of the market of the study. 

 Chapter two denoted the different elements of brand loyalty and its importance or 

relevance. An in-depth literature study on brand loyalty was done and a 

conceptual framework was presented. 

 Chapter three examined the research methodology, target population, data 

collection techniques and how data was presented and analysed.  

 Chapter four presented empirical results of the study. Data collected was 

presented and analysed. 

 Chapter five concluded the study with conclusions and recommendations were 

made.  

 

1.13 Chapter Summary 

This chapter gave a general overview to the study and the overall direction of the study. The 

background to brand loyalty as a key of attaining competitive advantage formed the basis of 

the study as this revealed the research problem. In this esteem, the research problem was 

defined and the problem statement presented. The research questions presented were derived 

from the research problem; by so doing enabling the researcher to retrieve the objectives of 

the study. The significance of the study was justified to show the importance and essence of 

the research in the body of knowledge. The researcher also indicated the assumptions of this 

study, and also went on to highlight the limitations and methods which the researcher 

undertook to contain those limited. It should be noted that the researcher also revealed the 

delimitations or scope of the study was clearly; with the key terms being clearly defined. The 

structure of the whole research project was also noted by the researcher. 

  

The following chapter reviewed literature that related to the study using diverse scholars and 

writers on the topic. The emphasis of the chapter was to identifying factors that correspond to 



brand loyalty at the same note influencing mobile network operator‟s effectiveness in the 

market place. The researcher also denoted brand loyalty strategies that can be utilized by 

different companies in the mobile phone service to improve customer satisfaction. 

 

 

 

 

CHAPTER 2 

 

 

LITERATURE REVIEW 

 

 

2.0 Introduction 

The previous chapter introduced the research by highlighting the background to the problem; 

the statement of the problem; the objectives of the research; research questions; the rationale 

of the study; the assumptions of the study; the delimitation or scope of the research, and the 

limitations of the research. It is critical to note that the resolve of this chapter is to afford a 

sound basis brand loyalty through review of literature that relates to this subject matter. 

 

The total need for customer brand loyalty in business has been recognized by many scholars 

and researchers. This is one of the most frequently discussed subjects in the marketing and 

service literature (Eshghi et al., 2007; Heskett and Sasser, 2010). There is a plethora of 

definitions and understanding of loyalty and/or customer loyalty in the extant literature. 

Customer loyalty is customer repeating purchase intention to some specific products, brands 

or services in the future (Miller, 2019). It is making customers feel committed and wanted: 

When the benefits are meaningful to them, they will stay on (Grossman, 2019). Loyalty is 

used to describe the willingness of a customer to continue purchasing and patronizing a 

firm‟s goods and services over a long period and on a repeated and preferably exclusive 

basis, and voluntarily recommending the firm‟s products to friends, relatives and associates 

(Aaker, 2019). Customer loyalty is the result of a firm creating benefits for customers and 

consumers so that they will maintain and increasingly repeat business with the organization 

(Anderson & Jacobsen, 2000). 

 



(Lovelock, 2010) Argued, in competitive, modern and highly segmented markets, it is getting 

more challenging to keep bald customers and attracting new ones. Now brand loyalty creation 

has been propounded as the universal remedy for all organizations and firms as well as to 

cope with day by day increased competition in the market place. This could be generalized to 

telecommunication sector. (Gerpott, 2001)remarked, “…in telecommunication services, it is 

frequently pointed out that once customers have been acquired and connected to the 

telecommunication network of a particular operator, their long-term relations with the focal 

operator are of greater importance to the success of the organisation in competitive markets 

than they are in other industry sectors.”  

 

Negi (2009) described mobile and telecommunication service industry in that manner; the 

amazing diffusion of mobile industry services has surpassed the expectations from experts 

and researchers. This has become a leading sector providing commoditized services from a 

trivial industry. Mobile service market has reached to maturity in most developed and 

developing countries. However, service quality is reported as assurance, availability, 

flexibility, reliability, security, and simplicity. Aydin et al. (2005) researched the GSM 

mobile telephony sector, according to them; the foremost precondition of product and service 

loyalty creation among customers and subscribers is to guard and protect the client‟s base 

who have subscribed to the products and services. This is also an important requisite for the 

brand‟s existence in the future. In order to achieve this goal, customer satisfaction and trust 

must be considered. Lias and Trivellas (2010) investigated critical factors that lead to 

customer loyalty in the mobile telephony sector in Greece. It is of great significance for 

mobile operators in a mature market; to understand what the drivers of customer and 

consumer loyalty are.  

 

These variables included product /service quality and customer satisfaction. These eventually 

have a considerable positive effect on customer loyalty. Customer satisfaction has an 

intrusive effect on the service quality construct. Moreover, their correlation has been 

affirmed. Such results suggested that mobile operators should have awareness that what 

drives customer satisfaction and brand loyalty to fabricate valuable company‟s policy for 

customer retention. Hypotheses Development Aydin and Ozer (2005) concluded that service 

and product quality is an important antecedent of brand loyalty. Furthermore, Debbie 

Millmen and Rob Walker, (2013), Brand thinking, reported service quality is one of the 

major concerns to customers of telecommunications services.  



 

2.1 Branding 

Branding has been around for long as a means of distinguishing the goods and services of one 

producer from those of another. The word “brand” is derived from the Old Norse word 

“brandr”, which means, “to burn”, as provider were and still are the means by which owners 

of livestock mark their animals to identify them (Philip Kotler, Kevin Lane Keller, 2015, 

Marketing Management). According to the American Marketing Association, a brand is a 

“name, term, sign, symbol, design, or a combination of the intended to identify the goods and 

services of one seller or group of sellers and to differentiate them from those of the 

competition.” Thus, the key to creating a brand, according to this definition, is to choose a 

name, logo, symbol, package design, or other attributes that identifies a product/service and 

distinguishes it from the other provider. These different components of a brand, which 

identify and differentiate a brand can be called brand elements (Philip Kotler, Kevin Lane 

Keller, 2015). 

 

According to Dolak (2006:1), the term “brand” can be summarized and described as: “an 

identifiable entity that makes specific promises of value. Thus, one can elaborate that the 

unique design, sign, symbol, words, or a combination of these assist marketers in creating a 

brand or brand image that is used in the branding of the company.” Although a brand may be 

associated with a logo, phrase or symbol, it is important to realize that the experience a 

consumer have with a brand, is the promise that a brand have for the consumer. Marketers 

strive to create an experience with a brand and Castro (2011:1) states that the objectives of a 

brand should be to: 

 Deliver the message clearly; 

 Confirm and assure your credibility; 

 Connect your target prospects; 

 Motivate and energise the buyer emotionally; and 

 Create user loyalty. 

 

Through the realization of the brand objectives, marketers achieve the result of establishing 

trust with consumers through the delivery of the promise, which leads to brand strength and 

brand loyalty. The objective of brand loyalty is to establish trust with consumers to enable 

marketers and business owners to pin a value to a brand, which will guarantee the company a 

certain retaining consumer spend in future (Wood 2000).  



 

According to Hart and Murphy (1998) “the use of provider has developed considerably, 

especially in the last century. The words „provider‟ and „branding‟ are now such common 

currency that their original meaning is in danger of being weakened”. It is hence important to 

have a clear understanding of the meaning of provider and branding, in order to determine the 

various roles/duties provider and branding play in today‟s modern competitive business 

environment. This chapter discusses various viewpoints regarding the meaning of provider so 

as to create a clear understanding of these two concepts. Furthermore, the chapter visits the 

characteristics, importance and value of provider and branding to consumers and 

organisations. 

 

It is unclear, that to be understood under the term „brand‟. In this chapter, a number of 

interpretations and meaning of the concept are explained. These include the brand as having a 

position in the consumer‟s mind; provider as a form of distinguishing between 

products/services, and provider as a package of value. Knapp (2000) comments that it “seems 

that everyone is talking about brand. Brand is becoming one of the most popular words used 

today. But when you ask any group of people what a brand is, the answers vary widely. Some 

think a brand is a name, logo or a trademark. Some think it is a product, or even a 

commitment.”  

 

In a research with thousands of executives, managers, employees, entrepreneurs and the 

general public, Knapp (2000) discovered that when most people use the word brand, they are 

thinking of a brand name. The Random House Dictionary of the English Language (in 

Knapp, 2000) defines a brand as a “product or service bearing a widely known brand name”. 

The key aspect regarding names is familiarity, but familiarity does not necessarily ensure that 

a name will be distinctive. A brand name is not necessarily a brand. Dunphy, business editor 

for The Seattle Times (in Knapp, 2000), maintains that a “brand does not mean the same 

thing to everyone; some organisations and firms get the concept and others don‟t. The key is 

whether an organisation „walks the talks‟ and really understands the necessity for a brand to 

be distinctive in a manner that‟s beneficial to its customer”.  

 

It could be argued that many brand names might be well–known, yet not all that distinctive in 

the consumer‟s mind when compared to other brand names in their industry. In order to be 

recognised as a brand, a product or service must be characterised by a distinctive attribute in 



the consumer‟s mind (Knapp, 2000). According to Knapp (2000), it is critical to understand 

those providers are not simply the result of the advertising or message that an organisation 

places in the market place. A brand is only that which is perceived by the consumer‟s mind 

(or what is thought of as the „mind‟s eye‟). The consumer‟s mind‟s eye is influenced by 

thousands of impressions and changes daily. The brand must monitor these impressions 

constantly; it also has to occupy a distinctive position in the consumer‟s mind to really be a 

brand. 

 

Knapp (2000) is of the belief that the less distinctive or different a brand is in the consumer‟s 

mind, the more room there is for competitors brands to occupy a position in the consumer‟s 

mind‟s eye, and the less genuine a brand becomes. A genuine brand can be defined as the 

internalised sum of all impressions received by consumers, resulting in it having a distinctive 

position in their „mind‟s eye‟ based on perceived emotional and functional benefits. 

Objective of a genuine brand is to add value to people‟s lives. A genuine brand is about 

benefiting the consumers, and the more differentiated a brand is, the easier it is to 

communicate efficiently with the consumer. Differentiation needs to be focused on the 

benefits to the consumer (Knapp, 2000).  

 

2.1.1 Components of a brand 

Philip Kotler, Kevin Lane Keller, 2015, Marketing Management, noted that, “…the power of 

a brand lies in what resides in the minds of customers. The challenge for marketers in 

building a strong brand is ensuring that customers have the right type of experiences with 

products and services and their accompanying marketing campaigns so that the desired 

thoughts, feelings, images, beliefs, perceptions and opinions become linked to the brand.” In 

accord to this insight, Berry (1999:129) noted that, “A strong service brand is essentially a 

promise of future satisfaction. It is a blend of what the company says the brand is, what 

others say, and how the company performs the service--all from the customer's point of 

view.” From these findings it can be denoted that there are various components that ensure a 

strong brand; this was concurred to by Berry (1999:129) who noted that, “…among the 

principal components of a service brand: the presented brand, brand awareness, external 

brand communications, brand meaning, customer experience, and brand equity.” The 

following model depicts the relationship of these components: 

 

 

Company's Presented 

Brand 
Brand Awareness 



 

 

 

 

 

 

 

 

 

 

Figure 2.1: Service Branding Model 

Source: Berry (1999:130). Cultivating Service Brand Equity. Texas A &M University 

 

It should be noted that in Figure 2.1 the bold lines indicate primary impact and the dotted 

lines secondary impact. 

 

2.1.1.1 Presented brand 

This aspect was explained by Berry (1999:129) as, “A company‟s controlled communication 

of its identity and purpose through its advertising, service facilities, and the appearance of 

service providers.” Agreeing with this insight, Perreault and McCarthy (1999:254) noted that, 

“…this entails the use of a name, term, symbol, or design or a combination of these to 

identify a product. It includes the use of brand names, trademarks, and practically all other 

means of product/service identification.” In conformity, Berry (1999:129), remarked that, 

“The company name and logo and their visual presentation, coupled with advertising theme 

lines and symbolic associations, are core key elements of the presented brand. The presented 

brand is the brand message a company conceptualizes and disseminates.” Adding to these 

insights, Keller (1993:8) concluded by denoting that a company's actual management of its 

brand subsidises directly to brand awareness.   

 

2.1.1.2 Brand awareness 

Berry (1999:129) highlighted the following about brand awareness, “…is the customer's 

ability to recognize and recall the brand when provided a cue.” On the same wave length, 

Percy and Rossiter (2011) noted the following about brand awareness, “The likelihood that 

consumers recognize the existence and availability of a company's product or service. 

Customer Experience 

with Company 

External Brand 

Communications 

Brand Meaning 

Brand Equity 



Creating brand awareness is one of the key steps in promoting a product.” In this regard, it is 

worth noting that brand awareness in an important aspect in any company, this was consented 

to by Gilles, et.al. (2009) who noted that, “Brand awareness is an important way of 

promoting commodity related products. This is because for these products, there are very few 

factors that differentiate one product from its competitors.”  Keller (1993:8) concludes by 

saying the product that maintains the highest brand awareness compared to its competitors 

will usually get the most sales. 

 

2.1.1.3 External brand communications 

Berry (1999:129) underlined that this refers to information customers absorb about the 

company and its product/service that essentially is uncontrolled by the company. Percy and 

Rossiter (1992) were of the same view when then noted that brand communication is the art 

of bridging the gap in the perceptions the target audiences have about the brand. Conforming 

to the strategies in external brand communication, Berry (1999:129) that, “Word-of mouth 

communications and publicity are the most common forms of external brand 

communications. Customers may gain awareness and form impressions about a brand not 

only from company communications but from communications about the company offered by 

independent sources.” This fact is important because the purpose of presented brand 

communications is to strengthen the brand; these efforts by definition are brand focused 

(Berry (1999:130). In concluding this aspect Berry (1999:129) noted that compared to the 

bold-line influence of the presented brand on brand awareness, external brand 

communications represent a dotted-line relationship to brand awareness and meaning.  

 

2.1.1.4 Customer Experience 

(Thompson, 2004) Noted that, “Customer experience is the sum of all experiences a customer 

has with a supplier of goods and/or services, over the duration of their relationship with that 

supplier.” Customer experience is an interaction and a relationship between an organization 

and a customer as perceived through a customer‟s mind. It is a blend of an organization‟s 

rational performance, the senses stimulated and the emotions evoked and intuitively 

measured against customer expectations across all moments of contact (Percy & Rossiter, 

1992).  This is an imperative subject when conforming to a company‟s brand as, Berry 

(1999:129) realised that, “If customers' service experiences differ from the advertising 

message, customers will believe their experiences and not the advertising. As with goods, in 



services marketing customers' disappointment with the experience closes the door that 

traditional brand marketing helps to open.”  

 

2.1.1.5 Brand meaning 

Berry (1999:129) supposed the following sentiment, “Although the presented brand and 

external communications contribute to brand meaning, the primary influence for customers 

who actually have experienced the service is the experience.” In agreement with this emotion, 

Afiff (2014) highlighted that, “Marketers understand that achieving high brand equity denotes 

that the brand has to have an important meaning to customers. This meaning represents the 

customer value proposed by the brand. The customer value itself is basically the value that 

satisfies customer needs and wants.” Berry (1999:129) findings where that a presented brand 

can generate greater brand awareness, stimulate new customer trial, and reinforce and 

strengthen brand meaning with existing customers; hence brand awareness and brand 

meaning both contribute to brand equity.  

 

2.1.1.6 Brand Equity 

Perreault and McCarthy (1999:257) defines brand equity as the value of a brand‟s overall 

strength in the market. They further gave as example when they underlined that, “…brand 

equity is likely to be higher if many satisfied customers insist on buying the brand and if 

retailers are eager to stock it. That almost guarantees ongoing profits.” Brand equity is the 

differential effect of brand awareness and meaning combined on customer response to the 

marketing of the brand (Philip Kotler, Kevin Lane Keller, 2015, Marketing Management). On 

the same page, Berry (1999:130) held that, “Brand equity can be positive or negative. 

Positive brand equity is the degree of marketing advantage a brand would hold over an 

unnamed or fictitiously named competitor. Negative brand equity is the degree of marketing 

disadvantage linked to a specific brand.” However, (Philip Kotler, Kevin Lane Keller, 2015, 

Marketing Management), took a different view on brand equity by noting the following, 

“What causes brand equity to exist? How do marketers create brand equity? Customer-based 

brand equity occurs when the consumer has a high level of awareness and familiarity with the 

brand and holds some strong, favourable and unique brand associations in memory.” 

Conforming to this view point (Lewis, 2013) noted that brand equity is usually derived from 

the customer-based brand equity (CBBE), which is a way of assessing the value of a brand in 

customers' minds. In explaining the essence of this aspect, (Keller, 1993) appreciated the 

following model: 



 

 

Figure 2.2: Customer-based brand equity model 

Source: Kevin Lane Keller (1993:58).  Conceptualizing, measuring, and managing customer-

based brand equity. Journal of Marketing. 

 

 

In explaining this model, Keller (1993:59) highlighted that salience corresponds to category 

identification; observing on this aspect, (Thompson, 2004) said that, “In this first step, your 

goal is to create 'brand salience,' or awareness – in other words, you need to make sure that 

your brand stands out, and that customers recognize it and are aware of it. You're not just 

creating brand identity and awareness here; you're also trying to ensure that brand perceptions 

are 'correct' at key stages of the buying process.” Corresponding to brand meaning, Keller 

(1993:59) appreciated the following: 

Step two is to identify and communicate what your brand means, and what it 

stands for. The two building blocks in this step are: 'performance' and 

'imagery.' 'Performance' defines how well your product meets your customers' 

needs. According to the model, performance consists of five categories: 

primary characteristics and features; product reliability, durability, and 

serviceability; service effectiveness, efficiency, and empathy; style and design; 

and price. 'Imagery' refers to how well your brand meets your customers' 

needs on a social and psychological level. Your brand can meet these needs 

directly, from a customer's own experiences with a product; or indirectly, with 

targeted marketing, or with word of mouth. 

 



Adhering to the brand response category, Thompson (2004) realised that, “Your customers' 

responses to your brand fall into two categories: 'judgments' and 'feelings.' These are the two 

building blocks in this step.” Keller (1993:59) contributed that, “Your customers constantly 

make judgments about your brand and these fall into four key categories:     Quality: 

Customers judge a product or brand based on its actual and perceived quality.     Credibility: 

Customers judge credibility using three dimensions – expertise, innovation, trustworthiness, 

and likability. Consideration: Customers judge how relevant your product is to their unique 

needs. Superiority: Customers assess how superior your brand is, compared with your 

competitors' brands.” The last step in customer brand equity corresponds to brand resonance; 

Thompson (2004) remarks by denoting that, “You have achieved brand resonance when your 

customers feel a deep, psychological bond with your brand.” Keller breaks resonance down 

into four categories: 

 Behavioral loyalty: This includes regular, repeated purchases. 

 Attitudinal attachment: Your customers love your product or service, and they see it 

as a special purchase. 

 Sense of community: Your customers feel a sense of belonging to people associated 

with the brand, including other consumers and company representatives. 

 Active engagement: Customers actively engage with your brand, even when they are 

not purchasing it or consuming it. This could include joining a club related to the 

brand; participating in online chats, marketing rallies, or events; following your brand 

on social media; or taking part in other, outside activities. 

  

Keller (1993:160) concludes by noting that creating brand equity involves reaching the 

pinnacle of the customer-based brand equity (CBBE) brand pyramid and will only occur if 

the right building blocks are put into place. 

 

 

2.2. The importance and value of branding 

The relevance of provider and branding “takes hold of the individual‟s mind (and wallet) like 

a wet sponge and tries to wring out the desired behaviour” (wheeler, 2019). Contemplating 

the above scenario led the researcher to investigate the importance and value of provider and 

branding (to both the consumer and the organisation) in today‟s modern, highly competitive 

business environment. 

 



2.2.1 Consumers 

(Keller, 2015) is of the opinion that provider serve to bring out the source or maker of a 

product and allow consumers to assign responsibility as to which particular firm should be 

held accountable and responsible for the experience gained by using the product/service. Past 

experience with a product and the marketing programme over a period of time, consumers 

learn more about a brand. Consumers collect information to help in the decision making 

process regarding which provider satisfy their needs. As a result, mobile providers provide a 

shorthand device or means of simplification for making product decisions. 

 

(Lambin, 2000) Agrees that a brand identifies the producer and, since the brand owner 

commits himself to give a specific and constant level of quality, it creates a long-term 

responsibility. A brand provides a simple way to memorise the brand characteristics and to 

put a name to a certain assortment of benefits. This makes routine purchase behaviour 

possible and easier. The time spent shopping will be reduced and consumers attracted by 

more stimulating activities will prefer this. , (Lambin 2000) feels that the potential buyer 

perceives the brand as being a message containing a set of attributes that are both tangible 

and intangible. The customer uses the information contained in this message as a guide line in 

the decision-making process when being confronted by a needs situation. The brand is 

therefore a signal to potential customers who can identify a set of solutions to their problems, 

at a low personal cost. 

 

Some researchers and scholars believe that mobile operators allow consumers to lower search 

cost for products both internally (in terms of how much they have to think) and externally (in 

terms of how much they have to look around). Based on what consumers already know about 

a brand, such as its quality and product characteristics, they can make assumptions and form 

reasonable expectations about what they may not know about the brand (Millme & Walker, 

2013). The relationship between mobile operators and consumers can be seen as a type of 

bond or pact. Customers and subscribers offer their trust and loyalty with the understanding 

that the brand will behave in certain ways and will provide utility through consistent product 

performance and appropriate pricing, distribution and promotional programmes and actions. 

To the extent that consumers realise the advantages and benefits from purchasing the brand, 

and as long as they derive satisfaction from product consumption, customers will continue to 

buy the brand (Debbie Millmen and Rob Walker, 2013). 

 



According to (Kapferer, 2009), mobile operators can also serve as symbolic devices, allowing 

consumers to project their own self-images. Consumers are social animals who judge 

themselves on certain choices. This explains why a large part of social identity is built around 

the mobile operators. The brand‟s function is to overcome any danger or risk to the consumer 

in purchasing that particular brand. Certain operators are associated with being used by 

certain class of people and thus reflect different values or traits. Consuming certain 

products/services is a means by which consumers can communicate to others – or even to 

themselves – the type of person they are or would like to be (Philip Kotler, Kevin Lane 

Keller, 2015). Central in a market economy is a diversity of taste and preference. 

Organisations cater for this in differentiating products on both tangible and intangible 

attributes. This product differentiation provides an opportunity to consumers to claim their 

difference, demonstrate their originality and express their personality through their brand 

choices. In this way, consumers can also communicate their value system (Lambin, 2000).  

 

(Philip Kotler, Kevin Lane Keller, 2015) believe that there are three types of qualities of 

brand characteristics that are important to consumers and customers: 

 Qualities noticed by contact before buying. The brand‟s attributes can be evaluated by 

visual inspection (for example size, colour, style and ingredient composition). 

 Qualities noticed by experience, thus after buying. Actual brand trial and experience 

is necessary (for example service quality, safety, and ease of handling). 

 Credence qualities that cannot be verified even after consumption and which 

consumers have to take on trust. 

 

Because of the difficulty in assessing and interpreting product attributes and benefits through 

experience and with credence provider, brand names may be particularly important signals of 

quality and other characteristics to consumers. (Chernatony & McDonald, 2000) go one step 

further in arguing that a brand is more than the sum of its component parts. A brand embodies 

additional attributes which, while they might be considered by some to be “intangible”, they 

still remain imprinted in the consumers‟ minds, and are perceived as added values. The added 

value of a product is created through the marketing mix of the product, packaging, 

promotion, price and distribution and creates a distinctive position within the consumer‟s 

mental map. Competing products, because they are undifferentiated, occupy virtually 

identical positions in the consumer‟s mind and are substitutable. The more distinctive a 



product position, the less likelihood there is that the consumer will accept a substitute 

product.  

 

(Chernatony & McDonald 2000), conclude that the most effective dimension of competition 

is the relative added value of competing operators in the sector. Relative value is influenced 

by the core product and helps to create a distinctive difference. (Lambin 2000) is of the 

opinion that, in wealthy societies, the basic needs of consumers are largely met and there 

exists a need for change, novelty, surprise and stimulation. Organisations like Swatch, Club 

Med, Marlboro, Cartier and Coca-Cola contribute to the fulfilment of those needs through 

their branding policies, in the process providing added value. 

 

 

 

2.2.2 Organisations 

According to (Philip Kotler, Kevin Lane Keller, 2015), mobile operators are not only 

beneficial to consumers, but also to organisations. Brand names enable the organisation to 

simplify product/service handling and tracing of provider. Furthermore, operators assist the 

organisation in organising inventory, accounting and other operational functions. A brand can 

also offer an organisation legal protection regarding its unique features or aspects. A brand 

can retain intellectual property rights and give legal title to the brand owner. Intellectual 

property rights ensure that the organisation can safely invest in the brand and reap the 

benefits of a valuable asset (Miller, 2019). The brand name can be protected through 

registered trademarks, the manufacturing process can be protected through patents, and 

packaging can be protected through copyright and designs. 

 

(Lambin 2000) agrees with Keller that property rights such as patents, trademarks and 

copyrights provides clear legal title and enable the brand owner to protect the brand names 

against counterfeiting. The influence of large retail chains have increased dramatically over 

the past years. The world‟s leading grocery manufacturers would have been at the mercy of 

these retail chains had it not been for their provider that enabled the grocery manufacturers to 

communicate directly with end-consumers regardless of the actions of the middlemen 

(Lambin, 2000). 

 



A brand also signals quality levels to satisfied consumers. At Schweppes, 10 percent of the 

buyers of this brand of mineral water are regular and loyal consumers and represent 50 

percent of the brand‟s sales. The image of superior quality and added value is justified by the 

purchase reputation of its consumers and also reflects a source of demand and lasting 

attractiveness (Philip Kotler, Kevin Lane Keller, 2015).Operators in the sector can signal a 

certain level of quality so that satisfied consumers can easily choose the product again. This 

brand loyalty provides predictability and security of demand for the organisation and creates 

barriers of entry that make it difficult for other organisations to enter the market. 

 

The global village has given birth to this highly competitive business environment, in which 

manufacturing processes and product designs are very similar and easily duplicated. Lasting 

impressions in the consumers‟ mind from years of marketing activity and product experience 

may not be so easily reproduced. Branding can be viewed as a powerful tool to secure a 

competitive advantage (Keller, 2008). Furthermore, (Lambin 2000) highlights that a brand 

gives the firm the opportunity to position itself within the market and to claim its distinctive 

characteristics. The brand is therefore a competitive weapon, which contributes to increasing 

the market transparency. This is particularly useful in markets where comparative advertising 

is legalised. According to (Alina Wheeler, 2019), designing brand identity, financial value 

can be added to an organisation as a result of additional revenues that are generated by the 

presence of a strong brand. Consumers may be attracted to a product which appears identical 

to another, but which has a brand name with a strong reputation. The strong brand may 

command a premium price in addition to providing an added margin due to economies of 

scale and market domination. 

 

Mobile operators are also seen as being of strategic importance to organisations and are 

increasingly regarded as assets in their own right, and subject to investment and evaluation in 

the same way as other organisational assets. As other organisational assets can be bought and 

sold, provider‟ features occupy centre stage in some of the biggest public transactions. Nestlé, 

for example, paid £5 billion for the Rowntree brand in 1988, a price that was five times the 

disclosed net assets and twice the previous market capitalization of the company. The reason 

for the high premium was the desire for ownership of such famous provider as Aero, Smarties 

and Kit-Kat, provider which Rowntree could not afford to exploit adequately on its own 

(Blackett & Boad, 1999). 

 



Branding is a method of capitalising past advertising investment put into the brand as well as 

the capital of satisfaction generated by the brand. It therefore introduces stability into 

businesses, allowing planning and investment in a long-term perspective (Lambin, 2000). 

(Crainer 2012) believes that a strong brand can make a positive contribution towards the 

credibility of a new product/service introduction or a line extension. A good reflection of 

Crainer‟s belief is when a brand like Microsoft Windows introduces a new version of the 

product. People line up well before the new version goes on sale. As can be seen from the 

above discussion of the importance and value of a brand, it is clear that a brand is a valuable 

asset to an organisation and an aid to the consumer. A brand is a capital to be managed, 

maintained and developed, as the result of the perception of consumers and the signals 

produced by the brand owner. 

 

2.3 Brand loyalty 

Brand loyalty is defined as: “The extent of the faithfulness of consumers to a particular brand, 

expressed through their repeat purchases, irrespective of the marketing pressure generated by 

the competing provider” (Anon., 2010). Through the repetitive consumption of the brand 

offering, consumers interact more with the brand and thus experience the relevance of the 

brand promise. It is therefore important to note that a brand is both a physical and a 

perceptual entity. The physical aspect of a brand is found in the physical service offering or 

the product itself, whereas the perceptual aspect if found in the physiological space and 

therefore the consumers mind (Castro, 2011). 

 

2.3.1 Phases of brand loyalty 

David A Aaker, 2019, Building strong brand, emphasises that there are different attitudinal 

phases of loyalty and that consumers/customers can become “loyal” at each attitudinal phase 

of the attitude development structure. In reality, customers first become loyal in the cognitive 

sense, followed by loyal in the affective sense, then by loyal in the conative manner and 

finally, in the behavioural sense. The final stage is also called “action inertia”. 

 

2.3.1.1 Cognitive loyalty 

Loyalty is based on brand belief only, in this stage. The brand attribute data available to the 

consumer determines whether one brand is preferred above its substitute. Loyalty to the brand 

in this stage is therefore based on the brand‟s attribute performance levels and the available 



information about the brand (Kumar et al., 2011). This loyalty is, however, of a very shallow 

nature and applies mostly to transactions of a routine nature, for example, utility provision 

trash pick-up. During these routine transactions satisfaction is hardly ever processed and the 

depth of loyalty is no deeper than mere performance. If satisfaction is processed, it becomes 

part of the consumer‟s experience and begins to take on affective overtones (Oliver, 1997). 

 

2.3.1.2 Affective loyalty 

Satisfying usage occasions results in the development of a liking, or attitude towards the 

brand at this phase of loyalty development. The customer becomes loyal due to the 

pleasurable satisfaction derived from using the brand. Cognition is directly subject to counter 

argument, affect is not easily dislodged. However this form of loyalty remains subject to 

switching, as evidenced by information that shows that large percentages of brand defectors 

claim to have been previously satisfied with their brand. It would be more desirable, for the 

organisation, if consumers were loyal at a deeper level of commitment (Debbie Millmen, 

2016). 

 

2.3.1.3 Conative loyalty 

Conation, by definition, implies a brand - specific commitment to repurchase. This stage of 

loyalty is brought about by repeated episodes of positive affect towards the product/service 

brand. Conative loyalty is a loyalty state that, at first, appears to result from a deep 

commitment to repurchases. However, this commitment is more to the intention to rebuy the 

brand and not to the brand itself (Meredith Oliver, 2018, Fantastic Marketing). 

 

2.3.1.4. Action loyalty 

The action loyalty phase, motivated intention in the previous loyalty state is transformed and 

changed into readiness to perform. In addition to the intention to repurchase the brand, the 

consumer is also motivated by a desire to overcome obstacles that might prevent the action. If 

this is repeated, an action inertia develops, thereby facilitating repurchase (Kumar et al., 

2011).  

 

2.3.2 Determinants of Customer Loyalty  

Customer loyalty has become very important to organisations, a major concern is to find out 

the determinants or drivers of customer loyalty (Kumar et al., 2011). This section discusses 

the determinants of customer loyalty.  



 

2.3.2.1 Service Quality, Customer Satisfaction and Customer Loyalty  

Quality is conformance to requirements (Crosby, 2016, Refreshing your brand). Quality is the 

comparison of perceived performance and expected performance (Kang, 2006). 

Service/product quality is the customer‟s overall impression of the relative 

inferiority/superiority of an organization and its service/product offerings. The firm's ability 

to create and sustain competitive advantage depends upon the high level of service quality 

provided by the service provider (Yoo and Park, 2013). Providing a consistently high quality 

service quality can differentiate one GSM provider from others. Positive relationships 

between service quality, customer satisfaction, and customer loyalty are well documented in 

the extant literature. Services Quality is considered as a major determinant in customer 

retention and building value relationship (Venetis and Ghauri, 2014). Service quality results 

in repeated sales and increased market share, this leads to customer loyalty (Buzzell and 

Gale, 1987). Providing a high service quality can lead an organization to charge premium 

price (Philip Kotler and Kevin Lane Keller, 2015, Marketing management). High service 

quality enhances customers‟ favourable behavioural intentions while simultaneously reduces 

their unfavourable intentions.  

 

The implication of the above discussion is that with high service quality, GSM customers are 

attracted, and when happy and satisfied, and have an increased propensity to stay longer with 

their GSM service provider. Empirical findings have shown positive relationships between 

service quality and customer satisfaction, on one hand and between service quality and 

customer loyalty, on the other hand in a number of industries. (Elnan & Andersen, 2011) 

found a positive relationship between service quality and customer satisfaction in the bus 

industry in Norway. (Coner & Gungor, 2002) found that service quality would lead towards 

more loyal customers in the Turkish Metropolitan retail market. (Turel & Serenko, 2010) 

found that perceived service quality and perceived value are the key constructs affecting the 

customer's satisfaction with mobile services. Satisfaction in turn leads to customer brand 

loyalty.  

 

Zeithaml et al. (2008) develop a conceptual model that looks into service quality, consumer 

satisfaction and consumer loyalty. This model shows that service quality results from 

reliability, assurance, responsiveness, empathy and tangibles. Service quality is determined 

by reliability, responsiveness, assurance, empathy, and tangibles (David Miller, 2019). These 



can be considered as the determinants of the service quality, but what are the specific 

determinants of telecommunication service quality? (Jahanzeb & Tasneem, 2011) discuss 

these under the following broad headings: communication guarantee, settlement service, 

value added service (VAS) and technology innovation. Communication guarantee results 

when the quality of network of the service provider is satisfactory and there are negligible 

rates of call failure. The settlement service refers to the prompt and accurate billing service 

that also enhances customer satisfaction. Customer satisfaction level can also be influenced 

by VAS, for example, GPRS, Media file sharing, news updates and so on. Finally, technology 

innovation refers to the feature where in the service provider rolls out new technology on a 

regular basis.  

 

2.3.2.2 Price, Customer Satisfaction and Customer Loyalty  

Price is the amount of money charged for a product or service, or the sum of the values that 

customers exchange for the benefits of having or using the product or service (Kotler and 

Armstrong, 2010). In a competitive market, mobile service providers are expected to compete 

on both price and quality of services and also it is necessary for the service providers to meet 

the consumers‟ requirements and expectations in price and service quality (Melody, 2001). 

Nowadays, due fierce competition, the telecommunication mobile service providers tend to 

offer innovative services as well as competitive prices just to attract handful magnitude of 

customers (Haquea et al., 2011). Price plays an important role in telecommunication market 

especially for the mobile telecommunication service providers (Kollmann, 2000). The price 

here is not limited to price of a SIM card, but also covers the price of recharge voucher, call 

rate, SMS charge, the Internet charge, price of phones, and so on. A network with lower 

prices has a high tendency to attract a large subscriber base leading to an impressive market 

and financial performance.  

 

(Kollmann, 2015) states that income from the number of call minutes determines the basic 

commercial success for the network providers. He also adds that the success of the 

telecommunication mobile operators in a market place largely depends on continuing usage 

and pricing policies, which need to be considered on several levels periodically. The 

implication of this is that offering a high service/product quality is not sufficient to attract and 

retain customers in the telecom market; offering the service at an attractive and affordable 

price is equally necessary to achieve a competitive advantage in the market. Specifically, 

price has been used by all the firms in the GSM market of Zimbabwe, as a strategic tool both 



to attract new subscribers and more importantly to retain current ones. In the market, where it 

is difficult to perceive any significant difference in the service quality of most of the GSM 

firms, price competition has become widespread and an important competitive tool. However, 

the reality of the price competition in the market is existence of price war with subscribers 

traversing from one network to another to take advantage of the latest price cut, giving no 

room for any loyalty to be developed. The poser is can price be used to achieve customer 

loyalty in the mobile telecommunication market? In the study concerning the behaviour of 

mobile telecommunication consumers, it was found that the loyalty of individual customers is 

affected by price considerations (David Av Aaker, 2019). This finding was also corroborated 

by (Athanassopoulos, 2000) and (Varki & Colgate, 2001), whereby customer satisfaction 

from pricing was found to positively affect overall customer satisfaction. GSM firms in 

Zimbabwe should charge tariff that is fair and acceptable to their subscribers, taking into 

cognizance their price sensitivity. This is because there is a relationship between the level of 

customer loyalty and price sensitivity.  

 

According to Xia et al. (2007) price fairness refers to consumers‟ assessments of whether a 

price is reasonable, acceptable or justifiable. Customers are satisfied and become loyal when 

they feel that the price they pay corresponds to the quality of service they receive. Choi et al. 

(2006) found that disloyal customers were more price sensitive, in the sense that changes in 

price motivated them to move to other organizations, whereas loyal customers were not 

affected by price. Martı´n-Consuegra et al. (2007) also found that perceived price fairness 

influences customer satisfaction and leads to loyalty.  

 

2.3.2.3 Customer Service/Care, Customer Satisfaction and Customer Loyalty  

Customer service is a process that takes place between a buyer, a seller, and third party and 

can influence demand in the market (Daniel E Innis and Bernard La Londe, 2015). The third 

party may include companies that have been licensed by a marketing company to provide 

customer service. Customer care is used in a wider sense and goes far beyond the traditional 

role of customer service and support; it encompasses all the functions along the entire service 

delivery value chain. Customer service is a system of activities that comprises customer 

support systems, complaint processing, speed of complaint processing, ease of reporting 

complaint and friendliness when reporting complaint (Kim et al., 2004). Customer service is 

one of the most important considerations in the evaluation of a supplier.  

 



A supplier's reputation for good service attracts potential customers and keeps existing 

customers loyal. Good service additionally provides protection from price competition 

(Hartley, 2005). Customer service can produce customer behaviours that can indicate whether 

a customer will remain with or defect from an organization. Specifically, the high levels of 

competition among service providers in Zimbabwe necessitate adoption of different customer 

service techniques to satisfy and retain the customer. The effectiveness of the level of 

customer service will enhance customer retention and reduce switching between and among 

service providers (Oyeniyi and Joachim, 2008). Therefore, customer service includes all help 

and assistance GSM providers offer to customers directly or indirectly prior to, during, and/or 

after purchase to provide exciting customer experience with their products. If well leveraged, 

it has a potential to offer a competitive advantage to GSM service providers and make them 

to attract and retain customers. GSM providers in Zimbabwe provide customer through toll 

free customer care line, help desk and websites. Because of its accessibility, cost free and 

availability, quiet a number of Mobile users in Zimbabwe are most likely to be served by 

their network providers through toll free customer care line.  

 

(McDougall & Levesque 2000) found that customer service was key in all telecommunication 

service providers in Malaysia as a differentiation tool and this has become the most important 

and single contributor in customer satisfaction. (Lucas 2005) asserts that by providing 

exceptional customer service and dealing with dissatisfaction as soon as it occurs and is 

identified, companies will manage to retain customers to remain loyal and ensuring repeat 

business. From the discourse above, GSM providers, in addition to the provision of a high 

service quality and offering of an attractive and fair price, customer care/service should not 

be ignored as doing so would be at the detriment of the organisation, as  it is the 

distinguishing factor between repeat business or not. There must be a deliberate move to 

allocate huge financial resources on infrastructure, information technology (IT) and human 

capital to ensure that a good clout for effective and quality customer care is achieved. They 

should remember that the entire discourse on customer care in the telecom-sector is about 

delivery exciting customer experience.  

 

 

2.3.2.4 Corporate Image and Customer Satisfaction and Loyalty  

Corporate image is defined as perceptions of an organization reflected in the associations 

held in consumer memory (Philp Kolter and Kevin Lane Keller, 2015). It is the sum of 



people‟s perceptions of an organization. Images and perceptions are created through all the 

sensory stimuli such as: sight, sound, smell, touch, tastes and feelings experienced through 

product usage, customer service, the commercial environment and corporate communications 

(Smith and Taylor, 2004). It is external perception of all human and physical resources of an 

organization, especially characteristics as employees‟ behaviours and attitudes, 

communication levels, clothing etc. (Pampaloni, 2006). Corporate image is defined as the 

perception of an organization that customers‟ hold in their memories which are formed 

through experience or use of an organisation‟s products or service over time. A corporate 

image reflects a company‟s overall reputation and prestige (Kim and Lee, 2011). It is obvious 

that corporate image is concerned with the impression an organization forms in consumers‟ 

minds and the perception of consumers arising from this impression.  

 

Corporate image plays an essential role in today‟s business space (Gioia et al., 2000). A 

positive corporate image can help create customer satisfaction and brand loyalty in 

organizations. Corporate and brand image stand out as major determinants of customer 

loyalty.  There is a relationship between corporate image, customer satisfaction and loyalty. 

Loyalty is directly proportional to high levels of customer satisfaction (Anderson et al., 

2016). A well-planned corporate identity unconsciously reassures customers (Smith and 

Taylor, 2004). Corporate image is influenced both by service quality and customer 

satisfaction, which in turn influences customer loyalty (Kandampully, 2007). The high point 

of the above discussion  is critical and important to note that the reassurance keeps customers 

coming to do a repeat business and lock them into loyalty.  

 

Findings from many research work conclude that there is a direct relationship between 

corporate image and customer satisfaction and loyalty. Groholdt et al. (2016) found that 

corporate image is an important driver of customer satisfaction and loyalty in the industries of 

soft drinks, mobile service provides ring and telecommunications. Liu (2008) found that 

corporate image has a significant impression on services quality, customer value, customer 

satisfaction and customer loyalty in the Chinese telecommunication market. (Chen 2011) 

concludes that building up image is one of the important tasks to retain customers in the 

Taiwan telecommunication sector.  

 

 

2.4 Drivers of brand loyalty 



Once consumers have decided to buy a particular type of product, they have to decide on the 

brand. Consumers typically consider only a restricted set of a mobile network out of the many 

available (known as a consideration set). By identifying the factors that influence consumer 

brand loyalty, suppliers and marketers will have a clear understanding of a consumer‟s 

consideration set, and can nurture their loyalty and attract new consumers based on it (Davis, 

2014). Davis (2014) has identified a list of factors that is important in driving the brand 

loyalty of consumers. Accordingly, a brand deserving of loyalty: 

 Provides high-quality performance. 

 Performs dependably and consistently. 

 Ensures the brand has been used for a long time. 

 Provides high value for the price. 

 Fits the consumer‟s personality. 

 Effectively solves the consumer‟s problems. 

 Delivers unique benefits, and 

 Supports the brand with good customer service. 

 

The above list of factors indicates that the benefits and values consumers derive from a brand 

are the major drivers of brand loyalty and will eventually lead to a premium price for a brand 

(Davis, 2014). Consumers that are considering purchasing a brand, scan the brand options 

and develop a consideration set. Within the consideration set, consumers develop a hierarchy 

of mobile network based on their own value assessment and then select the brand at the top of 

the value hierarchy. 

 

(Mariotti 2014) lists a few more factors that drive brand loyalty. These include: 

 value (price and quality); 

 image (both the brand‟s own personality and its reputation); 

 convenience and ease of availability; 

 satisfaction; 

 service; and 

 Guarantee or warranty. 

 

(Lambin 2000) believes there is a link between satisfaction and loyalty and illustrates this by 

using the real-life example of research conducted at Rank Xerox. According to conventional 

wisdom, the relationship between satisfaction and loyalty should be a simple linear one: as 



satisfaction increases, so does loyalty. A research conducted at Rank Xerox and replicated by 

Jones & Sasser (in Lambin, 2000) showed a much more complex relationship. 

 

 

2.4.1 Customer satisfaction 

The product‟s past ability to satisfy consumer needs and its widespread distribution play an 

important role in consumption; however, repeated advertising has been successful in 

reinforcing past positive associations between the brand and consumers (Molly, 2001:6). 

Customer satisfaction depends on the product‟s perceived performance relative to the buyer‟s 

expectations. If the product‟s performance falls short of expectations, the customer is 

dissatisfied. If performance matches expectations, the customer is satisfied. If performance 

exceeds expectations, the customer is highly satisfied or delighted (Kotler & Armstrong, 

2010:37). Because customers buy satisfaction, not just parts, marketing managers must be 

constantly concerned with product quality. Quality means a product‟s ability to satisfy a 

customer‟s needs or requirements. Quality and satisfaction depend on the total product 

offering (Perreault & McCarthy, 2010:276). 

 

According to (Robinson & Etherington 2006:10) conservative models of customer 

satisfaction are implicitly or explicitly variations of the met-expectations model also known 

as the “gap model” or “disconfirmation of expectations”. Achieving delight and engendering 

the loyalty that ostensibly follows in the expectations model can be elusive for two reasons. 

 

First, there is the obvious assertion that most customers do not feel especially delighted or 

become loyal when an organisation is merely delivering the basics of the service promise. 

When the customers do not want to be loyal, it is normally for one of the following three 

reasons:  

-First, the customer may believe that there is always a better deal or better service or product 

around the corner. This characteristic may be a function of a customer‟s personality; they 

may be constantly driven to find the best.  

-Second, customers may not be loyal to a brand because actually that brand cannot meet their 

needs.  

-Third, customers leave because something has gone wrong in the relationship. Customers 

today do not leave because they are dissatisfied, but more because they are not 

overwhelmingly satisfied and have other choices (Robinson & Etherington, 2006:3) 
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2.4.2 Switching costs/risk aversion 

Consumers often search for information in making informed decisions concerning risk. By 

definition risk is the nature and amount of uncertainty or consequences experienced by the 

consumer in contemplating a particular purchase decision. Part of what the consumers will 

look at are, how easy it is for one to switch brands (switching Costs). The less costly it is for 

one to switch brands the easier it is for them to drop a brand in favour of another and the less 

loyal they are. Uncertainty is subjective and comes from identifying buying goals and 

matching these goals with product or brand offering. The success of an external search relies 

on the amount of information, and that of an internal search on the extent of prior experience 

with the product or brand (Park & Stoel, 2005:150). 

 

When the consumer decides to use a certain product for the first time there is a risk involved 

as the buyer is not sure whether the item will satisfy his or her needs and ultimately create 

loyalty to that particular brand. (Park and Stoel 2005:150) indicate that the degree of 

uncertainty or risk consumers feel about their ability to judge the outcome of purchasing the 

product may be considered the inverse of the buyer‟s confidence in making that purchase. As 

familiarity with the brand increases, a consumer‟s confidence about that brand increases, 

suggesting that consumers perceive less risk when they are more familiar with a brand. 

 

2.4.3 Brand trust 

Brand trust is defined as the willingness of the average consumer to rely on the ability of the 

brand to perform its stated function. Brand trust amounts to the total confidence that a 

consumer has in that specific brand. Brand trust leads to brand loyalty or brand commitment 

because trust creates exchanges in relationships that are highly valued. The concept of brand 

commitment is related to the loyalty of consumers towards a particular brand in a product 

class and is gaining increasing weight in consumer behaviour (Ha, 2004:326). 

 

The concept of trust is used in social sciences to describe relations over time between two 

sides: a trustor, the side that places trust; and a trustee, the side being trusted. There is no 

observed way for the trustor to verify the intention or character of the trustee except just 

placing “faith” 

in a brand, probably arising from previous experiences with the brand. With the rise of 

consumer review sites and price aggregation portals, consumers no longer have to trust the 



brand promise when they can read documented experiences of hundreds of consumers before 

making a choice (Koskovich, 2010). Trust is generally regarded as an expectation about the 

behaviour of others. It is as a state involving confident and positive expectation, and also 

considered as a generalised expectancy held by an individual or group that the word, promise, 

verbal, or written statement of another individual or group can be relied on (Hsu & Cai, 

2009:4). 

 

One of the major aims of building brand trust is to achieve a sustainable competitive 

advantage and thereby enhance a business performance. Brand trust is extremely important 

for increasing customers‟ loyalty towards provider. A low brand trust may counterbalance 

high brand satisfaction to reduce the probability of purchase of a product or service; in 

contrast, a high level of brand trust may ultimately convert a satisfied customer into a loyal 

one (Ha, 2004:329). 

 

 

 

2.4.4 Repeat purchase 

A customer experiences different phases in purchasing products and can be influenced by the 

previous phase. Businesses spend a lot of money on marketing campaigns to convince 

potential customers to buy their products or make use of their mobile services for the first 

time. Yet the ultimate goal is to drive a relationship to the point that the experience of the 

customer leads to repurchase and ultimately brand loyalty. (Riley 2009) defines repeat 

business as encouraging customers who buy for the first time to buy again and again. 

 

The purchasing decision is affected by customer satisfaction of the service delivery of the 

mobile service provider or service provided and is the result of the customers like or dislike 

of the service after experiencing it. Brand loyalty augments repeat purchasing thus “ensuring 

that the biggest chunk of the brand market consists of loyals.” (Chestnut, 2003:98) 

 

2.4.5 Involvement 

Self-concept, needs and values are the three personal factors that determines the extent of 

consumer involvement in a product or service. The clear the product image, the value 

symbolism inherent in it and the needs it serves are fitting together with the consumer self-

image, values and needs, the more likely the consumer is to feel involved in it (Babu, 



2001:7). Product/service involvement and brand loyalty are two important concepts believed 

to explain the total proportion of consumer purchase choices. Involvement and commitment 

refers to the subjective importance of the purchase and is a function of financial and 

functional importance, perceived risk, emotional value and sign value (Babu, 2001:7-8). 

Alternatively, decisions can be based on habit, habit formation being a prerequisite of brand 

loyalty. Babu continues to argue that depending on the level of involvement and whether a 

habit has been formed or not, four types of buying decisions emerge: complex decisions, 

brand loyalty, limited decisions, and inertia. 

 

A customer who is so involved with a product would be interested in knowing a lot about it 

before purchasing. Hence he reads brochures thoroughly, compares provider and models 

available at various outlets, asks questions, and looks for recommendations. Thus consumer 

involvement can be defined as a heightened state of awareness that motivates consumers to 

seek out, attend to, and hence think about product information prior to purchase (Hoffmann, 

2008:6). 

 

Product involvement and brand loyalty are two important concepts believed to explain a 

significant proportion of consumer purchase choices. The central premise of the literature 

examining the relationship between loyalty and product involvement is that consumers who 

are more involved with a particular brand, are more committed and hence, more loyal to that 

brand. High level of involvement has also been suggested as a precondition to loyalty 

(Quester, Karunaratna & Lim, 2001:1). 

 

2.4.6 Perceived value 

Studies and research shows that as brand loyalty increases, consumers are less sensitive to 

price changes. They are willing to pay more for their preferred brand because they perceive 

some unique value in the brand that other alternatives do not provide. Brand loyalists buy less 

frequently on cents-off deals – these promotions only subsidise planned purchases (Giddens 

& Hofmann, 2002:2). Attracting and retaining customers can be a difficult task. Customers 

buys from the firms that offer the highest customer-perceived value (Kotler & Armstrong, 

2010:37). Perceived value is subdivided into price and quality; and social and emotional. 

 

Most brand loyalty programs from leading consumer marketers have one thing in common: 

relevant and useful information. The data may be brand specific, about the brand itself, or 



value added, about that aspect of the consumer‟s life into which the brand fits (Hallberg, 

1995:142). Li and Green (2010:3) define customer perceived value as “the consumer‟s 

overall assessment of the utility of a product based on perceptions of what is received and 

what is given”. Two essential conceptions are established with customer perceived value 

(CPV).  

 

CPV is a result from the consumers‟ pre-purchase perception (expectation), evaluation during 

the transaction (expectation versus received), and post-purchase (after-use) assessment 

(expectation versus received). Second, CPV involves a divergence between the benefits 

received and sacrifices given. The benefits include customers‟ desired value, for example, 

quality. Sacrifices, on the other hand, include monetary (price) and non-monetary (time, 

effort) considerations. Buyers‟ perceptions of value represent a trade-off between the quality 

and benefits they perceive in the product relative to the sacrifice they perceived by paying the 

price. Non-monetary sacrifice includes customers‟ time and effort in acquiring products. 

Therefore, to maximise customers‟ perceived value, a firm must either increase customers‟ 

perceived value, for example, quality, and/or decrease their sacrifice, for example, price paid, 

time and effort to purchase. 

 

2.4.7 Commitment 

According to Quester et al. (2001:2), the general convention in the literature is that one‟s 

involvement in a product class is directly related to one‟s commitment (or loyalty) to a brand 

within that product class. It is argued that the more focal a product class is to an individual‟s 

ego or sense of identity, the stronger the psychological attachment to a particular brand 

within that product class. Conversely, the more peripheral the product class is to the 

individual‟s ego, the lower the attachment to the brand. 

 

A customer who is brand loyal or a committed is attached to the brand emotionally. He 

believes in the firm and trusts the brand. Brand loyalty increases if the performance of the 

brand is more than the expected performance. In case of committed customers, they believe 

and have faith in line extension and brand extension of the firm. Committed customers also 

promote the product by positive word of mouth (Khan, 2006:170). 

 

Three different types of commitment are distinguished as follows: affective commitment, 

calculative commitment and normative commitment. Affective commitment is “a party‟s 



desire to continue a relationship because of the enjoyment of the relationship for its own sake, 

apart from the instrumental worth and because they experience a sense of loyalty and 

belongingness”. Calculative or continuance commitment is defined as “the degree to which 

channel members experience the need to maintain a relationship, given the significant 

perceived termination of switching costs associated with leaving”. It is the cold calculation of 

costs and benefits, including investments and available alternatives to replace or make up for 

foregone investments. And normative commitment is reflected in “the (moral) obligation to 

stay in a relationship”. The use of global commitment measures intention to continue a 

relationship without consideration of the underlying motivation – could confound or mask 

different, and possibly even opposite effects (Bloemer, Odekerken-Schroder & Martens, 

2002:6). 

 

2.4.8 Relationship proneness 

Operator and brand equity as intangible assets are one of the most valuable assets that 

companies have. In this context, brand equity is essentially driven by the customer and 

her/his loyalty to the brand/service. With the intensified fragmentation, sophistication and 

competition of markets, traditional product/service providers are forced to be more concerned 

with the development and maintenance of long-term relationships with their consumers and 

therefore seeking to adopt relationship marketing (Hofmann, 2008:2). Bloemer and 

Odekerken-Schroder (2002:69) define consumer relationship proneness as a consumer‟s 

relatively stable and conscious tendency to engage in relationships with retailers of a 

particular product category. Consumer relationship proneness refers to the stable tendency of 

a consumer to engage in relationships with retailers and can therefore be considered as a part 

of a consumer‟s personality. The concept of proneness is focused on the tendency to engage 

in relationships as opposed to the tendency to maintain or enhance relationships. 

 

Trust will always be viewed to be important in consumer contexts as well, because 

consumers will only be committed to a relationship with a brand and become loyal when they 

trust the brand. The stronger commitment, the more likely the buyer is to overcome potential 

obstacles in the mobile operator – subscriber relationship, resulting in brand loyalty. 

Consumers tend to remember best the last experience: thus one positive experience may be 

sufficient to alter perceptions of more than one preceding negative experience, and vice 

versa. This suggests the important influence that experience can have on customer 

satisfaction and, the more satisfied the customer, the more durable is the relationship. 



Relationship depends on a customer‟s experience. Brand trust can be related to experience. In 

the model of trusting behaviour, experience is also an important variable as it plays a role in 

trust by making it possible to compare the realities of the firm with preconceived expectations 

(Ha, 2004:329). 

 

2.4.9 Brand affect 

Consumers will always tend to remember best the last shopping experience: thus one positive 

experience may be sufficient to alter perceptions of more than one preceding negative 

experience, and vice versa. This suggests the influence that experience can have on customer 

satisfaction and, the more satisfied the customer, the more durable is the relationship. 

Relationship depends on a consumer‟s experience. Similarly, brand trust can be related to 

experience (Ha, 2004:330). The different brand assets have the potential to create value to 

both the company and its customers. Customer value is created by enhancing the customer‟s 

confidence in the purchase decision, simplification of the purchase decision and enhancing 

the use satisfaction, while company benefits include increased price/margins, efficiency and 

effectiveness of marketing programs, sustainable competitive advantage and potentially more 

effective product development through brand extension (Breivik, 2000:4). 

 

2.4.10 Brand relevance 

This is the alignment of a brand, its brand attributes, brand identity and brand personality 

with the primary needs and wants of the target audience. Brand involves more than just 

getting better advertising agency creative or better leveraging marketing spending. A 

commitment to brand requires a philosophical commitment to putting the customer‟s 

evolving needs, connection to the organisation, reason for believing in what the brand stands 

for – at the centre of all firm‟s actions and its culture. Brand provides not only strong 

protection against competition, but insulation against conditions. It is a key tool to gauge 

consumer circumstances and recalibrate to remain relevant (Dunn, 2001:1). For business to 

succeed it needs to adapt with market pressures. According to Factory (2010), social media 

allows business to gain insight to understand the industry and target demographics. This will 

allow companies within a specific industry to analyse gradual trends, so business can meet 

new demands. These demands will help create and shape brand relevance and be able to 

implement with a multi service approach to different segments of specific target groups. To 

incorporate brand relevance, companies should stick to a simple premise, which is within all 



industries; clients/consumers are receptive to an interactive (communication) and 

creative/entertaining approach that is easy to understand.  

 

This can be broken up into a few categories that will help organisations better understand 

how to develop brand awareness and relevance. Methodological breakdown of brand 

relevance: 

 Content: is at the centre of developing and expressing quality and purpose of provider. 

 Interaction: Developing a message of value that clients and customers can identify 

with and share. 

 Identity: to create a clear message that clients are able to place personal value to.  

 Practical: Focusing on a solution based branding message. 

 

2.4.11 Brand performance 

It is of paramount importance for any marketing organisation to measure its brand 

performance. Different methods and models have been developed to assess performance of a 

brand most accurately and objectively. Each of the different methods and models takes a 

particular perspective based on which the performance is measured, broadly either financial 

or marketing perspectives. Usually a brand‟s performance is measured and denominated in 

value terms on the occasion of sale of a brand or while reporting it in the balance sheet as an 

intangible asset. It is seen that performance of a brand is measured only on the basis of 

returns, royalty, earnings, cash flows on one hand, or on the basis of awareness, 

identity/image, retention/advocacy, and perceived quality on the other (Trivedi et al., 

2010:2). Mobile operators are multidimensional entities, whose success requires matching a 

firm‟s functional and emotional values with consumers‟ performance and psychosocial needs.  

 

Organisational branding thus relies heavily on a corporate‟s members holding congruent 

perceptions about the nature of their brand. However, with corporate branding, the teams 

responsible for managing mobile operators are becoming larger and the composition of their 

members more diverse (Harris & Chernatony, 2001:445). Brand trust recognises that brand 

value can be created and developed with administration of some aspects that go beyond 

consumers‟ satisfaction with functional performance of the product/service and its attributes 

(Ha, 2004:330). Brand loyalty can be measured in terms of the percent of purchases devoted 

to a given brand during a finite time period, and by the length of run of consecutive purchases 

of that brand during that same time.  



 

2.4.12 Culture 

This is that complex whole which includes knowledge, belief, art, law, morals, customs and 

any other capabilities and habits acquired by humans as members of society. Culture 

influences the pattern of living/behaviour, of consumption, of decision-making by 

individuals. Culture is acquired. It can be acquired from the family, from the region or from 

all that has been around us while we were growing up and learning the ways of the world. 

Culture forms a boundary within which an individual thinks and acts (Babu, 2001:45). 

Culture is used to describe what people within a group have in common. The value and the 

norms of the surrounding culture, family and reference groups are influential factors. 

 

They are three major aspects of culture that have important effects on consumer behaviour 

are regional, ethnic, and religious differences. A study by Babu (2001) in India found a 

number of revelations. Firstly, consumption patterns may differ in different regions of India 

and the world, and marketing strategy can sometimes be tailored to these regions. Secondly, 

our country has a number of different ethnic groups, and population trends will dramatically 

alter the demographic profile of the country in the next 50 years. The very diverse Asian 

American subculture is described as young and having higher socioeconomic status, placing 

strong value on the family and the group, and being strongly brand loyal. In spite of its 

diversity, marketing strategies can be developed for this group. Finally, religious beliefs and 

values can influence consumers. Many marketers are now becoming multicultural in their 

marketing activities by trying to appeal to a variety of cultures at the same time. Although the 

diversity of the Indian melting pot may be unique, there are many important ethnic groups in 

other areas of the world (Babu, 2001:50). 

 

2.5 Key branding strategies  

Literature and researchers suggests several taxonomies for classifying branding strategies. 

(Gray & Smelter, 2012) classify branding strategies as; 

 Single entity, 

 Brand dominance, 

 Equal dominance, and 

 Corporate dominance strategies. 

 



(Berens et al 2018) classify branding strategies as; 

 Corporate branding strategy, 

 Sub-branding strategy, and  

 Standalone branding strategy. 

 

(Keller 2008) classifies branding strategies as; 

 Company/corporate branding strategy, 

 Family branding strategy individual branding strategy, and 

 Modifier branding strategy. 

 

The latest classification of branding strategies is one presented by (Strebinger 2009). He 

classifies branding strategies as; 

 Corporate branding strategy, 

 House branding strategy, 

 Family branding strategy, and  

 Individual branding strategy. 

 

Corporate branding strategy is often, but wrongly, referred to as an exercise where the firm‟s 

logo, the design style and colour scheme are changed. These elements are important to 

evaluate and potentially change at a later stage once the strategy has been decided upon. It is 

often accompanied with a new corporate slogan, and then everyone expects results to occur 

during the project. Corporate branding is a serious undertaking that entails more skills and 

activities than just an updated glossy marketing facade with empty jargon. 

 

Strong corporate branding strategy can add significant value in terms of helping the entire 

corporation and the management team to implement the long-term vision, create unique 

positions in the market place of the company and its provider, and not the least to unlock the 

leadership potential within the organization. Hence a corporate branding strategy can enable 

the corporation to further leverage on its tangible and non-tangible assets leading to branding 

excellence throughout the corporation. 

 

House of provider strategy allows companies to position their provider on functional benefits 

and to dominate niche markets. The brand connects directly to the selected market customer 

with a targeted value proposition. An organisation markets a range of separate brand names 



E.G (Procter & Gamble). The advantage of a house of provider is that each brand is free to 

fight its battles on its own terms, unfettered by the meaning of the parent brand. 

 

Family branding, this is a group effort strategy, each product has the important job of 

supporting and helping the other products. Rather than having to exert unnecessary effort on 

several different advertising campaigns, family branding allows the use of harmony, where 

each product's job is to compliment the others. In family branding, each product gives the 

others strength, and when one product succeeds, they all benefit. In family branding, one 

single advertisement or campaign unites the group. This being the case, the drawbacks of 

family marketing only occur if one product's standards drop or are not maintained, as this 

reflects negatively on the group as a whole. 

 

Individual branding strategy, also called multi-branding, this is the marketing strategy of 

giving each product in a product portfolio its own unique brand name. This is contrasted with 

family branding in which the products in a product line are given the same brand name. The 

advantage of individual branding is that each product has a self-image and identity that isn't 

unique. This facilitates the positioning process. That means that there are less Halo-effects 

and one can position all products without making trade-offs. Companies such as Coca-Cola 

Co. have adopted this approach for instance, Coca-Cola and Bacardi Mixers both which have 

their own unique brand name but are owned and marketed by Coca-Cola Co. 

 

Researcher (Kaur, 2013) found out that where organisations use only one branding strategy, 

the corporate branding strategy is the most used (98%). Where organisations use multiple 

branding strategies the corporate strategy is the most used (76%), the family branding 

strategy is the second most used (14.5%), the house brand is the third most used (8%) and 

individual branding strategy is the least used (1.5%). 

 

(Crainer, 2013), Strategy, verifies that loyalty is an important key to the success of a 

business. In today‟s highly competitive business environment managers tend to focus so 

much on beating the opposition, negotiating prices, securing orders and delivering the 

product that managers forget to ensure that customers remain customers. Failure to retain and 

attract customers can cost businesses big amounts of money annually. Research in the United 

States of America has shown that a 5% decrease in the number of defecting consumers led to 

a profit increase of between 25% and 85%. (Jameson, 2008:54) 



 

2.5.1 Methods and strategies for building provider 

Strategies are needed when building a brand: it takes time, thought and money (Mariotti, 

2014). The literature study and some research revealed that there is no golden recipe for 

success when it comes to building a brand, but some of the following elements are likely to 

appear in the brand building strategies of firms. One of the first elements in the brand 

building process is to discover what the consumer knows about the brand, for example, what 

the brand represents. (Randall 2004) believes that an organisation should develop a clear and 

deep understanding of the consumer. To develop this understanding the organisation could 

make use of market research tools such as the focus group and the personal interview.  

 

An organisation can get to understand consumers by placing itself in the shoes of the 

consumers, trying to see the world the way consumers do, understanding consumer problems 

and using the product in the way consumers will. With the information collected from the 

market research, the organisation can then decide how to position the brand (Mariotti, 2014). 

According to (Davis 2000): “A strong brand position means the brand has a unique, credible, 

sustainable and valued place in the consumer‟s mind.” The brand position also separates the 

various providers in such a way that consumers remember the provider according to credible 

commitment and promises. 

 

(Davis 2000) identifies the following as necessary to ensure a well-constructed position: 

 Defining the target market for the brand. 

 Defining the type of business, industry, or category the organisation operates in. 

 Stating the organisation‟s key points of differentiation and benefits to the consumer. 

 

Product/service differentiation is the positioning strategy that organisations use to 

differentiate various competitive providers from each other. Differentiating between 

competitive providers can be real, or perceived. Firms make use of brand names, packaging, 

colour and secret additives to ensure a clear difference between competing providers. 

Products like soaps, bleaches and aspirins are known for using such tactics (Lamb et al., 

2000). Another major factor to consider when building a brand is its distribution. There is a 

saying within the FMCG industry that: “consumers can‟t buy a brand if they can‟t find the 

brand.” (Mariotti, 2014) confirms that distribution is one of the main ways to build a brand 

successfully. 



 

(Lamb et al. 2000) defines distribution as a structure of interdependent organisations that has 

the purpose of moving products to the final consumer by reaching from point of product 

origin to the consumer. Within the distribution channels there are different types of firms that 

are involved in ensuring that the final consumers can purchase their preferred provider, 

irrespective of the location. Within the FMCG industry there are various distribution channel 

structures that ensure that the brand reaches the final consumer, ready to be purchased.  

 

The structure that the firm selects will depend on (Lamb et al., 2000): 

 market factors; 

 product factors; and 

 producer factors. 

 

(Hofmeyr and Rice 2000) underlines that many new service providers are not strong when it 

comes to the consumer‟s commitment, but due to excellent distribution that creates high 

visibility at point of sale (market equity), the brand enjoys good sales. For customers who do 

not have high commitment loyalties towards any specific brand (low levels of customer 

equity), the well-distributed provider are the easiest choices to make. The well-distributed 

provider comes to mind first and occupy the lion‟s share of shelf facings in stores. Sheer shelf 

visibility is a significant contributor towards the success of a brand. Kapferer in (Hofmeyr & 

Rice, 2000) confirms that organisations that are not in control of their distribution are a major 

handicap to the success of their operations. 

 

The third strategy in building a brand is ensuring that the consumer knows what the brand 

represents and that it is on the market. A well-developed advertising strategy and promotion 

achieve this. According to Lamb et al. (2000), advertising can be defined as “impersonal, 

one-way communication about a product or organisation that is paid for by a marketer.” 

Advertising is a persuasive communication process through the medium of television, 

newspapers, posters, cinemas and radio. It is normally called „above the line‟ communication 

by the marketing departments of organisations (Randall, 2004). All the above mentioned 

media are traditional methods. Contemporary marketers, however, also use various new and 

exciting ways to send out a message, such as: 

 transit cards on taxis; 

 internet; 



 computer modems; and 

 fax machines (Lamb et al., 2000). 

 

The other main benefits of advertising is the number of people who can be reached. 

Advertising can reach a large number of people at one time, or it can be micro-targeted to 

small groups of potential consumers through point advertising in a specific trade magazine. 

The cost per contact is normally low, but the total cost to advertise is very high (Lamb et al., 

2000). (Mariotti 2014) is of the opinion that it is important for an organisation to give a 

consumer a good reason to purchase the organisation‟s brand. To achieve this objective an 

organisation can make use of promotions. “Promotion is communication by marketers that 

informs, persuades and reminds potential buyers of a product in order to influence their 

opinion or elicit a response” (Lamb et al., 2000). (Randall 2004) sees advertising and 

promotions as being where an organisation designs activities such as gifts, extra products or 

competitions to encourage consumers to trial, or to use the brand. In addition, promotions 

offer consumers an incentive to purchase the brand. 

 

(Lamb et al. 2000) as well as (Randall 2004) explain the two main types of promotions: 

 Trade promotions are aimed at distributors and stockists of the brand. The trade 

promotion is created to encourage the distributor to stock the brand and the stockists 

to give the brand more prominence on the shelves and in the outlet. This strategy is 

ideal in the case of a new brand, but can also be useful and effective in the case of an 

existing brand. 

 Consumer promotions are aimed directly at consumers to encourage them to change 

their choice, quantity and time of purchase. 

(Chernatony & McDonald 2003) say that promotions are created to achieve short-term 

results, and advertising, on the other hand, is viewed as a long-term, brand building 

investment. (Randall 2004) believes that advertising and promotions are both important in 

building a brand, but the two elements (advertising and promotions) must be integrated. 

Americans call the integrated process „Integrated Marketing Communications‟. If advertising 

and promotion are to achieve synergy and build a cumulative effect in consumers‟ minds, 

they must be mutually consistent. The reasons for integration are that it creates synergy 

between advertising and promotion and also gives the consumer a coherent message. Jones in 

(Randall, 2004) comments that the average advertising elasticity is around 0,2, but when 



advertising and promotion run jointly, the elasticity goes up to 1,6 that is, eight times the 

effect. 

 

(Kapferer 2015) points out five ways in which an organisation can differentiate its brand from 

that of competitors: 

 The organisation can upgrade the brand to the current level of expectations and renew 

the brand on a regular basis. Detergent manufacturers renew their provider by making 

minor adjustments every two years, and major changes in the formulas every five 

years, in an effort to maintain their qualitative leadership. 

 Need to integrate new and emerging needs while holding onto the same position. An 

example of this is Nestlé Pelargon Milk Formula, a biologically acidified formula for 

full term infants with mild gastro-intestinal disturbances or risk of and/or frequent 

diarrhoeal disease. This product is now also being recommended for babies whose 

mothers are HIV-positive, as breastfeeding is not an option for mothers with this 

condition. 

 The need to constantly confirm brand‟s superiority on one particular variable. A 

shampoo that treats hair loss should rapidly be followed by line extensions covering 

the different needs of people suffering from the problem of hair loss. Extensions could 

be creams or lotions. 

 Differentiation could result from consistent strengthening of the brand's reputation. 

The strengthening process can be supported with the help of advertising, word-of-

mouth reports from experts or opinion leaders, and public opinion. 

 Differentiation can be maintained if innovation is allocated according to the strength 

of the brand. In most situations, a strong innovation will not sell under a weak brand. 

It is therefore necessary to give to the stronger brand either the most innovation or the 

priority. This type of innovation is possible for an organisation like Nestlé, because 

instant coffee is a very technical brand and different levels of quality are possible. 

 

2.5.2 Methods and strategies for building brand loyalty 

(Crainer 2013) believes that loyalty is an important key to the success of a business. In 

today‟s modern competitive business environment managers tend to focus so much on 

beating the opposition, negotiating prices, securing orders and delivering the product, 

managers forget to ensure that customers remain customers. Failure to retain and attract 

customers can cost businesses huge amounts of money. Research in the United States of 



America has shown that a 5% decrease in the number of defecting consumers led to a profit 

increase of between 25% and 85%. In order to build brand loyalty it is important that 

organisations implement a brand loyalty strategy. The researcher‟s study of the relevant 

literature has shown that organisations implement various types of brand loyalty strategies, 

depending on the situation. These strategies can include creating, maintaining and reinforcing 

brand loyalty.  

 

It is important that organisations implement a brand loyalty strategy when building brand 

loyalty. These strategies can include creating, maintaining and reinforcing brand loyalty. A 

number of strategies that organisations can implement to create loyalty among their regular 

consumers. These are: 

2.5.2.1 Consumers should be treated with respect 

The key should be to ensure that there is a positive interaction between the 

organisation and the consumer at all levels. The medical representatives from Nestlé 

train the staff at hospitals on what nutritional products would by applicable for the 

different types of patients. If the hospital provides the correct nutritional product, it 

ensures that the patient will have a positive experience with the brand. 

 

2.5.2.2 Stay close to the consumer 

Strong consumer cultures will always bring close organisation to their consumers. 

Good examples are executives at Disneyland who work on stage, in the park, for at 

least two weeks per year. This ensures that Disneyland comes into close contact with 

its customers. Nestlé sends out letters to the mothers of all new-born babies offering 

assistance and support. Regular consumer contact by the organisation sends a signal 

that the consumer is valuable to the organisation. If consumers feel that they are 

valued, they are likely to remain loyal to the organisation and its providers that make 

them feel important. 

 

 

2.5.2.3 Measure/manage customer satisfaction 

Marketing research regarding consumer satisfaction or dissatisfaction is particularly 

useful in understanding how consumers feel and how they adjust their brand choices. 

It is very important for the market research to be timely, sensitive and comprehensive.  

 



2.5.2.4 Create switching costs 

The other way of creating switching costs is to create solutions to customers‟ problem 

that may involve redefining the business. Drug wholesaling once went through a 

period where all the drug distributors, each with its own sales force, negotiated prices 

that confused the end consumer. Drug suppliers then decided to install computer 

terminals for the drug distributors to provide them with inventory control and 

automated ordering services. By doing this, suppliers created enormous switching 

costs for the distributors, and transformed the entire drug business. Loyalty 

programmes can be used to reward consumers for their brand loyalty. (Lamb, et al. 

2000) concur with (Aaker 1991) that brand loyalty programmes help the organisation 

to keep its valuable consumers loyal and profitable. The loyalty programmes reward 

loyal consumers for making multiple purchases of a specific brand with the objective 

of building long term, mutually beneficial relationships between the organisation and 

its key customers. 

 

2.5.2.5 Provide extras 

A sample (from the bakery or a cooking recipe) is sometimes all that is needed to 

change a consumer‟s behaviour from tolerance to enthusiasm. It is all about providing 

a few unexpected extras and making a good impression on the consumer about the 

brand. 

 

 

2.5.3 Strategies for maintaining brand loyalty 

2.5.3.1 Defensive strategies 

According to (Kapferer 2015), two actions can be taken by an organisation to keep 

consumers loyal. Firstly, an organisation can apply a defensive strategy to ensure that the 

consumer has no reason to leave the organisation‟s brand for that of the competitor. For the 

organisation to be successful using the defensive strategy, causes of disloyalty, and 

dissatisfaction among consumers should be identified. One of the worst situations that a 

brand can find itself in is when a consumer is dissatisfied, and then spreads negative stories in 

the society without giving the negative feedback to the brand representative. That is why it is 

so important to treat complaints with diligence, care and respect. 

 

 



 

2.5.3.2 Offensive strategies 

Consumers can also be kept loyal by adopting an offensive strategy. The objective of an 

offensive strategy is to create a personalised relationship with the consumer. The brand must 

become a landmark of personal attention. It is important to remember that a loyal consumer 

wants to be recognised. Therefore the consumer has to be identified, a direct bond has to be 

established and the customer has to be the focus of special attention. This is why relationship-

marketing uses databases which unite the best consumers of the brand. An example of a good 

relationship between a brand and its consumers is that of Nestlé, which offers its consumers a 

dietician‟s services per telephone.  

 

Brand loyalty at a very young age is another way organisation can make use of to maintain 

brand loyalty. “With huge budgets at their disposal and a say in how parents spend household 

income – teens and younger kids are increasingly the targets of brand building efforts by 

marketers of everything from cereal to air travel.” (Rosenberg, 2001). Brand loyalty can be 

maintained if the young consumer is made to feel that there is a special relationship between 

him/her and the brand. 

 

Another popular method to create and maintain brand loyalty among young consumers is that 

organisations are adding new ingredients to familiar provider and lend the organisation‟s 

brand name to a wide range of merchandise from TV programmes to pyjamas. A good 

example is that the kids will go to Burger King because of the Nickelodeon toys they receive 

with the food (Rosenberg, 2016). According to (Rasmussen and Cohen 2000), another 

strategy to maintain brand loyalty is to form an emotional link with consumers. 

 

Another brand loyalty strategy is to promote the organisation‟s values. Organisations should 

promote their values in promotion and advertising by confirming their support towards 

charities and community events. A good example of this exercise is Elizabeth Anne‟s baby 

products who donates 10 cents to the Avril Elizabeth Home for the Mentally and Physically 

Disabled for every product sold (Kathman in Rasmussen & Cohen, 2000). 

 



2.6 Brand loyalty and repeat purchase 

Relationship between a consumer and a brand will determine to what extent a consumer will 

consider purchasing the same brand over and over again. Consumers will develop a desire to 

purchase the brand or to use the brand. This desire may be of varying strengths based on the 

different options that are available in the consumer‟s mind. This will then lead to a 

psychological attachment between the consumer and the brand that will result in a positive or 

negative relationship (Hofmeyr & Rice, 2000). 

 

Purchase (repeated) behaviour for a high-involvement product is a good indicator of brand 

loyalty. If, after the purchase and use of the product the customer is satisfied, he/she is happy 

and goes in for repeat purchases or recommends the same to his friends and acquaintances. If, 

however, the customer is dissatisfied, he/she discontinues further purchase of the product and 

builds a negative attitude towards it, which may be harmful to the company (Khan, 

2006:177). Repeat purchase is subdivided into purchase patterns and purchase frequency. 

According to (Jacoby and Chestnut 1978:81), the term loyalty connotes a condition 

possessing some temporal duration, and it is therefore necessary to have the purchase act 

occur at least two different points in time. There is a decision-making process taking place for 

the consumer to become loyal to a product.  

 

The decision-making process consists of a series of levels which the consumer undergoes. 

First of all, the decision is made to solve a problem of any kind. The constant use of the 

product leads to the satisfaction or dissatisfaction of the consumer, which leads to repeat 

purchases, or to the rejection of the product. Satisfaction of the consumer, after the sale has 

been effected is important for repeat purchase (Khan, 2006:150). The measurement of 

purchase intentions has been pervasive in modern marketing. Purchase intentions are not 

usually accurate predictors of subsequent purchase behaviour. (Juster 2006) However, 

perception of a brand influences positively repeat purchasing. (Davis; 2012:121) 

 

A brand‟s market share is generally composed of those people, who are repeat purchasers of 

that brand (customers), those people who are only occasional purchasers of that brand, and 

those who are trying that brand for the first time. (Chestnut 2003) contends that the repeat 

purchasers form the biggest chunk of the brand market. Form the marketer‟s perspective; it is 

important to consider what makes people repeat purchasers of the brand and what makes 

people switch either from or to his brand (Jacoby & Chestnut, 1978:102). 



 

Three main reasons why brand loyalty is important: 

 Higher Sales Volume – The average firm loses half of its customers every five years, 

equating to a 13 percent annual loss of customers. (Roden; 2005,: 25) These figures 

show the challenges companies face when trying to grow in competitive 

environments. Achieving even 1percent annual growth requires increasing sales to 

customers, both existing and new, by 14 percent. (Roden, 2005:26) Reducing 

customer loss can dramatically improve business growth and brand loyalty, which 

leads to consistent and even greater sales since the same brand is purchased 

repeatedly. 

 Premium Pricing Ability – Studies and research show that as brand loyalty increases, 

consumers are less sensitive to price changes. Generally, they are willing to pay more 

for their preferred brand because they perceive some unique value in the brand that 

other alternatives do not provide. Additionally, brand loyalists buy less frequently on 

cents-off deals; these promotions only subsidize planned purchases. 

 Retain Rather than Seek – Brand loyalists are willing to search for their favourite 

brand and are less sensitive to competitive promotions. The result is lower costs for 

advertising, marketing and distribution.  Specifically, it costs four to six times as 

much to attract a new customer as it does to retain an old one.  

 

Preferable brand attitudes are the determinants of brand loyalty - consumers must like the 

product in order to develop loyalty to it. To convert occasional purchasers into brand 

loyalists, habits must be reinforced and implanted. Customers must be reminded now and 

again of the value of their purchase and encouraged to continue purchasing the product in the 

future. To encourage repeat purchases, promotion and advertisement before and after the sale 

is critical. In addition to creating awareness and promoting initial purchases, advertising 

shapes and reinforces consumer attitudes so these attitudes mature into beliefs, which need to 

be reinforced until they develop into loyalty.  

 

2.7 Chapter Summary 

Brand loyalty has been viewed as a key to retaining customers through all the provided 

review of related literature. This chapter also looked at the views of different scholars and 

researchers on how an organisation can build brand loyalty to its brand(s). In addition, 



different literature that related to the three main sequential steps in building brand loyalty 

were set out, these included, consumers being made aware of the brand, such that the 

consumer develops a preference for the brand as a result of past favourable experience, word-

of-mouth or the perception created by promotions and advertising, and then finally, repeated 

purchase of the brand could possibly lead to the consumer choosing the brand again and 

again, over competing mobile service operators. In essence, such literature provided a basis 

for brand loyalty. The next chapter will focus on the research methodology as used by the 

researcher in this study. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

CHAPTER 3 

 

RESEARCH METHODOLOGY 

 

3.0 Introduction 

The conclusion and resolve of the previous chapter was to bring about a sound understanding 

of the concept of brand equity and how it affects the profitability and competitiveness of an 

organisation through reviewing literature that is related to the study. However, this chapter 

describes how the study is to be carried out. It focuses on approach to be used in conducting 

the research, the logic behind the approach to be employed, and justifications for the 

approach. The research approach in relation to this study will enable the researcher to identify 

the research design, sampling procedure and data collection instruments. The research also is 

to further encompass the issue of research validity and reliability. 

 

3.1 Research Approach 

The researcher is to correspond to the constructivist or anti-positivist (holistic) philosophy, as 

this philosophy will give prominence to the interpretation of subjective experience and 

constructed social realities. This view of reality will correspond to the qualitative approach, 

as noted by (Kielborn 2009) who renowned that, “…qualitative research is an umbrella 

covering several forms of inquiry that help us understand and explain the meaning of social 

phenomena with as little disruption to the natural setting as possible.” In essence, the research 

approach to be employed in this study corresponds to the qualitative, this is because the 

qualitative approach will enable the researcher to generate rich, detailed data that will leave 

the participants‟ perspectives intact. As (Kotari 2004:22) noted that, “Qualitative approach to 

research is concerned with subjective assessment of attitudes, opinions and behavior.” 

Therefore the researcher is to use this approach in gaining a deep knowledge and 

understanding of the viewpoints of the mobile phone service customers. Since the qualitative 

approach does not introduce treatments or manipulate variables, or impose the researcher's 

operational definitions of variables on the participants, rather, it lets the meaning emerge 



from the participants; hence this is why the researcher will not start the research by means of 

theoretical notions, or a model or concepts that need to be tested, but rather the researcher 

will begin the research with several sensitizing concepts (conceptual framework). In essence, 

the researcher will use inductive research strategy.  This type of research builds abstractions, 

concepts, hypothesis, or theories rather than tests existing theory. It should be noted that the 

researcher will use this approach as was used by (Radley 2009) when he undertook a research 

on the importance of customer care and public relations by the banking sector at Switzerland.   

 

(Tichapondwa, 2013) noted that the strength of this approach is that issues can be examined 

in detail and in depth; this point will be noted during the research as the researcher will be 

able to explore and understanding the meaning individuals or groups ascribed to different 

mobile phone brands. This approach also enables the researcher to conform to the research 

with an analytical mind along with pen and paper, other than using rigorous statistical 

analysis tools. However, the major weakness in using this approach is that it needs the 

researcher to collect data from fewer individuals relative to the total target population of this 

research, thus making generalization of the results of the given study difficult; the research 

will have to construct the research in a way that generalization of results could be conformed 

to. Also the research quality depends heavily on the skills of the researcher; thus putting 

pressure on the researcher to make the research as worthwhile as ever. 

 

3.2 Research Design 

(Leedy, 2017) noted that research design is the common sense and the clear thinking that is 

necessary for the management of the entire research endeavour, as it is the blue print or guide 

for data collection and interpretation. (Hand, 2008) went on to explain that research design is 

a set of advance decisions that make up the master plan specifying the methods and 

procedures for collecting and analysing the needed information. In this regard, the research 

design will guide the researcher in the planning and implementation of the study. 

 

The research design that is used in this research is a descriptive survey design. As the survey 

research design is a very important tool for assessing opinions, views and trends. In survey 

method research, participants answer questions administered through interviews or 

questionnaires. (Kielborn 2009) underlined that, “Survey research owes its continuing 

popularity to its versatility, efficiency, and generalizability. Thus, survey research is very 



appealing when sample generalizability is a central research goal. In fact, survey research is 

often the only means available for developing a representative picture of the attitudes and 

characteristics of a large population.” Hence the researcher saw it fit to use a survey method 

as generalisation of the results are one of the features when conducting a study of a huge 

target population. Descriptive research involves gathering data that describes events, opinions 

and perception; and then organize, tabulate, depict, and describe the data collection; (Glass & 

Hopkins, 2011). This description of events, opinions, and perception are also one of the key 

characteristics of this research; hence the use of description research. The researcher will use 

descriptive survey research design as this research design will enable the researcher to gather 

data for purposes of describing opinions, attitudes and orientations towards the mobile phone 

service operators held by the target population which is too large to observe directly. This 

conforms to what (Tichapondwa 2013:116) noted when he said, “The descriptive survey 

research design enables the researcher to obtain in-depth information, which can be used to 

facilitate the generalization of one‟s findings to the larger population. This type of research 

design was also informed by the above mentioned research of (Radley 2009), who used the 

descriptive survey design as a plan or strategy which moved his research from the underlying 

philosophical assumptions to specifying the selection of respondents, the data gathering 

techniques and data analysis procedures. 

 

3.4 Population and Sampling 

A population can be defined as the total members of a defined (given) class of people, 

objects, places or events selected because they are relevant to a research question (Castillo, 

2009). From defining population, (Castillo 2009) also went on further to note that, “In 

research, therefore a target population is the entire set of units for which the survey data is to 

be used to make inferences. It can also be defined as the eligible population that is included in 

research work.” Therefore in such repute, it ought to be noted that the target population for 

this study will comprise of all users of mobile telecommunications services in Zimbabwe 

from the tree mobile service operators. In such a note, because of the size of the target 

population it will became appropriate for the researcher to sample this population. This aspect 

of sampling was concurred to by (Jonker and Pennink 2010:167) who noted that, “Usually, 

attempts are made to select a „Sample population‟ that is considered representative of groups 

of people to whom results will be generalized or transferred.”  And (Webster 1985) who also 

went on further to note that a sample of a population is a finite part of a statistical population 



whose properties are studied to gain information about the whole, as the whole may be too 

large to be studied.  

 

3.4.1 Sampling Frame and Procedure  

A POTRAZ database of users will be used for this research. For populations that are large, 

Cochran (2003:75) developed the equation depicted below to yield a representative sample. 

 

 

Figure 3.1: Sampling equation by Cochran (2003:75) 

  

Z represents the confidence interval, e is the desired level of precision, p is the estimated 

proportion of an attribute that is present in the population, and q is 1 – p. With a 95% 

confidence interval, p = 0.5 (variability) and (1 – p = 0.5), e = 0.1, a sample size to be used 

was as follows: 

Sample size = (1.96)
2
 (0.5) (0.5) 

96 approximately 100 clients 

 

Therefore a sample size of 100 mobile telecommunications service users from Bulawayo will 

be used for this research.  

 

3.4.4 Sampling Technique 

There are a variety of ways of coming up with samples; this study will use a stratified 

sampling technique. This is a mini-reproduction of the population. Before sampling, the 

population is divided into characteristics of importance for the research. For example, by 

location, or size. Then the population is randomly sampled within each category or stratum. 

In this research, the stratum or category will correspond to the location of the respondents. In 

principle, a stratum is a layer, which in this case relates to a subpopulation or level within a 

population. (Huysamen 2008:6) realised this aspect when he said, “Stratified sampling is the 

most commonly used probability method that is superior to random sampling because it 

reduces sampling error.” The research used this technique as informed by (Radley 2009) in 

his study, who used this technique by dividing the respondents into stratums, that is the upper 



class, middle class and lower class population.  Table 3.1 below shows the distribution of this 

research‟s sample population: 

 

 

 

 

Table 3.1 Sample distribution 

Category Number 

Individual Clients: Low Density Areas 

users 

40 

Individual Clients: High Density Areas 

Users 

80 

Individual Clients: City Centre users 40 

Business Customers  40 

TOTAL 200 

 

 

(Cooper & Schindler, 2006) cited the following reasons why a stratified random sample is 

ideal for surveys, “…increases the sample‟s statistical efficiency; provides adequate data for 

analysing the different subpopulations or strata; enables various research methods and 

procedures to be used in different strata.” Therefore the researcher will use this sampling 

technique not only because of the reasons cited above when one corresponds to a research 

design that conforms to elements of a survey but also because it ensures that all specific 

groups of the entire population are proportionally represented. The disadvantages of using 

this technique is that it is a little complex, that is it required greater effort than other sampling 

techniques that the researcher will have used as the stratum had to be carefully defined. 

 

It ought to be noted that as a stratum is a subset of the population that share at least one 

common characteristic; hence the researcher will first identified the relevant stratums and 

their actual representation in the population, as noted above, and then go on to randomly 

sample each and every individual within the stratum. This denoted the researcher going to 

each location were the sample population is located; thus the researcher corresponds to the 

low density suburbs, high density suburbs, city centre and conveniently samples the 



respondents in those particular locations. In addition, the researcher also will randomly use 

convenient sampling in adhering to the business customers.  

3.5 Research Instruments 

(Biddix, 2013) believes that, “…the term research instrument is a generic phrase that 

researchers use for a measurement device (interviews, test, questionnaire, etc.).” In this 

instance, it should be noted that the researcher will use questionnaires and document analysis 

as research instruments in collecting data. 

 

3.5.1 Questionnaire 

A questionnaire is a research instrument that consists of a number of questions and other 

prompts for the purposes of gathering information from respondents. According to (Palmer 

2000:21), a questionnaire is, “…used to obtain information from respondents using either 

open-ended or closed-ended questions. An open ended question is a question that cannot be 

answered with a simple yes or no, or with only one or two words, where the person 

answering the question has to answer it in his, or her own words. A closed-ended question is 

a question format that limits respondents with a list of answer choices from which they must 

choose to answer the question.” The researcher will incorporate both open and closed ended 

questions in the questionnaires; this is because open ended questions allowed respondents to 

formulate answers in their own words, thereby allowing them to express themselves, whilst 

closed ended questions reduced chances for respondents to give ambiguous answers. 

 

To ensure reliability of the questionnaires, the researcher will assess the questionnaires using 

the test-retest reliability method; this will be measured by the researcher before distributing 

the questionnaires, by having five participants which the researcher conveniently will have to 

sample from the researcher‟s workplace to complete the same questionnaire at two different 

points in time (thus after two days) to assess the stability of the responses. The results 

emanating from assessing the questionnaires are to show that there is consistency in the 

answers provided by the participants at different time intervals, therefore making the 

questionnaires reliable. To ensure that the designed contents questionnaires are valid to the 

research, the researcher will referred to the sales and marketing Manager of Telecel 

Zimbabwe to review the content and structuring of the questions.  

 



The benefit that synchronized with using questionnaires in the research is that data to be 

collected from respondents is mostly standardized; hence making it easy to collect 

information using this instrument. In addition, questionnaires make it possible to collect data 

from a wide range of respondents as compared to other instruments. However, 

questionnaires, like most summative evaluation methods analyse focus on output, hence there 

is a possibility that participants will leave out relative and important facts that may have been 

of use to the research. Furthermore the researcher will take a lot of time to design and analyse 

data collected from the questionnaires. 

 

3.3.2 Document analysis 

A detailed examination of documents will be produced across a wide range of practices, 

taking a variety of forms from the written word to the visual image. The researcher is to 

analyze documents that relate directly and indirectly to the study. The major documents that 

the researcher will analyze include documents that related to user survey to be conducted by 

the different mobile service providers.  

 

The advantage of the instrument is that it provides insight on how users perceive and feel 

about the mobile service providers. The documents which are to be analyzed also afford 

useful background and historical data on the problem, making it easy for the researcher to 

draw conclusion. However, the researcher will have some difficulties in acquiring those 

documents and information. It is difficult to ascertain the authenticity of the data which the 

researcher will receive from these providers. The researcher also may fail to access some 

important documents that are relative to the study, for example statistics on the use of each 

brand by customers from the mobile operators.  

 

3.6 Data Collection Procedure 

The questionnaire will start with a letter of introduction that states the purpose of the 

research. While some questionnaires are self-administered others will be administered by two 

research assistants who the researcher will employ on a contract basis. A drop and pick 

method will be used to distribute and collect the questionnaire. To give the respondents 

freedom to express their perceptions and opinions on the questions asked, confidentiality will 

be emphasized. Questionnaires completed during the research process are subjected to an 

editing process to ensure that the data collection procedure is clearly followed. Each 



completed questionnaire is inspected to determine whether it is usable. There will be no 

questionnaires with an unacceptably large number of blank answers that would render the 

questionnaire unusable. 

 

3.8 Data Analysis Procedure 

All questionnaires are to be checked by the research supervisor and by a research specialised 

for completeness and consistency. The data to be collected through questionnaires will be 

subjected to analysis using Statistical Package for Social Science (SPSS) and Microsoft Excel 

software because this software offers effective data management, wide range of options and 

better output organization. Data collected from this instrument is also to be subjected to a 

variety analytical strategies including interpretational, structural and reflective analysis. As 

argued by (Frey, 2007), qualitative data take the form of words rather than numbers and 

hence qualitative data are analysed and presented in the form of case studies, critiques, and 

sometimes verbal reports. This will help the researcher in coming up with concepts, themes 

and patterns in brand loyalty from the customers‟ perspective, and also help the researcher to 

make judgements and suggestions based on the insight of the answers. Documents and 

information analysed to be organized along with that from questionnaires to give a clear 

picture of issues under study. The data will then presented using graphs charts and tables.     

 

3.9 Chapter Summary 

The researcher was able to present the research approach of the study, the research design and 

procedure employed. He was also able to explain the target population and the sample 

population of the research. Furthermore, the researcher identified and explained the research 

instruments that were used to collect data. Hence it ought to be noted that the researcher in 

this chapter also went on to present the data collection procedure and data analysis procedure 

which will be used in the research. The rationale of the next chapter is to present and analyse 

data as derived from the research instruments stated above. 

 

 

 



 

 

 

CHAPTER 4 

 

DATA PRESENTATION & ANALYSIS 

 

4.0 Introduction 

 

The previous chapter focused on the research methodology to be used by the researcher on 

this study. Major topics covered included research design, target population, sampling 

framework and procedure, and research instruments. It ought to be noted that the focal point 

of this chapter is to present and interpret data congregated using questionnaires and document 

analysis. In addition, this chapter also rationally analyzed and interpreted the results obtained 

during the course of the research. The researcher used a Statistical Package for Social Science 

(SPSS), version 22 and Microsoft Excel. Descriptive tools such as percentages, histograms 

and charts were used for interpretation. Inferential statistics such as cross tabulation, alpha 

test, tables, chi-square and Pearson correlation coefficient were used for further analysis. 

 

4.1 Research Objectives Revisited 

This research sought to achieve the following research objectives; 

 To establish the key drivers of customer loyalty in mobile phone service market in 

Zimbabwe.  

 To establish the methodology by which mobile phone service providers in Zimbabwe 

build perceived value of their offerings. 

 To establish the relationship and effect between perceived value and customer 

satisfaction in the mobile phone service market in Zimbabwe. 

 To establish the relationship between perceived value and customer loyalty mobile 

phone service market in Zimbabwe. 

 To recommend strategic alternatives that mobile phone service in Zimbabwe ought to 

craft in order to enhance their competitiveness. 

 



A better understanding of these factors and how they relate with each other would assist 

management and employees, particularly marketing executives, to fashion out winning 

strategies for sustaining customer loyalty, and marketing performance. In the following 

pages, the research model guiding the entire empirical study is provided. 

4.2 Response Rate 

The response rate of the study is noted in the following Table 4.1:  

Table 4.1 Response Rate 

Category Number Response Response rate (%) 

Individual Clients: 

Low Density Areas 

users 

40 22 55 

Individual Clients: 

High Density Areas 

Users 

80 58 73 

Individual Clients: 

City Centre users 

40 20 50 

Business Customers  40 30 75 

TOTAL 200 130 65 

 

An overall response rate of 65% was achieved. The biggest response rate was obtained in the 

business sector respondents which had a response rate of 75%. The city centre respondents 

had the lowest response rate of 50%. Overall the response rate was adequate. Thompson 

(2008:317) debates on what is an acceptable questionnaire response rate. “A response rate of 

at least 50% is regarded acceptable. A response rate of 60%is regarded as good and a 

response of 70% as very good.” All respondents (100%) owned a mobile phone. All 

respondents (100%) also indicated that they had switched mobile service providers or had 

subscribed to all the three mobile service providers. 

 

4.3 Demographic analysis of the respondents 

The researcher incorporated the socio-demographic issues of respondents because this 

provided essential information in deriving conclusion to the study. In this regard the 

researcher asked respondents to provide their gender and age range. The number of males that 

responded to the questionnaires were 68 (forming 52.3
.
 % of the total responses received), 



while 62 females responded (forming 47.7
.
 of the responses received). Conforming to age 

range, there were 34 respondents within the age range of 20 and 30 years; there were 46 

respondents within the age group of 31 and 40; there were 26 respondents within the age 

group of 41 and 50; there were 24 respondents which were 50 years and above. The results of 

gender are presented in the graph below: 

 

 

Figure 4.1: Gender distribution of respondents 

 

The results of the age groups of respondents are also depicted in the following diagram: 

 

52.30% 

47.70% 

Gender of respondents 

Male Female

34 

46 

26 
24 

0

5

10

15

20

25

20 - 30 31 - 40 41 - 50 50+

Age group of respondents 

Age group of respondents



Figure 4.2: Age group distribution of respondents 

 

4.4 Mobile service provider of choice 

The subsequent table 4.2 signifies the mobile service provider of choice from the 

respondents. 

 

Table 4.2: Mobile service provider of choice 

Mobile service provider Responses Percentage 

Econet 72 56 

Netone 42 32 

Telecel 16 12 

Total 130 100 

 

Fifty six percent (56%) of respondents indicated that Econet was their preferred mobile 

service provider. Thirty two percent (32%) of the respondents indicated that Netone was their 

preferred mobile service provider and twelve percent (12%) were transacting with Telecel. 

Econet is thus the preferred service mobile service provider. 

 

4.5 The key drivers of customer loyalty in mobile phone service market in Zimbabwe 

4.5.1 Customer satisfaction  

In adhering to customer satisfaction the following Table 4.3 detects the respondents‟ 

viewpoints: 

 

Table 4.3: Customer satisfaction 

Viewpoint Yes (%)           No (%) 

Happy with current service offering 80 20 

Satisfied with provider being used 75   25 

 

Seventy five percent (75%) of the respondents were currently satisfied with the mobile 

service provider of their choice. A customer who has the intention to repurchase and 

recommend is very likely to remain with the company. Eighty percent (80%) of the 

respondents noted that they were happy with their current mobile service provider service 



offering. Twenty percent (20%) of the respondents were not happy with their mobile service 

provider‟s product offering.  

 

These findings are collaborated by a study carried out by (Abdallat & Emam, 2010). 

Concluding that customer satisfaction is the result of purchase expectation and post purchase 

experience comparison with incurred cost. Customers buy satisfaction, not just parts, 

marketing and sales managers must be constantly concerned with product quality. Quality 

means a product‟s ability to satisfy a customer‟s needs or requirements. Quality and 

satisfaction depend on the total product offering (Perreault & McCarthy, 2010:276).  

 

4.5.2 Network Quality 

It should be noted that the succeeding Table 4.4 shows the importance of network quality in 

determining loyalty. 

  

Table 4.4 Importance of network quality in determining loyalty 

 Yes (%) No (%) Not Sure 

Quality of network an important determining factor 90 10 0 

Quality of Network as one of the many factors 

considered in choosing a service provider 

50 50 0 

 

90% of the respondents noted that the quality of network is an important determinant factor 

of mobile service provider choice; while 10% noted that it is not. However, 50% noted that 

quality of network is one of the many factors considered in choosing a service provider and 

50% noted that it is not.  The results of the quality of network as an important determining 

factor corresponded to that of Espoo, Finland – Mobile operators who lead in loyalty out 

perform their competition in network and service quality, as well as in customer care 

(Acquisition and Retention Study Report; 2014). Hence, while retention drivers vary by 

market maturity, delivering excellent quality keeps customers happy and loyal.  

4.5.3 Brand trust 

Corresponding to brand trust Table 4.5 below denotes the notion of loyalty and trust from the 

responses. 

 

Table 4. 5 Loyalty and Trust 

 Yes (%) No (%) Not Sure 



Trust mobile service provider of choice 90 10 0 

Confidence in my mobile service provider of choice 80 20 0 

 

Ninety percent (90%) of the respondents noted that they trust the mobile service provider of 

their choice or that they are loyal to. Eighty percent (80%) of the respondents said that they 

have confidence in the mobile service provider that they are loyal to. This trust and 

confidence in the service provider shows the importance of reputation in the service provider. 

 

(Chaudhuri & Hol-brook, 2016) define brand trust as “the willingness of the average 

consumer to rely on the ability of the brand to perform its stated function”. Brand trust arises 

after consumers‟ evaluation of companies‟ offerings. When companies provide beliefs of 

safety, honesty and reliability about their provider to consumers, brand trust will be generated 

subsequently (Doney & Cannon, 2017). It can be interpreted that brand trust is created and 

developed by direct experiences of consumer via provider. Therefore brand loyalty and trust 

and confidence in the brand are positively related. 

 

 

4.5.4 Network Availability 

Conforming to network availability and loyalty the following Table 4.6 illustrates the 

responses 

 

Table 4.6 Network Availability and loyalty 

 

All respondents (100%) noted that they would choose a service provider with the widest 

network coverage. 

 

4.4.5 Perceived Value  

The customer perceived value can be demonstrated by the following Table 4.7 

 

 Yes 

(%) 

No 

(%) 

Not Sure 

(%) 

Clients prefer service provider with widest network 

coverage 

100 0 0 



Table 4.7 Price worthiness and loyalty 

 Yes 

(%) 

No 

(%) 

Not Sure 

Price worthiness is a key influence in determining my 

loyalty towards a service provider 

90% 10% 0 

 

 

It should be noted that this can be further represented by the subsequent diagram to give a 

clearer picture of this aspect. 

 

Figure 4.3: Price worthiness influences brand loyalty 

 

Ninety percent (90%) of the respondents said that price worthiness influences one‟s loyalty 

towards a brand. Ten percent (10%) of the respondents said price worthiness was not a key 

influence in determining one‟s loyalty towards a mobile service provider brand.  

 

Service characteristics are very significant, because every customer perceives and views them 

in his own way; therefore it is very difficult to define value. (Laurent, 2013) contends that 

factors that influence on customer‟s evaluation of perceived value are several, for example, 

service characteristics, price, marketing brand, quality, perceived effort for gaining services 

and other higher factors. 
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4.5.6 Commitment  

In corresponding to the commitment and loyalty the following Table 4.8 illustrates the 

responses: 

 

 

Table 4.8 Commitment and Loyalty 

 Yes 

(%) 

No   

(%) 

Not Sure 

I remain committed even if prices increase 55 45 0 

 

Fifty five percent (55%) of the respondents said that they remain committed to a Mobile 

service provider brand even through price increases and declining popularity. Forty five 

percent (45%) of the respondents noted their intention to migrate from their favourite mobile 

service provider if factors with a negative financial impact were imminent.  

 

(Johnson 1973) defined commitment as "the extent to which an action is dedicated to the 

completion of a line of action." In marketing, this attitudinal nature implies that the greater 

the commitment of an individual to a brand, the more firmly fixed is the brand as the only 

choice within the product class (Traylor, 2016). Using this perspective, their study 

established a positive relationship between brand loyalty and commitment. Other studies 

have, however, failed to establish this relationship. It must be noted therefore that brand 

commitment though pertaining to provider, is defined as a construct at the level of the 

product class; that is consumers are conceptualized to have different levels of brand 

commitment for different product classes (Lastovicka & Gardner, 1977).  

 

4.5.7 Brand affect  

In observing to brand effect, the following Table 4.9 demonstrates the responses. 

 

Table 4.9: Brand Affect 

 Yes 

(%) 

   No 

(%) 

Not Sure 

(%) 

Use of brand has positive emotional response 60 30 10 

 

This feature can be further illustrated in the following Figure 4.2 diagram presentation to give 

a better picture of this facet: 



 

 

Figure 4.4: Use of brand has a positive emotional response 

 

Sixty percent (60%) of the respondents said that they attain a positive emotional response 

through the usage of a mobile service provider brand. Thirty percent (30%) of the 

respondents were of the view that there is no emotional response through the usage of a 

mobile service provider brand. Then finally ten percent (10%) of the respondents were 

impartial with regards the two opposite views.  

  

The researcher‟s findings are supported by research findings carried out by (Holbrook 2013). 

(Chaudhuri and Holbrook 2013) define brand affect as, “brand‟s potential to elicit a positive 

emotional response in the average consumer as a result of its use”. This can also be described 

as consumers‟ emotional response towards a brand in consequence of having an experience 

with the brand. The research suggests that brand effect occurs under favour of close 

relationship with brand. Likewise, literature suggests that favourable and positive emotions 

are associated with high level of brand loyalty (Chaudhuri & Holbrook, 2013). It is shown 

that brand loyalty is greater under the conditions of positive emotional affect that prompt 

consumers to enhance positive attitudes towards a brand (Dick & Basu, 2014).  

 

4.5.8 Brand relevance  

The following Table 4.10 denoted the respondents‟ view on brand relevance. 
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Table 4.10: Brand Relevance 

 Yes (%) No (%) Not Sure 

Brand Loyalty buttressed by good marketing 

communications 
78 22 0 

Loyalty emanates from continuous improvements 

in the product and service 
63 37 0 

 

Seventy eight percent (78%) of the respondents said that their brand loyalty is buttressed by 

good marketing communications used by the mobile service operator to communicate its 

offering; while twenty two percent (22%) brand loyalty is not buttressed by good marketing 

communications used by the mobile service operator to communicate its offering. Sixty three 

percent (63%) of the respondents noted that their loyalty emanates from continuous 

improvements in the product and service by their mobile service providers.  

 

According to (Factory2010), social media allows business to gain insight to understand the 

industry and target demographics. This allows companies within a specific industry to 

analyse gradual trends, so business can meet new demands. These demands will help create 

and shape brand relevance and be able to implement with a multi service approach to 

different segments of specific target groups. To incorporate brand relevance, companies 

should stick to a simple premise, which is within all industries; clients/consumers are 

receptive to an interactive (communication) and creative/entertaining approach that is easy to 

understand. 

 

4.5.9 Brand performance  

In conforming to brand performance and loyalty, the following Table 4.11 denoted this 

correspondence. 

 

Table 4.11: Performance & Loyalty 

 Yes (%) No (%) Not Sure 

Service evaluation based on its performance 60 40 0 

Will switch provider if better ones are available 75 25 0 

 

To better illustrate this aspect, the following Figure 4.3 graphical presentation detected brand 

performance and loyalty.   



 

Figure 4.5: Brand performance and loyalty 

 

The performance criteria are highly based on tangible and intangible's brand attributes. Brand 

specific performance attributes pointed out by respondents are; hardware (90%), software 

(80%) and stylishness (75%). Hardware refers physical components of the technology. That 

can be anything physically handled i.e. Keyboard, camera, screen etc. Software refers 

operating systems that run on the system, i.e. iTune, GPS. Stylishness refers the outlook of 

the object. That is weight, size, shape, design and colour. Seventy five percent (75%) of the 

respondents said they would switch provider if better performing provider were offer. Sixty 

six percent (66%) of the respondents noted that they would remain loyal only when their 

brand was top performing. Sixty percent (60%) of the respondents said they would evaluate a 

brand based on perceived performance. Performance is how the product or brand carries out 

the intended purpose or operating character. It is highly influenced by customer expectation. 

Brand performance is a baseline for comparison with the customer expectation. Brand 

performance might exceed, meet or be below expectation.  

 

It is seen that performance of a brand is measured only on the basis of returns, royalty, 

earnings, cash flows on one hand, or on the basis of awareness, identity/image, 

retention/advocacy, and perceived quality on the other (Trivedi et al., 2010:2). Providers are 

multidimensional entities, whose success requires matching a firm‟s functional and emotional 

values with consumers‟ performance and psychosocial needs.  
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4.6 The methodology by which mobile phone service market in Zimbabwe build 

perceived 

     value of their offerings 

 

A branding strategy helps establish a product within the market and to build a brand that will 

grow and mature in a saturated marketplace. Making smart branding decisions up front is 

crucial since a company may have to live with the decision for a long time.  

  

4.6.1 Brand Loyalty Creation Strategies 

The following Table 4.12 denotes the corporate branding strategy  

 

 Table 4.12: Key Branding Strategies 

 Used % Not Used % 

Corporate branding strategy 100 100% 0 0% 

The local mobile service providers make use of one branding strategy which is the corporate 

branding strategy. 

 

 

It should however be noted that the subsequent Table 4.13 detects other brand building 

strategies  

 

Table 4.13: Other Brand building strategies 

 % of Respondents 

Carry out market research 70 

Stay in touch with clients 66 

Use of loyalty programmes 28 

Personal relationship with clients 92 

 

In this regard it should be noted that the above table can be represented by the following 

graphical presentation. 



 

Figure 4.6: Brand loyalty building strategies used  

 

The majority of respondents (92%) make use of personal relationship with clients to build a 

service brand. (Abutkar, 2012) says the objective of this strategy is to ensure that there is a 

positive interaction between the organisation and the consumer. Seventy percent (70%) of the 

respondents noted that their mobile service providers make use of market research to build a 

brand. Sixty six percent and twenty eight percent noted that their mobile service providers 

stay in touch with clients and make use of loyalty programmes respectively to build provider. 

(Lamb, 2017) concur with (Aaker, 2013) that brand loyalty programmes help the organisation 

to keep its valuable consumers loyal and profitable. The loyalty programmes reward loyal 

consumers for making multiple purchases of a specific brand with the objective of building 

long term, mutually beneficial relationships between the organisation and its key consumers. 

(Kotler 2013, 26) says regular consumer contact by the organisation sends a signal that the 

consumer is valuable to the organisation. 

 

4.6.2 Brand Maintenance strategies 

Two strategies were identified as brand maintenance options. These are the offensive and 

defensive options. The following Table 4.15 denotes these two aspects from the response. 

 

Table 4.15 Brand loyalty maintenance strategies 

 Offensive Defensive Both 

Strategy used 41 63% 24 37% 61 94% 
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This can be graphically presented as follows: 

 

Figure 4.7 Brand loyalty maintenance strategies 

 

4.7 The relationship and effect between perceived value and customer satisfaction in 

       mobile phone service market in Zimbabwe 

 

It should be noted that in adhering to the relationship between perceived value and 

customer‟s satisfaction is represented in the following Table 4.16.  

 

 

 

 

 

Table 4.16: Relationship between perceived value and satisfaction 

 Yes     

(%) 

No 

(%) 

There is a positive relationship between perceived service quality and 

satisfaction with a service provider 

90 10 

 

The effect of service quality on both satisfaction and loyalty is confirmed. Ninety percent 

(90%) of the respondents are of the opinion that perceived service quality directly impacts 

customer loyalty; while ten percent (10%) of the respondents say that perceived service 

quality does not directly impact customer loyalty. This finding is consistent with previous 
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findings satisfaction studies, for example (Turel & Serenko, 2016) reported a significant main 

effect of perceived value on satisfaction among Canadian mobile phone users.  

 

4.8 The relationship between perceived values and customer loyalty in the mobile phone 

      service market in Zimbabwe 

Table 4.17 below indicate the relationship between perceived value and loyalty: 

 

Table 4.17: Perceived value and loyalty 

 Yes 

(%) 

No 

(%) 

Not Sure 

(%) 

There is a positive relationship between perceived value and 

loyalty to a service provider 

88 0 12 

 

Eighty eight percent (88%) of the respondents noted a positive relationship between 

perceived value and loyalty to a mobile service provider. Twelve percent (12%) of the 

respondents were not sure of the relationship between perceived value and customer loyalty. 

 

4.9 Chapter Summary 

In this chapter the researcher sought to present the findings which were recognised from the 

study. It should be noted that the researcher identified the possible links among the drivers of 

brand loyalty. This chapter also presented data on the methodology by which service 

providers build perceived value of their offerings. Furthermore, this chapter also presented 

data on the relationship and effects between perceived value and customer satisfaction; and 

the relationship between perceived values on brander loyalty. In addition, the chapter also 

recommended strategic alternatives that service providers ought to craft in order to enhance 

their competitiveness. In quintessence, the study presented the interpretation and discussed 

the results in view of the available literature. The findings were be used in the successive 

chapter which the researcher drew conclusion and make recommendations. In other words, 

the next chapter focused on the summary, conclusions and recommendations of the study. 

 

 

 

 



CHAPTER 5 

 

SUMMARY, CONCLUSION & RECOMMENDATION 

 

 

5.0 Introduction 

In the previous chapter the researcher presented and analysed data that was collected using 

the questionnaires and document analysis. This chapter will therefore focus on summary and 

conclusions of the findings, and also the recommendations from the researcher‟s point of 

view.  

 

5.1 Research questions re-visited  

To realise the objectives of the research, the following research questions were derived:  

 What are the key drivers of brand loyalty in the mobile phone service market 

in Zimbabwe? 

 What is the methodology by which the mobile phone service market in 

Zimbabwe build perceived value of their offerings? 

 What is the relationship and effect between perceived value and customer 

satisfaction in the mobile phone service market in Zimbabwe? 

 What is the relationship between perceived values and brand loyalty in the 

mobile phone service market in Zimbabwe? 

 What strategic alternatives should the mobile phone service market in 

Zimbabwe craft in order to enhance their competitiveness? 

 

5.2 General Summary 

 

The study was carried out to establish the key factors influencing brand loyalty in the mobile 

service operators in the Zimbabwe market. In this regard, the purpose of this research was to 

explore strategies that mobile telecommunications providers could use to confront intense 

competition in the industry. It also sought to describe how different players in the market can 

maintain their competitiveness and profitability by preventing existing customers from 

churning to other operators. The researcher used different literature to identify factors that 

correspond to brand loyalty at the same note influencing mobile network operator‟s 



effectiveness in a market place. Different literature was used to denote brand loyalty 

strategies that can be utilized by different operators in the mobile phone service to improve 

brand loyalty.The research in the esteem used the qualitative approach as the research was 

concerned with subjective assessment of attitudes, opinions and behavior. In such a view, the 

researcher used this approach in gaining a deep understanding of the viewpoints of the mobile 

phone service subscribers. The researcher went on to extract the descriptive survey research 

design method as it enabled the researcher to obtain in-depth information, which was used to 

facilitate the generalization of findings to the larger population. The researcher in this regard 

used the stratified sampling technique in a bid of categorizing the sampled population. The 

researcher also used convenient sampling technique to correspond to the participants. The 

findings of this research denoted that mobile operators are mainly focusing on customer 

satisfaction at the expense of other elements. It should be noted that in this study, the 

researcher found that customer satisfaction had a significant positive effect on customer 

loyalty. In addition, it was found in this research that perceived service quality has a direct as 

well as indirect effect through customer satisfaction on customer loyalty in the Zimbabwe‟s 

mobile services sector. The findings also denoted that, indeed, perceived value has direct 

influence on customer loyalty. 

 

5.3 Conclusions 

The following were the conclusions of the research basing on the research questions of the 

study: 

 

5.3.1 What are the key drivers of customer loyalty in the mobile phone service market 

in Zimbabwe? 

It can be concluded that of the many influential elements identified in the study, mobile 

service operators are mainly focusing on customer satisfaction at the expense of other 

elements. In addition, it can be concluded that there is need to focus on all the elements as 

they have an equal effect on brand loyalty. These are; 

 Customer satisfaction; 

 Brand trust; 

 Repeat purchase 

 Involvement; 

 Perceived value; 

 Brand performance 

 Commitment; 



 Relationship proneness; 

 Brand affect; and 

 Brand relevance. 

 

All the brand loyalty influences were confirmed to be valid influences to measure brand 

loyalty in the mobile service industry as well. All the brand loyalty influences are important 

and have an influence in building brand loyalty. Perceived value, trust, costs, repeat 

purchases and brand performance were rated the most influential brand elements. 

 

5.3.2 What is the methodology by which the mobile phone service market in Zimbabwe 

build perceived value of their offerings? 

It can be concluded that the mobile phone service operators in Zimbabwe use the corporate 

branding strategy. In addition, as it can be concluded that these service providers make use of 

personal relationship with clients to build a service. The other methodology that is vividly 

used by mobile service providers corresponds to market research to build a brand. In addition, 

the other method is that mobile service operators stay in touch with clients and make use of 

loyalty programmes. It should be noted that the other strategy correspond to brand loyalty 

programmes that are undertaken to help the organisation to keep its valuable consumers loyal 

and profitable. These mobile service providers also use loyalty programmes to reward loyal 

consumers for making multiple purchases of a specific brand with the objective of building 

long term, mutually beneficial relationships. It can also be concluded that the mobile phone 

service in Zimbabwe use both offensive and defensive brand loyalty maintenance strategies. 

 

5.3.3 What is the relationship and effect between perceived value and customer 

satisfaction in the mobile phone service market in Zimbabwe? 

In this research, it was found that customer satisfaction had a significant positive effect on 

customer loyalty. This finding is in support of previous studies (for instance, Anderson and 

Sullivan 2014; Anderson, Fornell and Leymann 2016; Cronin et al., 2000; Hutchinson et al., 

2009), that highly satisfied customers maintain deeper loyalty toward their network service 

providers. Importantly, the results give credence to the assumption that satisfied customers 

are good for service providers than unsatisfied customers. It was also noted in the study that 

the fierce competition among the players in the mobile phone service in Zimbabwe has 

injected some sanity into the mobile services sector, with record improvements in service 



quality levels, which has resulted in some improvement in customer satisfaction. Thus it can 

be concluded that, this study has shown that improvement in customer satisfaction affects 

brand loyalty positively. And since service quality is widely considered as antecedent of 

customer satisfaction, and invariably affecting customer loyalty, it is necessary to report on 

the quality-satisfaction-loyalty linkages.  

 

 

5.3.4 What is the relationship between perceived values and brand loyalty in the mobile 

phone service market in Zimbabwe? 

It can be concluded that perceived value has direct influence on brand loyalty. This is due to 

the fact that the study confirms that perceived value influences customer loyalty among 

mobile subscribers in Zimbabwe. This suggests that customer perceived value affects 

customer satisfaction, and customer satisfaction affects brand loyalty. The revelation that 

perceived value directly influences brand loyalty is widely confirmed (Anderson and 

Srinivasan, 2013; Cronin et al., 2000; McDougall and Levesque, 2017; Lam et al., 2009) in 

the services literature. The findings emphasize the view that customers who feel they receive 

high-value services (that is quality services at reasonable prices) are more likely to repeat 

patronizing the service provider, and also to recommend the service provider to other 

customers. It can also be concluded that, customers have greater propensity to repurchase and 

recommend network service provider to others if the offering is considered value for money. 

In addition, unlike service quality, perceived value contributes significantly on brand loyalty 

and satisfaction.  

 

5.3.6 What strategic alternatives should the mobile phone service market in Zimbabwe 

craft in order to enhance their competitiveness? 

 

The researcher concluded that the service quality, like better network quality, better call and 

voice quality, network coverage, uninterrupted connection call, excellent customer service, 

call centre responsiveness, are alternative strategies that the mobile phone services in 

Zimbabwe can conform to in order to enhance competitiveness. This is because the study 

noted that a customer will demonstrate greater likelihood to remain loyal with a network 

carrier and give positive word of mouth about their experience to others. It can also be 

concluded that pricing also appears to be very essential in determining the extent of 

consumers‟ willingness to do business with a particular service provider over the long haul. It 



seems appropriate to suggest that service providers who are able to offer competitive pricing 

stand the chance to win customer over. 

 

5.4 Recommendations 

The following were the recommendations of the study 

 

 

 5.4.1 Recommendations for management 

Consumer research helps to drive these advertising efforts, informing companies of what 

their customers want before they even know they want it. In essence, the mobile phone 

service operators in Zimbabwe could undertake extensive consumer research such that they 

can anticipate the needs of their customers, this would guard against switching to other 

providers, at the same time ensuring brand loyalty. Management should also ensure that 

adequate resources for strategic activities are allocated and ensure that service delivery is 

aligned to the organizational strategic direction.   

 

Since the results have shown that satisfied customers will remain loyal with their network of 

choice. Hence, it can be recommended that brand building executives must ensure that 

customer satisfaction levels are closely monitored through interviews and focus group 

discussions (qualitative approaches) as well as periodic surveys (quantitative approaches) to 

gauge satisfaction/dissatisfactions levels. In dialogue with customers, management and 

employees should strive to understand customer expectations and attempt to exceed those 

expectations. Beyond the core services, customers expect to be treated respectfully and in 

friendly manner. Customers should be made to believe that the company has their best 

interest at heart.  

 

The findings have shown that perceived service quality affects brand loyalty directly. 

Therefore it is further recommended that brand managers in the above mentioned service 

providers should focus their attention on the influence of service quality on customer loyalty 

in tandem with satisfaction. The results indicated that even though there is a direct positive 

relationship between service quality and loyalty, other intermediate determinants need 

attention too. Just focusing on service quality may result in alienating other important drivers 



of customer loyalty in the equation. Looking at the individual dimensions of service quality, 

it is obvious that mobile operators should place particular emphasis on improving their 

network (that is coverage, connection, voice call, and overall network quality) as well as 

empowering service personnel to deal with complaints promptly, and demonstrate 

competence at handling issues. In this regard it can be recommended that access to customer 

service centres should also be hassle free, and within reach.  

 

The researcher further recommends that the customer perceived value should be boosted as it 

affects customer satisfaction and brand loyalty greatly. This study has shown that what 

customer give up, that is the price they pay for the services they receive have strong bearing 

on loyalty. Thus, brand executives must ensure that they give customers good value for their 

money. Customers seem to be pleased with a network operator that offer value added services 

such as free data allowance, talk time or tariff bonus, and other features that are not originally 

contained in the service price. When customer receive better value for their subscription, they 

become satisfied, which in turn determines their willingness to offer favourable word of 

mouth and continue patronizing the service providers‟ offering. Importantly, it is also 

recommended that marketing executives constantly scan their environments to counter the 

effect of competitors pricing strategies through retaliatory pricing.  

  

Customers are more inclined to remain loyalty to a network provider which has a strong 

image or reputation in the market. It is recommended that management should endeavour to 

continue investing in key areas that will generate favourable impressions in the public‟s 

mind. Since image is subjective, and one area that has direct bearing on the company‟s image 

is the quality of products or services of the company, it is essential that brand executives 

monitor corporate image improvements in relation to service quality dimensions. It is further 

recommended that employee orientation, especially customer service personnel, should 

attract critical attention, as customer ongoing engagement with the mobile career has a 

significant effect on their overall experience with the service provider. Any negative 

experience with service personnel will ruin customers‟ attitudes and cognition, which in turn, 

may affect their image of the network provider. Also the researcher recommends continuous 

monitoring and improvements in sources of brand image and reputation as these have direct 

effect on loyalty.  

 



Three key brand building strategies are being used by the mobile service operators to build 

their brands. These strategies are; corporate branding strategy, offensive and defensive 

branding strategy and customer relationship branding strategy. It is recommended that instead 

of using the corporate branding strategy intensively than other strategies, the mobile phone 

service providers should use these strategies equally, as such as initiative would reduce 

switching from one provider to another hence giving birth to loyalty.  

 

 

5.4.2 Recommendations for Theory  

The researcher identified and established the reasons behind the high mobile churn and 

switching rate being experienced by mobile service operators by establishing the key 

elements of brand loyalty in this market. Therefore the study will help mobile phone services 

improve their marketing strategies and increase customer satisfaction, at the same time 

reducing mobile churn and switching.  The study will contribute towards the building of a 

local database and putting together some Zimbabwean literature on brand loyalty knowledge 

base. Zimbabwean organizations are currently using western literature and applying it in the 

local situations with different operational environments.  

 

5. 4.3 Recommendations for further studies 

Brand loyalty in the mobile telecommunication industry is a comprehensive subject area 

which could be examined in further studies. Though this study was confined to three mobile 

phone service providers in Bulawayo (Zimbabwe) this entails that the study was limited. In 

such a view, the research can be further taken up to determine brand loyalty at a national, 

regional, continental or even international scale. Since also there is less literature on the 

Theoretical Framework of brand loyalty, hence this establishes a need for further study on the 

issue. 
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Appendix 1 

 

QUESTIONNAIRE 

 

Project Beneficiary: CONFIDENTIALITY AND CONSENT 

 This interview will not be revealed to anyone and the answers we will be solely 

used for the evaluation. The information you provide will not be used against 

your name .You are allowed not to respond to questions you don’t feel 

comfortable with. Your honest views to these questions will help us understand 

better what people think, say and desire about telecommunications mobile 

service providers (Brand Loyalty) In, Bulawayo province, Zimbabwe .I would 

greatly appreciate your help in responding to this survey. It will take about 20 

minutes of your time. Are you willing to participate? 

      Yes    No 

  

1. Name of Enumerator : Jubilant Sibanda ( Solusi University) 

 

 

                             Section A: DEMOGRAPHICS  

 

1. Gender of Respondent                                      Female                     Male  

 

            2. How old are you? 

          Below 18        18-25        26-35               36-45  

 

46-55      56-65              66+  

 

 

3. What is your monthly income before tax and deductions?   

$500-$999                $1000-$2000                     $2000-$2999          

 



 

                       $ 3000-$3999     $4000-$4999 $5000 plus  

                       Not in a position to disclose       

4. How long have you used your preferred mobile service provider? 

 

 

 

       

 

 

 

 

            5.  In which part of town do you live at the moment? 

Low Density area                 High density area                             City Centre                

    

                SECTION B INFORMATION ABOUT THE PROJECT 

 

6) Which of the following network providers is your most preferred or primary 

mobile telecommunications provider.   

 Econet                                              Telecel                                       Netone 

 

7. If you use more than one mobile service provider tick appropriate boxes 

Econet                  Telecel     Netone    

 

 

8. Rating of Service quality (Preferred): Econet   Telecel   Netone  

  

 1 2 3 4 5 

The Service quality is good      

The quality is consistent over time      

The prizes are considerable      

Period  Tick  

Less than 6 Months  

6months to 1year  

More than years to 4 years   

4 years to 8years  

8years to 10 years   

More than 10years  



I would recommend my service provider to a friend or 

colleague 

     

 

 



 

9. Tick an appropriate response with regards the statements below as they pertain to your telecommunications preferred mobile service provider 

 Yes No Not Sure 

Company avoids switching brands due to risks involved    

Company does not switch brands due to the effort involved    

The company trusts the brand of choice    

Company prefers long term relationship with a brand    

Company has confidence in the brands    

Company has been influenced by others in choice of brands    

Company prefers long term relationship with brands    

Price worthiness is a key influence in determining loyalty towards a brand    

Service quality enhances commitment    

Use of brand has positive emotional response    

Brand loyalty is buttressed by good marketing communications    

Operator always improves service offering    

Brand evaluation is based on performance    

Brand evaluation is based on alternatives    

Loyalty programmes by mobile service operators buttress company loyalty to a brand    
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10. How would you rate the overall importance when choosing a mobile service provider 

regarding the following statements by using a scale from 0 to 10, where 0 means “Totally 

Unimportant” and 10 means “ Extremely Important”, you may also choose any number in 

between  

 Most 

Important 

Second 

Most 

Important 

Third Most 

Important 

Do not know 

Call Quality     

Drop Calls     

Geographical coverage     

 

11. Out of the following statements regarding the “price of services” which of the following 

statements is most important to you, second most important to you when choosing a mobile 

service provider: 

 Most 

Important 

Second 

Most 

Important 

Third Most 

Important 

Do not know 

The price of voice calls     

The price of data calls     

The price of sms     

 

12. Out of the following statements regarding the “Tariff Plans “ which of the following 

statement is most important to you, second most important to you and third most important to 

you when choosing a mobile service provider : 

 Most 

Important 

Second 

Most 

Important 

Third Most 

Important 

Do not know 

a)Per second tariff plan     

b)Per minute tariff plan     

c)Peak and off tariff plan     

d)Flat tariff plan     
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13. Out of the following statements regarding the “Prepaid Product Bundles” which of the 

following statement is most important to you, second most important to you and third most 

important to you when choosing a mobile service provider: 

 

 Most 

Important 

Second 

Most 

Important 

Third most 

Important 

Do Not Know 

a) Prepaid service with SIM 

only offering 

    

b) Prepaid service with SIM 

and phone and offering 

    

c) Prepaid service with SIM 

and free airtime bundle 

    

d) Prepaid service with SIM 

bundle offering 

    

e) Prepaid service with data 

bundle offering 

    

f) Prepaid service with 

music downloads 

    

 

14. Any other comments 

......................................................................................................................................................

......................................................................................................................................................

......................................................................................................................................................

..................  

 

 

 


