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Abstract 

The study was designed to determine factors which contribute to customer 

commitment in the mobile telephone service industry. The population of interest 

comprised of subscribers to mobile telephone companies in Nairobi and Mombasa 

cities. Two hundred respondents were sampled for purposes of data collection. Data 

was collected through interviewer administered questionnaires. Factor analysis was 

used to identify variables which determined customer commitment. It was established 

that calling habits varied across the two cities. The length of time customers stayed in 

business relationship had significant influence on their trust for service provider. 

Commitment to relationship was predominantly determined by level of trust 

customers had in service providers. Other factors which explained commitment 

include service quality, reliability and marketing activities by the service provider. 

Switching costs had significant and positive impact on commitment.  

 

Based on results of analysis, it was concluded that customer commitment to 

relationship vary across industries and geographic market segments. Commitment in 

Kenya's mobile telephone industry was determined by customer’s psychological and 

emotional factors as well as firm related factors. It was also concluded that efforts 

towards building trust have significant contribution to commitment. In addition, high 

switching costs increased commitment only when customers had developed trust in 

the service provider. The study recommends that studies should be carried out to 

assess the relative contribution of various marketing mix elements to customer 

commitment. 
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Introduction 

Business firms face many strategic problems at the market place. As competition 

becomes intense, firms strive to adopt strategies which enable them to gain market 

share and improve their performance. The traditional measures of performance that 

are based on financial metrics are reliable only to the extent of past information about 

an organization. To depict future performance, firms adopt holistic methods of 

measurement that capture financial, marketing and internal business processes 

perspectives. Building relationship with customers is emerging as an alternative 

strategy for increasing customer satisfaction and commitment. This in turn impacts on 

business performance. A high level of commitment produces consequences beneficial 

to those involved in the relationship (Rusbult and Arriaga, 1997). 

 

Despite their relevance in modern society, mobile telephone service providers can 

only thrive and effectively play their roles when they focus on delivering innovative, 

affordable and quality products and services in exchange for customer loyalty and 

commitment. Studies link positive customer experience to good word-of-mouth 

promotion (Zeithaml, et al., 1996). Commitment encourages consumers to provide 

constructive comments on the company’s performance. Huston and Burgess (1979) 

suggests that committed individuals are likely to disclose more information about 

their preference and other personal issues. Customer commitment provides service 

providers with the opportunity to rethink strategy process and outcomes. It offers 

companies the chance to appropriately target their customers, reduce switching 

behaviour and increase long-term profitable relationships.  

 

The concept of commitment has not been adequately contextualized in Kenya's 

mobile telephone industry. The study by Zhang and Bloemer (2010) investigated 

commitment from a service context but, their contextualization fits well the financial 

industry than the more complex mobile service industry. The commitment-trust theory 

developed by Morgan and Hunt (1994) shed more light on commitment. The current 

study mirrors approach adopted by Chen et al. (2010) but, differs from it by avoiding 

methodological weaknesses associated with choice of target population and data 

collection.  
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Research Objective 

The objective of the study was to determine factors which contribute to customer 

commitment in the mobile telephone service industry in Kenya 

Trust 

Trust is a major determinant of relationship commitment (Morgan and Hunt, 1994), 

and exists when there is confidence in a partner’s reliability and integrity. Moorman et 

al. (1993) defines trust as willingness to rely on an exchange partner in whom one has 

confidence. According to Morgan and Hunt (1994) trust goes beyond confidence and 

include the perception of confidence in the exchange partner's reliability and integrity. 

Trust therefore, implies uncertainty and vulnerability. As such, trust is critical when 

services are intangible, difficult to evaluate, complex and technical (N’Goala, 2006). 

Morgan and Hunt (1994) point that according to the commitment-trust theory; trust is 

a key variable in the development of an enduring desire to maintain a relationship 

with a brand in the long term. The process by which an individual attributes a trust 

image to the brand is based on his or her experience with that brand. Attribute is 

influenced by consumer’s evaluation of product trial, usage and satisfaction as well as 

advertising, word of mouth and brand reputation (Krishnan, 1996).  

Consumer Commitment 

Commitment means feeling attached to and intending to ensure the continuity of a 

relationship with a service provider or a brand. Commitment includes an intention to 

further develop, not simply to maintain the relationships. Udorn, Bloom and Zeithaml 

(1998) defined commitment as an affective attachment and an intention to develop 

and maintain long-term relationships with exchange partners. According to Anderson, 

Hakansson, and Johanson (1994), the concept of commitment captures not only the 

continuity but also the growth in relationships between exchange partners. 

Commitment is essential to successful long-term relationships (Fullerton, 2003; 

Morgan and Hunt, 1994) and an important driver of consumer loyalty.  

 

Two distinct types of commitment are documented in literature. Calculative 

commitment refers to the intent to continue the relationship, often motivated by high 

switching costs and scarce alternatives (Bendapudi and Berry, 1997). Affective 

commitment on the other hand indicates an enduring attitudinal desire to maintain a 

relationship with a brand, based on psychological attachment (Bansal et al., 2004; 
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Morgan and Hunt, 1994). Fullerton (2005) considers affective commitment as an 

important psychological force which is important to development and maintenance of 

marketing relationships. Fullerton appears to believe in the psychological influence of 

consumers in creating relations between consumers and organizations. It therefore, 

implies that consumer thought processes plays a major role in nurturing and 

maintaining relationships. Garbarino and Johnson (1999) offer a more clear analysis 

and explain that affective component is an emotional factor that develops through 

reciprocity or personal involvement between a customer and a service provider.  

 

Documented literature provide conflicting arguments about the concept of 

commitment. For instance, Buttle (1996 ) found little evidence that customers want to 

enter into long-term relationships. This view received support from Udorn, Bloom and 

Zeithaml (1998) who argue that there is no clear reason why individual consumers 

would want to commit to long term relationships with a particular firm. The 

relationship-quality route to commitment subscribes to the view that commitment 

takes time and is formed through repeated interactions between exchange partners 

(Scanzoni, 1979; Dwyer, Schurr, and Oh, 1987). A high level of commitment is 

believed to produce consequences beneficial to those involved in the relationships 

(Kelley 1983; Rusbult and Arriaga 1997). Commitment leads to relationship growth; 

widening and deepening of interactions between exchange partners (Anderson, 

Hakansson, and Johanson 1994). Commitment also contribute to non overt purchase 

related behaviours such as allowance for failure recoveries and tolerance of price 

increases.  

 

Consumer commitment leads to two types of desirable communication behaviours 

namely positive word-of-mouth and constructive feedback. Positive word-of-mouth is 

directed toward other consumers while constructive feedback is directed toward the 

company. Research has shown that positive experience leads consumers to say 

constructive things about the company as well as recommend the company to others 

(Zeithaml et al., 1996). Committed consumers provide inputs for the company to 

solve the problems when they have an option of simply walking away (Czepiel and 

Gilmore 1987). 
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In addition to providing feedback on the firm’s performance, committed individuals 

are likely to disclose more information about their preference and other personal 

issues (Huston and Burgess, 1979). Disclosure of information is done not only in the 

hope that the firm will understand consumers and serve them better but also out of the 

fact consumers feel more comfortable to share their personal information with the 

firm. Besides self-disclosure information, committed consumers are likely to bring in 

information regarding the offerings and performance of the firm’s competitors. Such 

information may be brought up because consumers want the firm to match up with the 

competition. Willingness to allow for failure recoveries and a relatively high tolerance 

for price increases represent strong tests of commitment. Instead of walking away 

because of experiencing failures or price increases, committed individuals stay. 

Although these behaviours might appear irrational from an economic perspective, 

they are undoubtedly justifiable to the committed partners (Czepiel and Gilmore 

1987). The psychological process underlying such behaviors lies in the trade-off 

between short-term gains and long-term benefits that consumers derive from 

relationships. 

 

Research method 

The unit of analysis was individual consumer who subscribe for mobile telephone 

services in Mombasa and Nairobi cities. The service providers whose subscribers 

were surveyed were: Safaricom; Airtel; Orange and Essar YU.  The target population 

was defined as subscribers to mobile telephone service providers who had consistently 

used mobile telephone services in Kenya over the past 12 months before the date of 

interview. Sampling was carried out at two levels. Disproportionate random sampling 

was used to select customer service centres of each service providers. This sampling 

method was adopted to enhance representativeness of respondents. This decision was 

influenced by awareness of the fact that some service providers such as Essar YU and 

Orange had fewer customer service centres than Airtel and Safaricom respectively 

within the Central Business District of cities where the study was conducted. The 

second sampling level involved choice of respondents. Since a reliable sample frame 

was not available, quota sampling was used to select 200 respondents. The sample 

size of 213 used by Morgan and Hunt (1994) in a study involving measurement of 

behavioural constructs provided the basis for arriving at sample size for the study. 
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Based on relative penetration of mobile services across the two cities, 120 respondents 

were sampled in Nairobi and 80 in Mombasa to take into account subscriber 

representativeness.  

 

Data was collected through structured questionnaire administered at customer service 

contact points of sampled mobile service providers. Data was analyzed using factor 

analysis. The analysis was used to identify and summarize underlying factors in 

consumer commitment to mobile telephone service providers. The factors extracted 

were rotated to improve interpretation. Cross validation was carried out by collecting 

data from two different cities. Findings from Nairobi were compared with those from 

Mombasa to check whether they were consistent or significantly different. The 

reliability of the instrument was checked by carrying out a pilot test.  

 Findings and discussions 

Out of the targeted 200 respondents, 161 positively participated in the survey yielding 

a response rate of 81 percent. Response rate was higher in Nairobi (88%) than in 

Mombasa where 70% responded. Male respondents were represented by 58% while 

female respondents constituted 42%. Three clear age groups emerged from analysis. 

The first age group were people in their teens (below 20 years). Customers belonging 

to this age group were represented by 10 percent. The second age group comprised of 

young women and men in their twenties and thirties. Respondents belonging to this 

age group were the majority and they were represented by 74 percent. The third 

distinct age group was represented by 16 percent and it consisted of men and women 

aged between 40 and 59 years. The proportion of non married respondents was higher 

(51 percent) than married respondents who were represented by 41 percent. Less than 

10 percent were living alone for reasons explained by divorce, marital separation and 

death of a marital partner.  

 

The frequency of use of mobile telephone services was analyzed to assess market 

dominance and consumer preferences. Results indicate that 82% of respondents used 

Safaricom services on a daily basis. Airtel enjoyed daily business from 33% of the 

respondents. Family and work mates received the greatest attention of callers each 

day. Majority of callers however, spent less than 40 minutes each day calling different 

contact groups. Church members received the lowest attention and 58% of the 
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respondents never made calls to their church members. Even though mobile telephone 

users made calls to their friends, many callers limited their calling time below 20 

minutes each day. Results could be interpreted to mean that many people contacted 

their friends through text messages (SMS) instead of using voice calls. Sixty eight 

percent (68%) of callers spent less than 20 minutes each day on making calls to their 

family members. The calling behaviour illustrates importance of family ties among 

users of mobile telephone services in Kenya. Results of the study suggest that family 

members and friends in that order were top priority for users of mobile telephone 

services in Kenya. This implies that mobile telephone can be described as a social 

device for connecting people to their loved ones. The finding is contrary to 

expectation of the view that mobile phone was a device for facilitating business. Forty 

five percent of the respondents did not make calls to workmates.  

 

Results of factor analysis revealed that four factors explained 69% of consumer 

commitment to mobile service providers. Trust, reliability, marketing activities and 

service quality were the main factors which contributed to consumer commitment in 

the mobile service industry. Trust explained 27% of the variance in commitment. 

Marketing activities by the service provider exemplified through reputation; calling 

rates; advertisement and bonga point rewards contributed to commitment to mobile 

service provider. The role of marketing activities in building commitment is a major 

departure from the model proposed by Laksamana and Wong (2009). Other than 

rewards, the researchers failed to investigate the role played by advertisement, pricing 

and corporate reputation in building commitment with service providers. The findings 

shed light into previously uncovered construct of commitment. The models by Hunt 

and Morgan (1994); and Laksamana and Wong (2009) are inadequate for explaining 

the contribution of service quality to relationship building and consumer commitment 

to service providers in the telecommunication industry. Service quality refers to the 

extent to which service delivery matches customer expectations and satisfies their 

needs and requirements. It follows therefore, that competency of personnel, service 

access process and speed of service delivery are important in delivering customer 

satisfaction.  

 

Service quality is related to three major components. The first component is 

concerned with people (employees) involved in service delivery. Skills, experience, 
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willingness to serve and behaviours of employees are important constituent of service 

quality. The second component of service quality is confined to the process of service 

access; which implies how the service is produced and delivered. In the context of 

mobile service industry, the process may include registration of subscribers, 

complaint management; service automation; and steps involved in accessing mobile 

telephone services. The third component of service quality is concerned with speed of 

service delivery. Speed denotes the ratio of effort to time (Effort/time). This means 

that customers would prefer higher ratio of service provider effort to time when 

accessing services. From theory perspective, there is concurrence that in addition to 

product, price, place and promotion (4Ps), additional 3Ps namely: people, process and 

physical location are important marketing mix elements for service sector. The 

findings of the study closely mirror conceptual discussions in service marketing 

literature. 

 

Commitment was also explained by an array of three statements which jointly implied 

reliability of service provider. The results were interpreted to mean that the level of 

customer commitment varies with extent of reliability of a service provider. Firms 

considered more reliable were inclined to benefit from committed customers. It was 

observed that reputation was an indicator of reliability. However, reputation may be 

influenced by perception of consumers. This implies that service providers with good 

public relations would build their reputation and consequently may be perceived by 

customers as more reliable. Based on positive perceptions, consumers may be 

committed to the service provider whose perceived reputation rating is high. The 

findings support the commitment model proposed by Laksamana and Wong (2009). 

While the model proposed by Laksamana and Wong (2009) explains how reputation 

of a firm contributed to trust by customers, the current study offers insight by 

suggesting that reputation is a component of reliability which broadly explains 

customer commitment to a service provider. 
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Conclusion 

Customer commitment is a strategic concern for service providers. Commitment plays 

major roles in improving profitability of a firm, reduction of marketing costs and 

increasing market share of service providers. Factors which explain customer 

commitment vary across industries and contexts. In Kenya’s mobile service industry, 

commitment is influenced largely by consumer psychological and emotional factors 

explained by trust. Trust is gained through service quality, reliability of service 

provider and consumer's experience with a service provider. Based on evidence from 

the study, switching costs locks consumers in a relationship with a service provider 

forcing them to remain committed over time. Consequently, high switching costs 

increases commitment and low switching costs increases consumer's freedom to quit 

the relationship with a service provider. Service providers which invest on building 

trust are likely to attract and retain customers. However, when trust has been 

established between service provider and customers, raising switching costs 

contributes to strengthening customer commitment and hence leading to better firm 

performance. Conceptualization of commitment therefore, should take into 

consideration marketing strategies adopted by firms in addition to trust that is built 

between consumers and service providers.  

   

Managerial implications 

Findings of the study implies that by investing in activities which build trust between 

customers and mobile service provider, a firm can raise the level of consumer 

commitment and subsequently, this leads to improved performance of the firm. In 

addition, results of the study suggests that innovative promotional activities carried 

out by a firm has long term effect on building relationship with customers. Further, 

lowering calling rates while at the same time implementing customer retention 

strategies through loyalty scheme (bonga points) helps a firm to strengthen its 

relationship with consumers. Increased attention should be paid by managers to 

establishing, nurturing and building trust between service provider and customers. 

Since service quality impacts on commitment, firms should study their service 

delivery models, identify gaps and work towards bridging the gaps. Specifically, firms 

should train their employees on service quality aspects; quality management systems 

should be put in place and latest technologies adopted to enhance service delivery.  
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Limitations and suggestion for future research 

Low response rate in Mombasa city limits interpretation of findings of the study. 

Airtel whose customers were part of the sample has over the past years rebranded 

more than three times. There was a possibility that some consumers lost track of 

branding evolutions within the company and failed to relate Airtel to Zain, Celtel and 

Kencell in that order. Under this scenario, result of analysis and their interpretation 

may be limited. The study revealed that marketing activities by the firm contributed to 

building relationship commitment. However, it was beyond the scope of the study to 

establish how various marketing mix elements vary in strength of influence on 

commitment. This is an area which require further research. 
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Appendices  

 
Table 1: Factors Contributing to Customer Commitment to Service Provider 

 

Factor Components  

Initial Eigen Values Rotation Sums of Squared Loadings 

Factor 

loadings  

% of 

Variance 

Cumulative 

% 

Total 

Factor 

Loadings 

% of 

Variance 

Cumulative 

% 

Extent of trust in 

Safaricom 

4.836 10.991 10.991 3.414 7.758 7.758 

Extent of trust in Airtel 4.144 9.417 20.408 3.161 7.184 14.942 

Extent of trust in 

Orange 

3.018 6.859 27.267 3.086 7.013 21.955 

Extent of trust in Yu 2.774 6.306 33.573 2.528 5.745 27.700 

Influence of Reputation 

on customer trust 

2.692 6.117 39.690 2.352 5.345 33.045 

Influence of calling 

rates on customer trust 

2.356 5.355 45.044 2.305 5.238 38.283 

Influence of 

advertisements on trust 

1.734 3.941 48.986 2.086 4.741 43.025 

Influence of Bonga 

points rewards on trust 

1.464 3.328 52.314 1.940 4.408 47.433 

Influence of service 

provider on customer 

trust 

1.406 3.196 55.510 1.753 3.985 51.418 

Influence of speed of 

service on customer 

trust 

1.388 3.154 58.664 1.702 3.868 55.286 

Influence of customer 

care service on 

customer trust 

1.250 2.841 61.505 1.653 3.757 59.043 

Influence of network 

problems on customer 

trust 

1.164 2.646 64.151 1.547 3.517 62.560 

Influence of service 

provider reputation on 

customer trust 

1.129 2.567 66.718 1.467 3.335 65.894 

Influence of service 

provider reliability 

1.020 2.319 69.036 1.382 3.142 69.036 

15 .909 2.067 71.103    
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16 .907 2.062 73.165    

17 .845 1.922 75.087    

18 .819 1.861 76.947    

19 .757 1.720 78.667    

20 .719 1.634 80.301    

21 .672 1.528 81.829    

22 .632 1.437 83.267    

23 .593 1.348 84.615    

24 .555 1.262 85.876    

25 .531 1.206 87.082    

26 .500 1.137 88.219    

27 .488 1.108 89.328    

28 .441 1.002 90.330    

29 .417 .948 91.277    

30 .400 .910 92.187    

31 .383 .871 93.058    

32 .354 .804 93.863    

33 .344 .781 94.644    

34 .309 .703 95.346    

35 .288 .654 96.000    

36 .275 .625 96.625    

37 .259 .588 97.213    

38 .238 .542 97.755    

39 .217 .494 98.249    

40 .192 .436 98.685    

41 .180 .409 99.094    

42 .153 .348 99.442    

43 .126 .287 99.729    

44 .119 .271 100.000    

Extraction Method: Principal Component Analysis. 
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Figure 1: Determinants of Customer Commitment to Service Provider 

 

 

 

 

 

 

 

KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling 

Adequacy. 

.651 

Bartlett's Test of 

Sphericity 

Approx. Chi-Square 2740.075 

df 946 

Sig. .000 


