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Abstract 

This paper examines the extent to which service use experience, commitment and perceived positive corporate 

reputation affect loyalty behaviour of dissatisfied stayers in mobile telephony context. Drawing on relationship 

marketing and switching behaviour literature a conceptual framework was developed and tested using partial least 

square structural equation modelling. The proposed model was validated with data from 736 subscribers of six global 

providers of telecommunication services. Results show that commitment and corporate reputation have significantly 

positive influence on the loyalty of dissatisfied stayers. Generally, the present study confirms existing marketing 

literature that dissatisfied customers may not necessarily switch while making unique contribution on the influence of 

corporate reputation as a switching barrier for dissatisfied customers. The managerial and theoretical implications are 

discussed.  
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1. Introduction  

Modern business organizations continue to purse customer-centric marketing strategies for retaining and building 

intimate long term relationship with profitable customers (Kotler & Keller, 2012; Bolton, 2011; Gummesson, Kuusela, 

& Närvänen, 2014; Jaakkola & Alexander, 2014). Customers switch to competitors when firms are not able to retain 

them. This can be very expensive since losing customers can mean staying out of business. Dissatisfaction has been one 

of the main causes of consumer switching (Bansal et al., 2005; Nimako & Ntim, 2015; Sathish, Kumar, & 

Jeevanantham, 2011) while satisfaction also leads to customer loyalty (Helkkula, Kelleher, & Pihlstro, 2012; Kotler & 

Keller, 2012). However, there is some evidence in the literature that some dissatisfied customers may still remain 

loyalty to current service provider (Panther & Farquhar 2004; Tseng & Wang, 2013).  

So far in the literature, results in past studies are limited to mostly firm-customer relationship factors that explain why 

dissatisfied customers still remain loyal to current service providers. Firm-customer relationship factors remain only one 

group of switching barriers (Bansal et al., 2005; Nimako & Ntim, 2014). Firm-customer relationship factors include 

commitment, use of services, and trust (Jones, Motherbaugh & Beatty, 2002; Keaveney & Parthasarathy, 2001; White 

& Yanamandram, 2004; Vazquez-Carrasco, & Foxall, 2006). However, past research has failed to examine the effect of 

corporate reputation as a switching barrier that prevents dissatisfied customers to stay or remain loyal to their current 

service providers. Corporate reputation can be a powerful tool that could bind existing customers to their current service 

providers. Therefore, the main purpose is to assess the extent to which corporate reputation and firm-customer 

relationship factors influence loyalty of dissatisfied customers in mobile telecommunication industry, using Ghana 

mobile telecommunication industry (GMTI) as the research context. The present research will contribute to marketing 

literature on why dissatisfied customers stay in a relationship and not switch mobile telephony service providers. 

2. Literature Review  

2.1 Switching Factors and Models 

According to Nimako (2012, p. 68) consumer switching behaviour (CSB) is defined as “Consumer switching behaviour 

is the process by which a consumer abandons his/her relationship with a current service/product provider and replaces it 

with a competitor partially or entirely for a given time period.” Many factors cause consumers to switch services 

providers. To understand these switching factors, many switching models and theories have been developed to 
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understand the switching antecedents and determinants in the extant marketing literature. Some of them are service 

quality, core service failure, price customer satisfaction/dissatisfaction and relationship factors (Keaveney, 1995; Lin, 

2010; Lin & Mattila, 2006; Nimako & Ntim, 2014).  

The Push-Pull-Mooring (PPM) model of service switching (Bansal et al. 2005) is widely adopted as a comprehensive 

model for understanding switching antecedents in many service contexts (Cheng et al., 2009; Hou et al., 2011; Ye & 

Potter, 2011; Fu, 2011; Hsieh et al., 2012; Zhang et al. 2012). The PPM Theory is a human migration theory that 

attempts to explain the reasons why people move from one place of origin to another for a time period (Bansal et al. 

2005). The theory posits that push effects are negative factors that force people to move away from their origin to 

another place. Push factors include unemployment, wars, loss of jobs, natural disasters, poverty (Lee, 1966; Moon, 

1995). On the other hand, pull factors are positive factors that attract people to move to a new destination. Pull factors 

include better economic conditions, peaceful environment, better job opportunities, higher incomes, quality education, 

quality health care facilities, among others (Lee, 1966; Moon, 1995).  These push and pull factors work together with 

the mooring factors. The mooring factors are a kind of moderating variables, and work to promote or discourage the 

potential migrants from leaving their origin to a new destination.  

 

Figure 1. Push-Pull-Mooring (PPM) Migration Model of Service Switching (Bansal, Taylor, & James, 2005) 

Several past studies have attempted to apply Bansal et al.’s (2005) model of CSB because it provides a useful 

theoretical model for understanding CSB in marketing and other business-related disciplines (Cheng et al., 2009; Hou et 

al., 2011; Ye & Potter, 2011; Fu, 2011; Hsieh et al., 2012; Zhang et al. 2012). Nimako and Ntim (2014) have recently 

extended the PPM service model of Bansal et al.’s (2005) to develop a PP3M model for understanding CSB 

telecommunication industry. 

2.2 Determinants of Loyalty of Dissatisfied Stayers  

Empirical research shows that some satisfied customers may still switch and/or not be loyal (e.g., Jones & Sasser, 1995; 

Jung & Yoon, 2012; White & Yanamandram, 2004) while dissatisfied customers may not necessarily switch (e.g., 

Patterson & Smith, 2003; Panther & Farquhar 2004; Tseng & Wang, 2013) but remain loyal to a service provider. The 

main reasons for this situation identified in the literature are positive firm-customer relationship factors and switching 

barriers that deter customers from discontinuing a business relationship in both the B2C context (Jones, Motherbaugh & 

Beatty, 2002; Keaveney & Parthasarathy, 2001; Patterson & Smith, 2003). There is, however, very limited empirical 

evidence on the influence of other constructs such as corporate reputation in explaining the loyalty of dissatisfied 

stayers. This study attempts to contribute to filling this gap in the extant marketing literature.  

2.3 Conceptual Framework and Hypotheses  

Drawing from relationship marketing and consumer switching behaviour literature, a research model is developed as 

shown in Figure 2. From the research model, there are two relationship factors, service experience (use of services) and 

commitment, in addition to corporate reputation, are hypothesized to influence loyalty of dissatisfied stayers. 

2.3.1 Service Use Experience and Loyalty of Dissatisfied Stayers  

Service experience is a relationship factor that relates to the use of services by customers of product/service (Nimako & 

Ntim, 2014). Customers’ use of service describes the extent of frequency of use (relationship depth), variety of services 

used (relationship width), length of service experience (relationship length) (Lopez et al., 2006; Nimako & Ntim, 2014). 

Generally, the consumers use frequently a varieties of service providers’ services for a long time, the more they 

involved with the service providers. This can service as a structural relationship bond between the customer and service 

provider. This could also act as a switching barrier even some level of dissatisfaction exists. Several studies have found 

that these relationship factors are strong reasons why dissatisfied customers may not discontinue a relationship with 
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service providers many service contexts (e.g. Jones et al., 2002; Keaveney & Parthasarathy, 2001; Patterson & Smith, 

2003; Panther & Farquhar 2004). This, therefore, leads the hypothesis that: 

H1: Service experience (SXP) will have significantly positive influence on loyalty of dissatisfied stayers. Specifically, 

the stronger the service experience, the stronger will be the loyalty of dissatisfied mobile subscribers. 

2.3.2 Commitment and Loyalty of Dissatisfied Stayers  

Commitment has been defined as an attitude that reflects the desire to maintain a valued relationship (Moorman, 

Zaltman, & Deshpande, 1992). Commitment is an essential appraisal mechanism by which a customer determines 

whether or not to have a long term relationship with a brand or firm and for how long (Bansal et al., 2004). 

Commitment to service provider is one of the relationship marketing constructs that has been found to be antecedent to 

switching intentions and behaviour (Bansal et al., 2004; Nimako & Ntim, 2014), and act in various ways as relationship 

bonds (Berry, 1995; Berry and Parasuraman, 1991; Chiu et al., 2005), and induces brand attachment and love (Batra et 

al., 2012; Carroll and Ahuvia, 2006). Previous studies have established that when consumer commitment service 

provider is strong, it strengthens the relationship between a firm and its customers in many research contexts (Batra et 

al., 2012; Bansal et al., 2004; Morgan and Hunt, 1994; Nimako & Ntim, 2014). Thus, a consumer’s commitment to a 

service provider could increase the switching cost in many service contexts (Bansal et al., 2004). Therefore, as a result 

of the strength of commitment to a service provider, some dissatisfied consumers are likely to remain loyal to current 

service providers and not switch to competitors. This leads the hypotheses that: 

H2: Consumers’ Commitment to a service provider will have a positive influence on loyalty of dissatisfied stayers. 

Specifically, the stronger the commitment the stronger will be the loyalty of dissatisfied stayers to an existing service 

provider. 

2.3.3 Corporate Reputation and Loyalty of Dissatisfied Stayers  

Corporate reputation refers to a company’s status among customers’ employees and other stakeholders compared to its 

rivals (Ettenson, & Knowles, 2008; Fombrum, 1996). Good reputation pays. Corporate reputation has been found to be 

a strong switching factor in many service contexts (Gerrard and Cunningham, 2004; Clemes et. al., 2007; Nimako & 

Ntim 2014). It has been found that consumer are interested in good reputation of their service providers and factor 

reputation in evaluating service providers in B2C contexts (Bansal et al., 2005; Nimako, 2012b). In spite of the 

importance firm reputation in the extant marketing literature, past studies have failed to conceptualise firm reputation as 

a switching cost or barrier that could influence existing dissatisfied customer to stay with a current service provider. 

This study, therefore, proposes that a firm’s good or positive corporate reputation can influence consumers to stay or 

become loyal even when they are dissatisfied. Therefore, this study hypothesises that:  

H3: Perceived firm reputation will positively influence loyalty of dissatisfied stayers. Specifically, the stronger the 

perceived firm reputation, the stronger will be consumers loyalty to current service provider. 

3. Methodology  

3.1 Population and Sampling 

This study was part of a larger study conducted, which had a population of 27,244,579 individual subscribers as of 

April, 2013 (NCA, 2013) from all the six global operators in Ghana’s mobile telecommunication industry (GMTI). A 

survey was conducted in three major cities/parts of Ghana and yielded a usable 736 questionnaire returned for final data 

analysis.  

3.2 Research Instrument 

A self-administered, structured questionnaire was developed from the literature reviewed and preliminary focus group 

interviews conducted by the researchers. In all, the measurement items derived from previous studies were modified 

within the context of the mobile telecom service. The Likert scale was used ranging from strongly disagree to strongly 

agree, coded 1 to 5 respectively to measure key constructs in the model, which are: service use experience, commitment, 

firm reputation and loyalty, and customer satisfaction. Finally, the questionnaire also contained respondents’ 

demographic data: gender, age, and education. 

4. Results 

This section presents results on the effect of service experience, commitment and corporate reputation on the loyalty of 

162 dissatisfied stayers (non-switchers). To identify dissatisfied stayers, the overall satisfaction item was used to 

categorise respondents into satisfiers (4 and 5 responses) and dissatisfiers (1-2 responses). Then one switching 

intentions item was used to categorise the sample into considerers of switching (4 and 5 responses) and non-considerers 

of switching (1 and 2 responses). In all there were 162 dissatisfied but non-considerers of switching customers. 
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4.1 Respondents’ Demographic Characteristics 

The results show that the males were 67.7% and the females were 32.3%. In terms of age, 20.7% of them were below 

25 years, 67.3% of them were between the ages of 25–36 years, 11.4% were between 37 and 50 years, and 0.6% were 

51 years and above. Thus majority of the respondents were economically active. In terms of education, 58.7% of them 

have higher education, 5% had Senior High School (SHS) education, 33% had post-SHS education, while 3% had other 

forms of education. For their income levels, 33.5% of the respondents earned monthly income up to US$ 250, while 

43.9% earned between US$ 250 and US$ 500, 6.5% earned monthly income above US$ 500. This shows that most of 

the respondents were relatively low income earners.  

61.7% of the respondents were married people, 36% were single and 2% of them were in other marital groups. 9% of 

them had been mobile customers for less than five years, 56.1% of them had between five and nine years of customer 

relationship, 26% of them had between 15 and 19 years of customer relationship with their mobile service providers and 

about 8% of them had been mobile customers for over 20 years. Generally, this indicates that most of the respondents 

had considerable experience in the use of mobile network services. Out of the 736 respondents, 5.4% of them use 

Expresso services (n = 40), 7.5% of them use Glo services (n = 55), 13.9% of them use Airtel service (n = 102), 8.3% 

use Tigo service (n = 61), 24% of them use Vodafone services (n = 177) and 40.9% of them use MTN (n = 301) 

services.  

4.2 Structural Model Analysis 

Data was analysed using partial least squares (PLS), specifically, SmartPLS 2.0 (Ringle et al., 2005) to perform 

structural equation modelling (SEM). PLS-SEM was deemed most appropriate, mainly because of the nested nature of 

the proposed models, which also had formative indicators that could be handled easily in PLS in terms of model 

identification compared to CB-SEM (Chin, 2010). 500 bootstrapping samples were run to get t-values to determine the 

significance of regression weights. Using Yamane’s (1967) formula, the sample of 736 was statistically adequate 

because it is far above what has been recommended as a rule of thumb for detecting small interaction effects, i.e., a 

minimum ratio of ten cases per parameter estimated (Bentler & Chou, 1988; MacCallum et al., 2006). A two-stage 

analysis was followed as recommended for SEM in general (Anderson and Gerbing, 1988) and PLS-SEM in particular 

(Chin, 2010).  

4.3 Assessing Reliability and Validity  

Second, the research model was estimated using SmartPLS 2.0 (Ringle et al., 2005). The adequacy of reliability and 

validity of research constructs and measurement indicators were examined with 500 bootstrap samples. Moreover at the 

construct level, the results of the reliability and validity of reflective indicators or constructs for sample are presented in 

the Tables 2 and 3. From these tables the results indicate that there is good construct validity for all constructs in the 

model for the two groups given that CRs, AVEs, CAs are all above their recommended levels (Hair et al., 2010).  

Table 1 and 2 Reliability and validity for dissatisfied stayers. 

Table 1. Reliability and discriminant validity      

 
CMT LTY REP SXP AVE CR CA 

CMT 0.90 
   

0.81 0.93 0.88 
LTY 0.67 0.91 

  
0.83 0.90 0.79 

REP 0.61 0.51 0.84 
 

0.70 0.87 0.79 
SXP -0.25 -0.15 -0.25 0.73 0.53 0.59 0.68 

Table 2. Cross loading of measurement items 

  CMT   LTY   REP   RLS 
  CMT1 0.90 0.59 0.48 -0.17 
  CMT2 0.93 0.60 0.54 -0.21 
  CMT3 0.88 0.63 0.61 -0.29 
  LTY1 0.62 0.91 0.45 -0.13 
  LTY2 0.60 0.91 0.47 -0.14 
  REP1 0.57 0.44 0.87 -0.21 
  REP2 0.39 0.32 0.76 -0.12 
  REP3 0.54 0.48 0.88 -0.27 
SXP 1 -0.10 -0.08 0.03 0.52 
 SXP2 -0.21 -0.11 -0.31 0.76 

Notes: Dissatisfied stayers (n=162), AVE – Average variance extracted; Benchmarks Hair et al, 2010): AVEs >=0.50, 

Composite reliability >=0.70, Cronbach alpha >= 0.70, Square roots of Average variance extracted in the diagonal, 
Corporate reputation (REP), Commitment (CMT), Service Use Experience (SXP), Dependent variable: Loyalty (LTY),   
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4.4 Assessment of Structural (Inner) Model  

The results of the structural model for the proposed relationships are presented in Table 3 and Figure 1. 

Table 3. Parameter estimates and model’s predictive power (dissatisfied stayers) 

  Dissatisfied stayers (n = 162)  Predictive power 

Predictive rel. (Q2) Hyp Paths Weight t-value P-value Remarks 

H1 SXP -> LTY 0.037 1.035 0.302 Not significant  -0.373 

H2 CMT -> LTY 0.581 14.351 0.000 Significant 0.598 

H3 REP -> LTY 0.163 3.861 0.000 Significant 0. 404 

 R2 (LTY) 0.46    0.424 

Note: *** Significant at 0.000, ** Significant at 0.01, * Significant at 0.05;  

  

 

 

 

 

  

 

Figure 2. Research model and hypotheses 

From Table 3 and Figure 1, the model predicted about 46% loyalty of dissatisfied-stayers. The results show that 

commitment has a positive influence on loyalty of about 58%, supporting hypothesis H1. Service use experience makes 

positive but non-significant relationship on loyalty of dissatisfied customers by 3.7%, disproving hypothesis H2. 

Positive corporate reputation positively influences loyalty by 16 %, confirming hypothesis H3. Thus, generally, neither 

negative factors at the service provider service delivery (push factors) nor positive competitor factors such as 

attractiveness of competitor offering and reputation quality (pull factors) influence customer loyalty.  

5. Discussion 

This study aimed at assessing the extent to which service use experience, commitment and perceived positive corporate 

reputation affect loyalty behaviour of dissatisfied stayers in mobile telephony context. The results show that, among the 

three, the strongest factor that explains the loyalty of dissatisfied stayers is commitment, which explains as much as 58% 

of loyalty of this group and make a large effect size of 0.37 (Cohen, 1988). This is followed by corporate reputation. 

Generally, the present study confirms existing marketing literature that dissatisfied customers may not necessarily 

switch (e.g., Patterson & Smith, 2003; Panther & Farquhar 2004; Tseng & Wang, 2013) but remain loyal to a service 

provider. In the present study found that commitment and reputation factors could explains loyalty behaviour among 

dissatisfied non-switchers. This finding confirms many past studies in the marketing literature, which also identified 

positive firm-customer relationship factors as fundamental reason for some dissatisfied customers not discontinuing a 

business relationship both in the B2C context (Jones et al., 2002; Keaveney & Parthasarathy, 2001; Nimako & Ntim, 

2014; Patterson & Smith, 2003). This implies that in the mobile telecom industry in developing economies, the 

hypothesis is true that, in spite of some level of dissatisfaction that may occur with a current service provider’s service 

delivery, mobile subscribers are likely to resist switching to new service providers and remain loyal to current provider 

if a strong firm-customer relationship commitment exist, coupled with positive firm reputation (Bell et al., 2005; Lopez 

et al., 2006).  

5.1 Contribution to Theory  

The present research contributes to marketing theory on why dissatisfied customers stay in a relationship with current 

service providers in two ways. First, this study provides empirical evidence to confirm the influence relationship 

marketing factors such as consumer use of service experience and commitment to service provider influence the loyalty 

of dissatisfied stayers in B2C context. Theoretically, this finding lends strong support to existing marketing literature 

(e.g. Jones & Sasser, 1995; Patterson & Smith, 2003; Nimako & Ntim, 2014) that at certain levels of dissatisfaction 

with current service provider may not negatively affect consumers’ loyalty to current service providers in general and in 

mobile telecommunication industry in particular. 

Service 

experience  

Commitment  
Loyalty of 

dissatisfied stayers  

Corporate 

reputation 

0.037 (1.035) n.s. 

0.58 (14.35***) 

0.16 (3.86***) 
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Second, this study is among the first to provide empirical evidence on the extent to which corporate reputation of 

existing service provider could act as a switching barrier to influence dissatisfied customers to be loyal in B2C context. 

The findings show that positive corporate reputation can be a significant switching barrier to switching and induce 

loyalty of dissatisfied stayers, lending strong support to existing marketing literature (e.g. Tseng & Wang, 2013; 

Vazquez-Carrasco, & Foxall, 2006; Nimako & Ntim, 2014). 

5.2 Managerial Implications 

The findings means that marketers in mobile telecom industry can achieve loyalty of dissatisfied stayers by developing 

marketing strategies that focus on building commitment and positive corporate reputation. This will enable consumers 

to enjoy and delight in the use of the firm’s services, and build strong emotional and structural bonds with service 

provider (Bansal & Taylor 1999; Bansal et al., 2004). The long-term effects of these marketing strategies are strong 

brand attachment and love (Carroll & Ahuvia, 2006; Bagozzi, Batra, & Ahuvia, 2013); increased repeat business and 

positive recommendation of service provider, increased consumer spending for firm’s services (wallet share), consumer 

loyalty, and weaker switching intentions of customers (Sheth & Parvatiyar, 1995; Batra et al., 2012; Chiu et al., 2005).  

5.3 Limitations and Conclusion  

This study is limited to the context of GMTI and that the model should be extended to other developing country 

research contexts to improve upon the generalizability of the findings. In summary, drawing on the relationship 

marketing and consumer switching behaviour literature, this study has provided empirical knowledge to scholars and 

practitioners regarding the influence of service use experience, commitment and corporate reputation on loyalty of 

dissatisfied stayers in developing country mobile telecom industry. The present research contributes to marketing and 

information systems literature on why dissatisfied customers stay in a relationship and not switch.  
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