
Hooked on value! 

 

During 2012 to 2014, South Africa’s biggest and most stable cellular service provider; 

Vodacom, had lost nearly 12% of its market share in the South African cellular industry. 

This decrease in market share could be attributed to Vodacom losing sight of the value 

of their customers. Customer perceptions of a particular organisation, in terms of the 

organisation’s brand, their relationship with the organisation and the value that they 

gain from the relationship, is vital in the customer decision-making process, especially 

when it comes to their loyalty behaviour towards a particular organisation. 

A research study was conducted by Johan Kruger, a Master’s student in the 

Department of Marketing Management, to investigate what customers’ perceptions 

are of their respective service providers, and how these perceptions impacts on their 

loyalty toward those service providers. Data was collected from 366 respondents 

through the use of a self-administered questionnaire. 

The findings indicated that there is a positive relationship between value equity and 

brand equity, which means that the higher the customer’s perception of the value they 

receive from the organisation’s product/service, the higher they will value the brand. 

In addition, the results also suggested that value equity and brand equity have a 

positive relationship with loyalty intention. This finding shows us that a customer will 

repurchase a brand if the past experience of that brand was satisfactory to the 

customer.   

The finding that value equity is of primary importance in increasing a customer’s loyalty 

intentions suggest that cell phone network providers should meet the expectations of 

their customers. Therefore, managers must seek to establish what customers perceive 

as value. This study’s findings indicate that brand equity is also of importance in 

increasing a customer’s loyalty intentions. In other words, when a brand is favoured 

among customers they are less likely to switch. Therefore it is important for managers 

to create a sustainable brand by focusing on building brand awareness, improving the 

brand image and ensuring that the brand is constantly satisfying the customer. 

This research was conducted as part of the fulfilment of the Master’s degree in 

Marketing Management in 2016 with the Department of Marketing Management by 

Johan Kruger under the supervision of Prof Y Jordaan. 
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