The impact of Telecom Brand loyalty in the student’s life
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ABSTRACT

I as a researcher thought this topic would be the best to work on, because I can very well understand the limitations one has in his/her student-life. Since there are very limited resources in which a student has to fulfil all the needs and requirements, including study material, transport costs, leisure costs as well as mobile costs.

And this is one of the main reasons why a student cannot become loyal to only and only one brand. A student will always be in favour of the company / brand offering the best package and sms package services. That is why the students will immediately switch over to that particular brand offering cheaper services without thinking of the previous brand they have been using.

This is a favour to a student but at the same time creates allot of competition in the market. A price war begins when one brand offers cheaper rates than others in the market because this leads more students to buy that particular brand more than any other brand present in the market. This leads to lesser or no brand loyalty at all and this is the main aim of the researcher to tackle this problem of Brand Loyalty for which this research has been carried out.

In a progressive and competitive market like Pakistan, it is near to impossible to assume that students will remain loyal to only one brand. And in this respect the researcher has given a number of suggestions and recommendations for a better understanding and guidance for students so that the selection becomes easier further providing incentives to the brands to introduce cheaper and student-friendly packages.
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CHAPTER ONE

INTRODUCTION

Background
Branding product, a concept since last many years has gained importance globally in the international market as means of product building or service identity and personality. A brand has its own identity which remains a source of priority, services or a product.

One can provide enough of evidence just to prove that customers do remain loyal to only one brand by paying a significant amount of money for a that“ good enough“ brand. If taking example of McDonald’s we have to agree to their concept that profits are not made by factories, instead its the relationship between the company and the customers that makes profits and secures the brand name and the relations it has.

Brand identification and brand personality details play a vital role in securing profits, because in this process loyal customers for the brand are also important. A brand is a relationship when the consumer uses and then reflects it in himself keeping in mind his/her experience with the product or the service, whereas a brand is an added value only when the customer analyses and compares the price of his/her brand with other competitive brands currently in the market.

And if the target market is of students, as in this thesis,  then one has to take in view all the needs and requirements of a student, his/her affordability because of limited financial resources, so in case of students brand loyalty acts in a different way as compared to brand loyalty for generally all consumers.
If talking about Pakistan, one can realize the importance of Brand is a little too complicated. Here a student’s foremost priority goes in favour of fulfilling his/her needs and not only associating themselves with any brand. In last few years Pakistan has changed allot in the international and national market in terms of policy. Many multinational firms are trying to change the mind-sets of Pakistan’s markets and the people, so that they could establish themselves in a better way and prosper for a brighter future.

The telecom industry here in Pakistan has grown allot if we compare it with the last few years, it now provides us with good voice clarity with reasonable rates and clear connections, but still students are not willing to stay with one specific brand which shows their un satisfaction for that particular brand, which can be because of a number of different reasons including packages, rates, services according to needs and requirements, etc.
Problem identification
Previously our telecom industry consisted of only three telecom companies who had monopolies in getting profits, but later on the Pakistani government started giving licenses to more companies’ as well ending up having a very competitive area for telecoms here.

People now have started to go in favour of branding concept. This can be said by seeing the past and comparing it with the present situation. People in the past did not have enough knowledge about brands, but now due to the evolution of media freedom, people have gained allot of knowledge about Branding. But this is not exactly the case if one is talking about students because a student’s main aim in his/her student life is to fulfil its needs and requirements with the best possible sources with minimum financial resources.
Now, with this knowledge people have understood the meaning of Brand, and what it stands for. People nowadays are more eager to know more about brands, their details, its value, how it feels, the aims and goals the brand has. And if the brand does not achieve what it aims to then it is a clear indication of Bankruptcy for the brand in the near future. So, the goals and aims of the brand play a very important role in its reputation in the market.

If the brands are not providing the services they have promised to provide e.g. foremost good call and sms packages,  voice clarity, connectivity, then they are destroying their market reputation on the other way giving way to the competitors working at the same time in that market.

Here in telecom sector, the students cannot be forced to stay with one mobile company which increases competition in the market and freedom for the students to move from one company to other whichever they prefer.

Orascom’s Mobilink having a major market share of 37% is a major Telecom Brand in Pakistan’s Telecom Industry. One of their good market share’s reason is that they were the first one to come to Pakistan and introduce telecom services, then their continuous high performance and good goals and aims and high branding strategies have lead them to have a good market reputation. And if they wanted to have the same reputation in the future they should have maintained their good services and should have fulfilled their promises that they had made to the consumers. Otherwise the brand would be effected which will at the end affect the company’s image. 
This is one of the main reasons why Mobilink is not popular among the young generation of Pakistan. In a country where Ufone giving the cheapest call rates and one of the best sms packages with free nights is nowadays one of the most famous brand among the youngsters, warid, telenor, zong coming after Ufone. 

Mobilink has come out to be a brand for professionals including businessmen and not for students. 

Targeting the youngsters of Pakistan Mobilink has come out with Jazz especially for the younger generation, while Ufone with Prepay life, warid with Glow and zong with z20.

Good knowledge about telecom has lead consumers to make correct decisions about the telecom brands keeping in mind their needs and affordability.

Problem statement

As all customers mainly students of the telecom sector are using their services very frequently for socializing perspective. The companies are required to know the perception of the students about the brand in their minds and their attitudes towards the attractiveness of brand which would mainly include the call and sms packages being offered by the brand, later followed by internet services and other Value Added Services. One of the main reason of students considering call and sms packages is their fewer financial resources.
Rationale of Study

The number of people has increased in the last few years that have started associating themselves with the brands. Many students are likely to express themselves or enhance themselves by selecting particular brand. The brand personality has not been widely acknowledged which does have the potential to increase the consumer loyalty.

Factors that play a vital role in making a brand loyalty include factors like brand attractiveness, self expressive values with brand, word of mouth about brands, and distinctiveness of brand personality.

In recent years Pakistan has changed internally in terms of policy and perception, new companies have been given license in telecom sector which makes this region a most competitive market for telecom industries. There is enough competition in the market as there are maximum numbers of competitors are playing their role in the market plus through freedom of media the competition is taking place like a war. Previously people did not have enough knowledge about the brands and their socialization included meeting people personally or getting in contact through letters sent via Post offices. But these days through media students have got an opportunity to understand the concept of meeting people via internet and mobile phones, brands and their personality.

The telecom brands in Pakistan have confused the students mind by giving them back to back branding strategies which makes the consumer to buy more than one connection. Because students will be in favour of the brand giving lowest possible sms and call rates. Most of the people have more than one connection so if any brand gives exciting new offer students will start using the connection of that brand. Students are not loyal to one brand; most of them do not associate themselves with one brand leading to the problem of tough competition. It is difficult for one brand to retain students for itself and this problem can only be rectified through careful building of the Brands personality by using all factors involved in attaining brand loyalty.

Research Questions
Does brand personality make students to associate themselves with particular telecom brand?

How does brand personality effect brand loyalty in the eyes of students?

Which aspects of brand personalities are connected to increase brand loyalty in the eyes of students?

Objectives of the Research

This research study is descriptive in nature. It is being undertaken in order to understand the importance of brand personality in telecom sector within the perspective of local scenario and to understand the variables involved in increasing the brand loyalty keeping in mind the young generation.
The secondary objective is that my reader gains some knowledge about the factors that influence the brands loyalty in a student’s life.
Scope of the study

The research basically is going to measure the tools of brand personality and brand distinctiveness with human characteristics in the field of telecom sector of Pakistan.

CHAPTER TWO

LITERATURE REVIEW

The new millennium is not only a new beginning for the world but also it’s a new beginning and in many ways continuation of new trends which have been followed by man-kind, in their behaviour with different cyclonical patterns throughout the history. Entering into a new era does not mean that one has to start right from the beginning when it comes to understand why some consumers are loyal to some certain brands, and if so then what type factors influence these allegiances. (Agarwal, 1995)

Brand loyalty is basically the decision a consumer makes to purchase one brand again and again, because he/she is in favour of that particular brand whether by expressing his/her ergo to buy it intentionally or by showing it by his behaviour. This is mainly because the consumer thinks that the brand offers the correct features, at a reasonable price, with a good image having good quality. If one wants to maintain or create Brand Loyalty, one has to make consumers change their choice, their way of deciding what to buy, and their thinking about what is best for them, today and in future so that the consumers stick to one brand and do not move to others present in the market. (Crowley, 2002)

The brands image that it owns plays a very important part for the company in regards of Competitive advantage. But usually this is not the case, because companies usually are unable to provide consumers with an entirely different message which also is in favour of the consumer and not only for knows, but also the one they cannot forget to use in future too. It is basically a sort of a test for all the brands, in which they have to show themselves better than all the other brands present, and by the word better we mean a totally positive image, hiding the weaknesses and the drawbacks of the company and only showing the best and most helpful part representing a good and positive image of the brand. A company’s brand should not only describe what the company is, it should also show a summed up history, the goals and aims of the company too. A brand also needs a personality and not only an identity, because a brand with no personality can be easily passed over. A good logo or a symbol also plays an important role for distinguishing the brand from other brands present, because at many times, these two things are the one’s which are mostly noticed at the very first look. (Collin de Verdi-ere, 2002)

Good marketing strategies with good understanding of motivation, learning, memory and decision-making play a vital role from the beginning when a new product is formed till it gets to the maturity stage. Theories about consumer’s behaviour have been again and again linked to decision made by the manager’s which involve issues regarding the development of the new product and later on its launch, its best time to enter the market and brand management. Branding plays an important role in deciding whether a product will capture a good market share or will it will be a flop, having an impact on the company and its image in the market and on the consumers. (Lindeberg, 1998)

Every brand has to decide for its personality which should be based on the brands aspirations and on what the consumers think about it. This personality is then communicated in seven to nine adjective forms only describing the brand. (Lowe, 1999)

A brand should basically have personality features including trustworthiness, reliability, authenticity, admirable, appealing, honesty, famousness, relevance, believable etc. (Bellard, 1995)

A brands image and its personality is also portrayed by the employees working in the company which means they also help in making a brand’s image and personality and this is one of the main reasons why the companies hire new people who are further trained to manage and promote the brand. The place of business plays an important role in the image of the brand. The environment and atmosphere of the store, quality of products, and friendliness of the staff working and serving the consumers can be some of the most important things that matter for consumers to go for or against the brand and the company. (Crowley, 2000)

Brand personality is a critically important component in developing brand’s image. When one buys a product, it’s not only the matter of buying it, it’s also the relationship one has started to have with it, for example one can choose a brand, then describe its good points the same way as one describes the good pints of humans, then one should give it a personality that will make it alive. (Schiebe, 1999)

Having good marketing, including a good logo, an eye catching slogan, an unforgettable personality or good voice for advertisements which highlights the distinguishing factors of the products from others in the market with good guaranties and warranties play an important role in communicating a brands personality. The brand should have an image which is as trustable as the image of a friend in a human life. There should be a never ending relationship between the customer and the brand which all has to go in favour of the customer. By this one means that the price of the product, its availability, the gender and age most appropriate for the product should all go in favour of the customer. If the customer is attracted and is being tempted to buy the product then that means that the product is not only bought but will also make a deep unforgettable relation with the customer. (Scgwerdt, 2000)

In case of companies not manufacturing products but only delivering services, the services should be of good standard, because customer’s experience of the service plays an important role in deciding the brands personality. All the goals and aims of the company should be achieved fulfilling all the promises made by the company. And if the company fails to fulfil its promises then that means they are breaking their customer’s trust. This will lead to customer’s not depending and trusting on the company, which will destroy the brands image. Consistency will create a good place for the brand in the customer’s mind. (Crowley, 2000)

Company’s personality consists of the company’s self-being, every action, every product being created and every decision made by the brand’s personality because it is very important as far as the company’s success factor is concerned it is a key to customer and personal satisfaction. (Girosi, 1997)
CHAPTER THREE
METHOD
A questionnaire-based survey was held with the help of more than 300 students from where the results have been obtained. The students involved in this survey were from different programs. The questionnaire being used in the survey has been obtained from “the effect of Brand Personality and Brand Identification on Brand Loyalty”, whereas applying the theory of Social Identification by Dr. Chung, currently a Professor at the School of Business Administration at the Sungkyunkwan University of Seoul, Korea.
Sample

Instruments and Measures

This is a survey-based research and is conducted through a questionnaire, which is distributed among 327 students of different programs. The questionnaire is based on 7-point likert scale. CRONBACH’S ALPHA VALUE IS .89 students are asked to indicate the extent of their agreement or disagreement on a statement ranging from 1 (strongly disagree) to 7 (strongly agree). The questionnaire has 17 parts. First part comprises of self expressive values using two statements adapted from construct validated in previous studies on building strong brand (Aaker, D 1996). Second part consists of distinctiveness of brand personality; it represents that does customer want difference between their brand and others.
 Third part of the questionnaire consists of brand identification. In this we concluded, the extent the customer feels about their brand. Fourth part measures word of mouth in which the basic element was to ensure that whether the customer talks about their brand or will they give their neutralized opinion or will they negative for their brand. Part five consists of brand loyalty. In this the elements were that the customer is going to use the extra features of the brand and if so, do they refer their brand to others. Both are important variables influencing the loyalty for the brand. (Bagozzi, R1980).

Procedure

The questionnaire was distributed among the students of various universities including Bahria University, Fast, Szabist, etc, requiring every single student to answer every part of the questionnaire. This ensured the validity of the response and research. Mainly emphasizing on getting majority of the questions answered As far as the analysis part is concerned, SPSS (Statistical Package for Social Sciences) program has been used. Starting with individual analysis, then comparing them with each other, and finally ending up categorizing the factors in a prioritised manner.

CHAPTER FOUR
RESULTS & DISCUSSION
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The result about the question asked for gender is that out of 327 questionnaires 67% of the respondents were male and 33% of the respondents were female.
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The result about the question asked for the number of connections you have is that out of 327 respondents 11.6% have the single connection, 59.6% percent have two connections, 14.7% have three connections, 6.4% have four connections and 7.6 percent have five connections.
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The result for the question asked for the connection you use most is that out of 327 respondents 35.2 percent are using mobilink, 34.3 are using u fone, 7.6 percent are using warid, 10.7 percent are using telenor and 12.2 percent are using zong.
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The result for the question asked for expressing their feelings about the brand is that out of 327 respondents 39.1 percent of the respondents were disagreeing with the statement, 6.4 percent were neutral and 55.7 percent were agreeing with the statement.
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The result for the question asked about the reflection of their personality with the brand is that out of 327 respondents 47.7 percent were disagreeing with the statement, 47.1 percent were agreeing with the statement and 5.2 of the respondents have shown their neutralized opinion.
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The result for the question asked about the relation of brand with another brand is that out of 327 respondents 39.1 were disagreeing with the statement, 10.1 have shown their neutralized response and 50.7 percent are agree with the statement.
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The result for the question asked about that the brand should be completely different from other brand is that out of 327 respondents 32.1 percent of the response were in negative, 14.7 have shown their neutralized opinion and 53.2 were agreed with the statement.
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The result for the question asked about that brand should have features common with other brands is that out of 327 respondents 37.3 were disagree with the statement, 2.4 percent have shown their neutralized opinion and 60.3 percent of the respondents were agree with the statement.
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The result for the question asked about the successes of the brand is that out of 327 respondents 29.4 percent were disagree with the statement, 31.2 have shown their neutralized opinion and 39.5 of the respondents were agree with the statement.
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The result for the question asked about the interest in what other think about the brand is that out of 327 respondents 11.6 percent were disagree with the statement,15.6 percent have shown their neutralized opinion and 72.7 have agreed with the statement.
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The result for the question asked about that does it feels like a personal compliment when some one praises your brand is that out of 327 respondents 40.1 have been disagreed with the statement, 6.4 have shown their neutralized opinion and 58.5 percent have been agreed on the statement.
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The result for the question asked is that out of 327 respondents 31.8 have disagreed with the statement, 16.2 of the respondents have shown their neutralized opinion and 51.9 percent have been agreed on the statement.
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The result for the question about if the media criticize my brand I would feel embarrassed is that out of 327 respondents 31.8 percent have been disagreed, 7.6 percent have shown their neutralized opinion and 60.6 have been agreed upon the statement.
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The result for the above question asked about that if someone criticize your brand you would feel personal insult is that out of 327 respondents 57.5 have been disagreed upon the statement, 14.1 have shown their neutralized opinion and 28.4 have been agreed upon the statement.
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The result for the question asked about the experience of the particular brand would be shared with other people or not is that out of 327 respondents 7.6 percent have been disagreed upon the statement, 20.2 have shown their neutralized opinion and 72.2 have been agreed upon the statement.
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The result for the above question asked about that will you continue to use this brand because it satisfy you is that out of 327 respondents 28.1 have been disagreed upon the statement, 4.9 percent have shown their neutralized opinion and 67 percent have been agreed upon the statement.
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The result for the above question asked about that will you continue to use this brand because it satisfy you is that out of 327 respondents 28.1 have been disagreed upon the statement, 4.9 percent have shown their neutralized opinion and 67 percent have been agreed upon the statement.
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 result for the question asked about the competitors deal that will se    m
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The result for the question asked about the competitors deal that will you use your brand in spite of competitors deal is that out of 327 respondents 16.8 percent have been disagreed upon the statement, 20.2 have shown their neutralized opinion and 62.7 have been agreed upon the statement.
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The result for the question asked that the additional services about the brand will make you use the brand is that out of 327 respondents 13.8 have been disagreed upon the statement, 15.3 have shown their neutralized opinion and 70.9 have been agreed upon the statement. 
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The result for the question asked that will you prefer brand to other is that out of 327 respondents 45.0 have been disagreed upon the statement while 4.9 have shown their neutralized opinion and 50.1 have been agreed upon the statement.

CHAPTER FIVE

CONCLUSION & RECOMENDATIONS
After all the surveys and researches conducted for Brand Personality and Brand Attractiveness constituting Brand Loyalty, we can easily end up concluding the fact that the students are confused and double-minded in making the right decision for which brand is better to be used and which is not.

If talking about the Telecom Sector, one can clearly observe the different employees working and using different marketing strategies to raise their number of customers. They may have succeeded to an extent of convincing the general public but not specifically students.
In table 4.2, a research shows that nearly 71.3% students are using only one type of connection which shows that students are not loyal to one particular brand and keep switching on to other brands as well. One of the reasons for this switching over can be because, the students not getting the right packages according to their affordability that is why they don’t exactly know which brand suits them the most and which doesn’t.

Mobilink having the first mover advantage has the greatest market share at the moment. Table 4.5 shows that 48.1% of the students agree to the fact that they are not very sure about the concept of Brand Personality, whereas 47.7% disagree with this. Tables 4.6, 4.7, 4.8, and 4.10 show that maximum number of students have agreed that all the brands should have features mostly similar to each other and having fewer differences so that making a decision becomes easier.

Table 4.11, 4.12, 4.13, 4.14 reveals that maximum students feel bad and insulted if their brands are criticized. Table 4.15 shows that students recommend their brand to other people but seeing Table 4.16, and 4.17 they show the opposite.

Table 4.18 shows that most of the students agree to use other brands only at the cost of the bundle package or the deals they offer.

Table 4.19 and 4.20 also reveal the students recommending their brand to others in the market.

After all the surveys and researches, we can finally conclude and suggest that the brands should not be involved in activities ending in criticism and bad reputation in the market. All brands should offer maximum similar features taking in concern the limited monetary resources of the students because they are not salaried people and mainly depend on their parents for their pocket-money ,so that all the students can get facilitated by the same services, but on the other hand the brand should also have one competitive advantage that other brands do not offer. This requirement includes the brand to tell their customers, its future, its mission and the goals it aims to achieve.

In conclusion, one can easily say that the price war being caused for all the brands is all because of the companies not taking in view a students life. Limited financial resources leads a student to buy the connection offering the minimum rates because in a students life his/her main aim is to study, interact with his/her family and friends maybe for study purpose or for friendship, and in both cases a good and cheap mobile connection plays an important and vital role.
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Questionnaire

Part A: Please provide your best responses to the following statements. Your responses will be treated with absolute confidence and will not be divulged to anyone else or used for any purpose other than for this research project.

A: The following statements relate to your mobile connection experiences. Please indicate your opinion about each of the following statements.
1. gender?

[]
male  
[]
female 


2. No of mobile connections you have?

[]1
[]2

[]3

[]4

[]5

3. Please tick which mobile connection you use the most?

· Mobilink

· Ufone

· Warid

· Telenor

· Zong

4. With what brand do you  associate yourself

· Mobilink

· Ufone

· Warid

· Telenor

· Zong

	
	Strongly disagree
	
	
	
	
	
	Strongly agree

	The brand should help me to express myself
	1
	2
	3
	4
	5
	6
	7

	The brand should reflect my personality
	1
	2
	3
	4
	5
	6
	7

	The brand should not be related to other brands
	1
	2
	3
	4
	5
	6
	7

	My brand should be completely different from other brands
	1
	2
	3
	4
	5
	6
	7

	The brand should have features common with other brands
	1
	2
	3
	4
	5
	6
	7

	The brand successes should be my successes
	1
	2
	3
	4
	5
	6
	7

	I am interested in what other thinks about the brand
	1
	2
	3
	4
	5
	6
	7

	When someone praises this brand, it feels like a personnel compliment
	1
	2
	3
	4
	5
	6
	7

	When I talk about this brand, I usually say “we” rather than “they”
	1
	2
	3
	4
	5
	6
	7

	If a story in the media criticize my brand I would feel embarrassed
	1
	2
	3
	4
	5
	6
	7

	When someone praises this brand  it feels like a personnel compliment
	1
	2
	3
	4
	5
	6
	7

	When some criticize my brand it feels like a personnel insult
	1
	2
	3
	4
	5
	6
	7

	I will Recommend my brand to other people
	1
	2
	3
	4
	5
	6
	7

	I will talk directly about my experience about the brand with people
	1
	2
	3
	4
	5
	6
	7

	I will continue to use this brand because I am satisfied with the brand
	1
	2
	3
	4
	5
	6
	7

	I will use my brand inspite of competitors’ deal
	1
	2
	3
	4
	5
	6
	7

	I would use additional services in this brand
	1
	2
	3
	4
	5
	6
	7

	I will prefer the brands to others
	
	
	
	
	
	6
	7


---------------------------------------------------------------------------------------------------------------------------------------

Thank you!
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[image: image41.wmf]Frequency distribution of the respondent w.r.t I would use additional services in
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