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Abstract 
The study finds out what makes customers in Zimbabwe's mobile phone 

industry stay loyal. The study examines Econet, the market leader in the 

industry. A quantitative methodology was employed, utilizing data gathered 

via a questionnaire. The sample consisted of 156 clients, randomly selected 

from a population of 300 corporate clients in Harare West. Data were 

analyzed using SPSS v29.0. The results show that the most important things 

that affect customer loyalty in the industry are trust, price, corporate image, 

value-added services, switching costs and service quality. It is advisable that 

future research evaluate the determinants affecting individual customer 

loyalty. 

 

Keywords:  satisfaction, retention, trust, influence, switching costs, service 
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INTRODUCTION 

A strong and loyal customer base is clearly seen as a key to long-term 

profitability and a competitive edge for businesses in all fields (Kumar and 

Shah, 2021; Homburg et al., 2022). Therefore, comprehending the diverse 

factors that affect customer loyalty is essential for efficient strategic 

management. Customer loyalty and profitability are closely linked, but it can 

be hard for executives to figure out exactly what factors are most important 

when they want to put effective strategies into action. A lot of research has 
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been done around the world on different theories and models of customer 

loyalty. Some of these are well-known, like the SERVQUAL model, the 

European Customer Satisfaction Index (ECSI) and the American Customer 

Satisfaction Index (ACSI). All of these try to figure out what makes 

customers stay and recommend a business. Even though people all over the 

world are interested in this topic, there is still not enough research on 

customer loyalty in Zimbabwe's mobile phone industry. This gap is 

especially important because the Zimbabwean market is unique in that 

Econet Wireless has a strong market presence, the regulatory environment is 

constantly changing and customer behavior is different because of the 

economy and the widespread use of mobile money services. The study seeks 

to address a significant research deficiency by quantitatively examining the 

determinants of customer loyalty among corporate clients of Econet Wireless 

Zimbabwe (Econet) in Harare West, utilizing a survey-based methodology to 

collect empirical data. 

 

BACKGROUND TO THE STUDY 

The first mobile network in Zimbabwe started in 1996 and offered basic 

GSM services. This is when the country's mobile industry began. Since then, 

the industry has made a lot of progress, moving from GSM technology to 

GPRS, EDGE, 3G and now LTE (4G) technology. Because technology is 

changing so quickly, customers now expect faster, more reliable services. 

This has affected their loyalty decisions based on how well the network 

works and how innovative it is. GSM, GPRS and 3G services are now 

available in most parts of the country. The range of products offered has also 

changed; at first, the industry was mostly about voice services, but now it 

also includes data services and other value-added services. According to the 

Postal and Telecommunications Regulatory Authority of Zimbabwe 

(POTRAZ), mobile money transfers have grown a lot. POTRAZ says that 

mobile money transactions were worth $1 billion in the first three months of 

2022 alone (POTRAZ, 2022). This shows how services have changed and 

how Zimbabweans are using mobile platforms increasingly to do business. 

The rise in mobile money use makes customers more dependent on mobile 

platforms, which affects loyalty by making things easier, integrating services 

better and creating big switching barriers. 
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NetOne, which started as a branch of the Posts and Telecommunications 

Corporation (PTC) in 1996, was the first company in Zimbabwe to offer 

cellular services. Its initial state-backed positioning aimed for broad 

accessibility that likely fostered early loyalty among government and public 

sector clients. By 2015, NetOne had 3,170,955 active subscribers, which 

was 26.7% of the market (Nyoni and Mhlanga, 2022). Telecel came in in 

1997 and set itself up as a strong competitor, often appealing to people who 

wanted a variety of options. Telecel had a market share of 17.5% and 

2,069,142 active subscribers in 2015 (POTRAZ, 2020), which shows that its 

strategies brought in customers but did not keep them as loyal as later 

companies. Econet, the last company to join the market, used aggressive 

marketing to its advantage. 

 

Table 1: Market Share Distribution by Subscribers (POTRAZ, 2015) 
Year Econet Telecel NetOne 

2014 54.7% 18.20% 27.10% 

2013 64% 18.9% 17.1% 

2012 63.5% 16% 20.5% 

2011 67.5% 16.6% 15.9% 

2010 67.5% 16.9% 15.6% 

2009 80.1% 11.2% 8.7% 

2008 59.8% 15% 25.2% 

2007 52.9% 20.1% 27% 

 

Table 1 shows that Zimbabwe's mobile network operators' market share 

changed a lot between 2007 and 2014. Econet stayed at the top of the 

market for a long time, growing from 52.9% in 2007 to a peak of 80.1% in 

2009 and then staying between 54% and 67% in later years. This shows that 

the company has good ways to get and keep customers. NetOne, on the other 

hand, had a changing market share, starting at 27% in 2007 and going 

down before coming back up a little. Telecel had the smallest market share, 

with only small changes. This meant that it was harder for them to get and 

keep customers than for their competitors. Econet has been successful in 

building and keeping a loyal customer base, while other companies have 

had trouble growing their market share. 
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Figure 1: Mobile Networks Market Share 

 

Figure 1 shows the market share distribution for mobile networks. It shows 

that Econet has the most market share at 54.7%, followed by NetOne at 

27.1% and Telecel at 18.2%. This graph backs up the numbers in Table 1 

and shows that Econet is the clear market leader. It also sets the stage for 

looking into what makes its customers so loyal. 

 

STATEMENT OF THE PROBLEM 

Wheelen and Hunger (2020) assert that companies in mature markets 

expand their market share primarily through two methods: either by seizing 

market share from competitors, acquiring new users or a combination of 

both. Figure 1 and Table 1 show that Econet has been able to keep its leading 

position and grow its market share. This long-term market leadership is not 

due to aggressive acquisitions; instead, it is because of a strong, loyal 

customer base that brings in repeat business and good word-of-mouth, 

which lowers churn and brings in new subscribers. The study aims to 

examine the specific factors that foster customer loyalty among Econet's 

corporate clients in Harare West, considering the company's dominant 

market position and continuous growth. Wahab et al. (2022) contend that 

in the absence of significant market share growth, it is imperative for 

managers to comprehend the factors influencing customer loyalty. 
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OBJECTIVES OF THE STUDY 

The main objective of the study was to investigate the factors influencing 

customer loyalty to Econet Wireless Zimbabwe, among its corporate clients 

in Harare West. 

 

SPECIFIC OBJECTIVES 

 To assess whether quality of service influences the choice of service 

provider for mobile network. 

 To evaluate the relationship between corporate image and customer 

loyalty. 

 To establish the impact of value-added service on the choice of 

mobile network service provider. 

 To establish whether switching costs and trust are major influences 

on customer loyalty. 

 To make recommendations on effective strategies to create and 

maintain customer loyalty to marketing managers. 

 

HYPOTHESIS 

H₀: Service Quality, Corporate Image, Value Added Services, Switching Costs 

and Trust are not positively related to customer loyalty. 

H₁: Service Quality, Corporate Image, Value Added Services, Switching Costs 

and Trust are positively related to customer loyalty. 

 

SIGNIFICANCE OF STUDY 

The objective of this study is to identify the factors that contribute to 

customer loyalty towards a cellular network provider in Zimbabwe. The 

results will help managers in the mobile phone business make choices that 

are better for customers. It is also hoped that the results will help managers 

come up with good plans that keep customers coming back. Most of the 

recommendations can be used by companies, which will help the people 

who work in the industry do their jobs better. So, this will make the service 

the industry offers better. The study will enable the Zimbabwe mobile phone 

regulator to implement customer-centric policies based on subscriber 

feedback regarding areas of concern. Lastly, there isn't much research on 



FUTURES: The Zimbabwe Ezekiel Guti 
University Journal of Leadership,  
Governance and Development 
 

 
Vol. 5(Issue 1), 2026 

145 
 

customer loyalty in Zimbabwe, so this study gives us a better idea of how 

loyal customers are in the Zimbabwean mobile telecoms sector. 

 

SCOPE OF THE STUDY 

The study focused on the factors identified by various scholars and 

marketing experts regarding customer loyalty that are relevant to 

Zimbabwean mobile network operators. These include the quality of the 

core product, the atmosphere of the store, the company's brand image, the 

skills of the staff on the front line, the price and the extra services. The study 

concentrated on Econet, with participants sourced from subscribers in 

Harare West. 

 

LITERATURE REVIEW 

Marketers have researched customer loyalty for many years, but it is still a 

not fully understood idea (Kumar and Shah, 2020). Researchers generally 

concur that loyalty comprises both behavioral components (repeated 

purchases) and attitudinal facets (favorable disposition towards an 

organization and its products) (Chinomona and Sandada, 2018; Rundle-

Thiele and Mackay, 2020). This duality suggests that although customers 

may make repeated purchases, genuine loyalty encompasses an emotional 

connection. Recent research corroborates this by indicating that customers 

possessing multiple products from a single provider frequently prioritize 

that provider for new requirements (Rana and Paul, 2021). In addition to 

these fundamental components, Uncles, Dowling and Hammond (2003) 

emphasize that customer loyalty is also influenced by contingent variables 

related to purchasing. External factors like pressure to buy, product 

availability, cash flow and price (Chaudhuri and Holbrook, 2021) can either 

help or hurt attitudinal loyalty. This affects how loyalty is shown in certain 

market situations. 

 

CONCEPTUAL FRAMEWORK 

A conceptual framework depicts the relationships examined in the study. A 

conceptual framework provides the structure for the research by depicting 

the proposed relationships among the variables identified in literature 

review (Grant and Osanloo, 2019). 
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Figure 2: Conceptual framework 

 

Figure 2 shows that customer loyalty is the dependent variable and that it is 

affected by service quality, corporate image, trust, value-added services and 

switching costs. These factors are posited to directly influence customer 

loyalty, encompassing both behavioural and attitudinal elements, while 

recognizing the moderating influence of market conditions and individual 

circumstances. 

 

IMPORTANCE OF CUSTOMER LOYALTY 

Businesses should still focus on customer loyalty because it brings higher 

profits, new ideas and a better corporate identity (Kumar and Shah, 2020). 

It is very important to build loyal customers, because their loyalty leads to 

long-term business success. Loyal customers are important for a business to 

stay open because they make repeat purchases. Research shows that these 

repeat transactions are a good way for businesses to keep going because they 

make it easier to make accurate production estimates and manage cash flow 

well. This cycle of repurchase is important for businesses that want to go 

from losing money to breaking even to making money (Chaudhuri and 

Holbrook, 2021). Loyal customers tell their friends and coworkers about the 

goods and services (Kumar and Shah, 2020). This adds to the number of 

customers and, in turn, the market share. Goh et al. (2021) say that 

spreading positive word of mouth (WOM) brings in new customers. Smith 

and Zook (2022) say that good experiences that lead to purchases that are 
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not always logical are what make customers loyal. Based on their 

experiences, loyal customers become advocates who recommend the 

products and defend them. This helps the company or product build a 

strong brand or corporate image. 

 

Customers who are loyal are willing to pay more for a certain group of 

products. The price elasticity of a product with a loyal customer base gives 

sellers the ability to change prices, which over time leads to higher margins 

and sales volume (Kumar and Shah, 2020). Moreover, customer loyalty is 

crucial for the enduring success and profitability of businesses (Chaudhuri 

and Holbrook, 2021; Homburg et al., 2022). Loyalty is very important for 

keeping a brand alive for a long time (Amin et al., 2020). Companies or 

brands that are in the maturity stage need customers to buy from them again 

because they are loyal. Focus groups, interviews, surveys and other feedback 

sessions help brands stay alive by getting feedback from loyal customers. 

This feedback helps brands come up with new ideas that keep them 

important and successful. Input for innovation comes mostly when a brand 

is mature, which means customers know the brand well and can make 

smart suggestions to make it more exciting. 

 

FACTORS INFLUENCING CUSTOMER LOYALTY 

To get the most out of loyalty, you need to understand what comes before it. 

Research on the topic shows that many things can affect how loyal a 

customer is. Recent research indicates a positive correlation between 

variables such as price, image and performance satisfaction and customer 

loyalty (Kumar and Shah, 2020; Moyo and Chikandiwa, 2023). Some 

studies say that perceived value, trust, habit and customer satisfaction are all 

factors that lead to customer loyalty. Customer satisfaction is especially 

important because it connects perceived value and trust to loyalty 

(Chinomona and Sandada, 2018). An alternative framework, known as the 

8Cs, posits that customers consider customization, contact interactivity, 

care, community, convenience, cultivation, choice and character as 

influential forces. The study posits that additional factors influence 

emotions, emphasizing the emotional connection between the customer and 

the product (Homburg et al., 2021). The literature reviewed indicates that 

multiple factors influence customer loyalty. Most researchers, on the other 

hand, agree on the following: service quality, corporate image, price, 

trustworthiness, value-added services (VAS) and switching costs are the 

main ideas behind this research. 
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SERVICE QUALITY 

Service quality is a key factor in customer loyalty; it includes how well a 

customer thinks a service is and how good it is overall. Edvardsson et al. 

(2020:12) say that a service is 
"a process made up of activities that are usually intangible and happen when 

customers and service employees, physical resources or systems of the service 

provider interact with each other to solve customer problems." 

 

Businesses must improve the quality of their services (Kumar and Reinartz, 

2016) because it is related to repeat purchases, which is a key sign of 

customer loyalty. Scholars largely concur that perceived service quality, 

frequently assessed through dimensions such as reliability, responsiveness, 

assurance, empathy and tangibles (as delineated in the SERVQUAL model), is 

connected to customer satisfaction, repurchase intentions, referrals and 

enduring loyalty, even in the presence of superior alternatives. Choudhury 

and Saha (2022) say that a customer-centered approach is necessary to 

improve service quality by meeting customer needs and making them 

happy. High-quality service keeps customers coming back and makes a big 

difference to profitability. 

 

VALUE ADDED SERVICES 

Value-added services (VAS) are very important for building customer loyalty 

because they improve the overall experience and make customers think they 

are getting more benefits. Ravald and Grönroos (1996) assert that value-

adding strategies, when incorporated into a long-term relationship, enhance 

customer benefits or diminish sacrifices, thereby encouraging repurchase 

behavior. This process enhances credibility, promotes a sense of safety and 

security and nurtures trust and loyalty. Recent studies consistently validate 

this assertion, illustrating the substantial impact of VAS on customer 

retention across diverse industries (Lemon et al., 2020; Kumar and Reinartz, 

2021). In the context of Zimbabwean mobile telecommunications, pertinent 

value-added services encompass not only fundamental voice and data 

services but also essential offerings such as mobile money (e.g., EcoCash), 

SIM-based services including airtime lending and insurance, as well as 

customized service packages. Ravald and Grönroos (1996:21) say that "the 

aim of adding more value to the core product in order to enhance customer 

loyalty, will hardly be reached if the value added is not customer oriented." 

This means that VAS must be focused on the customer to be effective. Recent 

studies that show the need for a customer-centered approach, in which 

businesses use customer feedback to improve VAS and make sure they meet 
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real needs and expectations, support this point of view (Lemon and Verhoef, 

2016; Kumar and Reinartz, 2021). 

 

CORPORATE IMAGE 

Wan and Schell (2007:28) assert that ―organizational or corporate image 

comprises the collective cognitions, including beliefs and attitudes, that 

individuals possess regarding the entirety of the organization, encompassing 

the company‘s products, services, management quality, communication 

practices, employee engagement and corporate philanthropy.‖ 

 

Oliver (1999) says that an offering must be a part of how a person sees 

themselves and how they see themselves in relation to others.  

 

This happens when customers can connect with or identify with a brand or 

product. Service provider classifications, brand mantras and 

endorsements—like premium, platinum, the nation's number one brand or 

made in labels—tend to connect with customers' self-concepts by appealing 

to their desires for self-actualization, status or patriotism. The way a 

company looks affects how customers think and how loyal they are to the 

company. So, the desire to relate to the company's image will keep customers 

loyal to the business. 

 

PRICE 

Price, which Kotler and Keller (2021) define as "the amount of money 

charged for a product or service or the sum of the values that customers give 

up in order to gain the benefits of having or using a product or service," is a 

very important factor in how loyal customers are. Price includes more than 

just money. It also includes costs that aren't money, like transaction costs, 

search costs, negotiation costs and time spent making the purchase (Qian et 

al., 2020). Due to the current state of the economy, people in Zimbabwe are 

very sensitive to price changes in the mobile telecommunications market. 

This means that customers need to feel that prices are fair and that they are 

getting good value for their money to keep them. Bolton and Lemon (2020) 

make a clear connection between these perceptions and customer loyalty. 

They show that when customers think a price is fair and in line with the 

value they get, they are much more likely to stay and be loyal. So, how fair 

consumers think the price is, based on both the monetary and non-monetary 

sacrifices they make compared to the benefits they get, directly affects their 

choice to stay with a provider. To build and keep loyalty, providers need to 
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make sure that their pricing strategies are seen as fair and provide clear 

value, especially in markets like Zimbabwe where price is important. 

 

TRUSTWORTHINESS 

Trust is a big part of brand loyalty when it comes to buying things and it's 

also a big part of customer loyalty. Trust entails a steadfast conviction in the 

provider's competence, integrity and benevolence during customer 

transactions (Rahi et al., 2021). Management must comprehend the factors 

that strengthen customer belief to cultivate their trust. Accomplishing this 

will foster dedication to the provider (Alshurideh et al., 2021). Research 

indicates that trust encompasses the conviction that another party will 

maintain their integrity and behave honestly, resulting in favourable 

outcomes (Mayer et al., 2020). Trust plays a big role in keeping customers 

loyal to a brand when they have had good experiences with it. In uncertain 

situations where customers may feel vulnerable, the idea of a brand promise 

is important for building trust. This is why customers tend to choose brands 

they trust (Kumar and Reinartz, 2016). To build trusted brands, companies 

need to put in place systems that make sure they always deliver the same 

level of service or quality of a product. This is because customers expect to 

get what they want every time. 

 

SWITCHING COSTS 

Switching costs are the costs and problems that customers must deal with 

when they switch from one service provider to another (ibid.). These costs 

are complicated and include money spent, time spent and big effects on 

mental health. Chen et al. (2021) explain that these costs include the money 

spent on getting used to a new operator, but also the loss of benefits and 

services that have been built up over time during the transition. Burnham et 

al. (2003) classify switching costs into 3 main categories: 

Transactional Switching Costs: Direct costs in terms of money and effort that 

come with switching, like activation fees, penalties for ending a contract or 

the time spent on administrative tasks. 

Learning Switching Costs: Costs associated with learning to use a new 

system, product or service, including the mental effort, time and possible 

loss of productivity during the adjustment period. 

Artificial Switching Costs; Costs that the company makes to keep customers 

from switching, like loyalty programs that give more benefits over time or 

proprietary technologies that make it hard to move data or services. 
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This classification emphasizes that switching costs encompass more than 

mere financial factors, including emotional and psychological obstacles (Liu 

et al., 2020; Zhang et al., 2022). In Zimbabwe's telecommunications market, 

companies like Econet strategically build and use switching barriers. For 

example, the deep integration of mobile money services like EcoCash into 

everyday financial lives, along with a large user base and extensive agent 

networks, makes it very expensive for customers to switch. Also, loyalty 

programs and personalized corporate packages can make it harder for 

customers to switch, which keeps them coming back. On the other hand, 

operators could lower barriers to entry by giving new customers incentives 

like free SIM swaps or help with moving data. Companies often talk about 

the bad things that happen when you switch to make these psychological 

costs seem bigger and make people more loyal (Smith and Jones, 2021). 

 

METHODOLOGY 

The study employs an explanatory research design deemed appropriate for 

elucidating the causal relationships between identified factors and customer 

loyalty within the mobile network service industry. A quantitative 

methodology was utilized, employing a structured survey technique to 

gather primary data via self-administered questionnaires. This was 

supplemented by secondary data acquired from pertinent industry records. 

The target population comprised 300 corporate clients registered with 

Econet in Harare West. Using a stratified random sampling method, a 

sample of 156 corporate clients was chosen from this group. The 12 suburbs 

of Harare West acted as strata, making sure that different areas with a lot of 

corporate clients were represented fairly. To verify the validity and 

reliability of the research instrument, a pilot test was administered to a small 

group of respondents to ensure the clarity of the questions. After that, the 

Cronbach's Alpha coefficient was used to check for internal consistency, 

with a set threshold of 0.7. The pilot test results led to small changes in the 

questionnaire that made it better overall. Ethical considerations were 

paramount; respondents' security, privacy and confidentiality were 

preserved and informed consent was secured from all participants prior to 

data collection, guaranteeing their voluntary participation and right to 

withdraw at any time. 
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FINDINGS AND DISCUSSION 

 

FINDINGS 

 

 
Figure 3: Research response rate 

 

Figure 3 shows that 137 of the 156 questionnaires sent out were filled out 

correctly, which is an 88% response rate. Babbie (1990) and Baruch and 

Holtom (2021) contend that a response rate of 70% is satisfactory; therefore, 

the study's response rate can be regarded as excellent. 

 

RELIABILITY 

The study utilized Cronbach's Alpha to assess the reliability of the 

questionnaire. Hair et al. (2007) and Tavakol and Dennick (2017) assert 

that reliability coefficients span from 0 to 1. They assert that a coefficient 

value exceeding 0.7 is permissible  

 

Table 2: Reliability Statistics 
Cronbach's Alpha Cronbach's Alpha Based on 

Standardised Items 

N of Items 

.788 .813 19 

The Cronbach's Alpha was 0.788, which means that the research tool was 

reliable and that the 19 Likert-scale items that measured the factors were 

consistent with each other. 

 

CORRELATION ANALYSIS 

The study utilized a correlation matrix to determine the directional 

relationship between the independent variables (service quality, corporate 

image, price, trust, switching costs and value-added services) and the 
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dependent variable, which was a composite score indicating 'Satisfaction 

and Loyalty.' This composite measure was utilized to assess the cumulative 

impact of these interrelated constructs on customer retention and advocacy. 

 

Table 3: Correlation Matrix 

Key to Correlation Matrix: Service quality (SQ), Corporate Image (CI), Value 

added (VA), Price (PR), Switching costs (SC), Trust (TR) and Satisfaction and 

Loyalty (SnL). 

 

Table 3 shows that there are important links between the independent 

variables and the composite dependent variable, Satisfaction and Loyalty 

(SnL). Trust (TR) has the strongest positive correlation with SnL (r = 0.659, 

p < 0.01), which means that higher levels of trust are strongly linked to 

higher levels of customer satisfaction and loyalty. Price (PR) also has a 

strong positive correlation with SnL (r = 0.426, p < 0.01), which means that 

people who think prices are fair are more likely to be loyal. Corporate Image 

(CI) is another strong positive predictor (r = 0.443, p < 0.01). Value Added 

Services (VAS) has a positive correlation (r = 0.152) and Service Quality 

(SQ) also has a positive correlation (r = 0.111). However, these 

relationships are weaker and not statistically significant at the 0.05 level for 

VAS and SQ. Switching Costs (SC) exhibit a positive correlation (r = 0.279, 

p < 0.01). The different strengths of these correlations show that Trust, Price 

and Corporate Image are factors that affect customer loyalty in this 

situation. 

 

REGRESSION ANALYSIS 

The study employed regression analysis to examine the relationships among 

variables with the aim of establishing causality. This method was used to test 

the hypothesis. 

 

 

 SQ CI VA PR SC TR SnL 

SQ 1       

CI .289 1      

VA .317** .280** 1     

PR .203* .309** .254** 1    

SC .032 .403 .073 .284** 1   

TR .254** .474** .205* .398** .320** 1  

SnL .111 .443** .152 .426** .279** .659** 1 
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Table 4: Multiple Regression Coefficients Predicting Satisfaction and Loyalty 
Model Unstandardised 

Coefficients 

Standardised 

Coefficients 

T Sig. 

B Std. 

Error 

Beta 

 (Constant) .279 .299  .932 .353 

Service Quality -.190 .109 -.117 -

1.745 

.083 

Corporate Image .145 .074 .146 1.945 .054 

Value-Added .014 .063 .014 .220 .826 

Price .201 .089 .160 2.261 .025 

Switching Costs -.023 .083 -.020 -.277 .782 

Trust .642 .081 .595 7.875 .000 

Dependent Variable: Satisfaction and Loyalty 

p < 0.05, p < 0.01, p < 0.001 

 

We used multiple regression analysis to find out what affects customer 

satisfaction and loyalty (the dependent variable) and how strong these 

relationships are. The overall model fit well, with a R² value of about 0.55. 

This means that the independent variables can explain 55% of the 

differences in customer satisfaction and loyalty. The model was also 

statistically significant (F(6, 130) = 28.5, p < 0.001). The Beta coefficient 

for each independent variable shows how strong and in what direction its 

relationship is with the dependent variable. A positive Beta value means that 

the two things are related in a positive way, while a negative value means 

that they are related in a negative way. The examination of Beta coefficients 

disclosed the following: Trust (Beta = 0.595, p < 0.001), Price (Beta = 

0.160, p < 0.05), Corporate Image (Beta = 0.146, p = 0.054), Value Added 

Services (Beta = 0.014, p = 0.826), Switching Costs (Beta = -0.020, p = 

0.782) and Service Quality (Beta = -0.117, p = 0.083). 

 

At a 0.05 level of significance, factors with p-values lower than this level are 

statistically significant. The regression analysis demonstrated that Trust (Beta 

= 0.595, p < 0.001) and Price (Beta = 0.160, p < 0.05) exhibit a positive 

and statistically significant correlation with customer loyalty. Trust was the 

most important predictor, which is in line with what Suh and Han (2020) 

and Alshurideh et al. (2021) found. They stress that trust, which is based on 

honesty and goodwill, is essential for encouraging customer loyalty. Price's 

positive effect is in line with what Bolton and Lemon (2020) and Moyo and 

Chikandiwa (2023) say about how important it is for customers to feel that 



FUTURES: The Zimbabwe Ezekiel Guti 
University Journal of Leadership,  
Governance and Development 
 

 
Vol. 5(Issue 1), 2026 

155 
 

prices are fair and that they are getting good value for their money in 

Zimbabwe where prices are very important. 

 

Corporate Image (Beta = 0.146, p = 0.054) exhibited a positive correlation, 

nearing statistical significance. This indicates that although it does not meet 

the standard 0.05 threshold in this model, a robust corporate image, as 

articulated by Wan and Schell (2007), probably enhances customer 

identification and loyalty. Value Added Services (Beta = 0.014, p = 0.826), 

although exhibiting a positive correlation in the matrix, did not serve as a 

statistically significant predictor in the regression model. This is different 

from what Lemon et al. (2020) and Kumar and Reinartz (2021) say, which 

is that VAS plays a big role. They say that for Econet's business clients, the 

effect of VAS might not be as clear or might be hidden by other things. 

 

On the other hand, Service Quality (Beta = -0.117, p = 0.083) and 

Switching Costs (Beta = -0.020, p = 0.782) had negative beta coefficients 

and were not statistically significant. The negative, albeit insignificant, 

coefficient for Service Quality is particularly noteworthy, as it deviates from 

the consensus view that service quality positively influences loyalty 

(Choudhury and Saha, 2022). This result could mean that corporate clients 

already expect a certain level of service quality or that other things have a 

bigger effect on their loyalty decisions. The negative and insignificant 

relationship for Switching Costs indicates that, although these costs are 

present, they may not serve as a significant deterrent to switching for this 

segment or their influence is not accurately represented in this model. 

 

These results show how important it is for Econet's corporate clients to focus 

on Trust and Price when trying to get them to stay loyal. After that, they 

should look at the roles of Corporate Image, Value Added Services, Service 

Quality and Switching Costs. 

 

CONCLUSION AND RECOMMENDATIONS 

The study sought to ascertain the determinants affecting customer loyalty 

among Econet's corporate clientele in Harare West. The results show that 

there is a positive relationship between service quality and customer loyalty 

(correlation coefficient of 0.111), but this relationship is weak and not 

statistically significant in the regression model. In Zimbabwe's competitive 

and technologically advanced mobile sector, this means that a minimum 

level of good service is expected. While this is important, it may not be the 
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main reason why people stay loyal to a company. Other factors seem to have 

a bigger effect, though. The regression analysis found that Trust (Beta = 

0.595, p < 0.001) and Price (Beta = 0.160, p < 0.05) were the two most 

important positive factors that predicted customer loyalty. This shows that 

for business customers, trust in the provider's honesty and fair prices are the 

most important things. Corporate Image also showed a positive relationship, 

though it was only slightly significant, which suggests that it could be 

important. On the other hand, Value Added Services, Service Quality and 

Switching Costs were not statistically significant predictors in the regression 

model for this client segment. This indicates that their influence may be 

indirect, already achieved at an anticipated level or overshadowed by the 

more significant effects of Trust and Price. 

 

Service quality is an important part of the customer experience, but it is not 

the only thing that keeps Econet's business customers loyal. To keep 

customers loyal in this market segment, you need a strategy that focuses on 

building and keeping trust by always keeping your promises and making 

sure your prices are fair and competitive. Companies need to take a big-

picture view and focus on these main drivers while also looking at how 

other things, like value-added services and corporate image, fit in and what 

effect they have. Trust was found to be the best indicator of customer loyalty, 

so Econet needs to always live up to its brand promise. This means being 

open about changes to prices, service quality and network performance. 

Dedicated account managers, feedback sessions and responsive customer 

support channels can help build trust and reliability with corporate clients. 

Econet can strengthen its reputation for being honest by making sure that its 

actions match its stated values and commitments. This is also linked to Price 

and Corporate Image. Price was found to be a strong positive predictor of 

loyalty. Econet management should start a marketing communication 

campaign to change how people think about prices in the market. This 

campaign should use comparative advertising to show how much better 

Econet's value proposition is than its competitors'. It should focus on 

competitive pricing and the unique features, reliability and full support that 

set Econet apart from its competitors. Using testimonials from happy 

business clients can help tell a story that people can relate to and show the 

long-term benefits of using Econet's services.  

 

Econet should set up a special program for its corporate advocates to help 

them grow and keep loyal corporate customers. Companies like Salesforce 
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have built successful brand communities for their enterprise users and this 

program could do the same for people in the same industry. This program 

would help corporate clients feel more connected to Econet and give them a 

stronger sense of belonging, which would bring clients with similar interests 

closer together. Exclusive events, online forums and special ways to talk to 

each other can help people share information, give feedback and work 

together, turning loyal customers into active brand advocates. Econet should 

create a tiered loyalty program for business customers to strengthen their 

sense of belonging and reward long-term loyalty. Long-term partners could 

get special recognition, priority support, personalized service upgrades and 

other exclusive benefits. Branded merchandise or digital badges are 

examples of physical signs of loyalty that can remind people of their 

commitment and encourage them to join the group. Adding personalized 

recognition, like features in company newsletters or special mentions at 

industry events, can make corporate clients happier and help them feel more 

connected to the brand. 

 

The study's results came from Econet's business clients. Even though this 

group of clients is very valuable, the company also serves a lot of individual 

customers. Consequently, a prospective avenue for research would be to 

examine the determinants that affect individual client loyalty, given that 

these factors differ from those influencing corporate clients. Future research 

should study customer loyalty in different parts of Zimbabwe to see how 

things like the economy, infrastructure and culture affect what makes 

people loyal, doing comparative analyses of the factors that make customers 

loyal to Econet and its competitors to find out what makes Econet better than 

its competitors and what needs to be improved in the industry as a whole, a 

more in-depth look at how digital engagement platforms and the 

widespread use of mobile money services (like EcoCash) affect and shape 

customer loyalty in Zimbabwe and conducting longitudinal research to 

monitor the evolution of customer loyalty factors over time, yielding insights 

into the fluid dynamics of loyalty within a changing telecommunications 

market. 
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