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ABSTRACT

The Indian telecom sector is one of the most afittegments in India’s growth story-connectingibils of
Indian and nurturing many entrepreneurial dreamsti/V0 percent of the population staying in rurakas and a telecom
penetration of 58.45 percent as of July 2018, tmalrmarket would be a key growth driver in the dagnyears. Brand
switching can be explained as the decision of ssgprer to purchase a product of brand different fittvn current brand
used by him. It may be induced by either extriosimtrinsic factors. Extrinsic factors mostly incle sales promotions,
discounts, advertisements, popularity, cost, ehilewntrinsic factors may include boredom, curigsidesire to try a new
brand. The objective of this paper is to build aceptual model on the basis of various empiricatigs done in the past
on factors affecting customer switching behaviorthie Indian telecom industry. On the basis of aia@vof various
previous studies, the researchers propose an analytodel on the factors which has bearing on dleeisions of the

brand switching behavior of customers.

KEYWORDS: Brand Switching, Consumer/ Customer Behavior, TeteSector

Article History
Received: 12 Feb 2019 | Revised: 07 Mar 2019 | Accepted: 22 Mar 2019

www.iaset.us editor @ aset.us



