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ABSTRACT

With the advancement in the telecommunication industry, mobile telecommunication
and use of other phone types in Sudan have gained impetus in the recent past. This
advancement in telecommunication technology in Sudan gained momentum in the year
2005. Since then, many Sudanese have embraced the technology which shows that
communication technology is spreading rapidly in the country. At this very early stage
of development, the industry hosts three major competitors giving the implication that
the market is still green. Therefore, the company that employs the best strategies in
ensuring highest customer retention has an upper hand of gaining a competitive
advantage in the market and thus reaping maximum profits from the industry. Being
operational in a developing country, the companies have not done much to improve
customer retention strategies in their mode of service delivery. If the key players would
pay the attention of improving consumer retention strategies, they would improve their
service delivery infrastructure which would affect the profitability of different service
providers differently depending on how consumer friendly their services are. This study
seeks to establish some of the fundamental factors that affect consumer retention by
investigating the three major mobile telecommunication operators in Sudan. It will
focus on MTN Sudan, Sudatel and Zain Sudan (Mobitel). The study employs
quantitative method by surveying university students. A discussion of the results of this
study will form the basis of recommendations for companies, academicians and other
operators and stakeholders of the telecommunication industry in Sudan. The realization
that customer retention is highly influenced by customer loyalty and behavior among
many other factors will be explored in the context of the three companies mentioned
hereinbefore. It will be evident that behavioral intentions directly rely on price
perceptions, perceived switching barriers and firms’ reputations.

Key Words: Mobile Phone Telecommunication, Consumer Retention, Customer
Loyalty and Consumer Behavior.



ABSTRAK

Dengan kemajuan industri telekomunikasi, telekomunikasi mudah alih dan penggunaan
berbagai jenis kaedah comunikasi di Sudan telah mendapat dorongan sejakkini. Di
Sudan kemajuan dalam teknologi telekomunikasi ini telah mendapat momentum nya
sejak tahun 2005. Sejak itu, ramai rakyat Sudan telah melibatkan diri dengan
perkembangan teknologi ini dan telah merebak dengan meluas. Pada peringkat awal
pembangunan, industri ini telah mengundang tiga pesaing utama dan ini memberi
implikasi bahawa pasaran masih hijau. Oleh itu, syarikat yang menggunakan strategi
terbaik dan boleh mengekalkan kepercayaan pengguna serta yang memuaskan
pelanggan akan mempunyai peluang untuk mendapatkan kelebihan daya saing yang
tinggi dalam pasaran dan seterusnya mengaut keuntungan maksimum dari perusahaan
ini. Syarikat yang menjalankan operasi di sebuah negara membangun, didapati kurang
berusaha dari segi mengekalkan penggunaan di kalangan pelangang dalam
mengedalikan corak saluran perkhidmatan, keupayaan tidak dilakukan banyak untuk
memperbaiki strategi pengekalan pelanggan dalam mod penyampaian perkhidmatan
mereka. Jika pemain utama mengambil lebih perhatian terhadap memperbaiki strategi
pengekalan pengguna, mereka akan meningkatkan infrastruktur penyampaian
perkhidmatan mereka.  Mereka akan dapat lebih keuntungan dari pembekal
perkhidmatan yang berbeza bergantung kepada bagaimana mesra pengguna
perkhidmatan mereka. Kajian ini bertujuan untuk menubuhkan beberapa faktor asas
yang mempengaruhi pengekalan pengguna dengan mengkaji tiga telekomunikasi
pengendali mudah alih utama di Sudan. la akan memberi tumpuan kepada MTN Sudan,
Sudatel dan Zain Sudan (Mobitel). Kajian ini menggunakan kaedah kuantitatif ke atas
pelajar universiti. Satu perbincangan hasil kajian ini akan membentuk asas cadangan
untuk syarikat, ahli akademik dan operator lain dan pihak berkepentingan industri
telekomunikasi di Sudan. Kesedaran bahawa pengekalan pelanggan sangat dipengaruhi
oleh kesetiaan pelanggan dan tingkah laku di kalangan banyak faktor lain akan
diterokai dalam konteks ketiga-tiga syarikat yang disebut terdahulu. la akan menjadi
jelas bahawa niat tingkah laku secara langsung bergantung kepada persepsi harga,
halangan perubahan yang nyata dan reputasi firma.

Katakunci: Telefon Telekomunikasi Mudah Alih, Penahanan Pengguna, Kesetiaan
Pelanggan, Tingkah Laku Pengguna
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CHAPTER ONE
INTRODUCTION
1.1.Background of the Study
The global telecommunication industry has experienced massive growth in the
recent past thanks to rapid technological advancement that has improved the
communication infrastructure. Rapid developments in the telecommunication industry
have led to major structural and managerial changes in the business world. This has
been contributed to by scientific discoveries and innovations which bring new
advanced technologies in the communication industry almost daily. This has led to

globalization and increased global economic activity.

Technological advancements have led to increased competition in the
communication industry. Consequently, companies in this field have been forced to
adopt new policies and strategies to survive the competition. Customer management
and service markets have received increased interest in terms of relational aspects
(Gronroos, 1990; Lawrence & Francis, 2005). Good customer relation is a vital
factor as a tool for customer retention. This aspect is also very crucial for an
organization that seeks to have a loyal customer base and hence overcome the stiff
competition in the industry (Berry, 1995; Morgan & Hunt, 1995, Manning, 2000;

Christopher et al; Bitner, 1992).

In the business world in general, several studies that have been conducted to

investigate the relationship between customer retention and organizational growth

1



The contents of
the thesis is for
internal user
only



REFERENCES

Ahmad, J. & Buttle, T. (2002). The impact of customer satisfaction in marketing. London:
Routledge.

Alexandris, K., Dimitriadis, N., & Markata, D. (2002). Can perceptions of service quality
predict behavioral intentions? an exploratory study in the hotel sector in Greece.
Managing Service Quality, 12 (4), 224 — 231.

Alford, B. L., & Biswas, A. (2002). The effects of discount level, price consciousness and
sale proneness on consumers’ price perception and behavioral intention. Journal of
Business, 55 (9), 775-783.

Ambrose, W., Paul, H., & Jean P. (1990). Privatizing telecommunications systems: business
opportunities in developing countries. IFC Discussion Paper: Wahington, DC.

Anderson, W. E., & Mittal, V. (2000). Strengthening the satisfaction-profit chain. Journal of
Service Research, 3, 107-120.

Anuwichanont, J. (2011). The impact of price perception on customer loyalty in the airline
context. The 2011 Barcelona European Academic Conference Barcelona, Spain.

Arab Advisors Group (2007). Sudan communications projections, Retrieved from:
www.arabadvisors.com/pressroom/archive/2006

Arab Advisors Group (2009). Sudan communications projections report. Retrieved from:
www.arabadvisors.com/pressroom/archive/2009

Assael, H., & Lipstein, B. (1978). How to reallocate marketing resources based on market
response. 24th annual meeting of the advertising research foundation, New York.

Bansal, H. S., Irving, G. P., & Taylor, S. F. (2004). A three-component model of customer.

Baron, R.M. & Kenny D.A. (1986). The moderator-mediator variable distinction in social
psychological research: Conceptual, strategic, and statistical considerations. Journal of
Personality & Social Psychology, 51, 1173-1182

Berry, D. (1995). Special issue on telecommunication and management. MIS Quarterly,
29(2), 193-195.

Bolton, R. (1998). A dynamic model of the duration of the customer’s relationship service
provider: The role of satisfaction. Journal of Marketing Science, 17, 45-65.

Boonton, F. (2005). Mobile Telecommunication. New York: Penguin.

Bourreau, M., & Dogan, P. (2001). Regulation and innovation in the telecommunications
industry, Telecommunications Policy, 25,167-184.

Bowen, J. T. & Chen, S. L. (2001). The relationship between customer loyalty and customer
satisfaction. International Journal of Contemporary Hospitality Management, 13
(4/5), 213-217.

Bromley, D. B. (2000). Psychological aspects of corporate identity, image and reputation.
Corporate Reputation Review, 3, 240-252.

Burnham, T. A., Frels, J. K. & Mahajan, V. (2003). Consumer switching costs: a topology,
antecedent and consequences. Journal of the Academy of Marketing Science, 32(2),
213-217.

Capozzi, L. (2005). Corporate reputation: our role in sustaining and building a valuable
asset. Journal of Advertising Research, 45(3), 290—293.

188


http://www.arabadvisors.com/pressroom/archive/2006
http://www.arabadvisors.com/pressroom/archive/2009

Chaudhuri, A., & Holbrook, M.B. (2002). Product-class effects on brand commitment and
Brand outcomes: The role of brand trust and brand affect. Journal of Brand
Management, 10 (1), 33-58.

Chen, P.Y. & Hitt, L. M. (2002). Measuring switching costs and the determinants of
customer retention in Internet-enabled businesses: A study of the online brokerage
industry. Information Systems Research, 13, 255-274.

Christopher, M., Payne, A. & Ballantyne, D. (1992) Relationship Marketing-Bringing
Quality Customer Service and Marketing together, Oxford: Butterworth-Heinemann

Christopher, G., David, C., Mike., C. & Esther, C. (2006) . A survey of customer retention
in the new zealand banking industry. Banks and Bank Systems, 1(4), 83-99.

Cooil, B., Keiningham, T., Aksoy, L., & Hsu, M. (2007). Customer satisfaction and share of
wallet. Journal of Marketing, 71, 67-83.

Coyles, S., & Gokey, T. (2005). Customer retention is not enough. Journal of Consumer
Marketing, 22, 101-105.

Creswell, J.W. (2003). Research design. Qualitative, quantitative and mixed methods
approaches. Thousand Oaks, CA: Sage.

Creswell, JW. (2009). Research design: Qualitative, quantitative, and mixed method
approaches. CA: Sage.

Cretu, A. E. & Brodie, R. J. (2007). The influence of brand image and company reputation
where manufacturers market to small firms: a customer value perspective. Industrial
Marketing Management, 36 (2), 230—240.

Davies, G., Chun, R., da Silva, R.J.V., & Roper, S. (2002). Corporate reputation and
competitiveness. London: Routledge.

DeSouza, D. (1992). Customer Satisfaction: Factors that affect Retention. London:
Palgrave Macmillan.

Diamante, V. (2003). Survey research: the basics. London: Sage Publications.

Dick, A.S., & Basu, K. (1994). A customer loyalty: Toward an integrated conceptual
framework. Journal of Academy of Marketing Science, 22, 99-113.

Dodds, W.B., Monroe, K.B. & Grewal, D. 1991. The effect of price, brand and store

information on buyers® product evaluations. Journal of Marketing Research, 18, 39-
50.

Dwyer, F. P., Schurr, H., & Sejo, O. (1987). Developing buyer seller relationships. Journal
of Marketing, 51, 11-27.

Eberl, M. & Schwaiger, M. (2005). Corporate reputation: disentangling the effects on
financial performance. European Journal of Marketing, 39, 838-854.

Egan, J. (2004). Relationship Marketing: Exploring Relational Strategies in Marketing.
London: Prentice Hall.

Foxall, G. (1984). Corporate innovation: marketing and strategy. New York: St Martin’s
Press.

Gale, H. (1997). Satisfaction is not enough. Journal of Marketing News, 18.

Gerpott, T., Rams, W. & Schindler, A. (2001). Customer retention, loyalty, and satisfaction
in the German mobile cellular telecommunications market. Telecommunication Policy,
25 (4), 249-2609.

Gliner, J., & Morgan, G. (2000). Research methods in applied settings: An integrated
approach to design and analysis. London: Lawrence Erlbaum Associates.

189



Gordon, 1. (1999). Relationship Marketing: New strategies, techniques and technologies to
win the customers you want and keep them forever. New York: John Wiley and Sons
Publishers.

Gronroos, K. (1990). Telecommunication Industry—Building Blocks for Success. Chichester:
Wiley.

Gummeson, P. (1999). Integrated Models for Profitability. San Francisco: Wiley

Hart, C. W., & Johnson, M. D. (1999). Growing the trust relationship. Marketing
Management, Spring, 8-19.

Hassan, F.E. (2011, February 08). North, south Sudan relationship enters new phase amid
challenges. Retrieved June 26, 2011, from
http://news.xinhuanet.com/english2010/world/2011-02/08/c_13722045.htm

Hawkins, D. I., Roger J. B., & Kenneth A. C. (1983). Consumer Behavior: Implications for

Marketing Strategy. Plano, TX: Business Publications.
He, Y., Cheung, S. & Tse, S. (2009). The role of switching costs on service loyalty: a
canonical correlation analysis. Journal of Chinese Entrepreneurship, 1 (2), 154 — 164.

Hennig-Thurau, F. & Klee, H. (1997). Telecommunications: The Approaches that have

made it Phenomenon. Minnesota: Univ Of Minnesota Press

Hennig-Thurau, T., & Klee, A. (1997). The impact of customer satisfaction and relationship

quality on customer retention: A critical reassessment and model development.
Journal of Psychology and Marketing, 14.

Hohnen, Paul (2007). Corporate social responsibility: An implementation guide for
business. Manitoba, Canada, International Institute for Sustainable Development
Holbrook, M. B. (1994). The nature of customer value: an anthology of services in the
consumption experience. In R. T. Rust and R. L. Oliver (Eds.). Service Quality: New

Directions in Theory and Practice, 21-71.

Jacoby, J., & Chestnut, R.W. (1978). Brand loyalty measurement and management. New
York: Wiley.

Jiang, P. & Rosenbloom, B. (2005). Customer intention to return online: price perception,
attribute-level performance, and satisfaction unfolding over time. European Journal of
Marketing, 39 (1/2), 150-174.

Jobber, D. (2001). Principles and practices of marketing. Maidenhead: McGraw- Hill.

Jones, G. H., Jones, B.H. & Little, P. (2000). Reputation as reservoir: buffering against loss
in times of economic crisis. Corporate Reputation Review, 3, 21-29.

Jones, M. A., Mothersbaugh, D. L. & Beatty, S. E. (2000). Switching barriers and

repurchase intentions in services. Journal of Retailing, 76, 259-274.

Jones, O. T., & Sasser, W, E. (1995). Why satisfied customers defect? Harvard Business
Review, November-December, 88-99.

Kaiser. (1974). Unrestricted versus restricted factor analysis of multidimensional test items:
some aspects of the problem and some suggestions. spain.

Kalwani, M. U. & Silk, A. (1982). On the reliability and predictive validity of purchase

intention measures. Journal of Marketing Science, 1, 243-286.

Kanungo, R. N., & Pang, S. (1973). Effects of human models on perceived product quality.
Journal of Applied Psychology, 57, 172-178.

Katrichis, J. M. (1998). Exploring departmental level interaction patterns in organizational
purchasing decisions. Industrial Marketing Management, 27 (2), 135—146.

190


http://news.xinhuanet.com/english2010/world/2011-02/08/c_13722045.htm

Keaveney, S. M. & Parthasarathy, M. (2001). Customer switching behavior in online
services: an exploratory study of the role of selected attitudinal, behavior, and
demographic factors. Journal of Academy of Marketing Science, 29 (4), 374-390.

Keh, H. & Xie, Y. (2009). Corporate reputation and customer behavioral intentions: The
roles of trust, identification and commitment. Industrial Marketing Management, 38,
732-742.

Keiningham, T., Cooil, B., Aksoy, L., Andreassen, T. & Weiner, J. (2007). The value of
different customer satisfaction and loyalty metrics in predicting customer retention,
recommendation, and share-of-wallet. Managing Service Quality, 17 (4), 361 — 384.

Keller, L.K. (1998). Strategic Brand Management. Upper Saddle River, NJ: Prentice Hall.

Khaki, G. H. (2000). Research methodology in management. Tehran: Azad University
Publish Centre.

Khan, M. (2009). Telecom Indicators — July 2008 to March 2009.

Kima, M., Park, M. & Jeonga, D. (2004). The effects of customer satisfaction and switching
barrier on customer loyalty in Korean mobile telecommunication services.
Telecommunications Policy, 28, 145-159.

Kotelnikov V (2001). Customer retention and customer lifetime value. Retrieved from
http://www.es.com/business_guide/crosscuttings/customer_retention. on 18.02.2012

Kotler, G. & Armstrong, W. (2005). Customer Retention: How local businesses are beating
the global competition. San Francisco: Berrett-Koehler Publishers.

Kotler, J., Probst, G., Raub, S., & Romhardt, K, (1999). Organizational Customer Retention.
Information Management Review, 1 (1), 35-45.

Kotler, P. (1997). Marketing Management: Analysis, Planning, Implementation and
Control.

Kotler, P., & Armstrong, G. (2005). Principles of Marketing. New Delhi: Prentice Hall.

Kumar, V., Bohling, T. R. & Ladda, R. N. (2003). Antecedents and consequences of
relationship intention: implications for transaction and relationship marketing.
Industrial Marketing Management, 32 (8), 667—676.

Lawrence, G. & Francis, M. (2005). Global Competitive Strategy. Cambridge: Cambridge
University Press.

Lichtenstein, D.R., Ridgway, N. &Netemeyer, R.G. (1993). Price perceptions and consumer
shopping behavior: a field study. Journal of Marketing Research, 30, 234-245.

Lines, V. L. (2004). Corporate reputation in Asia: Looking beyond bottom-line
performance. Journal of Communication Management, 8 (3), 233-245.

Lovelock, C. H., & Wright, L. (2002). Principles of Service Marketing and Management.
Englewood Cliffs, N.J.: Prentice-Hall.

Macintosh, G., & Lockshin, L., (1997). Retail relationships and store loyal: A multi-level
perspective. International Journal of Research in Marketing, 14, 487-497.

Manning, J. (2000). Customer ralationship management. New Delhi: Prentice-Hall of india.
Print.

Manning, J., & Andreasen, R., (2000). The Dissatisfaction and Complaining Behaviour of
Vulnerable Consumers, Journal of Consumer Satisfaction, Dissatisfaction and
Complaining Behaviour, 3, 12-20.

Manning, G., & Reece, B., (2007). Selling today: creating customer value. New Jersey:
Pearson Education Ltd.

191


http://www.es.com/business_guide/crosscuttings/customer_retention

McDonald, G. (1999). Customer Satisfaction. London: Routledge

Mittal V., Ross, T. W., & Baldasare, M. P., (1998). The asymmetric impact of negative and
positive attribute-level performance on overall satisfaction and repurchase intentions.
Journal of Marketing, 62, 33-47.

Mittal, V., & Kamakura, A.W. (2001). Satisfaction, repurchase intent, and repurchase
behavior: Investigating the moderating effect of consumer characteristics. Journal of
Marketing Research, 38, 131-142.

Mittal, V., & Wagner, K. (2001). Satisfaction, Repurchase Intent, and Repurchase Behavior:
Investigating the Moderating Effects of Customer Characteristics. Journal of Marketing
Research, 131-142.

Mittal, V., Kumar, P., & Tsiros, M. (1999). Attribute level performance, satisfaction, and
behavioral intentions over time: A consumption-system approach. Journal of
Marketing, 63, 88 -101.

Mittal, V., Kumar, P. &Tsiros, M. (1999). Attribute-level performance, satisfaction, and
behavioral intentions over time. Journal of Marketing, 63 (2), 88—101.

Morgan, M. & Hunt, H. (1995). Measuring and Managing Customer Retention. Sloan
Management Review, 61-73.

Musa, R., Pallister, J., & Robson, M. (2004). Assessing customer satisfaction within the
direct sales channel using consumption system approach: Empirical evidence from

Malaysia. Proceedings of the Australian and New Zealand Marketing Academy,
Wellington, New Zealand.

Nagle, T.T. & Holden, R.K. (2002). The strategy and tactics of pricing: a guide to
profitable decision making. Englewood Cliffs, NJ: Prentice-Hall.

Nankervis, A., & Pearson, C. (2002). Work and Organization in the New Economy. Research
and Practices in Human Resource Management, 10.

Narayandas, D. (1998). Measuring and Managing the Benefits of Customer Retention.
Journal of Service Research, 1, 108-121.

Nataraj, G. (2010). Lonely Planet Shanghai Encounter. Melbourne: Lonely Planet.

Nataraj, P. (2011). Business Analysis Techniques: 72 Essential Tools for Success. London:
British Informatics Society Ltd.

Neuman, W.L. (2002). Social research methods: qualitative and quantitative approaches.
New Jersey: Allyn & Bacon.

Newman, |. & Benz, C. (1998). Qualitative — Quantitative Research Methodology:
exploring the iterative continuum. USA.

Nguyen, N. & Leblanc, G. (2001). Corporate image and corporate reputation in customers’
retention decisions in services. Journal of Retailing and Consumer Services, 8, 227—
236.

Oliver, R. L. (1999). Whence consumer loyalty? Journal of Marketing, 63, 33-44.

Orddiiez, L. D., Connolly, C. & Coughlan, R. (2000). Multiple reference points in
satisfaction and fairness assessment. Journal of Behavioral Decision Making, 13 (3),
329-44.

Oyeniyi, J.0. & Abiodun, J. (2010). Switching cost and customers loyalty in the mobile
phone market: the Nigerian experience. Business Intelligence Journal, 3 (1), 111-121.

Parusaraman, A ., Zeithamal, V. & Berry, L. (1985). A conceptual model of service quality
and its implication on future research. Journal of Marketing, 48, 41-50.

192



Patterson, P. G., Johnson, L. W., & Spreng, R. A. (1997). Modeling the determinants of
customer satisfaction for business-to-business professional services. Journal of
Academy of Marketing Science, 25, 4-17.

Peck et al., (1999). A Model of Profit Making Institutions. International Journal of
Knowledge Management, 2(3), 51-68.

Peighambari, K. (2007). Developing and Testing a Model for Explaining Customer
Retention Formation: Case of Iranian Mobile Telecommunication Services.

Petzer, G., Perrey, J. & Spillecke, D. (2009). The End of Cheap China: Economic and
Cultural Trends that will Disrupt the World. San Francisco: Wiley.

Pritchard, M., Havitz, M. & Howard, D. (1999). Analyzing the commitment loyalty link in
service contexts. Journal of Academy of Marketing Science, 27 (3), 333-348.

Ranaweera, C., & Neely, A. (2003). Some moderating effects on the service quality-
customer retention link. International Journal of Operations & Production
Management, 23, 230-248.

Ranaweera, C., & Prabhu, J. (2003). The influence of satisfaction, trust and switching
barriers on customer retention in a continuous purchasing setting. International Journal
of Service Industry Management, 14, 374-395.

Reichheld, F. F. (1996). The loyalty effect. Boston: Harvard Business School Press.

Reichheld, F.F., Markey, R.G. & Hopton, C. (2000). The loyalty effect — the relationship.

Reichheld, T. & Sancher, D. (1990). The trends in Customer Retention. New Jersey:
McGraw-Hill.

Roberts, P. W. & Dowling, G. R. (1997). The value of a firm's corporate reputation: how
reputation helps attain and sustain superior profitability. Corporate Reputation Review,
1 (1), 72—-76.

Romano, A.C. (2000). Customer relations management in information systems research.
Proceedings of the Americas Conference in Information Systems (AMCIS), 13, 811-9.

Rootman, C. (2006). The influence of customer relationship management on the service
quality of banks. Unpublished masters dissertation, Nelson Mandela Metropolitan
University, Port Elizabeth.

Rose, C. & S. Thomsen (2004). The impact of corporate reputation on performance: some
Danish evidence. European Management Journal, 22, 201-210.

Rust, R. T., & Zahorik, A. J. (1993). Customer satisfaction, customer retention, and market
share. Journal of Retailing, 69, 193-215.

Rust, R. T., Inman, J., Jia, J., & Zahorik, A. (1999). What you don’t know about customer
perceived quality, role of customer expectation distribution. Journal of Marketing
Science, 18, 77-92.

Satmetrix (2004). The power behind a single number: growing your business with net
promoter. Satmetrix Systems. White Paper. Retrieved from:
www.satmetrix.com/pdfs/netpromoterWPfinal.pdf.

Sekeran. (2003). Scientific Qualitative research. New Jersey: Prentice-hall.Print.

Seo, D., & Ranganathan, C. (2008). Two-level model of customer retention in the US
mobile telecommunications service market. Journal of Telecommunication Policy, 32,
182-196.

Shapiro. (1992). Wikipedia. Retrieved 9 27, 2012, from Shapiro-Wilk test:
http://en.wikipedia.org/wiki/Shapiro%E2%80%93Wilk_test.

193


http://www.satmetrix.com/pdfs/netpromoterWPfinal.pdf

Sirdeshmukh. (2002). Customer behavioral intention and loyalty. Sage publication. Print.

Sudan Yellow Pages. (2007). Retrieved 9 217, 2012, from
http://www.sudanyellowpages.com/alfa_search5506.htmli?result=L

Sung-Ho, L. (2008).Evolution of the Mobile Phone Industry and Changes in Competition
Structure.

Thomas, J. (2001). A methodology for linking customer acquisition to customer retention.

Journal of Marketing Research, 38, 262-268.

UN-ESCWA, (2004). Retrieved 7 28, 2012, from UN-ESCWA: http://www.escwa.un.org

UNIFEF, (2008). Retrieved 4 18, 2012, from Unicef: http://www.unicef.org

Varki, S. & Colgate, K. (2001). The Revolution in Customer Retention approaches. New
York: World Bank Publications.

Varki, S. & Colgate, M. (2001). The role of price perceptions in an integrated model of
behavioral intentions. Journal of Service Research, 3 (3), 232-240.

Venetis, K. A., & Ghauri, P. (2004). Service quality and customer retention: Building long

term relationships. European Journal of Marketing, 38, 77-98.

Walsh, G. & Wiedmann, K.P. (2004). A conceptualization of corporate reputation in
Germany: an evaluation and extension of the RQ. Corporate Reputation Review, 6,
304-312.

Walsh, G., Mitchell, V., Jackson, P.R. & Beatty, S.E. (2009). Examining the antecedents
and consequences of corporate reputation: a customer perspective. British Journal of
Management, 20, 187-203.

Wang, P. (2004). Exploring influencing factors for the selection of mobile phone service
providers: A structural equational modeling (SEM) approach on Malaysian consumers.
African Journal of Business Management,4(13), 2881-2897.

Weinstein, G. & Johnson, T. (1999). Customer Satisfaction and Retention in Application.
New York: World Bank Publications.

Weinstein, G. & Johnson, D. (1999). Impact of Customer Retention. West ~ Hartford, CT:
Kumarian Press.

Weiwei, T. (2007). Impact of corporate image and corporate reputation on customer loyalty:
a review. Management Science and Engineering, 1 (2), 57-62.

Wernerfelt, B. (1988). Umbrella branding as a signal of new product quality: an example of
signaling by posting a bond. RAND Journal of Economics, 19, 458-466.

Winer, R. S. (2001). A framework for customer relationship management. California

Management Review, 43, 89-105.

Yang, Z. & Peterson, R. (2004). Customer perceived value, satisfaction, and loyalty: the role
of Switching Costs. Psychology & Marketing, 21 (10), 799-822.

Zain (2009). Economic Impact of Mobile Communications in Sudan.

Zauberman, G. (2003). The intertemporal dynamics of consumer lock-in. Journal of

Consumer Research, 30 (3), 405-419.

Zeithaml, V.A. (2000). Service quality, profitability, and the economic worth of customers:
what we know and what we need to learn. Journal of the Academy of Marketing
Science, 28 (1), 67-85.

Zhu, G., Ao, S. & Dai, J. (2011). Estimating the switching costs in wireless
telecommunication market. Nankai Business Review International, 2 (2), 213 — 236.

194


http://www.sudanyellowpages.com/alfa_search5506.html?result=L
http://www.escwa.un.org/
http://www.unicef.org/



