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CUSTOMER SWITCHING BEHAVIOR ANALYSIS IN
TELECOMMUNICATIONS VIA MOBILE NUMBER PORTABILITY

SUMMARY

The mobile telecomunications industry in Turkey has experienced several innovations
that changed the market dynamics by increasing the competition among mobile service
providers. As one of these innovations, Mobile Number Portability (MNP) has been
introduced in Turkey in 2008. Since the implementation, it has become more important
for mobile telecommunication companies to maintain existing customers as well as
acquiring new customers. As MNP leads to customers’ switching behavior; the
relationship among them has been broadly studied in the literature. This thesis
examines the determinants that has been analyzed for influencing customers switching
behavior in the previous studies which are service quality factors, customer
satisfaction, switching barriers and switching facilitators.

The main purposes of this study are exploring differences between mobile phone
service users in terms of their switching decision to another service provider in Turkey
via MNP. To identify switchers and non-switchers and to findout differences between
heavy and light switchers; exploratory factor analysis and discriminant analysis were
performed to analyze the data from Turkish mobile phone users which have knowledge
about MNP concept. Further, regression analysis was applied to understand the driving
factors that have impact on customers’ intention to switch.

The analyses highlight that the network quality is the most important factor that
discriminates switchers from non-switchers among Turkish mobile service customers.
The findings also revealed that customers who switch one-time and customers who
switch multiple times differ from each other with customer support and quality of retail
stores perception. Customers who switched only once attach more importance to
customer support quality, whereas customers who switched more than once give more
importance to the quality of mobile service providers’ retail stores. Further, it is also
exhibited that customer satisfaction, attractiveness of alternatives, loss cost, gender,
billing accuracy and network quality are the major factors that best explain customers’
intention to swith via MNP.

The findings can be utilized by mobile services provider companies for developing
and implementing customer acquisition and retention strategies. For future research, it
IS suggested to examine the effect of switching factors on customers switching
intention in more detailed way, including several other variables and countries and
engage in comparative analyses; in order to explore cultural charasteristics’ influence
on switching intention and behavior as well.
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MOBIL NUMARA TASINABILIiRLiGi iLE OPERATOR DEGISTiRME
DAVRANISLARININ ANALIZi

OZET

Tirkiye’deki mobil telekomiinikasyon sektorii, mobil telekomiinikasyon firmalar
arasindaki rekabeti arttirarak pazar dinamiklarini degistiren gesitli yenilikleri tecriibe
etmistir. Bu yeniliklerden biri olan Mobil Numara Taginabilirligi (MNT) Tiirkiye'de;
diinyadaki diger MNT uygulamasin1 hayata gegiren {ilkeleri O6rnek alarak Bilgi
Teknolojileri ve Iletisim Kurumu tarafindan 2008 yilinda uygulamaya gegirilmistir.
Mobil Numara Tasmabilirligi (MNT) abonelerin mobil telefon numaralarini
degistirmeden hizmet aldig1 servis saglayict mobil telekomiinikasyon isletmeciyi,
bulundugu fiziksel konumu ve aldigi hizmetin tliriinii degistirmesine olanak
saglamaktadir. MNT uygulamasinin aboneler agisindan sagladigi bu kolaylik,
Tiirkiye’de aboneler tarafindan ilgiyle karsilanmis ve 2008’den bu yana yaklasik 103
milyon numara MNT uygulamas: ile bir servis saglayict mobil telekomiinikasyon
isletmecisinden baska bir isletmeciye taginmistir.

MNT’nin uygulanmaya baslanmasindan itibaren, mobil telekomiinikasyon sirketleri
icin mevcut miisterileri korumak, yeni miisteriler kazanmak kadar onemli hale
gelmistir. Mobil telekomiinikasyon pazarinda rekabeti arttirict bir etki yaratan bu
uygulama miisterilerin operatdr degistirme davranislarini tetikledigi icin, MNT ve
miisterilerin operatér degistirme davramiglar1 arasindaki iligkiyi konu alan
arastirmalara diinya literatiiriinde c¢okca yer verilmektedir. Cesitli iilkelerde
uygulamaya gecen MNT uygulamasinin Tirk kullanicilar {izerindeki operator
degistirme davranisim1 etkileyen faktorleri incelemek i¢in bu tez c¢alismasinda
literatiirde yer alan 6nceki ¢alismalarda konu edilen hizmet kalitesi faktorleri, miisteri
memnuniyeti, operatér degistirmeyi engelleyen bariyerler ve operator degistirmeyi
kolaylastiran etmenler, abonelerin operator degistirme davraniglarini analiz etmek i¢in
incelenmektedir.

Mobil telekomiinikasyon isletmecileri i¢cin hizmet kalitesi faktorleri literatiirdeki
calismalardan yola ¢ikilarak, kesintisiz internet ve net ¢cagri kalitesi olarak tanimlanan
baglant1 kalitesi; isletmeci tarafindan yapilan faturalamanm dogrulugu; miisteri
hizmetleri kalitesini olusturan miisteri hizmetleri ¢alisanlarinin problem ¢6zme
kabiliyeti ve perakende magazalarinin lokasyon ve islem siiresi agisindan kalitesi
analize dahil edilmektedir. Operator degistirmeyi engelleyen bariyerler; 6grenme
maliyeti, numara tasima sirasinda karsilasilan zorluklar, operatér degistirme
dolayisiyla yasanan maddi kayiplar ve uzun siireli kontratlarin neden oldugu
maliyetler agisindan incelenmektedir. Operatdr degistirmeyi kolaylastiric1 etmenler ise
pazardaki rakip isletmecilerin cazipligi, reklamlarin etkisi, isletmeci firmanin
kurumsal imaj1 ve abonelerin deger algis1 lizerinden analiz edilmektedir.

Bu c¢alismanin temel amaci, mobil telefon hizmeti kullanicilar1 arasinda operator
degistirme davranisi bakimindan farklilik gosteren miisterileri arastirmak ve etkili
faktorleri analiz etmektir. Operator degistiren ve degistirmeyen miisteri gruplari
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arasindaki farklar1 incelemek; bir defa ve bir ¢ok defa operatér degistiren miisteri
gruplarini ayristiran faktorleri ortaya koymak icin MNT kavrami hakkinda bilgi sahibi
olan Tiirk cep telefonu kullanicilarinin verileri analiz edilmistir. Veri toplama
calismasi sonucu, ¢alisma kapsaminda incelenen servis kalitesi, miisteri memnuniyeti,
operator degistirmeyi engelleyici bariyerler ve operatdr degistirmeyi kolaylastiran
etmenlerin aralarindaki iliskilerin agiklanmasi ve dogru bir sekilde yorumlanabilmesi
icin aciklayic1 faktor analizi kullanilmistir. Operatér degistiren ve degistirmeyen
miisteri gruplarin1 ayrigtiran farklari ortaya koymak i¢in diskriminant analizi
gerceklestirilmektedir. Ayrica bir defa operator degistiren ve bir ¢ok defa operator
degistiren miisteri gruplarii1 ayristirmak i¢in de diskriminant analizinden
faydalanilmistir. Miisterilen operator degistirme niyetlerini etkileyen faktorleri
anlamak ve bu ¢aligma kapsaminda stratejik a¢idan yorumlayabilmek igin regresyon
analizi yapilmistir.

Analizlerin sonucunda, baglant1 kalitesi Tiirk mobil servis miisterileri arasinda
operator degistiren ve degistirmeyen gruplari ayirt eden en 6nemli faktor olarak ortaya
cikmaktadir. Baglanti kalitesini olusturan kesintisiz internet hizmeti, net ¢agr1 kalitesi
ve yiiksek cekim giiciiniin operator degistiren miisteriler icin daha fazla 6nem
derecesine sahip oldugu anlagilmistir. Bulgular, bir defa operator degistiren ve birden
fazla defa operator degistiren miisterilerin, miisteri hizmetleri kalitesi ve operator
magazalarinin kalitesi agisindan birbirinden farklilagtigin1 gostermektedir. Operator
degisimini bir kez gerceklestiren miisteriler, mobil servis saglayicilarinin sundugu
miisteri hizmetleri kalitesine daha ¢ok Onem verirken; birden fazla defa operator
degistiren miisteriler icin mobil servis saglayicilarinin perakende magazalarinin
kalitesi daha fazla 6n plana ¢ikmaktadir. Ayrica, miisteri memnuniyeti, alternatiflerin
cazipligi, kayip maliyetleri, cinsiyet, faturalamanin dogrulugu ve sebeke kalitesi
miisterilerin MNT yoluyla operatér degistirme niyetlerini en iyi agiklayan baslica
faktorler olarak sergilenmektedir.

Analizler sonucunda elde edilen bulgularin 1s18inda, Tiirk kullanicilarinin hizmet
aldig1 mobil telekomiinikasyon isletmecileri i¢in bazi dneriler getirilmektedir. Her ne
kadar operatorler baglanti kalitesini iyilestirmek ve en iyi ¢agri kalitesi hizmetini
sunmak i¢in yillar igerisinde yiiksek teknoloji yatirimlart gergeklestirilse de, baglanti
kalitesi hala operator degistiren miisteriler igin en Onemli faktor olarak ortaya
¢ikmaktadir. Bu sonugtan yola ¢ikarak, pazardaki mobil telekomiinikasyon firmalarina
cekim giicii ve baglant1 kalitesi i¢in yapilan yatirnmlarin devam ettirilmesi ve ¢esitli
pazarlama aktiviteleri ile miisterilerin, baglanti kalitesinin mitkemmellestirilmesi i¢in
yapilan ¢aligsmalardan haberdar edilmesi Onerilmektedir. Ayni zamanda, miisteri
hizmetleri personelinin 1yi egitimli olmast ve miisterilerin teknik ve fatura
problemlerini kisa siirede dogru bir sekilde ¢oziimlemesinin saglanmasi ile miisteri
hizmetleri  kalitesinin ~ gelistirilmesinin ~ 6nemine  deginilmektedir.  Diger
telekomiinikasyon isletmecileri ile karsilastirarak yeni abone kazaniminda 6n plana
cikmak icin ise abone trafigi yogun olan lokasyonlarda yeterli sayida magazalarin
hizmet veriyor olmasimin 6nemi de vurgulanmaktadir. Son olarak, abonelerin servis
saglayict isletmelerini degistirme niyetini etkileyen faktorlerden yola c¢ikilarak,
isletmecilere stratejik olarak miisteri memnuniyeti, baglanti kalitesi, dogru faturalama
kabiliyeti ve farklilasan inovatif servis ve triinler sunmaya odaklanarak abonelerin
algiladig1 maddi ve manevi kayip maliyetlerinin azaltilmas1 6nerilmektedir.

Elde edilen bulgular mobil operatorler tarafindan miistileri kazanimi ve miisteri
devamlilig1 stratejilerinin gelistirilmesi ve uygulanmasi i¢in kullanilabilir. Ancak bu
calismanin 6rneklem biiyiikliigii ve egitim diizeyi ile yas gibi demografik 6zelliklere
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yatkinlig1 agisindan limitli oldugu g6z oniinde bulundurulmalidir. Tiim Tiirkiye’de yer
alan mobil telekomiinikasyon abonesi miisterilere genellemenin miimkiin olmadig1
belirtilmektedir Gelecekteki arastirmalar igin, misterilerin operatér degistirme
niyetlerini etkileyen faktorler daha detayl bir sekilde incelenerek, farkl iilkelerin ve
kiiltiirel karakteristiklerin etkilerinin de dahil edilmesi 6nerilmektedir.
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1. INTRODUCTION

The mobile telecommunications industry in Turkey is demonstrating signs of reaching
maturity with the rapidly changing environment and market dynamics. Considering
financial benefits; service provider companies currently move their strategic focus

away from attracting new customers, towards keeping existing customers.

Since the market transition period, the mobile telecommunication industry has
experienced a lot of innovations to intensify competition and revive the market. Mobile
number portability is one of the game-changing innovations that has been introduced
to mobile communication industry. Mobile number portability (MNP), switching to
other mobile services providers while retaining the existing mobile phone number,
leads to increase in both competition level and consumer welfare since it empowers
customers by making available to switch to any other service provider without
changing and distributing the new phone number. Turkey has been introduced with
MNP in November 2008 when the mobile communication market in Turkey was
clearly dominated by one of the three service providers. It has been successfully
implemented and adopted by subscribers that so far, nearly 103 million numbers ported
among cellular operators (Information and Communication Technologies Authority,
2017). Although MNP implementation drastically changed the fragmented mobile
communication industry in the past decade, there is limited research on how MNP

affects customers’ switching decisions on mobile service providers in Turkey.

As, MNP’s impact on the mobile telecommunications market is taken into
consideration; it is important to understand how it changes customers’ behavior by
enabling customers’ to switch from one service provider to another. Hence, finding
out the elements that lead to switching behavior and understand mobile service
customers’distinctness are the main motivations in this study to provide substantial
consequences that can be utilized by the mobile service provider companies and

authorities.



This thesis aims to analyze the impact of variables considered in the literature for
customer’s switching behavior. Within this context, the research objectives are as
follows: (1) to explore differences between switchers and non-switchers via MNP; (2)
to explore differences between one-time switchers and multiple times switchers and
(3) identify prominent factors that affect customers switching intention in terms of
service quality, customer satisfaction, switching barriers and switching facilitators.
Consequently, the outputs of the study are expected to contribute current knowledge
through investigating switching facilitators together with barriers in the same research
in terms of their impact on customer switching behavior and to introduce managerial

inputs.

The thesis consists of five sections. After presenting the motivation of the study at the
introduction part, the second section explains the switching behavior determinants that
broady examined in literature and the third section exhibits knowledge on mobile
communication and mobile number portability practices. In the following section;
research methodology and analysis results are presented and conclusions were

discussed with suggestions for mobile phone companies in the last section.



2. SWITCHING BEHAVIOR AND RELATED DETERMINANTS

The determinants that lead customers to switch to the competitor’s services is broadly
made the industry be interested. Literature review presents a variety of factors

influencing customers’ decisions to switch from one service provider to another.

2.1 Customer Switching Behavior in Services Industry

Customer behavior in services industry is critically important as losing customers
instead of retaining them may have unfavorable impact on market share and
profitability (Rust and Zahorik, 1993). Customer’s switching to another service
provider causes the service firm to lose the future revenue stream of the customer.
Moreover, the loss becomes more detrimental as continous customers increasing
spending rate, cost of acquiring new customers and operating costs of mutual process

between service firm and new acquired customers are considered (Keaveney, 1995).

Customers switching behavior and intention to switch broadly examined in many
services industry. In general, Keaveney (1995) introduced a model for customer
switching in services industries proposing eight main casual variables as price,
inconvenience, core service failures, service encounter failures, failed employee
responses to service failures, competitive issues, ethical problems and involuntary
factors. The proposed model had many managerial impacts for developing customer
retention strategies that may be compelling for industries such as insurance, auto-
repair, personal grooming, dry cleaning and housekeping. It is also indicated that
relationship-intensive services are not irresponsive to customer switching such as
physicians or restaurants. Another implication for executives of service firms is that
six of the eight casual variables could be managed from the service firm’s perspective
by taking actions to avoid customer switching. For instance, it could be effective in
decreasing customer failure to adopt ‘zero defect’ ideology every time when delivering
technically competent service. Moreover, training employees for customer experience
and technical knowledge could reduce disappointing employee-customer interactions
(Keaveney, 1995).



Banks and hairstylists compared by Jones et al. (2002) to exhibit customers switching
behavior by measuring switching costs. It has been showed that the two industries
differences emerged in the mean level of perceptions across the switching cost
dimensions and suggested strategies for retaining current customers by increasing their
switching cost perception (Jones et al., 2002). For three different service industries
(travel agency, medical, hairdressing), Patterson and Smith (2003) examined the
significant role of switching barriers on inclination to stay with service providers. Two
countries — Australia and Thailand- were studied and six potential switching barriers
(search costs, loss of social bonds, setup costs, functional risk, attractiveness of
alternatives, and loss of special treatment benefits) identified. It has been showed that
switching barriers jointly have more important effect on inclination to stay with
existing service providers in Australia rather than in Thailand, for medical and travel
agency industries. For hairdressing industry, results reflected that switching barriers
are not significant enough to impact customers switching. As a result, across two
diverse cultures, service firm’s relationship marketing strategy should establish
switching barriers for key customers as well as retaining a focus on delighting

customers (Patterson and Smith, 2003).

Furthermore, consumer switching behavior in the retail banking industry also
examined by various studies. Gerrard and Cunningham (2004) identified that service
failures, pricing and inconvenience greatly affect consumers switching to another
bank. Chiu et al. (2005) explained the relationships among relational bonds, customer
value and customer loyalty in stayers, dissatisfied switchers and satisfied switchers of
Taiwanese bank customers. According to the results, managers in the industry were
suggested to identify the relational bonds and improve financial, social and structural
bonds with their customers and differentiate relational bonds between stayers and
switchers (Chiu et al., 2005). Moreover, factors that affect switching in New Zealand
banking industry is investigated by Clemes et al. (2007) and found out that customer
commitment had the most significant impact on a customer’s switching decision
followed by service quality, reputation and customer satisfaction respectively.
Moreover, it has been showed that young-aged and less-educated customers have the
highest likelihood of switching banks (Clemes et al., 2007).



2.2 Switching Behavior of Mobile Phone Customers

In mobile telecommunications industry; securing existing customer base is also
commonly considered important and widely paid attention. Gaining and holding new
customers is challenging and also costly, when the subscriber amount reaches the
maturity level in an aggressive sector as telecommunications. Hence, it is important to
embrace a customer-oriented business strategy for mobile service providers to
maintain their competitive position (Kim et al., 2004). Literature posits several studies

on switching behavior of mobile phone users in various countries around the world.

Kim et al. (2004) examined Korean mobile telecommunication services industry in a
transition period with the introduction of MNP to increase customer loyalty. Customer
satisfaction and the switching barriers effect on customer loyalty was investigated and
hypotheses are tested to provide strategic suggestions for mobile carrier companies. It
has been identified that call quality, value-added services and customer support were
the main factors that had significant effect on customer satisfaction; whereas loss cost,
move-in cost and interpersonal relationship turned out to be the most affecting
switching barriers. Moreover, Kim et al. (2004) revealed that the switching barrier had
an adjustment effect on customer satisfaction, loyalty and suggested Korean mobile
carriers to increase switching costs to increase customer lifetime value and customer
retention (Kim et al., 2004).

Shin (2006) investigated the effect of MNP on switching barrier, switching costs and
perception of subscribers and the structural relationship among those factors for the
United States mobile customers to identify customer behavior of switching to another
mobile carrier with the introduction of MNP. Results revealed that switching barriers
were highly perceived as detracting factors and prevent US subscribers from switching
to another mobile carrier. As compared to Korean example, it seems that US
customers’ perception of mobile phone services lead to different levels of switching
variability along with different types of regulatory intervention and alternative solution
offers by the mobile service providers. It has also been found out that call quality is an
important factor with customer service for US subscribers (Shin, 2006). Furthermore,
US mobile service subscribers were also studied by Malhotra and Malhotra (2013)
with a focus on service quality, innovation and lock-in strategies as switching barriers.

Regression results indicate that mobile service quality is an important factor of



detracting customers switching intention. However, absurd contractual lock-ins with
unreasonable lengths increase customers switching intention whereas soft lock-ins as
being on the same service provider with friends and family decrease propensity to
switch (Malhotra and Malhotra, 2013).

Customers’ switching behavior among Greece mobile carriers investigated by
Santouridis and Trivellas (2010) focusing on the impact of service quality and
customer satisfaction. Field research showed that among customer service quality
dimensions, customer service, pricing structure and billing system are the most
important factors that positively affect customer satisfaction and loyalty (Santouridis
and Trivellas, 2010). Furthermore, China’s mobile phone users studied by Liang et al.
(2013) and identified seven important factors that affect customers switching behavior
in China as: core service failure, high price, ethical problems, competition,
inconvenience, service encounter failure and influence from family/friends in

descending order of influence (Liang et al., 2013).

Although, mobile telecommunication industry in Turkey drastically changed in the
past 10 years with the implementation of MNP; there is limited research on how
customers’ switching decisions are affected. Aydin et al. (2005) aimed to develop a
model to analyze relationship among customer loyalty, customer satisfaction, trust and
switching costs in the mobile phone market in Turkey. They showed that switching
cost dimensions except monetary-loss cost influence customer loyalty positively and
monetary cost relates negatively with trust and customer satisfaction. Moreover, each
switching cost dimension and the significance of relationships were identified (Aydin
etal., 2005).

In accordance with the variables considered in the literature about switching behavior
of consumers, this study aims to explore differences between switchers and non-
switchers; examine differences among one-time switchers and multiple times
switchers via MNP and identify prominent factors in terms of service quality factors
(network quality, customer support quality, billing accuracy and retail stores quality),
customer satisfaction, switching barriers (learning, transaction and loss costs,
contractual lock-ins) and switching facilitators (advertisement, attractiveness of

alternatives, corporate image and value consciousness).



2.2.1 Customer satisfaction

Customer satisfaction is mainly defined as the customers’ own evaluation based on
previous purchase experiences and own perception of service quality (Johnson and
Fornell, 1991; Zeithaml et al., 1996). Customers that experience high level of
satisfaction are most likely to stay with their current service provider and continue
their subscription. It has showed in many studies that highly satisfied customers are
likely to stick with their existing operator and have low intentions to switch to another

service provider (Kim et al., 2004).

Kim et al. (2004) stated that customer satisfaction increases customer loyalty and
inhibits customer churn, declines customers’ price sensitivity, decreases the costs of
marketing failures and of new customer creation, decreases operation costs due to
customer number increases; improves the effectiveness of advertising and heightens

business reputation.

Mediation effect of customer satisfaction on service quality and customer loyalty
relationship has been analyzed by Santouridis and Trivellas (2010) and confirmed that
the three dimensions of service quality as customer service, pricing structure and
billing system, are positively related to customer satisfaction which in turn also
positively related to customer loyalty. In another study, Calvo-Porral and Levy-
Mangin (2015) examined customer satisfaction and loyalty and confirmed that service
value has strong influence on customer satisfaction. Along with the service quality,
customer satisfaction is discussed in this study as a factor that has strong influence on

customer switching behavior.

Kim et al. (2004) investigated customer satisfaction and switching barriers influence
on customer loyalty for Korean mobile telecommunication services industry. It has
been found out that; among factors setting service quality; call quality, value-added
services and customer support are the factors with significant effect on customer
satisfaction. Therefore, it has been advised that mobile services companies should still
pay attention to improve call quality and coverage; along with developing value-added
services and efficient customer support. Further, switching costs as loss cost, move-in
cost and interpersonal relationships appeared to be the factors that significantly affect
switching barrier. According to Kim et al., in order to increase loss cost and move-in

cost; mobile services companies must keep developing customer reward programs.



2.2.2 Service quality

Service quality plays a significant role in evaluating a company’s performance. It is
often examined mainly due to it’s important effect on customer satisfaction, loyalty,
profitability and commonly demonstrated to be directly related to customer

satisfaction and switching intention (Malhotra and Malhotra, 2013).

Service quality; as the match of customer’s expectations to delivered services; is also
described as customers’ general feeling of the corresponding efficiency of the
organization and its services (Shin and Kim, 2008). As an example, Parasuraman et al.
(1988) outlined perceived service quality as the result of the customers’ comparison

of expectations with received service.

Several studies suggest a variety of dimensions to measure service quality. Among
them, SERVQUAL is the most well-known by measuring difference between
customers’ perceptions versus expectations and distinguished by tangibility reliability,
assurance, empathy and responsiveness (Parasuraman et al., 1988). Moreover, there
are other studies in literature that aim to establish service quality concept and
measurement models by explicitly focusing on mobile telephony industry. ‘Network
quality’ has been chosen as a significant quality dimension in mobile telephony;
defined as clean connection, clarity of voice, area coverage, easy and smooth internet
connection (Chadha and Bhandari, 2014; Liang et al., 2013; Chuang, 2011; Malhotra
and Malhotra, 2013; Santouridis and Travellas, 2010). ‘Customer support quality’
evaluates civility and problem solving capability of customer service representatives
and timely problem resolution manner (Chadha and Bhandari, 2014; Liang et al., 2013;
Chuang, 2011; Malhotra and Malhotra, 2013; Peng and Wang, 2006; Santouridis and
Travellas, 2010). ‘Billing system quality’ includes billing accuracy and fair charging
as suggested by Liang et al. (2013), Chuang (2011) and Peng and Wang (2006). ‘Retail
stores quality” comprises offering sufficient number of store and pleasant store

locations (Malhotra and Malhotra, 2013; Liang et al., 2013).

Earlier studies examined service quality and its impact on customer satisfaction and
relatively on switching behavior. Shin and Kim (2008) hypothesized that higher levels
of service quality are associated with higher levels of customer satisfaction and
consequently with lower levels of switching intention. It has been displayed that if

service quality fails the expectations; the respondents’ group which is formed by



switching subscribers are more likely to switch current service provider. Furthermore,
service quality is found to be an important factor than the perceived price influencing
a customer’s satisfaction which affects the degree of intention to switch (Shin and Kim,
2008). Kathuria and Jain (2009) examined the factors that influence the selection of
rural consumers’ mobile service provider choice and highlighted that network
coverage is a more important factor amongst others such as price, value for money,
billing integrity, recommendation from family and friends, customer service and
company image. In addition, various aspects of service quality and its perceived
importance on switching behavior in Chin’as mobile phone service sector identified
by Liang et al. (2013).It has been showed that, as a service quality dimension, core
service failure is one of the most significant factors along with high price and ethical
problems of service providers that lead customers to switch service providers similar
to findings in Western countries (Keaveney, 1995). The cross-cultural findings
comparing China and other Western countries validates the significance of the service

quality as a key to success for service providers in competition (Liang et al., 2013).

Service quality is considered as an important dimension to differentiate switching and
non-switching customers in this study; evaluating network quality, billing accuracy,

customer support and retail stores quality as measuring dimensions.

2.2.3 Switching barriers

The switching barrier is defined as the adversity of switching to another service
provider from the existing carrier or the financial, social and psychological difficulty
that a customer is subject to when switching to a new service provider (Kim et al.,
2004). Switching barriers include mainly switching costs and contractual lock-ins that
force customers to stay with the existing service provider and prevent them from

switching to a new one.

2.2.3.1 Switching costs

Switching cost is widely defined as economic, psychological and physical costs that
associate with changing from one service provider to another (Aydin et al., 2005).
These are the costs that prevent customers from switching to a rival’s product or
service (Caruana, 2003). According to Klemperer (1987), there are at least three types
of switching costs as transaction, learning and contractual costs. The cost of leaving

present service provider and finding a new one is classified as transaction cost.



Learning cost can be described as switching to a new brand after learning to use that
brand. Contractual cost is expressed as the cost of reward programs for repeated
purchasers and punishment for switchers (Aydin et al., 2005). In addition, Jones et al.
(2002) proposed six dimensions of switching cost as lost performance, uncertainty,
pre-switching search, evaluation, post-switching behavioral and cognitive, setup and
sunk costs. In the study where two service industries as hairstylists and banks were
compared, it was found that higher perception of switching cost is correlated with
stronger customer loyalty. Studies demonstrate that switching cost is significant to
have competitive benefit in order to reduce churn and keep existing customer base.
Dimensions of switching cost and their effect on customer loyalty were analyzed by
Caruana (2003) and a strong relation between higher switching cost and stronger
customer loyalty was indicated. Further, it is stated that if perceived switching cost is
high, customer loyalty will be stronger even in the absence of satisfaction and trust
(Aydin et al., 2005). Switching cost is one of the focus of this present study, along with
three sub-factors as adaptation costs, transaction costs and loss costs. Adaptation cost
are presented by the effort, time, energy and money to search and find a new service
provider. It also represents the struggle of customer to attain the same comfort level in
knowing how to use a service or product which may not be similar in other brands of
the same product (Caruana, 2003). Transaction costs are associated with perceived cost
of mobile number porting process in mobile market. These costs include perceived
complexity of MNP process as document preparation and delay in porting. Loss costs
are the costs of losing certain benefits and particular privileges as reward programs or

rate discounts due to switching to another service provider.

2.2.3.2 Contractual lock-in

In addition to switching costs, long-term subscription contracts are used as another
switching barrier by companies to hold and lock-in customers to prevent from
switching. Carriers have increased subscriber lock-in by making customers sign long-
term contracts, increasing termination penalties and introducing the burden of hidden
costs. It is stated that many subscribers worry about penalties that they have to pay in
case of switching carriers, due to early termination of contracts (Shin and Kim, 2008).
Moreover, previous studies stated that unreasonably long contracts cause customers to

switch although they include essentially official contracts to make them stay (Malhotra
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and Malhotra, 2013). Consequently, contractual lock-ins and switching costs are
identified as strong barriers in this study to understand customers switching behavior.

2.2.4 Switching facilitators

As opposed to switching barriers that prevent customers from switching their existing
carrier, there are factors that facilitate customers switching from one service provider
to another by allowing them to acknowledge alternatives, consider value for money,
and evaluate corporate image and competing advertisements. Switching facilitators in
this study are discussed by including attractiveness of alternatives, advertisement,

corporate image and value consciousness.

2.2.4.1 Attractiveness of alternatives

Attractiveness of alternatives is described by Kim et al. (2004) as service provider’s
reputation, company imagev and service quality which are expected to be better or
more convenient than the existing service provider. The extent to which competing
alternatives are available in the marketplace is considered as a switching facilitator
since consumers perceive that the access to alternatives will ease to discontinue the
existing service company (Calvo-Porral and Levy-Mangin, 2015). Hence, if the
alternative carriers offer as equally satisfactory and suitable service as the existing one,
they may increase the switching intention.

Chuang (2011) investigated factors that affect subscribers in Taiwan’s mobile phone
industry to stay or migrate and found that the attractiveness of alternatives positively
influences customers switching intention by forming a pulling effect which encourages
subscribers to switch to other carriers. In a recent study, Chuang and Tai (2016)
displayed that attractiveness of alternatives strengthen switching intention and
moderate the relationship among switching intention and core service performance,

satisfaction, service quality and perceived price.

Wen-hua et al. (2010) in a similar study in China, discovered that attractiveness of
alternatives is not as significant as customer satisfaction and switching costs on mobile
users to form switching intention in the context of one-way MNP. Furthermore, Jones
etal. (2000) investigated the impact of interpersonal relationships, perceived switching
costs and the attractiveness of alternatives on customer’s decision to switch to another

service provider. It has been stated that as the most significant motive on retention;
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core-service satisfaction’s impact on repurchase intention decreases when customers

perception of attractiveness of alternatives is high (Jones et al., 2000)

Attractiveness of alternatives is included to this study as comprising the number of

alternatives, promotions and quality of services.

2.2.4.2 Advertisement

Advertising is frequently used in a service context to build recognition and direct
customers’ interest towards the service offering. Advertisements inform customers
about service details while setting up a competitive position and turning services into

more tangible products (Lovelock, Patterson and Walker, 1998).

Advertisements are investigated widely in literature as facilitating switching behavior.
For instance, Yoo et al. (2000) revealed that decrease in advertising is one of the major
reason for the decrease in customer loyalty. Further, Chadha and Bhandari (2014)
studied the factors that encourage customers to switch mobile operators and reported
that ‘advertising’ also contributes to explain the switching behavior by showing the
growing importance of marketing activities. It has been also revealed by Silva et al.
(2016) that the perception of marketing communication efforts make staying and

switching customers differ from each other.

While strong competition to attract new customers is persistent, existing customers are
being continuously stimulated with attractive offers and advertisements from
competitors to switch (Malhotra and Malhotra, 2013). Therefore, advertising is

selected as another factor in this study as a facilitator for switchers.

2.2.4.3 Corporate image

Corporate image is defined as an overall impression of an organization held in
consumer’s mind as an evaluation of the company and its products and services. It is
referred to the capability and social responsibility that show company’s expertise in
delivering products and services and managing social issues (Kim and Lee, 2010).
Image and reputation play an important role in service companies since strong image
enhances customer trust and empowers customers to better anticipate and understand
intangible products (Peng and Wang, 2006). Customers will intend to switch to a
mobile services company which they perceive as trustworthy, dependable and

experienced when compared with other companies (Calvo-Porral and Levy-Mangin,
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2015). Hence, corporate image is examined in this study by trustworthiness, reliability,
perceived position in the market, experience and social responsibility.

2.2.4.4 Value Consciousness

Perceived value by customers commonly distinguished by the concern with the

received quality to the paid price amount.

As related to customer’s interest for price paid relative to quality received, Lichtenstein
et al. (1993) studied value consciousness with 3 items considering the concern for the
money spent according to service quality, comparing prices of different suppliers and
maximising the quality for the paid price. Using the same measures; Peng and Wang
(2006) empricially validated that switchers and stayers differ in their perception level

of price, value offers, service quality, reputation and marketing communication.

As another switching facilitator, value consciousness was studied and tested to
understand its influence on consumers’ decision to stay with existing service provider

or switch to a new one.
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3. MOBILE COMMUNICATION AND MOBILE NUMBER PORTABILITY
PRACTICES

Rapid development of technology has brought new dimensions to the communication
need of the world. Mobile communication systems are being benefited to fulfill this
need for almost more than 20 years by changing the meaning of communication in our
daily life. It has become indispensable to use mobile systems which also provide data
transfer by mobile network.Wired communication sytems which were used in recent
past, have been replaced with wireless technologies and systems for voice and data

transfer.

3.1 The Growth of Maobile Telecommunication

Mobile communication history goes back to 1986 when car phones were started being
used in Turkey. While landline phones were becoming commonplace, mobile devices
have completely changed the way of communication and empowered
telecommunications sector to rapidly grow in Turkey similarly to other countries in

the world.

Mobile electronic communication services firstly began to be provided in Turkey in
1994 by two mobile service providers; Turkcell and Telsim. In 2000, two other
carriers, Aria and Aycell, entered the market and rised competition up by ending
duopoly. However, due to late entrance, lack of regulations that would facilitate
entering the market such as number portability and incapability to compete efficiently
with existing operators; Aria and Aycell merged under the brand named Avea in 2004.
Hence, three service providers constituted the market of mobile telecommunications.
In 2006, an important change in industry happened when Vodafone acquired Telsim
from the Turkish Savings Deposit and Insurance Fund and the current market is formed
by three mobile service providers as Avea, Turkcell and VVodafone (Information and
Communication Technologies Authority, 2017). In January 2016; as sole owner of

Avea; Turk Telekom group has announced the merging of its respective mobile and
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ISP brands Avea and TTNet under the unified Turk Telekom brand name, logo and
website.

As of December 2016; there are 75.061.699 mobile subscribers in Turkey
corresponding to 94% market penetration. The number of customers that use 3G -
introduced in 2009- reached to 65.949.652 as of March 2016. However, after the 4.5G
introduction on April 2016; there has been a rapid transition period from 3G to 4.5G
subscription. As shown in Figure 3.1,; the number of 3G subscribers decreased to
18.890.648 and 4.5G subscribers reached to 51.689.904 as of December 2016
(Information and Communication Technologies, 2017).
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Figure 3.1 : Total mobile subscriber number and penetration rate (ICTA, 2017)

Turkey has 94% mobile penetration and it is behind the European countries which
have 133% mobile penetration on average (see Figure 3.2).
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Figure 3.2 : Mobile subscriber penetration of Turkey and some European countries
(ICTA, 2017)

Currently, mobile consumers in Turkey can choose among two different subscription
types as prepaid and postpaid. Prepaid subscribers pay and purchase the credit in
advance of service use; whereas postpaid subscribers are billed after their use of
mobile services at the end of billing period. Mobile consumers in Turkey are recently
moving from prepaid to postpaid subscriptions. As shown in Figure 3.3; postpaid

customers outnumber prepaid customers since the second quarter of 2016.
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Figure 3.3 : Prepaid and postpaid mobile subscriber ratio (ICTA, 2017)

Compared to European countries; Turkey has more prepaid subscribers with 49%;

whereas countries in Europe has 36% on average (see Figure 3.4). It could be
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interpreted as Turkish mobile phone service users prefer more to pay and purchase the
credit before the use of service.
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Figure 3.4 : Prepaid/Postpaid subscriber ratio in Turkey and some European
countries (ICTA, 2017)

Total mobile phone consumers in Turkish market are distributed among three
operators as shown below in Figure 3.5. Turkcell has the greatest market share with
33,04M customers; followed by Vodafone and Avea with 23,46M and 18,56M

respectively.
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Figure 3.5 : Total mobile subscriber amount of mobile service providers (ICTA,
2017)
Turkcell has been dominating the mobile phone services market in Turkey as it has
more more mobile subscriber amount than other operators have. However, the market

share gap between the operators has been closed in the last years.
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3.2 Mobile Number Portability

Mobile number portability enables consumers to switch between operators and service
providers while retaining the existing phone number. It has been introduced by
Information and Communication Technologies Authority of Turkey in 2008 and
defined as “customers’ ability to change the service provider company, physical
location and/or received service type, without changing the customer number” (Yildiz,
2013). Before number portability, customers who wanted to switch service providers
had to renew their mobile phone number and exposed to monetary and psychological
difficulties in order to benefit other operator’s service. Mobile number portability
(MNP) provides effective solution to these difficulties in the mobile communication
industry. As customers keep their existing phone numbers while switching service
providers, service providers reach other provider’s customers more easily and get the
opportunity to subscribe them to their services. Hence, not only customers are provided
convenience, but also service provider companies have been presented competitive
opportunity with MNP concept (Sahin, 2005).

Number portability obligation imposed by authorities to service providers, aiming to
ensure customer satisfaction. In context of this intention, four main benefits of number

portability can be listed as in Table 3.1.

Table 3.1 : Benefits of mobile number portability (Buehler and Haucap, 2003)

Type of . )
Benefit Applies to Benefit
1A Users who switch even Avoided costs of number change
without MNP (e.g. informing users, lost calls)
Users who only switch with Benefits of moving to a new
1B
MNP operator
9 All Users Benefits of st_lr_nulatlng
competition
3 Callers Avoided costs of finding
changed numbers

Consumers who switch even in the absence of MNP; as in benefit type 1A; are not
facing switching costs as informing people about the phone number change and
missing calls from people that do not know the new number after MNP
implementation. Hence, from customer aspect service provider switching costs are
declined with number portability concept. Moreover, customers who switch to

alternative service providers only with MNP (1B), benefit facilitations that other
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operators offer for gaining new customers from competitors. Along with decreasing
switching costs, consumers are considered to prefer other service providers for their
attractive offers and better service quality. In benefit type 2; all users of mobile
telecommunication services take advantage of lower prices and better service quality
that competition brings along. Companies in the market improve their services and
apply considerate pricing; knowing that customers can easily switch their existing
service provider with number portability. Besides, all customers who make calls to
other users (type:3) benefit from simply reaching other users on same phone number,
thanks to MNP.

Number portability had started to come to order in late 1990’s and was introduced
firstly in Singapore in 1997. England, followed as being first implementing country in
Europe and activated MNP in January 1999; four mobile service providers’ licences
were regulated by authorities and mutual number portability obligation has been
imposed.

In America, Federal Communications Comission (FCC) introduced number portability
for fixed lines in mid 1990’s and started for mobile lines in 1998. By 2004, MNP is
adopted in all over America (Gungor and Evren, 2010). After the first implementing
countries, especially all European Union countries started adopting MNP. Table 3.2
shows dates when these countries and regions around world implemented the policy
of MNP.

Table 3.2 : MNP imlepentation date of countries (Wen-hua, S., Wu, Z. and Jing-yi,
L., 2010)

Year | Countries and Regions

1998 | Singapore (04)*

United Kingdom (01); the Netherlands (01); Hong

Kong (03)

2000 | Sweden (09); Switzerland (03); Spain (10)

Denmark (01); Australia (09); Norway (11); Macao

(12)

Germany (02); Belgium (10); Italy

(06); Portugal (01)

1999

2001

2002
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Table 3.2 (continued) : MNP imlepentation date of countries (Wen-hua, S., Wu, Z.
and Jing-vyi, L., 2010)

Year | Countries and Regions

Finland, France (06); Luxembourg (12); the United

Kingdom (11);Ireland (07)

Greece, Austria, Slovenia, Cyprus, Poland, Hungary,

2003

2004
the United States, South Korea, Taiwan

2005 | Estonia, Latvia, Malta

2006 | The Czech Republic, Japan, West Africa, Slovakia
2007 | Canada

2008 | Brazil, Turkey**

2009 | China mainland

* number between brackets represents implementing month of the year

** Turkey is added by the author

MNP implementation process, as can be seen from from the table above, has been
completed for all European countries by 2008. The success of MNP implementation
varies among countries according to factors that affect customer demand such as
porting duration, cost coverage and service limitation after number porting process.
Porting duration and the amount of numbers that ported for some countries are shown
below in Table 3.3.

Table 3.3 : Porting durations and numbers of countries (Gungor and Evren,2010)

Country Aveage number of -days Amount of numbers
to port a mobile line ported (K)
Austria 3 321 (2007)
Belgium 2 151 (2006)
Finland 5 4.300 (2008)
France 7 2.400 (2008)
Germany 5 1.573 (2007)
Greece 10 582 (2008)
Italy 10 16.100 (2008)
Luxembourg 1 72 (2008)
Netherlands 10 2.180 (2007)
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Table 3.3 (continued): Porting durations and numbers of countries (Gungor and

Evren,2010)
Country Aveage number of days Amount of numbers

to port a mobile line ported (K)
Portugal 10 196 (2008)
Spain 5 16.000 (2008)
Sweden 5 3.070 (2008)
Switzerland 10 151 (2006)
England 2 -
Czech Rep. 5 164 (2007)
Estonia 5 160 (2009)
Hungary 6 279 (2009)
Lithuania 5 81,5 (2008)
Malta 1 65,6 (2008)
Poland 8 228 (2008)
Slovakia 10 16,5 (2008)
Slovenia 7 145,8 (2008)

The average time it takes to port a mobile number from one service provider to another
has been deeply examined by Singer (2014) as a key metric of efficiency of MNP
regime. It has been indicated that MNP is mostly efficient in United States where it
takes only 2 hours to port a number; whereas other countries in the world takes
approximately 2-10 days for porting. Moreover, a positive correlation is found
between porting duration and wireless prices, showing that any delay in porting time
predicted to increase wireless prices (Singer, 2014). MNP implementation success is
measured by the amount of ported numbers because high amount of numbers shows
customers’ demand for the number portability service. Hong Kong, South Korea and
Australia are the countries that considered successful by porting 6% of mobile numbers
annually with MNP. The success of MNP implementation measured with the amount
of ported numbers is mainly the effect of short porting duration, low cost transactions,
regulatory authorities promotion of MNP, informing customers, new operators’
entrance to the market and different backup services provided. However, the amount
of numbers ported are not the only measure for the success of MNP implementation.

Even the amount of numbers that ported are below than the expected, improvement in
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service quality, increase in the competition in the mobile communications market and
decrease in product and services prices can demonstrate that MNP is favorable (Yildiz,
2013).

Mobile number portability, switching to other mobile services providers while
retaining the existing mobile phone number, has rapidly begun to operate right along
with the progress of other countries in Turkey mobile communications market.
Information and Communication Technologies Authority in Turkey set up ‘Number
Portability System’ (NTS) to operate mobile number portability process. In February
1st, 2007 MNP implementation was introduced by regulations and has been employed
since November 9th, 2008. It has been successfully adopted by subscribers in the
market that so far, nearly 103 million numbers have been ported among cellular
operators (Information and Communication Technologies Authority, 2017). In the last
quarter of 2016; the amount of mobile numbers ported increased by 0.42% compared
to the previous quarter and was realized as 2.344.977 as shown in the Figure 3.6 below:
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Figure 3.6 : Total amount of mobile numbers ported in Turkey (ICTA, 2017)

In the last quarter of 2016; Turk Telekom (as known as Avea beforehand) gained
65K subscribers whereas VVodafone and Turkcell lost 53K and 12K subscribers via

MNP respectively (Figure 3.7).
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Figure 3.7 : Net addition number of subscribers of mobile operators via MNP
(ICTA, 2017)

Turkecell, as the market leader operator, has been losing subscribers via MNP for the

last two years; whereas following operators VVodafone and Avea have been gaining

subscribers via MNP. However, in the last two quarters of 2016, it can be seen that the

subscriber transfer among operators via MNP has been decreased compared to the

beginning of last year.

3.2.1 Mobile number portability process

Number portability process is defined in details by the regulations (see Appendix E).

The messaging diagram and MNP process are described and shown below in Figure

3.8 and 3.9.
Receiving
o MRVT Donor Operator Operators
. - perator
Porting Application
2 days
4 Request Request
2 days
Response Response
5 Request
Min 24 hours
48 hours
Request Request Max
Porting time ' Porting time

Figure 3.8 : Number portability messaging diagram (Url-1)
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Figure 3.9 : MNP process (Url-1)
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Based on the figures, the first step of the process begins when subscribers who will to
port their mobile phone number; forward their request to the service provider they
will to switch via writing, calling customer services, online services or other ways that
are defined by Information and Communication Technologies Authority in Turkey.
During application, subscribers state the phone number, identity information,
switching service provider (receiving operator), existing service provider (donor
operator), contact information, and preferred porting time and sign subscription
contract that will be valid after porting process. Receiving operator electronically
transfers the received information of applicant subscribers to Central Reference
Database (Merkezi Veri Tabani; MRVT) in 2 days at latest. Donor operator checks the
accuracy of the applicants’ information and sends acceptance or refusal to MRVT in

2 days at latest. Any of the following criteria results in a refusal of an applicant:

o Mobile phone number that requested to port belongs to another
subscriber

o Applicant subscriber requests number portability from existing service
provider

o Applicant subscriber’s identity information is incorrect or incomplete
to be able to prove identity

o There is another MNP process started or ongoing for the same number

that is requested to port
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After donor operator sends acceptance response to MRVT; MRVT notifies all
operators of the porting number and time. The exact porting date and time are declared

to subscriber by receiving operator.

Donor operator deactivates the number subject to porting in the specified time and
informs receiving operator of the deactivation through MRVT. Receiving operator
activated and defines the number to its network and other operators make necessary
arrangements to direct calls for this number to the right operator. Deactivation and
activation process in donor and receiving operators cause communication interruption
for 15 minutes. Overall porting process completes in 6 days from number portability

application at latest.

After porting process, a warning tone had been heard by the callers, notifying that the
receiving subscriber has switched mobile carrier via MNP. However, due to
widespread of onnet tariffs which allow customers to call numbers belonging to other
operators by using minute allowances in their tariff in Turkey; Information and
Communication Technologies Authority allowed the removal of warning tone by May
2015, for customers who do not want to be notified while calling another operator’s
subscriber. News related MNP process and mobile service provider’s campaigns

showing the evolution of this issue in Turkey are given in Appendix D.

3.2.2 Mobile number portability effects on the market and consumers

Mobile number portability concept has significant effects on the mobile

telecommunications market as well as the consumers’ lives.

The overall welfare effect of MNP on customers are examined by Buehler and Haucap
(2003) and competitive effects that the introduction of MNP generates are discussed.
It has been highlighted that the prefix of a mobile phone number no longer
demonstrates its network assignment which may cause financial cost due to reduction
in tariff transparency. Hence, customers could not know the phone number they call is
whether in the same network or not and may come up against higher amount of invoice
(Buehler and Haucap, 2003).

Furthermore, number portability has brought customer loyalty and reduction in
switching costs as reasons of raising competition in the market. There are several
studies in literature that examines MNP effects on competition among service

providers. Lee et al. (2006) stated that number portability helps promote competition
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in the mobile communications market by reducing switching costs. An analysis was
conducted to estimate switching costs and customers’ valuation of the number
portability in Korean mobile communications market and showed that switching costs
have been lowered after MNP adoption (Lee et al., 2006). Hence, number portability
plays a significant role in constituting a competitive market structure and due to its
positive impact on raising competition, mobile service providers that hold the majority
of market share, have resistance in the implementation unlikely to their counterparts
(Yildiz, 2013).

Considering the impacts of MNP on the competition in the mobile telecommunications
market, it is intriguing to study it’s effect on the customers’ switching behavior as well.
It is intended with this study to understand how MNP, as a game-changing method,
has influenced customers’ switching behavior to choose among mobile service

providers in the market.
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4, RESEARCH METHODOLOGY

Since the introduction of MNP in Turkey, competition in the mobile
telecommunications market has been changed and become more intense in terms of
mobile carriers’ customer acquisition and retaining efforts. It has become more
substantial for mobile phone companies to understand customer behavior and related
determinants that lead to switching behavior. Hence, identifying the factors that affect
customers to switch from one service provider to another and finding out differences
among customer groups who show different switching behaviors while changing
mobile carriers via MNP are the main motivations in this study to produce effective
and strategical implications for companies.

4.1 The Proposed Model

This study mainly aims to explore differences between mobile phone service users in
terms of their switching decision to another service provider in Turkey via MNP. In
order to identify distinction of switching and non-switching mobile service
subscribers; one time and multiple time switchers; service quality factors (network
quality, customer support, billing accuracy and retail stores quality); customer
satisfaction; switching barriers (learning cost, transaction cost, loss cost and
contractual lock-in) and switching facilitators (attractiveness of alternatives,
advertisement, corporate image and value consciousness) are investigated. These

independent variables are conceptualized in the Figure 4.1 below.

Multi-item scales are utilized from various research studies served to measure these

factors. The items used in the measurement are given in Appendix A.
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Figure 4.1 : Proposed Research Model
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A questionnaire was developed after an extensive literature survey in the related area
of study. Five-point Likert scale was used that ranged from ‘strongly disagree’ to
‘strongly agree’ with scores from 1 to 5 respectively. The questionnaire is translated
into English and then back to Turkish to ensure that the questions communicate the

same meaning.

The sample was chosen considering the time and cost constraints. Since, there is no
record of the amount of mobile subscribers that ported their number via MNP; with
assumption of 50% of the subscribers ported their number, 95% confidence interval
and 5% margin of error, the sample size is resulted with 384. Four hundred respondents
were chosen among current users of mobile telecommunication services who also have
knowledge about mobile number portability concept. The questionnaire was first
created and initially tested via telephone interview by 10 mobile phone users. The
pilot-test resulted as satisfying since all questionnaire items were found clearly
understandable by respondents.

The survey took place between October and November 2016. An initial filtering
question was directed to participants about whether they know mobile number
portability application; only those answer positively participated in this study.
Respondents’ data were collected via computer-aided telephone interview (CATI)
conducted with the assistance of a professional market research agency. A total of 400
completed survey forms were found eligible for the analysis. SPSS 23.0 was used for

basic statistical analysis, factor analysis and reliability analysis.

4.2 The Sample Characteristics

The sample characteristics are shown in Table 4.1. The majority of the sample consists
of males with 60.7%. The mean age of the respondents is 40 years old; 71% of the
sample are married and 48% of them are primary education graduates. Most of the
respondents are postpaid subscribers (73%) and use Turkcell as mobile service
provider (43%). The distribution of mobile service provider subscription of the sample
is consistent with the market shares of the operators. The sample 75% of the
respondents monthly pay less or equal to 70 TL for mobile phone services (see Table
4.2).
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Table 4.1 : The sample characteristics

Frequency | Percentage
(%)
Gender Male 244 61
Female 158 39
Age 18-24 years old 43 11
25-34 years old 87 22
35-44 years old 136 34
45-54 years old 84 21
55-75 years old 52 13
Education Primary School 194 48
Level High School 112 28
Undergraduate 96 24
and Graduate
Marital Single 286 71
Status Married 116 29
Subscription | Postpaid 292 73
Type Prepaid 110 27
Provider Turkeell 173 43
Vodafone 136 34
Turk Telekom 93 23
Monthly Less than 25 77 19
spendingon | TL
mobile 26-50 TL 187 47
services 51-100 TL 92 23
101-250 TL 46 11
Switched via | Yes 232 58
MNP No 170 42
Switching 1 time 138 34
Frequency | 2 times 49 12
3 times 30 7
4 times 9 2
5 times 4 1
6 times 2 0
Switching Strongly 141 35
Intention disagree
Disagree 157 39
Neither agree 39 10
nor disagree
Agree 38 9
Strongly agree 27 7
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Fifty eight per cent of the respondents ported their numbers to another service provider
and 34% only switched operators once. Moreover, 74% of the respondents do not have

intention to switch their mobile phone service provider via MNP.

Survey questionnaire is presented in Appendix B and the frequency of the responses

are provided in Appendix C.

4.3 Reliability Analysis

Reliability refers to the consistency of results when the research object has been
repeatedly measured. Reliability is usually measured using Cronbach’s alpha
methodology, which is based on internal consistency. Cronbach’s alpha measures the
average of measurable items and its correlation, and if the result is generally above
0.5, it is considered to be reliable (Santos, 1999).

The internal consistency of the sample is analyzed in order to confirm the reliability
of the data. First, each construct’s reliability is analyzed and items that lower the
Cronbach’s alpha value (NQ1, VC1, BA4, CL2 and LC3) were removed from the data
set. The reliability analysis of each factor, performed after eliminating measurement
items that lower the overall reliability, produced the following results: customer
satisfaction (0.914); network quality (0,886); customer support (0.808); billing
accuracy (0.821); retail stores (0.741); learning cost (0.644); transaction cost (0.802);
loss cost (0.762); contractual lock-in (0.849); corporate image (0.888); advertisement
(0.929); attractiveness of alternatives (0.784); value consciousness (0.620).
Cronbach’s alpha values for all factors demonstrated internal consistency and

considered to be reliable.

4.4 Exploratory Factor Analysis

Factor analysis is one of the used methods to explain the correlations among variables
that gathered under base constructs as factors. Exploratory factor analysis (EFA), aims
to determine the number of fundamental factor that underlies a set of variables to
measure the degree of each variable associated with the factors and to gain information
about their nature from examining which factors contribute to performance on which
variables (Cudeck, 2000).
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EFA was conducted on service quality factors, switching facilitators and switching
barriers respectively in an iterative way. Items having a factor loading less than 0.5 on
primary factor and items having substantial cross-loadings were dropped from the
analysis. Later another EFA was performed on remaining items until no further item
needed to be removed. Correlations between theoretically similar measures are higher
than the correlations between theoretically dissimilar measures. The relationship between
measures from different constructs is not significant or low. This provides evidence for

both convergent and discriminant validity for each factor found at the end of each EFA.

At the end of EFA for service quality factors, an acceptable four-factor solution
explaining 76.21% of the variance was achieved. Table 4.2 shows factor loadings of
service quality items and the reliability coefficients of each factor.

Table 4.2 : Service quality factors

Question Factor Loadings Reliability
Factor 1: Retail Stores Quality

There are adequate hours of operation at retailers 0.830
My_operat_or has sufficient number of 0.782 0.741
retailers/kiosks
There is short transaction processing time at
: 0.752
retailers
Factor 2: Customer Support Quality
My operator has telephone customer reps who
- 0.867
can resolve billing problems
My operator ha_s telgphone customer reps who 0.828 0.808
can solve technical issues
My operator has in-store customer service reps
. . 0.552
who can offer advice about service plans
Factor 3: Billing Accuracy
My operator provides accurate billing on a
: 0.883
regular basis.
My operator delivers billing notice in a timely 0.779 0.821
manner
| am satisfied with billing accuracy of my
0.727
operator
Factor 4: Network Quality
| do not have difficulties with network coverage
. 0.925
quality
R . . . 0.886
I do not have difficulties with reception of signal 0.889

and network quality
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Furthermore, EFA was perfox”rmed to discover the switching facilitators and barriers
separately. At the end of this iterative process, an acceptable four-factor solution was
achieved for facilitators that explained 69.55% of the variance. For switching barriers
an acceptable four-factor solution was achieved that explained 67.87% of the variance.
Table 4.3 and Table 4.4 below presents factor loadings and reliability coefficients of

these factors.

Table 4.3 : Switching facilitators

Question Factor Loadings Reliability

Factor 1: Corporate Image
My operator is a representative of mobile operating

industry 0.865
My operator is a leading company in the sector 0.864
My operator is a high-tech company 0.827 0.888
My operator has long experience in the sector 0.781
My operator is a customer-oriented company 0.749
Factor 2: Advertisement
The competing operator's advertising words
. . . 0.941
influenced my decision to switch
The_ competing operator’s advertising influenced my 0.920 0.929
decision to switch
The competing operator's advertising humor
. . . 0.907
influenced my decision to switch
Factor 3: Attractiveness of Alternatives
If | needed to change operators, there are other good
0.827
operators to choose from
Compared to this operator, there are other operators
with which I would probably be equally or more 0.821 0.784
satisfied
| would probably be happy with the products and
. 0.803
services of another operator
Factor 4: Value Consciousness
If the price is cheaper, that is an important reason to
: . 0.795
stay with the service
I will continue to stay with the operator unless the
R . . 0.704
price is significantly higher for the same service 0.620
When choosing a service provider | always try to '
- . 0.683
maximise the quality | get for the money I spend
When | choose a service provider that is offering a 0.608

cheaper rate, | feel that | am getting a good deal
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Table 4.4 : Switching barriers

Question

Factor 1: Loss Cost

If I were to change my service provider, the
service | might receive at the new provider could
be worse than the service | now receive

| would lose preferential treatment if | changed
my service provider

There are certain benefits | would not retain if |
were to switch my service provider

| am not sure what the level of service would be if
| switched to a new service provider

By continuing to use the same service provider, |
receive certain benefits that | would not receive if
| switched to a new one

Factor 2: Transaction Cost

It would take a lot of effort changing operators

It would take a lot of time changing operators

It would be complicated for me to change
operator

Factor 3: Contractual Lock-in

| very much care that | must pay compensation
for breach of contracts

In order to switch service, | have to breach
contractual agreements

Factor 4: Learning Cost

Changing service providers would mean | would
have learned about the policies of a new one

If | were to switch service providers | would have
to learn how things work at a new one

Factor Loadings

0.769

0.748
0.743

0.660

0.539

0.900
0.882

0.590

0.928

0.896

0.847

0.836

Reliability

0.762

0.802

0.849

0.644

4.5 Discriminant Analysis

Discriminant analysis, as a statistical technique, provides to study the differences

between two or more group of objects with respect to various variables simultaneously.

It allows researchers to analyze the discriminating points among groups and supports

them with a method to classify any case into the group which it most closely resembles

(Klecka, 1980).

In order to discover differences among customers who switch their mobile service

provider and who did not switch their mobile service provider via MNP; a discriminant
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analysis was performed. After taking the group means for each factor; stepwise method
is used to apply discriminant analysis. Table 4.5 shows the testing of group means

equality.

Table 4.5 : Tests of equality of group means

Wilks' Lambda| F |dfl|df2]| Sig.
CSavg 0,974 8,760 | 1 |322|0,003
NQavg 0,956 14,995| 1 |322/0,000
CSPavg 0,967 11,021| 1 |322]0,001
BAavg 0,987 4,320 | 1 |322]0,038
Clavg 0,963 12,304| 1 |322/0,001
LCavg 0,997 1,122 | 1 [322|0,290
LoCavg 0,988 4,047 | 1 |322]0,045
TCavg 0,990 3,349 | 1 |322|0,068
ClLavg 1,000 0,002 | 1 |322|0,965
ADVavg 0,995 1,707 | 1 [322|0,192
AAavg 1,000 0,000 | 1 |322|0,984
VVCavg 0,998 0,598 | 1 |322|0,440
RSavg 0,999 0,454 | 1 |322|0,501

As indicated by the significance values showing the meaning of discriminating power;
values higher than 5% do not discriminate two groups from each other. In order to test
whether or not there is equal variance among switchers and non-switchers; Box’s M
test was applied. As demonstrated in Table 4.6, significance value is greater than 0.05
which confirms that the two groups have equal covariance matrices. Therefore, the
assumptionS that the dependent variables follow a multivariate normal distribution,

and the variance-covariance matrices are equal are met and the model is healthy.

Table 4.6 : Box’s M test results

Box's M 2,233
F Approx. 2,226
dfl 1
df2 288369,957
Sig. 0,136

The only variable entered the analysis is ‘network quality’which had the lowest Wilk’s
Lambda value and discriminated the two groups best. Variables that have higher
Wilk’s Lambda value are not included in the analysis due to low discriminating ability.
Variables in the analysis and variables not in the analysis are listed below in Table 4.7
and Table 4.8 respectively.
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Table 4.7 : Variables in the analysis

Step

1

Fto
Tolerance Remove
NQort 1 14,995

Table 4.8 : Variables not in the analysis

Step Tolerance | Min. Tolerance | F to Enter | Wilks' Lambda
0 CSavg 1 1 8,760 0,974
NQavg 1 1 14,995 0,956
CSPavg 1 1 11,021 0,967
BAavg 1 1 4,320 0,987
Clavg 1 1 12,304 0,963
LCavg 1 1 1,122 0,997
LoCavg 1 1 4,047 0,988
TCavg 1 i 3,349 0,990
ClLavg 1 1 0,002 1,000
ADVavg 1 1 1,707 0,995
AAavg 1 1 0,000 1,000
VCavg 1 1 0,598 0,998
RSavg 1 1 0,454 0,999

1 CSavg 0,711 0,711 1,030 0,952
CSPavg 0,829 0,829 3,389 0,946
BAavg 0,868 0,868 0,494 0,954
Clavg 0,677 0,677 2,404 0,948
LCavg 1 1 0,934 0,953
LoCavg 0,910 0,910 0,755 0,953
TCavg 0,973 0,973 1,402 0,951
ClLavg 0,999 0,999 0,017 0,955
ADVavg 0,996 0,996 1,104 0,952
AAavg 0,940 0,940 0,876 0,953
VCavg 0,941 0,941 2,984 0,947
RSavg 0,870 0,870 0,569 0,954

According to the eigenvalue and Wilks’ Lambda test results (Table 4.9 and Table 4.10)
the model explains the 4% of the relationship between groups and the significance

value below 0.05 shows that the model is strong enough.

Table 4.9 : Eigenvalues

1 ,047

100

100

Function Eigenvalue % of Variance Cumulative % Canonical Correlation

0,211
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Table 4.10 : Wilks’ Lambda

Test of Function(s) Wilks' Lambda Chi-square df Sig.
1 0,956 14,634 1,000 0,000

Standardized canonical discriminant function coefficients (see Table 4.11) and
structure matrix (see Table 4.12) below also shows the best discriminating factor is
‘network quality’. Moreover, the group centroids in Table 4.13 gives the average
discriminating function score; which shows that customers who switch to another
mobile service provider have negative relationship with independent variable ‘network

quality’ whereas customers who do not switch have positive relationship.

Table 4.11 : Standardized canonical discriminant function coefficients

Function

NQort 1

Table 4.12 : Structure matrix

Function
1
NQavg 1
Clavga 0,568
CSavga 0,538
CSPavga 0,414
BAavga 0,363
RSavga 0,360
LoCavga 0,300
AAavga -0,245
VCavga 0,244
TCavga 0,163
ADVavga 0,060
CLavga 0,023
LCavga -0,018
Pooled within-groups correlations between discriminating variables and standardized canonical
discriminant functions
Variables ordered by absolute size of correlation within function.
a This variable not used in the analysis.
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Table 4.13 : Group centroids

Switching & Non-Switching via MNP Function
1

Non-switchers 0,255

Switchers  -0,182

The predicted model to discover differences between switchers and non-switchers
correctly classified 61.8% of cases successfully as shown in Table 4.14. This result

shows that the model in the analysis correctly predicts the majority of originial group

cases.
Table 4.14 : Classification results
Predicted Group Membership Total
Non-switchers  Switchers
Original Count  Non-switchers 69 101 170
Switchers 52 179 231
% Non-switchers 40,6 59,4 100
Switchers 22,5 775 100
Cross-validated Count  Non-switchers 69 101 170
Switchers 52 179 231
% Non-switchers 40,6 59,4 100
Switchers 22,5 77,5 100
a 61,8% of original grouped cases correctly classified.
b Cross validation is done only for those cases in the analysis. In cross validation, each case is
classified by the functions derived from all cases other than that case.
¢ 61,8% of cross-validated grouped cases correctly classified.

For switching customers; another discriminant analysis is performed to find out the
major differences among heavy and light switchers. Customers who switched their
mobile service provider via MNP more than once are described as heavy switchers;
whereas customers who only switched their mobile service provider once are described
as light switchers in this analysis. After taking the group means for each factor;
stepwise method is used to apply discriminant analysis. Table 4.15 shows the testing

of group means equality.

Table 4.15 : Tests of equality of group means

Wilks' Lambda F dfl df2 Sig.
CSm CSavg 0,987 2,554 1 187 0,112
NQm NQavg 0,996 0,677 1 187 0,412
CSPm CSPavg 0,960 7,785 1 187 0,006
BAm BAavg 0,995 0,896 1 187 0,345
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Table 4.15 (continued) : Tests of equality of group means

Wilks' Lambda F dfl df2 Sig.
Cim Clavg 0,997 0,524 1 187 0,470
LCm LCavg 0,998 0,449 1 187 0,504
LoCm 0,996 0,819 1 187 0,367
TCm TCavg 0,999 0,263 1 187 0,609
CLm CLavg 0,995 0,851 1 187 0,358
ADVm ADVavg 0,996 0,824 1 187 0,365
AAM AAavg 0,986 2,751 1 187 0,099
VCm VCavg 0,986 2,716 1 187 0,101
RSm RSavg 0,995 0,926 1 187 0,337

Box’s M test results that heavy and light switcher groups have equal covariance
matrices as sig. value is greater than 0.05 (see Table 4.16). The variables entering the
analysis are ‘customer support’ and ‘retail stores quality’ which had the lowest Wilk’s
Lambda value and differentiate among two groups. Variables in the analysis and

variables not in the analysis are listed below in Table 4.17 and Table 4.18 respectively.

Table 4.16 : Box’s M test results

Box's M 6,488
F Approx. 2,135
dfl 3
df2 654920,409
Sig. 0,093

Table 4.17 : Variables in the analysis

Step Tolerance F to Remove Wilks' Lambda
1 CSPm CSPort 1 7,785

2 CSPm CSPort 0,699 15,576 0,995

RSm RSort 0,699 8,478 0,960

Table 4.18 : Variables not in the analysis

Step Tolerance | Min. Tolerance |F to Enter | Wilks' Lambda
0 CSm CSavg 1 1 2,554 0,987
NQm NQavg 1 1 0,677 0,996
CSPm CSPavg 1 1 7,785 0,960
BAm BAavg 1 1 0,896 0,995

Cim Clavg 1 1 0,524 0,997
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Table 4.18 (continued) : Variables not in the analysis

Step Tolerance | Min. Tolerance | F to Enter | Wilks' Lambda
LCm LCavg 1 1 0,449 0,998
LoCm 1 1 0,819 0,996
TCm TCavg 1 1 0,263 0,999
CLm ClLavg 1 1 0,851 0,995
ADVm ADVavg 1 1 0,824 0,996
AAmM AAavg 1 1 2,751 0,986
VCm VCavg 1 1 2,716 0,986
RSm RSavg 1 1 0,926 0,995

1 CSm CSavg 0,572 0,572 0,087 0,960
NQm NQavg 0,822 0,822 4,655 0,937
BAm BAavg 0,711 0,711 0,411 0,958
Clm Clavg 0,588 0,588 1,853 0,951
LCm LCavg 0,990 0,990 0,875 0,956
LoCm 0,884 0,884 3,718 0,941
TCm TCavg 0,985 0,985 0,704 0,956
CLm ClLavg 0,987 0,987 0,358 0,958
ADVm ADVavg 0,995 0,995 0,496 0,957
AAmM AAavg 0,974 0,974 1,434 0,953
VCm VCavg 0,932 0,932 5,790 0,931
RSm RSavg 0,699 0,699 8,478 0,918

2 CSm CSavg 0,561 0,489 0,009 0,918
NQm NQavg 0,806 0,635 3,002 0,904
BAm BAavg 0,680 0,591 0,001 0,918
Clm Clavg 0,444 0,444 0,008 0,918
LCm LCavg 0,928 0,656 0,044 0,918
LoCm 0,848 0,671 1,783 0,909
TCm TCavg 0,983 0,688 0,933 0,914
CLm Clavg 0,977 0,683 0,084 0,918
ADVm ADVavg 0,995 0,697 0,482 0,916
AAm AAavg 0,974 0,687 1,408 0,911
VCm VCavg 0,874 0,656 2,863 0,904

Eigenvalue and Wilks’ Lambda test results (see Table 4.19 and Table 4.20) that model

explains the 8% of the relationship between heavy and light switchers and the sig.

value below 0.05 shows that the model is strong enough.

Table 4.19 : Eigenvalues

Function Eigenvalue
1 0,089108835

% of Variance Cumulative % Canonical Correlation

100

100

0,286039
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Standardized canonical discriminant function coefficients (see Table 4.21) and
structure matrix (see Table 4.22) below indicate that ‘customer support’ and ‘retail
stores quality’ are two discriminating factors between customers who switch to another
mobile service provider once and customers who switched more than once. As groups
centroids shown on Table 4.23, light switchers attach more importance to customer

support. Heavy switchers on the other hand, attach more importance to retail stores

Table 4.20 : Wilks’ Lambda

Test of Function(s) Wilks' Lambda Chi-square df
1 0,918

Sig.

15,877 2,000 0,000

quality.

Table 4.21 : Standardized canonical discriminant function coefficients

CSPm CSPavg
RSm RSavg

Function
1
1,162

-0,873

Table 4.22 : Structure matrix

CSPm CSPavg
CSm CSavg(a)
BAmM BAavg(a)
RSm RSavg
NQm NQavg(a)
Cim Clavg(a)
CLm ClLavg(a)
TCm TCavg(a)
LCm LCavg(a)
AAmM AAavg(a)
LoCm(a)
ADVm ADVavg(a)
VCm VCavg(a)

Function

1
0,684
0,373
0,240
-0,236
0,198
0,162
-0,152
0,120
-0,112
-0,105
0,094
0,044
0,003

A

This variable not used in the analysis.

Pooled within-groups correlations between discriminating variables and standardized canonical
discriminant functions
Variables ordered by absolute size of correlation within function.
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Table 4.23 : Group centroids

Heavy&light switchers Function

1
Light switchers 0,225
Heavy switchers -0,392

The predicted model to discover differences between light and heavy switchers

correctly classified 63.8% of cases successfully as shown in Table 4.24. This result

shows that the model in the analysis correctly predicts the majority of original group

cases.
Table 4.24 : Classification results
Predicted Group Membership  Total
Light switchers Heavy switchers
Original Count Light switchers 117 16 133
Heavy switchers 64 24 88
Ungrouped cases 154 13 167
% Light switchers 87,97 12,03 100
Heavy switchers 72,73 27,27 100
Ungrouped cases 92,22 7,78 100
Cross-
validated(
a) Count Light switchers 117 16 133
Heavy switchers 64 24 88
% Light switchers 87,97 12,03 100
Heavy switchers 72,73 27,27 100
Cross validation is done only for those cases in the analysis. In cross validation, each
case is classified by the functions derived from all cases other than that case.
63,8% of original grouped cases correctly classified.
c 63,8% of cross-validated grouped cases correctly classified.

4.6 Regression Analysis

Regression analysis is a widely used statistical method to understand how the value of

the dependent variable changes when any of the independent variables are varied,

while other independent variables kept fixed. It estimates the relationship the

dependent variables and the independent variables by providing a simplified

mathematical form (Schneider et al., 2010).
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Regression analysis was performed in order to understand the major determinants that
explain customers intention to switch their existing mobile service provider. Stepwise
linear regression method is used to remove the variables that were not significant in
terms of explaining the variance. The multiple regression analysis, after removing the
weakest correlated variable each time, resulted with ‘customer satisfaction’,
‘attractiveness of alternatives’, ‘loss cost’, ‘gender’, ‘billing accuracy’ and ‘network
quality’that explained best the customers’ intention to switch via MNP. Table 4.25
below shows the result of stepwise regression analysis that resulted explaining 41% of

the variance.

Table 4.25 : Regression model summary

Adjusted R
Model R R Square Square Std. Error of the Estimate
1 0,543 0,295 0,293 1,005
2 0,601 0,361 0,357 0,958
3 0,615 0,379 0,373 0,946
4 0,625 0,391 0,383 0,938
5 0,633 0,400 0,391 0,932
6 0,639 0,408 0,397 0,928
a Predictors: (Constant), CSm CSavg
b Predictors: (Constant), CSm CSavg, AAm AAavg
C Predictors: (Constant), CSm CSavg, AAm AAavg, LoCm
D Predictors: (Constant), CSm CSavg, AAm AAavg, LoCm, GENr Cinsiyetiniz?
Predictors: (Constant), CSm CSavg, AAm AAavg, LoCm, GENr Cinsiyetiniz?,
e BAm BAavg
Predictors: (Constant), CSm CSavg, AAm AAavg, LoCm, GENr Cinsiyetiniz?,
f BAm BAavg, NOm NQavg

Anova results summary in Table 4.26 shows that each solution was statistically
meaningful as significance value is below 0.05 and significant at 95% confidence
interval. Moreover, the linear regression coefficients for the final solution was
demonstrated in Table 4.27.

Table 4.26 : Coefficients

Model Sum of Squares df Mean Square F Sig.
1  Regression 135,90 1 135,90 134,62 0,000
Residual 325,07 322 1,01
Total 460,97 323
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Table 4.26 (continued) : Coefficients

Mod
el Sum of Squares df MeanSquare F Sig.
2  Regression 166,61 2 83,30 90,84 0,000
Residual 294,37 321 0,92
Total 460,97 323
3 Regression 174,55 3 58,18 65,00 0,000
Residual 286,42 320 0,90
Total 460,97 323
4 Regression 180,13 4 45,03 51,15 0,000
Residual 280,84 319 0,88
Total 460,97 323
5 Regression 184,47 5 36,89 42,43 0,000
Residual 276,50 318 0,87
Total 460,97 323
6 Regression 188,03 6 31,34 36,40 0,000
Residual 272,94 317 0,86
Total 460,97 323
Predictors: (Constant), CSm CSavg
b Predictors: (Constant), CSm CSavg, AAm AAavg
c Predictors: (Constant), CSm CSavg, AAm AAavg, LoCm

Predictors: (Constant), CSm CSavg, AAm AAavg, LoCm, GENr

d Cinsiyetiniz?

Predictors: (Constant), CSm CSavg, AAm AAavg, LoCm, GENr Cinsiyetiniz?,

e BAm Baavg

Predictors: (Constant), CSm CSavg

f BAavg, NOm Ngavg

, AAm AAavg, LoCm, GENr Cinsiyetiniz?, BAm

Table 4.27 : ANOVA results

Unstandardized Coefficients Standardized Coefficients t Sig.
B Std. Error Beta

(Constant) 3,961 0,359 11,04 0,000
CSm CSavg -0,305 0,069 -0,281 -4,40 0,000
AAmM AAavg 0,297 0,054 0,257 5,54 0,000
LoCm -0,185 0,066 -0,134 -2,83 0,005
GENr -0,269 0,109 -0,108 -2,47 0,014
BAm BAavg -0,125 0,060 -0,112 -2,07 0,039
NQm NQavg -0,102 0,050 -0,107 -2,03 0,043

Dependent Variable: Intention to switch existing mobile service provider
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5. CONCLUSIONS AND DISCUSSION

The purpose of this study was to examine the factors that affect the switching behavior
via mobile number portability and understand the differences between mobile phone
service customers in Turkey. The findings of the research study are discussed in this
final section and strategic suggestions for mobile telecommunication companies are

provided.

The first objective of this research on mobile phone customers in Turkey was to
examine differences among the customers who show switching and non-switching
behavior via MNP. It is constitutively aimed to discover which significant factors
separate these two groups from each other. Data analysis reveals that network quality
is the most significant factor that discriminates switchers and non-switchers. As part
of service quality; network quality which consisted of smooth internet service, clear
call quality and wide network coverage is much more important to switchers
compared to non-switchers among Turkish mobile service customers. This result is
similar to the findings in the literature that network quality was revealed as one of the
the most important factor in many previous studies (e.g. Kathuria and Jain, 2009; Kim
etal., 2004; Liang et al., 2013). It could be interpreted that, since customers who switch
their mobile service provider companies attach more importance to ‘network quality’,
this could be a driving element that motives customers to switch. While mobile phone
service companies improved network coverage and call quality over the past years
with large investments; results suggest that their importance resides in longer term on
customers’ perceptions (Kim et al., 2004). Therefore, the existing mobile carriers in
Turkey should keep improving as well as promoting their network coverage to satisfy

current customers and gain new ones.

Another strategic outcome of the study was to identify differences among heavy and
light switchers in terms of service quality, switching barriers and switching facilitators.
Light switchers, defined as the customers that switched their mobile carriers only one
time via MNP and heavy switchers, defined as the customers who switched their
carrier more than one time are examined for the purposes of the study. Analysis results

indicate that ‘customer support’ and ‘retail stores quality’ are the two major
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discriminating factors among heavy and light switchers. Customers who have switched
their mobile carrier only once via MNP; attach more importance to customer support;
whereas customers who have switched multiple times via MNP consider retail stores
quality more significant. This finding mainly shows that the civility and timely
problem solving capabilities of in-store and telephone customer representatives are
important for light switchers to leave existing service provider and switch less. On the
other hand, offering sufficient number of stores and pleasant store locations are the top
significant factors that separate heavy switchers from other switching customers. This
result is meaningful when it is considered that retail stores are the only places where
mobile carriers take MNP requests of other service providers’ subscribers. Therefore,
it could be suggested for mobile carriers that it is critical to improve the quality of
customer services by well-trained and knowledgeable customer representatives who
are able to solve technical and billing problems to prevent the switching behavior of
existing customers. Further, to gain additional subscribers via MNP from competitors,
the quality of retail stores should be improved by offering adequate number of stores

in convenient locations where there is higher consumer traffic.

This research study reported considerable findings to understand the switching
intention of the mobile phone customers. It is revealed that ‘customer satisfaction’,
‘attractiveness of alternatives’, ‘loss cost’, ‘gender’, ‘billing accuracy’ and ‘network
quality’ are the determinants that best explained customers’ intention to switch via
MNP. Customers considering to switch to another mobile carrier are positively
influenced by attractiveness of alternatives. However, customer satisfaction, loss cost,
gender, billing accuracy and network quality negatively impact the switching
intention. This result could be interpreted as the customers who are overall satisfied
with their current mobile service providers, billing accuracy and network quality and
reluctant to lose their benefits in the existing mobile carrier have lower intention to
switch via MNP. Also, gender is another factor that is found out to have significant
impact on switching intention impliying male customers to have lower intention to
change existing mobile service provider. This result is also moderately consistent with
the literature as customer satisfaction, switching barriers and demographics were
found out to have significant effect on customers’ switching intention (Shin and Kim,
2008). Hence, mobile carriers should ensure customer satisfaction with improving
network coverage and billing capabilities and also lessen the customer perception of
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loss cost in order to lower the switching intention of existing subscribers. Moreover,
as mobile telecommunications is a highly competitive market in Turkey, service
providers should attract potential customers with offering innovative and
differentiating alternative services and promotions to benefit from the customers’

intention to switch.

5.1 Limitations and Future Research Suggestions

While this study serves to differentiate between switchers and non-switchers; as well
as heavy and light switchers and to identify significant factors that affect switching
intention; it has several limitations that should be considered. The survey sample is
rather skewed towards a particular profile in terms of demographic variables such as
age and education level. Therefore, it is not completely possible to generalize the
findings to the whole Turkish mobile service customers. The major aims of this study
were to discover differences among customer groups who switched their mobile phone
service provider via MNP and understand the factors that have impact on their
switching intention. Further research could examine the effect of switching factors on
customers switching intention in more detailed way, including several other variables
and countries and engage in comparative analyses; in order to explore cultural

charasteristics’ influence on switching intention and behavior as well.
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APPENDICES

APPENDIX A: Multi-item scales and sources

Table A.1 : Research constructs, sources and items

Bhandari (2014)
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Construct Sources Measurement items
Service Quality
NO1 Chadha & |l do not have difficulties with my
Bhandari (2014) operator’s internet service
) Chadha & | 1 do not have difficulties with reception of
Network Quality NQ2 ) ¥ ]
Bhandari (2014) signal and network quality
NO3 Chadha & |1 do not have difficulties with network
Bhandari (2014) coverage quality
My operator has in-store customer service
CSpl | Malhotra (2013) reps who can offer advice about service
plans
Customer support My operator has telephone customer reps
CSp2 Malhotra (2013) S
who can solve technical issues
My operator has telephone customer reps
CSp3 Malhotra (2013) .
who can resolve billing problems
| am satisfied with billing accuracy of my
BA1l Chuang (2011)
operator
) My operator delivers billing notice in a
BA2 Liang et al. (2013) | .
timely manner
Billing accuracy
BA3 Peng & Wang | My operator provides accurate billing on
(2006) a regular basis.
BAY Chadha & | I would discontinue my services with my

operator if being overcharged




Table A.1 (continued) : Research constructs, sources and items

Construct

Sources

Measurement items

My operator has sufficient number of

RS1 Liang et al. (2013) ) .
retailers/kiosks
. . ) There is short transaction processing time
Retail stores quality RS2 Liang et al. (2013) )
at retailers
) There are adequate hours of operation at
RS3 Liang et al. (2013) )
retailers
Calvo-Porral & o )
) I am very satisfied with my operator
CS1 Levy-Mangin
company
(2015)
Calvo-Porral & .
. My operator gives me what | expect from
CS2 Levy-Mangin . .
a mobile services company
(2015)
Customer Satisfaction
Calvo-Porral & -
) So far, my operator has satisfied my
CS3 Levy-Mangin )
expectations
(2015)
Calvo-Porral & o ) )
) The decision to contract with this operator
Cs4 Levy-Mangin )
was wise
(2015)
Switching Barriers
Changing service providers would mean |
LC1 Jones et. al (2002) |would have learned about the policies of a
new one
. If | were to switch service providers I
Learning Cost )
LC2 Jones et. al (2002) |would have to learn how things work at a
new one
It takes a great deal of time to locate a new
LC3 Jones et. al (2002)

service provider
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Table A.1 (continued) : Research constructs, sources and items

Construct

Sources

Measurement items

Transaction Cost

TC1

TC2

TC3

Shin & Kim (2008)

Shin & Kim (2008)

Shin & Kim (2008)

It would be complicated for me to change

operator

It would take a lot of effort changing

operators

It would take a lot of time changing

operators

Loss Cost

LoC1

LoC2

LoC3

LoC4

LoC5

Jones et. al (2002)

Jones et. al (2002)

Jones et. al (2002)

Jones et. al (2002)

Jones et. al (2002)

By continuing to use the same service
provider, | receive certain benefits that |
would not receive if | switched to a new

one

| am not sure what the level of service
would be if | switched to a new service

provider

I would lose preferential treatment if |

changed my service provider

If | were to change my service provider,
the service | might receive at the new
provider could be worse than the service |

now receive

There are certain benefits | would not
retain if | were to switch my service

provider

Contractual Lock-in

CL1

CL2

CL3

Chuang (2011)

Shin&Kim (2008)

Shin&Kim (2008)

I very much care that | must pay

compensation for breach of contracts

In order to switch service, | have to breach

contractual agreements

There are hassle procedures to switch

service
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Table A.1 (continued) : Research constructs, sources and items

Construct Sources Measurement items
Switching Facilitators
Clemes et al.|The competing operator's advertising
ADV1 . . ]
(2007) humor influenced my decision to switch
) Clemes et al.|The competing operator's advertising
Advertisement ADV2 ) o )
(2007) words influenced my decision to switch
Clemes et al.|The competing operator's advertising
ADV3 ) o )
(2007) influenced my decision to switch
Compared to this operator, there are other
AAl Jones et.al (2000) | operators with which | would probably be
equally or more satisfied
Attractiveness of _
] I would probably be happy with the
Alternatives AA2 Jones et.al (2000) .
products and services of another operator
If 1 needed to change operators, there are
AA3 Jones et.al (2000)
other good operators to choose from
Kim & Hyun ) )
Cl1 My operator is a high-tech company
(2011)
i Kim & Hyun | My operator has long experience in the
(2011) sector
Kim & Hyun|My operator is a customer-oriented
Corporate Image CI3
(2011) company
- Kim & Hyun | My operator is a leading company in the
(2011) sector
CIs Kim & Hyun | My operator is a representative of mobile
(2011) operating industry
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Table A.1 (continued) : Research constructs, sources and items

Construct

Sources

Measurement items

Value Consciousness

VC1

VC2

VC3

VC4

VC5

Lichtenstein,
Ridgway and
Netemeyer (1993)

Lichtenstein,
Ridgway and
Netemeyer (1993)

Lichtenstein,
Ridgway and
Netemeyer (1993)

Lichtenstein,
Ridgway and
Netemeyer (1993)

Lichtenstein,
Ridgway and
Netemeyer (1993)

| compare prices from different operators

to be sure | get the best value for money

I will continue to stay with the operator
unless the price is significantly higher for

the same service

If the price is cheaper, that is an important

reason to stay with the service

When choosing a service provider |
always try to maximise the quality | get
for the money | spend

When | choose a service provider that is
offering a cheaper rate, | feel that | am

getting a good deal.
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APPENDIX B: Survey Questionnaire

Table B.1 : Original survey questionnaire in Turkish

Mobil Numara Tasmabilirligi ile

Operator Degistirme Arastirmasi

Soru Formu

Eki.16

SAHA CALISMASI DETAYLARI

Iyi giinler adim

numara tasmabilirligi ile ilgili

Optimist Aragtirma Sirketi adina galistyorum. Mobil
bir arastirma igin sizin degerli goriis ve fikirlerinize ihtiyac
duymaktayiz. izin verirseniz yaklasik 15 dakika siirecek bu calismada sizin de goriislerinizi almak
istemekteyiz. Vereceginiz bilgiler kesinlikle gizli tutulacak ve sadece istatistiki degerlendirme
amaciyla, Optimist Arastirma Sirketi ¢alisanlari tarafindan kullanilacaktir.

arasinda gecis yapabilmeleridir.

Kontrol . 3. Telefon ;
Yéntemi 1. Eslik 2. Back-check Kontrolii 4. (Merdiven alt1)
Kontrol 1. Tamam | 2. iptal 3. Mesgul, yanlis 4 CY
Sonucu numara
Yapildi Yapilmadi Adi1 Soyadi
Icerik Kontrolii 1 2
Veri Girisi
Kontrolii . 2
Giris- FILTRE, KOTA VE DEMOGRAFYA SORULARI
Mobil Numara Tasinabilirligi
uygulamasindan haberdar 1> Evet
misiniz?
1
Mobil Numara Tasmabilirligi,
telefon numaralarini degistirmeden | 2> Hayr GORUSMEYE
miisterilerin hizmet ve operatorler | SON VERIN
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Table B.1 (continued): Original survey questionnaire in Turkish

BOLUM 1. KULLANICI GENEL SORULARI

Su anda kullanmakta oldugunuz GSM operatoérii

hangisidir? 1> Turkeell
o | Birden fazla GSM operat6rii kullanryorsaniz, liitfen
en sik kullandigimiz GSM operatdriinii soyleyiniz. 2> Vodafone
3> Tiirk Telekom (Avea)
1> 6 aydan az
I T 2> 6-12 ay
Mevcut GSM operatériiniizii ne kadar siiredir
3 3> 1-3yil
kullanmaktasiniz?
4> 3-5y1l
5> 5 yildan fazla

Bugiine kadar hangi GSM operatorlerini

>
kullandimz? Lagpreell
4
Birden fazla soyleyebilirsiniz. 2> Vodafone
3> Tiirk Telekom (Avea)
1> Fatural
5 En sik kullandiginiz GSM operatorii igin fatura -
durumunuzu belirtiniz.
2> Faturasiz
En sik kullandiginiz GSM operatoriiniiz igin
6 | odediginiz aylik ortalama fatura/harcamatutart | .....................l TL/aylik
ortalama ne kadardir?
Daha 6nce Mobil Numara Tasinabilirligi 1> Evet
7 | uygulamasi ile numaranizi bagka bir operatore
tasidiniz mi?
2> Hayir
8 Mobil numaranizi kag kere bagka bir operatére
tasidiniz?
......................................... TL/ayhk
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Table B.1 (continued): Original survey questionnaire in Turkish

BOLUM 2. DEGERLENDIRME SORULARI

Asagidaki sorulara cevap verirken katilma derecenize gore 1’den 5’e kadar puanlandirimz. (Birden fazla GSM
operatorii kullamyorsaniz, liitfen en sik kullandigimiz GSM operatoriinii diisiinerek, asagidaki ifadelere katilip
katilmadigimzi belirtiniz)

Kesinlikle katilmiyorum Katilmiyorum Ne katihyorum ne Katiliyorum Tamamen
katilmiyorum katiliyorum
1 2 3 4 5

9> Bilmiyor/ Fikri yok

Su anda kullanmakta oldugum GSM
operatorii...

nden ¢cok memnunum

bir operatorden bekledigim tiim hizmetleri
saglamaktadir

bu zamana kadar beklentilerimi
karsilamistir

nii se¢mek akillica bir karardi

niin internet hizmetinde problem
yasamiyorum

niin sinyal ve baglanti kalitesiyle ilgili
problem yasamiyorum

nde cekim Kalitesiyle ilgili problem
yasamiyorum

tarifeler hakkinda tavsiyelerde bulunan
magaza elemanlarina sahiptir

teknik sorunlari ¢ozebilen ¢cagr1 merkezi
temsilcilerine sahiptir

fatura sorunlarim ¢ézebilen ¢agri merkezi
temsilcilerine sahiptir

niin faturalarmin dogrulugundan
memnunum

zamaninda fatura bilgisi gonderir

diizenli olarak dogru fatura gonderir

Eger fazla iicret yansitilirsa, su anda
kullandigim GSM operatoriinii birakirim.

Yeterli sayida magazasi vardir

Magazalarindaki islem siiresi kisadir

Magazalarinin ¢caliyma saatleri yeterlidir

teknolojide onderlik etmektedir.

sektorde uzun siireli tecriibeye sahiptir.

miisteri odakl bir firmadir

sektordeki lider firmadir

mobil telekomiinikasyon sektoriiniin
temsilcisidir.
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Table B.1 (continued): Original survey questionnaire in Turkish

BOLUM 3. OPERATOR DEGISTIRME SORULARI

Kesinlikle katilmiyorum Katilmiyorum Ne katiliyorum ne Katiliyorum Tamamen
katilmiyorum katiliyorum
1 2 3 4 5

9> Bilmiyor/ Fikri yok

Operatoriimii degistirmek, yeni operatoriin kurallar1 hakkinda
ayrica bilgi edinmem anlamina gelecektir.

Operatoriimii degistirmek durumunda kaldigimda, yeni
operatorde islerin nasil yiiriidiigiinii 6grenmem gerekir.

Yeni bir operator bulmak ¢ok zamanim alir.

Su anda kullandigim operatorii kullanmaya devam ederek,
operator degistirdigimde elde edemeyecegim belli faydalardan
yararlaniyorum

Su anda kullandigim operatorii degistirirsem, yeni operatoriin
hizmet diizeyi ne olurdu, emin degilim.

Su anda kullandigim operatorii degistirirsem, ayricalikli hizmet
almay1 kaybederim

Su anda kullandigim operatorii degistirirsem, yeni operatorde
alacagim hizmet simdikinden ¢ok daha kétii olabilir.

Su anda kullandigim operatorii degistirmem durumunda, elde
etmis oldugum bazi kazamimlar1 kaybederim.

Benim i¢in operator degistirmek karmasiktir .

Operator degistirmek cok fazla gayret gerektirir.

Operator degistirmek ¢ok fazla zaman gerektirir.

Operator degistirmem halinde, kontrat ihlali i¢in ceza 6demem
gerekir

Operator degistirmek icin kontrat anlasmamu ihlal etmem
gerekiyor

Operator degistirme prosediirleri zorlayicidir.

Rakip operatoriin reklaminda kullanilan mizah, operator
degistirme kararim etkiler

Rakip operatoriin reklam mesajindaki kelimeler, operator
degistirme kararim etkiler.

Rakip operatoriin reklamlar: genel olarak operator degistirme
kararim etkiler

Su anda kullandigim operatorle karsilastirildiginda, aym derecede
veya daha fazla memnun olacagim baska operatorler mevcuttur.

Baska bir operatoriin iiriin ve hizmetleriyle mutlu olacagim
diisiiniiyorum.

Operator degistirmem gerekirse, aralarindan se¢cim yapacagim iyi
operatorler vardir.

Paramin karsihgini en iyi sekilde aldigimdan emin olmak i¢in
diger operatorlerin fiyatlarim karsilastiririm

Ayni hizmet icin 6dedigim fiyat belirgin dlciide fazla olmayacak
ise; su anda kullandi@im operatorle devam etmeyi isterim.

Sundugu fiyat daha diisiikse, bu aym operatorle kalmam i¢in
onemli bir sebeptir.

Operator secimi yaparken, 6dedigim paraya en kaliteli hizmeti
almaya cahsirim
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Table B.1 (continued): Original survey questionnaire in Turkish

BOLUM 3. OPERATOR DEGISTIRME SORULARI

Kesinlikle katilmiyorum Katilmiyorum Ne katiliyorum ne Katiliyorum Tamamen
katilmiyorum katiliyorum
1 2 3 4 5

9> Bilmiyor/ Fikri yok

Daha uygun fiyata tarife 6neren bir operatorii
secerken, iyi bir anlagsma yaptigim hissederim.

1-Kesinlikle diigiinmiiyorum

2-Diistinmiiyorum

Mobil Numaranizi tasimay: diisiiniip diisiinmediginizi liitfen belirtiniz. | 3-Ne diisiiniiyorum ne diisinmiiyorum

4-Diistiniiyorum

5-Kesinlikle diisiinityorum

BOLUM 4. DEMOGRAFYA

Yasmiz?
.. 1>Kadmn
Cinsiyetiniz?
2>Erkek
Medeni durumunuz? el
2>Bekar
1>Okula gitmedi/ilkokul
2> flkokul (5 yil)

En son mezun oldugunuz okul itibariyle egitim durumunuzu

belirtiniz.

3> Tlkogretim/Ortaokul ve dengi (8 y1l)

4> Normal lise

5>Meslek Lisesi

6> Yiiksekokul (2 y1llik)

7> Agik 6gretim

8> Universite (4 yillik)

9> Lisansiistii

Mesleginiz?

GELIR GETIREN BIR iSi YOK, CALISMIYOR

1> Issiz - su an ¢alismuyor - ek gelir yok, yardim aliyor

2> ssiz - su an galigmiyor - diizenli ek gelir var

3> Ev kadm - ek gelir yok, yardim aliyor

4> Ev kadini - diizenli ek gelir var

5> Ogrenci

MAAS YA DA UCRET KARSILIGI
CALISANLAR

6> Isci/hizmetli - parca bas1 isi olan (yevmiye)

7> Isci/hizmetli - diizenli isi olan (maas)

8> Ustabasgi/kalfa - kendine bagli is¢i ¢alisan

9> Yonetici olmayan memur / teknik eleman/uzman vs.

10> Yonetici (1-5 ¢alisani olan)

11> Yonetici (6-10 galisan1 olan)

12> Yonetici (11-20 galisan1 olan)

13> Yonetici (20'den fazla ¢alisani olan)

14> Ordu mensubu (uzman er, astsubay, subay)

15> Ucretli nitelikli uzman (avukat, doktor, mimar,
miihendis vs.)

KENDI HESABINA CALISANLAR — SERBEST
MESLEK — NITELIKLi UZMAN

16> Ciftei (kendi basma/ailesiyle calisan)

17> Seyyar - Kendi isi (free lance dahil), diikkkanda
hizmet vermiyor

18> Tek basina ¢alisan, diikkan sahibi, esnaf (taksi
soforii dahil)
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Table B.2 : Survey questionnaire in English

Mobile Number Portability

Switching Behavior Research

Questionnaire

Oct.16

FIELD RESEARCH DETAILS

Introduction- FILTER, QUOTA VE DEMOGRAPHIC QUESTIONS

Do you know about Mobile Number Portability

>
concept? 1> Yes

1 Mobile Number Portability, allows subscribers to
change mobile carriers without changing the existing
mobile phone number.

2>No END THE
SURVEY

SECTION 1. GENERAL USER QUESTIONS

Which mobile operator do you currently use? 1> Turkeell

) If you use more than one; please indicate the one

you use the most. 2> Vodafone

3> Tiirk Telekom (Avea)

1> less than 6 months

2> 6- 12 months

How long have you been using your current mobile 3> 13 years

operator?
P 4> 3-5 years

5> more than 5 years

Which mobile operators did you use until today? |1> Turkcell

4 | You can indicate more than one. 2> Vodafone

3> Tiirk Telekom (Avea)

Please specify your subsription type for your most | 1> Postpaid

> used mobile carrier. 2> Prepaid

g | How much do you spend monthly on averagefor | TL/mo
your mobile phone services?

7 Have you ever switched your mobile carrier via 1> Yes
Mobile Number Portability process? 2> No

8 How many times did you switched your mobile

carrier?

65




Table B.2 (continued) : Survey questionnaire in English

SECTION 2. ASSESSMENT QUESTIONS

Strongly disagree Disagree Neither disagree Agree Strongly
nor agree agree
1 2 3 4 5

9> Does not know/ No comment

I am very satisfied with my operator company

My company gives me what | expect from a mobile
services company

So far, my company has satisfied my expectations

The decision to contract with this operator was wise

I do not have difficulties with my operator’s internet
service

I do not have difficulties with reception of signal and
network quality

I do not have difficulties with network coverage quality

My operator has in-store customer service reps who
can offer advice about service plans

My operator has telephone customer reps who can
solve technical issues

My operator has telephone customer reps who can
resolve billing problems

I am satisfied with billing accuracy of my operator

My operator delivers billing notice in a timely manner

My operator provides accurate billing on a regular
basis.

I would discontinue my services with my operator if
being overcharged

My operator has sufficient number of retailers/kiosks

There is short transaction processing time at retailers

There are adequate hours of operation at retailers

My operator is a high-tech company

My operator has long experience in the sector

My operator is a customer-oriented company

My operator is a leading company in the sector

My operator is a representative of mobile operating
industry
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Table B.2 (continued) : Survey questionnaire in English

SECTION 3. OPERATOR SWITCHING QUESTIONS

Neither Stronal
Strongly disagree Disagree disagree nor | Agree gly
agree
agree
1 2 3 4 5

9> Does not know/ No comment

Changing service providers would mean | would have
learned about the policies of a new one

If | were to switch service providers | would have to learn
how things work at a new one

It takes a great deal of time to locate a new service provider

By continuing to use the same service provider, I receive
certain benefits that 1 would not receive if | switched to a
new one

I am not sure what the level of service would be if |
switched to a new service provider

I would lose preferential treatment if | changed my service
provider

If I were to change my service provider, the service | might
receive at the new provider could be worse than the service
I now receive

There are certain benefits | would not retain if | were to
switch my service provider.

It would be complicated for me to change operator

It would take a lot of effort changing operators

It would take a lot of time changing operators

I very much care that | must pay compensation for breach
of contracts

In order to switch service, | have to breach contractual
agreements

There are hassle procedures to switch service

The competing operator's advertising humor influenced my
decision to switch

The competing operator's advertising words influenced my
decision to switch

The competing operator's advertising influenced my
decision to switch

Compared to this operator, there are other operators with
which | would probably be equally or more satisfied

I would probably be happy with the products and services
of another operator

If I needed to change operators, there are other good
operators to choose from
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Table B.2 (continued) : Survey questionnaire in English

SECTION 3. OPERATOR SWITCHING QUESTIONS

Strongly disagree Disagree Neither disagree nor Agree Strongly
agree agree
1 2 3 4 5

9> Does not know/ No comment

I compare prices from different operators to be
sure | get the best value for money

I will continue to stay with the operator unless
the price is significantly higher for the same
service

If the price is cheaper, that is an important
reason to stay with the service

When choosing a service provider | always try
to maximise the quality | get for the money |
spend

When I choose a service provider that is
offering a cheaper rate, | feel that | am getting
a good deal.

Please indicate if you consider switching mobile carriers via

Mobile Number Portability.

1-Strongly disagree

2-Disagree

3-Neither disagree not agree

4-Agree

5-Strongly agree

SECTION 4. DEMOGRAPHICS

AgE? ] seseeeeseeeseiiesaeniasenannen |

1>Female
?
Gender* >>Male
. 1>Married

Marital Status? -
2>Single
1>N/A

Education level?

2> Primary education (5 years)

3> Elementary education (8 years)

4> Normal high school

5> Special high school

6> Higher institute (2 years)

7> Distance education

8> Undergraduate (4 years)

9> Graduate

Current Job?

Unemployed

1> Unemployed, receives monetray help

2> Unemployed, steady income

3> Housewife — receives monetary help

4> Housewife- steady income

5> Student

Salary based employees

6> Worker- daily wage

7> Worker- salary

8> Headworker

9> White-collar worker

10> Manager (1-5 workers)

11> Manager (6—10 workers)
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APPENDIX C: Frequencies of the Responses

Mobil Numara Ta§|nabilirlig“i uygulamasmdan haberdar misiniz

Cumulative
Frequency Percent Valid Percent Percent
Valid Evet 402 100,0 100,0 100,0
Su anda kullanmakta oldugunuz GSM operatorii hangisidir
Cumulative
Freqguency Percent Valid Percent Percent
Valid Turkcell 173 43,0 43,0 43,0
Vodafone 136 33,8 33,8 76,9
Turk Telekom (Avea) 89 221 22,1 99,0
PTTCell 2 5 5 99,5
Bimcell 2 5 5 100,0
Total 402 100,0 100,0
Mevcut GSM operatoriiniizii ne kadar siiredir kullanmaktasiniz
Cumulative
Freqguency Percent Valid Percent Percent
Valid 6 aydan az 35 8,7 8,7 8,7
6- 12 ay 24 6,0 6,0 14,7
1-3 yil 104 25,9 25,9 40,5
3-5yil 62 15,4 15,4 56,0
5 yildan fazla 177 44,0 44,0 100,0
Total 402 100,0 100,0
Bugiine kadar hangi GSM operatorlerini kullandiniz
Cumulative
Freqguency Percent Valid Percent Percent
Valid Turkeell 279 69,4 69,4 69,4
Vodafone 75 18,7 18,7 88,1
Turk Telekom (Avea) 48 11,9 11,9 100,0
Total 402 100,0 100,0
Bugiine kadar hangi GSM operatérlerini kullandiniz
Cumulative
Frequency Percent Valid Percent Percent
Valid Turkcell 23 5,7 12,1 12,1
Vodafone 112 27,9 58,9 71,1
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Tiark Telekom (Avea) 54 134 28,4 99,5

Bimcell 1 2 5 100,0

Total 190 47,3 100,0
Missing System 212 52,7
Total 402 100,0

Bugiine kadar hangi GSM operatorlerini kullandiniz
Cumulative
Frequency Percent Valid Percent Percent

Valid Turkcell 3 7 59 59

Vodafone 3 v 59 11,8

Turk Telekom (Avea) 45 11,2 88,2 100,0

Total 51 12,7 100,0
Missing  System 351 87,3
Total 402 100,0

En sik kullandiginiz GSM operatérii i¢in fatura durumunuzu belirtiniz.

Cumulative
Frequency Percent Valid Percent Percent
Valid Faturali 292 72,6 72,6 72,6
Faturasiz 110 27,4 27,4 100,0
Total 402 100,0 100,0

En sik kullandiginiz GSM operatériiniiz igin 6dediginiz aylik ortalama fatura/harcama tutari

ortalama ne kadardir?

Cumulative
Frequency Percent Valid Percent Percent
Valid 100 8 2,0 2,0 2,0
100-150 1 2 2 2,2
110 2 5 5 2,7
110(TELEFON TAKSIDIYLE
- 1 2 2 3,0
BIRLIKTE)
120 5 1,2 1,2 4,2
120(TELEFON TAKSIDIYLE
- 1 2 2 4,5
BIRLIKTE)
130 2 5 5 5,0
14 1 ,2 2 52
140 1 2 2 5,5
140(TELEFON TAKSIDI
1 2 2 5,7
110TL)
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62
65

66(TELEFON+INTERNET)

69

7

70
70-80
74

75
75.5
77

79

80

85
85-90
87

88

89

90
90-100
97
999

Total

1 2
3 e
1 2
1 2
1 2
7 1,7
2 5
1 2
2 5
1 2
1 2
1 2
4 1,0
2 5
1 2
1 2
1 2
2 5
9 2,2
1 2
3 7
16 4,0
402 100,0

[EEY

P O

N
[ IR TS Y TR O RS B~ S R CREY RS B CRNS : B R R ORI N

> .
o N

100,0

84,8
85,6
85,8
86,1
86,3
88,1
88,6
88,8
89,3
89,6
89,8
90,0
91,0
91,5
91,8
92,0
92,3
92,8
95,0
95,3
96,0
100,0

En sik kullandiginiz GSM operatériiniiz igin

odediginiz aylik ortalama fatura/harcama

tutari ortalama ne kadardir?

Frequency | Percent

Missing

System

402 100,0

Daha 6nce Mobil Numara Tasinabilirligi uygulamasi ile numaranizi bagka

bir operatoére tagidiniz mi?

Cumulative
Freguency Percent Valid Percent Percent
Valid Evet 232 57,7 57,7 57,7
Hayir 170 42,3 42,3 100,0
Total 402 100,0 100,0
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Mobil numaranizi kag kere baska bir operatore tasidiniz?

Cumulative
Frequency Percent Valid Percent Percent

Valid 1 138 34,3 59,5 59,5
2 49 12,2 21,1 80,6
3 30 7,5 12,9 93,5
4 9 2,2 3,9 97,4
5 4 1,0 1,7 99,1
6 2 5 9 100,0
Total 232 57,7 100,0

Missing System 170 42,3

Total 402 100,0

Su anda kullanmakta oldugum GSM operatoriinden gok memnunum-satl

Cumulative
Freqguency Percent Valid Percent Percent

Valid  Kesinlikle katilmiyorum 28 7,0 7,0 7,0

Katilmiyorum 37 9,2 9,2 16,2

Ne katiliyorum ne

katilmiyorum 77 19.2 19.2 353

Katiliyorum 122 30,3 30,3 65,7

Tamamen katiliyorum 124 30,8 30,8 96,5

Bilmiyor/ Fikri yok 14 3,5 3,5 100,0

Total 402 100,0 100,0

bir operatérden bekledigim tiim hizmetleri saglamaktadlr-satZ
Cumulative
Freqguency Percent Valid Percent Percent

Valid Kesinlikle katilmiyorum 26 6,5 6,5 6,5

Katilmiyorum 38 9,5 9,5 15,9

Ne katiliyorum ne 77 10.2 16.2 35,1

katilmiyorum

Katiliyorum 138 34,3 34,3 69,4

Tamamen katiliyorum 118 29,4 29,4 98,8

Bilmiyor/ Fikri yok 5 1,2 1,2 100,0

Total 402 100,0 100,0
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bu zamana kadar beklentilerimi kargilamigtir-sat3

Cumulative
Frequency Percent Valid Percent Percent
Valid Kesinlikle katilmiyorum 28 7,0 7,0 7,0
Katilmiyorum 34 8,5 8,5 15,4
Ne katiliyorum ne
katimiyorum 83 20,6 20,6 36,1
Katiliyorum 125 31,1 31,1 67,2
Tamamen katiliyorum 128 31,8 31,8 99,0
Bilmiyor/ Fikri yok 4 1,0 1,0 100,0
Total 402 100,0 100,0
bu zamana kadar beklentilerimi kargilamigtir-sat3
Cumulative
Freqguency Percent Valid Percent Percent
Valid Kesinlikle katilmiyorum 28 7,0 7,0 7,0
Katiimiyorum 34 8,5 8,5 15,4
Ne katiliyorum ne
katiimiyorum 83 20,6 20,6 36,1
Katiliyorum 125 31,1 31,1 67,2
Tamamen katiliyorum 128 31,8 31,8 99,0
Bilmiyor/ Fikri yok 4 1,0 1,0 100,0
Total 402 100,0 100,0
bu zamana kadar beklentilerimi kargilamistir-sat3
Cumulative
Freqguency Percent Valid Percent Percent
Valid Kesinlikle katilmiyorum 28 7,0 7,0 7,0
Katilmiyorum 34 8,5 8,5 15,4
Ne katiliyorum ne
katiimiyorum 83 206 206 361
Katiliyorum 125 31,1 31,1 67,2
Tamamen katiliyorum 128 31,8 31,8 99,0
Bilmiyor/ Fikri yok 4 1,0 1,0 100,0
Total 402 100,0 100,0
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niin sinyal ve baglanti kalitesiyle ilgili problem yagamiyorum-nw?2

Cumulative
Frequency Percent Valid Percent Percent
Valid Kesinlikle katilmiyorum 36 9,0 9,0 9,0
Katilmiyorum 56 13,9 13,9 22,9
Ne katiliyorum ne
katimiyorum 52 12,9 12,9 35,8
Katilyorum 117 29,1 29,1 64,9
Tamamen katiliyorum 139 34,6 34,6 99,5
Bilmiyor/ Fikri yok 2 5 5 100,0
Total 402 100,0 100,0
nde ¢ekim kalitesiyle ilgili problem yagsamiyorum-nw3
Cumulative
Freqguency Percent Valid Percent Percent
Valid  Kesinlikle katilmiyorum 35 8,7 8,7 8,7
Katilmiyorum 50 12,4 12,4 21,1
Ne katiliyorum ne
katiimiyorum 55 13,7 13,7 34,8
Katiliyorum 111 27,6 27,6 62,4
Tamamen katiliyorum 150 37,3 37,3 99,8
Bilmiyor/ Fikri yok 1 2 2 100,0
Total 402 100,0 100,0
tarifeler hakkinda tavsiyelerde bulunan magaza elemanlarina sahiptir-cs1
Cumulative
Frequency Percent Valid Percent Percent
Valid Kesinlikle katilmiyorum 25 6,2 6,2 6,2
Katilmiyorum 37 9,2 9,2 15,4
Ne katiliyorum ne
katiimiyorum >4 134 134 289
Katiliyorum 133 33,1 33,1 61,9
Tamamen katiliyorum 116 28,9 28,9 90,8
Bilmiyor/ Fikri yok 37 9,2 9,2 100,0
Total 402 100,0 100,0
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teknik sorunlar ¢ézebilen ¢cagri merkezi temsilcilerine sahiptir-cs2

Cumulative
Frequency Percent Valid Percent Percent
Valid Kesinlikle katilmiyorum 39 9,7 9,7 9,7
Katilmiyorum 43 10,7 10,7 20,4
Ne katiliyorum ne
katiimiyorum > 134 134 338
Katiliyorum 114 28,4 28,4 62,2
Tamamen katiliyorum 114 28,4 28,4 90,5
Bilmiyor/ Fikri yok 38 9,5 9,5 100,0
Total 402 100,0 100,0
fatura sorunlarini ¢ézebilen gagrl merkezi temsilcilerine sahiptir-cs3
Cumulative
Freqguency Percent Valid Percent Percent
Valid Kesinlikle katilmiyorum 29 7,2 7,2 7,2
Katiimiyorum 55 13,7 13,7 20,9
Ne katiliyorum ne
katiimiyorum 51 12,7 12,7 33,6
Katiliyorum 102 254 254 59,0
Tamamen katiliyorum 108 26,9 26,9 85,8
Bilmiyor/ Fikri yok 57 14,2 14,2 100,0
Total 402 100,0 100,0
niin faturalarinin dogrulugundan memnunum-bilacl
Cumulative
Frequency Percent Valid Percent Percent
Valid Kesinlikle katilmiyorum 38 9,5 9,5 9,5
Katilmiyorum 44 10,9 10,9 20,4
Ne katiliyorum ne 45 112 112 316
katiimiyorum
Katiliyorum 110 27,4 27,4 59,0
Tamamen katiliyorum 125 31,1 31,1 90,0
Bilmiyor/ Fikri yok 40 10,0 10,0 100,0
Total 402 100,0 100,0
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zamaninda fatura bilgisi génderir-bilac2

Cumulative
Frequency Percent Valid Percent Percent
Valid Kesinlikle katilmiyorum 23 5,7 5,7 5,7
Katilmiyorum 20 5,0 5,0 10,7
Ne katiliyorum ne
katiimiyorum 1 37 37 144
Katiliyorum 133 33,1 33,1 47,5
Tamamen katiliyorum 163 40,5 40,5 88,1
Bilmiyor/ Fikri yok 48 11,9 11,9 100,0
Total 402 100,0 100,0
dizenli olarak dogru fatura génderir-bilac3
Cumulative
Freqguency Percent Valid Percent Percent
Valid  Kesinlikle katilmiyorum 27 6,7 6,7 6,7
Katilmiyorum 32 8,0 8,0 14,7
Ne katiliyorum ne
katilmiyorum 3 80 80 228
Katiliyorum 106 26,4 26,4 49,0
Tamamen katiliyorum 153 38,1 38,1 87,1
Bilmiyor/ Fikri yok 52 12,9 12,9 100,0
Total 402 100,0 100,0
Eger fazla iicret yansitilirsa, su anda kuIIandlglm GSM operatoriinii birakirim-bilac4.
Cumulative
Freqguency Percent Valid Percent Percent
Valid Kesinlikle katilmiyorum 24 6,0 6,0 6,0
Katilmiyorum 60 14,9 14,9 20,9
Ne katiliyorum ne
katilmiyorum 24 00 00 269
Katiliyorum 120 29,9 29,9 56,7
Tamamen katiliyorum 159 39,6 39,6 96,3
Bilmiyor/ Fikri yok 15 3,7 3,7 100,0
Total 402 100,0 100,0
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Yeterli sayida magazasi vardir-rsquall
Cumulative
Frequency Percent Valid Percent Percent
Valid Kesinlikle katilmiyorum 8 2,0 2,0 2,0
Katilmiyorum 17 4,2 4,2 6,2
Ne katiliyorum ne
katiimiyorum 16 40 40 102
Katilyorum 148 36,8 36,8 47,0
Tamamen katiliyorum 190 47,3 47,3 94,3
Bilmiyor/ Fikri yok 23 57 57 100,0
Total 402 100,0 100,0
Magazalarindaki iglem siiresi kisadir-rsqual2
Cumulative
Freqguency Percent Valid Percent Percent
Valid Kesinlikle katilmiyorum 16 4,0 4,0 4,0
Katilmiyorum 29 7,2 7,2 11,2
Ne katiliyorum ne
katiimiyorum 44 10,9 10,9 22,1
Katiliyorum 148 36,8 36,8 59,0
Tamamen katiliyorum 125 31,1 31,1 90,0
Bilmiyor/ Fikri yok 40 10,0 10,0 100,0
Total 402 100,0 100,0
Magazalarlnln caligma saatleri yeterlidir-rsqual3
Cumulative
Freqguency Percent Valid Percent Percent
Valid Kesinlikle katilmiyorum 11 2,7 2,7 2,7
Katilmiyorum 22 5,5 55 8,2
Ne katiliyorum ne
katiimiyorum 28 "0 "0 152
Katiliyorum 152 37,8 37,8 53,0
Tamamen katiliyorum 150 37,3 37,3 90,3
Bilmiyor/ Fikri yok 39 9,7 9,7 100,0
Total 402 100,0 100,0
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teknolojide onderlik etmektedir.-cil

Cumulative
Frequency Percent Valid Percent Percent
Valid Kesinlikle katilmiyorum 15 3,7 3,7 3,7
Katilmiyorum 22 55 55 9,2
Ne katiliyorum ne
atimiyorum 54 13,4 13,4 22,6
Katiliyorum 147 36,6 36,6 59,2
Tamamen katiliyorum 123 30,6 30,6 89,8
Bilmiyor/ Fikri yok 41 10,2 10,2 100,0
Total 402 100,0 100,0
sektorde uzun siireli tecriibeye sahiptir.-ci2
Cumulative
Freqguency Percent Valid Percent Percent
Valid Kesinlikle katilmiyorum 9 2,2 2,2 2,2
Katilmiyorum 20 5,0 5,0 7,2
Ne katiliyorum ne
katilmiyorum 29 2 "2 14
Katiliyorum 151 37,6 37,6 52,0
Tamamen katiliyorum 161 40,0 40,0 92,0
Bilmiyor/ Fikri yok 32 8,0 8,0 100,0
Total 402 100,0 100,0
miisteri odakh bir firmadir-ci3
Cumulative
Freqguency Percent Valid Percent Percent
Valid Kesinlikle katilmiyorum 18 4,5 4.5 4.5
Katilmiyorum 23 57 5,7 10,2
Ne katiliyorum ne - 142 142 244
katilmiyorum
Katiliyorum 150 37,3 37,3 61,7
Tamamen katiliyorum 123 30,6 30,6 92,3
Bilmiyor/ Fikri yok 31 7,7 7,7 100,0
Total 402 100,0 100,0
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sektordeki lider firmadir-ci4

Cumulative
Frequency Percent Valid Percent Percent

Valid Kesinlikle katilmiyorum 22 5,5 55 55

Katilmiyorum 48 11,9 11,9 17,4

Ne katiliyorum ne

katiimiyorum 51 12,7 12,7 30,1

Katilyorum 128 31,8 31,8 61,9

Tamamen katiliyorum 126 31,3 31,3 93,3

Bilmiyor/ Fikri yok 27 6,7 6,7 100,0

Total 402 100,0 100,0

mobil telekomiinikasyon sektoriiniin temsilcisidir.-ci5
Cumulative
Frequency Percent Valid Percent Percent

Valid Kesinlikle katilmiyorum 14 3,5 3,5 3,5

Katilmiyorum 45 11,2 11,2 14,7

Ne katiliyorum ne 42 10,4 10,4 25,1

katilmiyorum

Katiliyorum 139 34,6 34,6 59,7

Tamamen katiliyorum 117 29,1 29,1 88,8

Bilmiyor/ Fikri yok 45 11,2 11,2 100,0

Total 402 100,0 100,0

Operatoriimii degistirmek, yeni operatoriin kurallari hakkinda ayrica bilgi edinmem anlamina

gelecektir-lcl

Cumulative
Frequency Percent Valid Percent Percent
Valid Kesinlikle katilmiyorum 15 3,7 3,7 3,7
Katilmiyorum 57 14,2 14,2 17,9
Ne katiliyorum ne 50 12.4 124 30,3
katiimiyorum
Katiliyorum 172 42,8 42,8 73,1
Tamamen katiliyorum 92 22,9 22,9 96,0
Bilmiyor/ Fikri yok 16 4,0 4,0 100,0
Total 402 100,0 100,0
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Operatorimii degistirmek durumunda kaldigimda, yeni operatorde islerin nasil yiiridiginii

égrenmem gerekir.—ch

Cumulative
Frequency Percent Valid Percent Percent

Valid  Kesinlikle katiimiyorum 8 2,0 2,0 2,0

Katiimiyorum 29 7,2 7,2 9,2

Ne katiliyorum ne

katilmiyorum 28 0 "0 162

Katiliyorum 187 46,5 46,5 62,7

Tamamen katiliyorum 138 34,3 34,3 97,0

Bilmiyor/ Fikri yok 12 3,0 3,0 100,0

Total 402 100,0 100,0

Yeni bir operatér bulmak ¢gok zamanimi alir.-Ic3
Cumulative
Frequency Percent Valid Percent Percent

Valid Kesinlikle katilmiyorum 67 16,7 16,7 16,7

Katiimiyorum 167 41,5 41,5 58,2

Ne katiliyorum ne

katiimiyorum 49 12,2 12,2 70,4

Katiliyorum 79 19,7 19,7 90,0

Tamamen katiliyorum 30 7,5 7.5 97,5

Bilmiyor/ Fikri yok 10 2,5 2,5 100,0

Total 402 100,0 100,0

Su anda kullandigim operatoérii kullanmaya devam ederek, operator degistirdigimde elde

edemeyecegim belli faydalardan yararlaniy

yorum-losscl

Cumulative
Frequency Percent Valid Percent Percent

Valid Kesinlikle katilmiyorum 22 5,5 55 55

Katilmiyorum 65 16,2 16,2 21,6

Ne katiliyorum ne

51 12,7 12,7 34,3

katilmiyorum

Katiliyorum 165 41,0 41,0 75,4

Tamamen katiliyorum 75 18,7 18,7 94,0

Bilmiyor/ Fikri yok 24 6,0 6,0 100,0

Total 402 100,0 100,0
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Su anda kullandigim operatorii degistirirsem, yeni operatoriin hizmet diizeyi ne olurdu, emin

degilim-lossc2

Cumulative
Frequency Percent Valid Percent Percent
Valid Kesinlikle katilmiyorum 20 5,0 5,0 5,0
Katilmiyorum 39 9,7 9,7 14,7
Ne katiliyorum ne
katiimiyorum 47 11,7 11,7 26,4
Katiliyorum 189 47,0 47,0 73,4
Tamamen katiliyorum 89 22,1 22,1 95,5
Bilmiyor/ Fikri yok 18 4,5 4,5 100,0
Total 402 100,0 100,0

Su anda kuIIandlglm operatorii degistirirsem, ay

yricalikli hizmet almayi kaybederim-lossc3

Cumulative
Frequency Percent Valid Percent Percent
Valid Kesinlikle katilmiyorum 28 7,0 7,0 7,0
Katilmiyorum 83 20,6 20,6 27,6
Ne katiliyorum ne
katilmiyorum 42 104 104 381
Katiliyorum 146 36,3 36,3 74,4
Tamamen katiliyorum 81 20,1 20,1 94,5
Bilmiyor/ Fikri yok 22 55 55 100,0
Total 402 100,0 100,0

Su anda kullandigim operatorii degistirirsem, yeni operatérde alacagim hizmet simdikinden

¢ok daha kétii olabilir.-lossc4

Cumulative
Frequency Percent Valid Percent Percent
Valid Kesinlikle katilmiyorum 23 57 5,7 5,7
Katilmiyorum 77 19,2 19,2 24,9
Ne katiliyorum ne o8 16.9 16,9 a8
katiimiyorum
Katiliyorum 126 31,3 31,3 73,1
Tamamen katiliyorum 69 17,2 17,2 90,3
Bilmiyor/ Fikri yok 39 9,7 9,7 100,0
Total 402 100,0 100,0
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Su anda kullandigim operatoérii degistirmem durumunda, elde etmis oldugum bazi kazanimlari

kaybederim.-lossc5

Cumulative
Frequency Percent Valid Percent Percent
Valid  Kesinlikle katiimiyorum 27 6,7 6,7 6,7
Katiimiyorum 88 21,9 21,9 28,6
Ne katiliyorum ne
katilmiyorum 40 100 100 386
Katiliyorum 155 38,6 38,6 77,1
Tamamen katiliyorum 77 19,2 19,2 96,3
Bilmiyor/ Fikri yok 15 3,7 3,7 100,0
Total 402 100,0 100,0
Benim i¢in operator degi§tirmek karmasiktir -transcl
Cumulative
Frequency Percent Valid Percent Percent
Valid Kesinlikle katilmiyorum 43 10,7 10,7 10,7
Katiimiyorum 108 26,9 26,9 37,6
Ne katiliyorum ne
katimiyorum 40 10,0 10,0 47,5
Katiliyorum 124 30,8 30,8 78,4
Tamamen katiliyorum 82 20,4 20,4 98,8
Bilmiyor/ Fikri yok 5 1,2 1,2 100,0
Total 402 100,0 100,0
Operator degigtirmek cok fazla gayret gerektirir-tranch
Cumulative
Frequency Percent Valid Percent Percent
Valid Kesinlikle katilmiyorum 66 16,4 16,4 16,4
Katilmiyorum 175 43,5 43,5 60,0
Ne katiliyorum ne
katilmiyorum 3 85 85 084
Katiliyorum 81 20,1 20,1 88,6
Tamamen katiliyorum 39 9,7 9,7 98,3
Bilmiyor/ Fikri yok 7 1,7 1,7 100,0
Total 402 100,0 100,0
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Operator degistirmek ¢ok fazla zaman gerektirir -transc3

Cumulative
Frequency Percent Valid Percent Percent
Valid Kesinlikle katilmiyorum 70 17,4 17,4 17,4
Katilmiyorum 165 41,0 41,0 58,5
Ne katiliyorum ne 39 07 07 68,2
katiimiyorum
Katiliyorum 83 20,6 20,6 88,8
Tamamen katiliyorum 39 9,7 9,7 98,5
Bilmiyor/ Fikri yok 6 1,5 1,5 100,0
Total 402 100,0 100,0
Operator degistirmem halinde, kontrat ihlali i¢in ceza 6demem gerekir-contractcl
Cumulative
Frequency Percent Valid Percent Percent
Valid Kesinlikle katilmiyorum 35 8,7 8,7 8,7
Katilmiyorum 83 20,6 20,6 29,4
Ne katiliyorum ne
katilmiyorum 3 80 80 373
Katiliyorum 122 30,3 30,3 67,7
Tamamen katiliyorum 87 21,6 21,6 89,3
Bilmiyor/ Fikri yok 43 10,7 10,7 100,0
Total 402 100,0 100,0
Operator degistirmek icin kontrat anlagmami ihlal etmem gerekiyor-contractcz
Cumulative
Frequency Percent Valid Percent Percent
Valid Kesinlikle katilmiyorum 40 10,0 10,0 10,0
Katilmiyorum 80 19,9 19,9 29,9
Ne katiliyorum ne 1 5.2 5.2 35,1
katiimiyorum
Katiliyorum 132 32,8 32,8 67,9
Tamamen katiliyorum 89 22,1 22,1 90,0
Bilmiyor/ Fikri yok 40 10,0 10,0 100,0
Total 402 100,0 100,0
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Operator degi§tirme prosediirleri zorlayicidir.-contractc3

Cumulative
Frequency Percent Valid Percent Percent
Valid  Kesinlikle katiimiyorum 36 9,0 9,0 9,0
Katiimiyorum 129 32,1 32,1 41,0
Ne katiliyorum ne
katilmiyorum 39 o7 o7 207
Katiliyorum 117 29,1 29,1 79,9
Tamamen katiliyorum 55 13,7 13,7 93,5
Bilmiyor/ Fikri yok 26 6.5 6,5 100,0
Total 402 100,0 100,0

Rakip operatoriin reklaminda kullanilan mizah, operator degistirme kararimi etkiler-adv1l

Cumulative
Frequency Percent Valid Percent Percent
Valid Kesinlikle katilmiyorum 68 16,9 16,9 16,9
Katiimiyorum 128 31,8 31,8 48,8
Ne katiliyorum ne
katimiyorum 44 10,9 10,9 59,7
Katiliyorum 93 23,1 23,1 82,8
Tamamen katiliyorum 44 10,9 10,9 93,8
Bilmiyor/ Fikri yok 25 6,2 6,2 100,0
Total 402 100,0 100,0

Rakip operatoériin reklam mesajindaki kelimeler,

operator degi§tirme kararimi etkiler-adv?2

Cumulative
Frequency Percent Valid Percent Percent
Valid Kesinlikle katilmiyorum 67 16,7 16,7 16,7
Katilmiyorum 130 32,3 32,3 49,0
Ne katiliyorum ne
katilmiyorum 46 11,4 11,4 60,4
Katiliyorum 98 24,4 24,4 84,8
Tamamen katiliyorum 39 9,7 9,7 94,5
Bilmiyor/ Fikri yok 22 5,5 55 100,0
Total 402 100,0 100,0
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Rakip operatériin reklamlar genel olarak operator degistirme kararimi etkiler-adv3

Cumulative
Frequency Percent Valid Percent Percent
Valid Kesinlikle katilmiyorum 69 17,2 17,2 17,2
Katilmiyorum 134 33,3 33,3 50,5
Ne katiliyorum ne 51 127 127 63.2
katiimiyorum
Katiliyorum 87 21,6 21,6 84,8
Tamamen katiliyorum 36 9,0 9,0 93,8
Bilmiyor/ Fikri yok 25 6,2 6,2 100,0
Total 402 100,0 100,0

Su anda kullandigim operatoérle karsilastirildiginda, ayni derecede veya daha

olacaglm baska operatorler mevcuttur-aal

fazla memnun

Cumulative
Frequency Percent Valid Percent Percent
Valid Kesinlikle katilmiyorum 34 8,5 8,5 8,5
Katiimiyorum 105 26,1 26,1 34,6
Ne katiliyorum ne
katiimiyorum 47 11,7 11,7 46,3
Katiliyorum 142 35,3 35,3 81,6
Tamamen katiliyorum 52 12,9 12,9 94,5
Bilmiyor/ Fikri yok 22 55 55 100,0
Total 402 100,0 100,0
Baska bir operatoriin iiriin ve hizmetleriyle mutiu olacaglml diisiiniiyorum-aa2
Cumulative
Frequency Percent Valid Percent Percent
Valid Kesinlikle katilmiyorum 54 13,4 13,4 13,4
Katilmiyorum 146 36,3 36,3 49,8
Ne katiliyorum ne 61 15.2 15.2 64.0
katiimiyorum
Katiliyorum 85 211 211 86,1
Tamamen katiliyorum 35 8,7 8,7 94,8
Bilmiyor/ Fikri yok 21 5,2 5,2 100,0
Total 402 100,0 100,0
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Operator dec;;i§tirmem gerekirse, aralarindan segim yapacagim iyi operatorler vardir.-aa3

Cumulative
Frequency Percent Valid Percent Percent
Valid  Kesinlikle katiimiyorum 27 6,7 6,7 6,7
Katiimiyorum 70 17,4 17,4 24,1
Ne katiliyorum ne
katiimiyorum 48 11,9 11,9 36,1
Katiliyorum 168 41,8 41.8 77,9
Tamamen katiliyorum 71 17,7 17,7 95,5
Bilmiyor/ Fikri yok 18 4,5 4,5 100,0
Total 402 100,0 100,0

Paramin karsihigini en iyi sekilde aldigimdan emin olmak igin diger operatorlerin fiyatlarini

karsilastirirm-vcl

Cumulative
Frequency Percent Valid Percent Percent
Valid  Kesinlikle katilmiyorum 24 6,0 6,0 6,0
Katiimiyorum 50 12,4 12,4 18,4
Ne katiliyorum ne
katilmiyorum 3 92 92 216
Katiliyorum 183 45,5 45,5 73,1
Tamamen katiliyorum 100 24,9 24,9 98,0
Bilmiyor/ Fikri yok 8 2,0 2,0 100,0
Total 402 100,0 100,0
Ayni hizmet i¢in 6dedigim fiyat belirgin dlciide fazla olmayacak ise; su anda kullandigim
operatorle devam etmeyi isterim-vc2.
Cumulative
Frequency Percent Valid Percent Percent
Valid Kesinlikle katilmiyorum 9 2,2 2,2 2,2
Katilmiyorum 27 6,7 6,7 9,0
Ne katiliyorum ne - 55 5.5 144
katilmiyorum
Katiliyorum 202 50,2 50,2 64,7
Tamamen katiliyorum 135 33,6 33,6 98,3
Bilmiyor/ Fikri yok 7 1,7 1,7 100,0
Total 402 100,0 100,0
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Sundugu fiyat daha diisiikse, bu ayni operatorle kalmam igin 6nemli bir sebeptir.-vc3

Cumulative
Frequency Percent Valid Percent Percent
Valid Kesinlikle katilmiyorum 12 3,0 3,0 3,0
Katilmiyorum 45 11,2 11,2 14,2
Ne katiliyorum ne
katilmiyorum 26 05 05 206
Katiliyorum 184 45,8 45,8 66,4
Tamamen katiliyorum 126 31,3 31,3 97,8
Bilmiyor/ Fikri yok 9 2,2 2,2 100,0
Total 402 100,0 100,0
Operator se¢imi yaparken, 6dedigim paraya en kaliteli hizmeti almaya ¢alisirnhm-vc4
Cumulative
Frequency Percent Valid Percent Percent
Valid Kesinlikle katilmiyorum 5 1,2 1,2 1,2
Katilmiyorum 9 2,2 2,2 3,5
Ne katiliyorum ne
katiimiyorum 12 30 30 05
Katiliyorum 205 51,0 51,0 57,5
Tamamen katiliyorum 163 40,5 40,5 98,0
Bilmiyor/ Fikri yok 8 2,0 2,0 100,0
Total 402 100,0 100,0

Daha uygun fiyata tarife 6neren bir operatorii segerken, iyi bir anlagma yaptigimi hissederim.-

vc5
Cumulative
Frequency Percent Valid Percent Percent

Valid Kesinlikle katilmiyorum 14 3,5 3,5 3,5

Katilmiyorum 46 11,4 11,4 14,9

Ne katiliyorum ne

41 10,2 10,2 25,1

katiimiyorum

Katiliyorum 186 46,3 46,3 71,4

Tamamen katiliyorum 102 254 254 96,8

Bilmiyor/ Fikri yok 13 3,2 3,2 100,0

Total 402 100,0 100,0
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Mobil Numaranizi tagimay diigiiniip diigiinmediginizi lutfen belirtiniz.-intent

Cumulative
Frequency Percent Valid Percent Percent
Valid Kesinlikle diglinmiyorum 141 35,1 35,1 35,1
Dustnmuyorum 157 39,1 39,1 74,1
Ne dislniyorum ne
disinmuyorum 39 37 97 838
Dusglniyorum 38 9,5 9,5 93,3
Kesinlikle diistindyorum 27 6,7 6,7 100,0
Total 402 100,0 100,0
Yasiniz?
Cumulative
Freqguency Percent Valid Percent Percent
Valid 18 7 1,7 1,7 1,7
19 5 1,2 1,2 3,0
20 5 1,2 1,2 4,2
21 3 v v 5,0
22 12 3,0 3,0 8,0
23 5 1,2 1,2 9,2
24 6 15 15 10,7
25 4 1,0 1,0 11,7
26 5 1,2 1,2 12,9
27 12 3,0 3,0 15,9
28 13 3,2 3,2 19,2
29 6 15 15 20,6
30 16 4,0 4,0 24,6
31 7 1,7 1,7 26,4
32 13 3,2 3,2 29,6
33 7 1,7 1,7 31,3
34 4 1,0 1,0 32,3
35 19 4,7 4,7 37,1
36 17 4,2 4,2 41,3
37 13 3,2 3,2 445
38 20 5,0 5,0 49,5
39 5 1,2 1,2 50,7
40 16 4,0 4,0 54,7
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41 6 1,5 1,5 56,2
42 21 5,2 5,2 61,4
43 8 2,0 2,0 63,4
44 11 2,7 2,7 66,2
45 15 3,7 3,7 69,9
46 7 1,7 1,7 71,6
47 3 7 v 72,4
48 8 2,0 2,0 74,4
49 4 1,0 1,0 75,4
50 17 4,2 4,2 79,6
51 6 1,5 1,5 81,1
52 12 3,0 3,0 84,1
53 6 15 1,5 85,6
54 6 15 15 87,1
55 7 1,7 1,7 88,8
56 9 2,2 2,2 91,0
57 5 1,2 1,2 92,3
58 5 1,2 1,2 93,5
59 2 5 ,5 94,0
60 7 1,7 1,7 95,8
61 4 1,0 1,0 96,8
62 4 1,0 1,0 97,8
63 2 5 ,5 98,3
64 1 2 2 98,5
65 3 v v 99,3
68 1 ,2 2 99,5
70 1 ,2 2 99,8
75 1 ,2 2 100,0
Total 402 100,0 100,0
Cinsiyetiniz?
Cumulative
Freqguency Percent Valid Percent Percent
Valid Kadin 158 39,3 39,3 39,3
Erkek 244 60,7 60,7 100,0
Total 402 100,0 100,0
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Medeni durumunuz?

Cumulative
Frequency Percent Valid Percent Percent
Valid Evli 286 71,1 71,1 71,1
Bekar 110 27,4 27,4 98,5
Dul/bosanmig 6 1,5 1,5 100,0
Total 402 100,0 100,0

En son mezun oldugunuz okul itibariyle egitim durumunuzu belirtiniz.

Cumulative
Frequency Percent Valid Percent Percent
Valid  Okula gitmedi/ilkokul 6 1,5 1,5 1,5
ilkokul (5 yil) 126 31,3 31,3 32,8
iIkdgretim/Ortaokul ve dengi
62 15,4 15,4 48,3
8y
Normal lise 58 14,4 14,4 62,7
Meslek Lisesi 54 13,4 13,4 76,1
Yiksekokul (2 yillik) 19 4.7 4.7 80,8
Acik dgretim 6 15 1,5 82,3
Universite (4 yillik) 57 14,2 14,2 96,5
Lisanstustt 12 3,0 3,0 99,5
CY 2 5 5 100,0
Total 402 100,0 100,0
Mesleginiz?
Cumulative
Frequency Percent Valid Percent Percent
Valid issiz - su an calismiyor - ek
s s salismy 9 2,2 2,2 2,2
gelir yok, yardim aliyor
issiz - su an galismiyor -
s 3 salismty 18 4,5 4,5 6,7
duzenli ek gelir var
Ev kadini - ek gelir yok,
57 14,2 14,2 20,9
yardim aliyor
Ev kadini - dizenli ek gelir
19 4,7 4,7 25,6
var
Ogrenci 20 5,0 5,0 30,6
Isgi/hizmetli - parca basi isi
) P 17 4,2 4,2 34,8
olan (yevmiye)
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isci/hizmetli - diizenli isi
olan (maas)

Ustabasi/kalfa - kendine
bagl is¢i galisan

Yonetici olmayan memur /
teknik eleman/uzman vs.
Yonetici (1-5 galigani olan)
Yonetici (6—10 galisani
olan)

Yonetici (11-20 galisani
olan)

Yonetici (20den fazla
calisani olan)

Ordu mensubu (uzman er,
astsubay, subay)

Ucretli nitelikli uzman
(avukat, doktor, mimar,
muhendis vs.)

Ciftci (kendi basina/ailesiyle
calisan)

Seyyar - Kendi isi (free
lance dahil), dikkkanda
hizmet vermiyor

Tek basina galisan, dikkan
sahibi, esnaf (taksi sofori
dahil)

isyeri sahibi- 1-5 galisanli
(Tic, Tarim, imalat)

isyeri sahibi- 6-10 galiganli
(Tic, Tarim, imalat)

isyeri sahibi -11-20
galisanl (Tic, Tarim, imalat)
isyeri sahibi - 20den dazla
galiganh (Tic, Tarim, imalat)
Serbest nitelikli uzman
(avukat, mihendis, mali
musavir, bilgisayar
yazilimcisi vs.)

CcY

Total
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59

14

17

21

31

402

21,6

2,0

14,7

1,0

3,5

4,2

52

7,7

100,0

21,6

2,0

14,7

1,0

3,5

4,2

52

7,7

100,0

56,5

58,5

73,1

74,1

74,6

74,9

76,1

76,4

79,9

84,1

84,3

89,6

97,3

97,8

98,8

99,3

99,5

100,0
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APPENDIX D: News and Press Releases Related to MNP

1-Hiirriyet Haber
Numara tasimada yeni donem
29 Kasim 2015 - 01:08Son Giincelleme : 29 Kasim 2015 - 01:09

BILGI Teknolojileri ve Iletisim Kurumunun (BTK) “Numara Tasmabilirligi
Yonetmeliginde Degisiklik Yapilmasina Dair Yonetmeligi” Resmi Gazete’de

yayimlandi.

Buna gore, abonenin numarasini tagima talebi, ayni zamanda abone i¢in verici
isletmeci ile abonelik s6zlesmesini fesih talebi anlamini tasiyacak. Numara tagima
duyuru zamani, numaranin taginmasi icin belirlenen tarihten asgari bir glin Oncesi

olacak.

Verici isletmeci, son tahakkuk déneminde numaranin ilgili mevzuata uygun olacak
sekilde alic1 isletmecide aktif olmasina kadar olan siire i¢in tahakkuk eden borcundan
dolay1r aboneye fatura gonderecek. Devir yoluyla yapilan aboneliklerde ise 3 ay

bekleme sart1 olmayacak.
2-BTHABER
Numara Tagmabilirligi Yiirtirlik Tarihi Ertelenmesi

Bilgi Teknolojileri ve Iletisim Kurulu’nun 16/08/2016 tarihli ve 2016/DK-YED/373

sayil1 Karari ile:

Numara Tasiabilirligi Yonetmeliginin, 28/11/2015 tarihli ve 29546 sayili Resmi
Gazete’de yaymmlananan Numara Tagmnabilirligi Yonetmeliginde Degisiklik
Yapilmasina Dair Yonetmelik uyarinca 28/08/2016 tarihinde yiiriirliige girecek
maddelerinin yiiriirliik tarithinin 31/12/2017 tarihine ertelenmesi amaciyla, Numara
Tagmabilirligi Yonetmeliginde Degisiklik Yapilmasina Dair Yonetmelik’in Resmi
Gazete’de yayimlanmak iizere Bagbakanliga gonderilmesine 18/02/2016 tarihli ve
2016/DK-YED/110 sayili Kurul Karar1 ile onaylanan ve 21/03/2016 tarihli ve
2016/DK-YED/164 sayili Kurul Karari ile 18/12/2016 tarihinde yiirtirliige girmesine

karar verilen Numara Tasinabilirligi Uygulama Siirecine Iliskin Usul ve Esaslar'da
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Degisiklik Yapilmasma {liskin Diizenleme'nin 31/12/2017 tarihinde yiiriirliige

girmesine karar verilmistir.
3- TERAZI AYLIK HUKUK DERGISI
Numara Tasmabilirligi Yonetmeliginde Degisiklik Yapilmasina Dair Ynetmelik

2.7.2009 tarihli ve 27276 sayili Resmi Gazete’de yayimlanan Numara Taginabilirligi
Yonetmeliginde ilk kez degisiklik yapilan Yonetmelik, 16.1.2015 tarihli ve 29238
sayll1 Resmi Gazete’de yayimlandi. Anilan Yonetmeligin “Talebin alinmasi ve
bilgilerin dogrulanmas1” baslikli 8’inci maddesinin birinci fikrasmni, “(1) Isletmeci,
tarife seffafligina iliskin Kurum tarafindan belirlenen her tiirli tedbiri almakla
yikiimliidiir. a) 1.1.2016 tarihine kadar, mobil numara taginabilirliginde arayan
aboneler i¢in ayirt edici olacak sekilde Kurum tarafindan belirlenen uyari tonu verilir.
Abonelerden isteyenler, numara tasinabilirligine iliskin olarak uyari tonunu almama
hakkina sahiptir. b) 1.1.2016 tarihinden itibaren, mobil numara taginabilirliginde
arayan abonelerden sadece isteyenler icin ayirt edici olacak sekilde Kurum tarafindan
belirlenen uyar1 tonu verilir. ¢) Cografi numara tasinabilirligi ve cografi olmayan
numara tagmabilirliginde, arayan tiim aboneler i¢in ayirt edici olacak sekilde Kurum
tarafindan belirlenen uyari tonu verilir. ¢) Mobil numara tasinabilirliginde, abonelerin
bu maddenin birinci fikrasinin (a) ve (b) bentleri uyarinca uyari tonu alma konusundaki
tercihlerinin alinmasi ve 1.1.2016 tarihinde uyar1 tonu verilmesine iliskin olarak
yapilacak degisiklik konusunda bilgilendirilmesi, Kurum tarafindan belirlenen usulle
yapilir.” olarak degistiren Yonetmeligin 16.5.2015 tarithinde yiiriirliige girmesi

ongoriiliiyor.

Eklenme Tarihi: 14.04.2015 10:09:13
4- MILLIYET HABER

En ¢ok abone Vodafone'a tagind1

Gegen yilin 9 ayinda cep telefonlarinda numara tasimada en fazla tercih edilen operator

Vodafone oldu. Vodafone'a bu dénemde 587 bin abone tasindi.

AA muhabirinin Bilgi Teknolojileri ve Iletisim Kurumu (BTK) verilerinden derledigi
bilgilere gore, 73 milyon 235 bin mobil abone bulunan Tiirkiye'de bugiine kadar 89

milyon 202 bin 560 kez cep telefonu numarasi bagka bir operatore tasindi.
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Mobil hatlarda numara tagima isleminin basladigr 9 Kasim 2008'de 653 bin numara
tasindi, bu say1 bir sonraki yil 10 milyona ¢ikt1. 2010'da 15 milyon, 2011'de 14 milyon,
2012'de 11,5 milyon, 2013'te 15,1 milyon, 2014'te ise 13,6 milyon numara tasima
gergeklesti. 31 Aralik 2015 itibartyla numara tasima sayisi toplamda 89 milyon 202
bin 560'a ulasti.

Mobil numara tasmabilirligi hizmetiyle gecen yilin 9 aymda en cok tercih edilen
operator Vodafone oldu. S6z konusu donemde Vodafone 587 bin, Avae 268 bin abone

kazandi, Turkcell ise yaklagik 855 bin abone kaybetti.
Eklenme Tarihi: 02.01.2016-10:28

5- MILLIYET HABER

Numara tagimada birinciyiz!

73 milyon 639 bin 261 mobil abonesi bulunan Tiirkiye'de, bugiine kadar 92 milyon
103 bin 935 kez cep telefonu numarasi baska bir operatore tasindi. Boylece Tiirkiye,
numara tasimada Birlesik Krallik, Almanya, Fransa, Vietnam, Misir ve Ukrayna gibi

cok sayida tilkenin niifusunu geride birakt.

Bilgi Teknolojileri ve Iletisim Kurumunun (BTK) verilerinden derledigi bilgilere gore,
Cep telefonu operatdrleri arasinda numara tagima islemi sayis1 92 milyonu gegerken,

sabit telefonlarda ise 1 milyon 27 bin 582 kez numara tagindi.

Numara tasima isleminin basladigi 9 Kasim 2008'de 653 bin numara tasinirken, bu
say1 bir sonraki yil bu say1 9 milyon oldu. 2010'da 15 milyon, 2011'de 14 milyon,
2012'de 11,5 milyon, 2013'te 15,1 milyon, 2014'te ise 16 milyon, 2015'te 9,5 milyon
numara tagima igslemi gergeklesti. 24 Mart itibariyla numara tagima sayisi toplam 92
milyon 103 bin 935'e yiikseldi. S6z konusu hizmetten yararlanan kisi sayisinin

artmasinda, operatdrlerin sundugu uygun tarifeler etkili oldu.

Tiirkiye'de, 10 Eylil 2009'da baslatilan sabit hatlarda numara tasinabilirligi
uygulamasi ise beklenen ilgiyi gérmedi. 24 Mart 2016'ya kadar sabit hatlarda toplam

1 milyon 27 bin 582 numara tasinda.
Eklenme Tarihi: 24.03.2016-12:40
6-MILLIYET HABER

Cep'te numara tagima 100 milyonu ast1
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GSM operatorleri arasinda cep telefonu abonelerinin gecisini miimkiin kilan numara

tagimada say1 100 milyonu gecti.

Bilgi Teknolojileri ve iletisim Kurumunun (BTK) verilerinden derledigi bilgilere gore,
73 milyon 650 bin 996 mobil abone bulunan Tiirkiye'de, bugiin itibariyla 100 milyon

543 bin 257 kez cep telefonu numarasi bagka bir operatore tasindi.

Numara tagima isleminin basladigi 9 Kasim 2008'de 653 bin numara taginirken bu say1
bir sonraki yil 9 milyona ¢ikti. 2010'da 15 milyon, 2011'de 14 milyon, 2012'de 11,5
milyon, 2013'te 15,1 milyon, 2014'te 13,6 milyon, 2015'te 11,8 milyon, 2016'da ise

yaklagik 9 milyon numara tasima gerceklesti.

Tiirkiye'de bugiin itibartyla toplam 100 milyon 543 bin 257 kez cep telefonu numarasi

baska bir operatore tagindi.

Tiirkiye'de, 10 Eylil 2009'da baglatilan sabit hatlarda numara tasinabilirligi
uygulamasi ise beklenen ilgiyi gérmedi. Bugiin itibariyla sabit hatlarda toplam 1

milyon 266 bin 415 numara tagima gergeklesti.
Eklenme Tarihi: 23.01.2017-12:00

7- MILLIYET HABER

Numara tagimada bekleme kalkiyor

Bilgi Teknolojileri ve Iletisim Kurumu, cepte numara tasima ile baslayan uyar1 tonu

uygulamasinin devamina karar verdi.

Bilgi Teknolojileri ve Iletisim Kurumu, cepte numara tagima ile baslayan uyari tonu

uygulamasinin devamina karar verdi.

Ulastirma, Denizcilik ve Haberlesme Bakani Binali Yildirim, numara tasimadaki
bekleme siirelerinin kaldirildigini belirterek, "Sabit hatlarda numara tasima igin
getirilen 3 aylik bekleme siiresi kaldiriliyor. Numara tasimadaki uyar1 tonu konusunda

diizenleme yapiliyor" dedi.

Bakan Yildirim, AA muhabirine yaptig1 agiklamada, Bilgi Teknolojileri ve Iletisim
Kurumunun (BTK) Numara Taginabilirligi Yonetmeligi'nde degisiklik yaptigini,
degisikliklerin de Resmi gazete'de yayimlandigini ifade etti.

Numara tasimada alict isletmecide devir igleminin miimkiin olmamasina ragmen

tiikketiciler agisindan kimi zaman magduriyet yaratan uygulamalarin olduguna dikkati
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¢eken Yildirim, "Yeni diizenlemeyle tasmman numaranin da alici isletmecide bir

baskasina devredilmesi miimkiin hale getirildi" diye konustu.
3 AYLIK BEKLEME ZORUNLULUGU KALKIYOR

Abonenin, numarasinin tahsisli oldugu isletmeciyle ilk abonelik sézlesmesini
imzaladig1 tarihten itibaren 3 ay ge¢cmeden numarasini tasiyamadigini hatirlatan
Yildirim, yeni diizenlemeyle sabit abonelerin bu 3 aylik bekleme siiresi olmaksizin

numaralariin tasinmasina imkan tanindigini kaydetti.

Yildirim, mobil abonelerde ise numaranin taginabilmesi i¢in numaranin tahsisli oldugu
isletmeciyle ilk abonelik sdzlesmesinin imzalandigi tarihten itibaren gegmesi gereken
3 aylik bekleme zorunlulugunun devir yoluyla yapilan aboneliklerde kaldirildigin

anlatti.

Abonelerin numaralarinin taginmasma yonelik talepte bulunmasinin ardindan
isletmecilere, talebin yerine getirilmesi i¢in taninan siirelerin kisaldigini dile getiren
Yildirim, "Isletmecilerin tasima taleplerini iletim siiresi 2 giinden 1 giine, tasima
talebinin isletmeciler tarafindan kontrol siiresi de yine 2 giinden 1 giine indirilecek.

Boylece numara tagima islemi, hizli ve kolay bir sekilde gergeklesecek" dedi.

Abonelerin talebi olmaksizin numaralarim1 tasinmasia yonelik uygulamalarin
oldugunu dile getiren Yildirm, "Isletmeci kaynakli sebeplerle abonenin talebi
olmaksizin numarasmin tagindigi durumlarda abonenin 6demek zorunda kaldig:
cayma bedeli, fatura gibi iicretlerin ilgili isletmeciler tarafindan karsilanmasina

yonelik diizenleme yapild1" ifadesini kullandi.
"ABONELER, UYARI TONUNU ALMAMA HAKKINA SAHIP OLACAK"

Numara tasimadaki uyari tonu konusunda yapilan yonetmelik degisikliginin

yiirilirligliniin Danistay tarafindan durduruldugunu animsatan Yildirim, s6yle konustu:

"Yonetmelikte bu konuyla ilgili diizenleme yapildi. Buna goére, mobil numara
taginabilirliginde arayan aboneler i¢in ayirt edici olacak sekilde uyari tonu verilecek.
Ancak, abonelerden isteyenler, numara taginabilirligine iliskin olarak uyari tonunu
almama hakkia sahip olacak. Sabit numara tasinabilirliginde ise halihazirdaki

uygulama devam edecek.
Eklenme Tarihi: 29.11.2015-14:38
8- MILLIYET HABER — 18/09/2015
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"Cep"te numara tagimaya ilgi azaldi

Cep telefonu abonesi sayist 72 milyonu asan Tirkiye'de, 17 Eyliil itibartyla 85 milyon
875 bin 780 kez operatdrler aras1 numara tagima islemi gergeklestirildi. Mobil numara
tagima sayisi, son bir yilda yiizde 12,2 azalarak 3 milyon 476 bin 395'ten 3 milyon 50
bin 413'e geriledi.

Cep telefonu operatorleri arasinda numara tagima 86 milyona yaklasti. Mobil numara
tagima sayisi, son bir yilda yiizde 12,2 azalarak 3 milyon 476 bin 395'ten 3 milyon 50
bin 413'e geriledi.

AA muhabirinin, Bilgi Teknolojileri ve Iletisim Kurumunun (BTK) verilerinden
derledigi bilgilere gore, 72,17 milyon mobil abonesi bulunan Tiirkiye'de bugiine kadar

85 milyon 875 bin 780 kez cep telefonu numarasi bagka bir operatdre tasindi.

Numara tagima isleminin basladigi 9 Kasim 2008'de 653 bin numara tasinirken, bu
say1 bir sonraki y1l 10 milyona ¢ikti. 2010'da 15 milyon, 2011'de 14 milyon, 2012'de
11,5 milyon, 2013'te 15,1 milyon, 2014'te ise 13,6 milyon numara tagima gergeklesti.
17 Eyliil 2015 itibariyla numara tasima sayist 85 milyon 875 bin 780'e yiikseldi. S6z
konusu hizmetten yararlanan kisi sayisinin artmasinda, operatdrlerin sundugu uygun

tarifeler etkili oldu.

Bu yilin ikinci ti¢ aylik donemde numara tasima sayisi, bir onceki {i¢ aylik doneme
gore ylizde 6,7 azalarak 3 milyon 50 bin 413'e geriledi. Mobil numara taginabilirligi
hizmetiyle s6z konusu donemde Avea yaklasik 40 bin, Vodafone da yaklasik 272 bin
abone kazanirken, Turkcell yaklasik 312 bin abone kaybetti.

Mobil numara tasima sayisi, son bir yilda ise ylizde 12,2 azalarak 3 milyon 476 bin

395'ten 3 milyon 50 bin 413'e geriledi.

Tiirkiye'de, 10 Eylil 2009'da baglatilan sabit hatlarda numara tasinabilirligi
uygulamasi ise beklenen ilgiyi gérmedi. 17 Eyliil 2015'e kadar sabit hatlarda toplam
910 bin 862 numara tasima gergeklesti.

9- MILLIYET HABER - 06/08/2015
Cepte ‘bip’ sesi kalkmiyor

Cepte numara tagimada ‘bip’ sesinin iptaline, Danistay yiirlitmeyi durdurma karari
verdi. Bir tiiketici derneginin yaptig1 bagvuruyla ¢ikan karar sonrasinda istege bagh

hale gelen ‘uyar1 tonu’ kalkmiyor.
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Mobil operatoriinii degistirenler igin tercihe bagli hale getirilen ‘uyar1 tonu’na,
yiiriitmeyi durdurma karari ¢ikt1. Bu y1lin bas itibariyle Bilgi Teknolojileri ve Iletisim

Kurumu (BTK), ‘numara tasinabilirligi uyar1 tonu’nu tiiketicinin tercihine birakmaisti.

SMS’le talepte bulunana 1 Ocak 2016 tarihine kadar uyar1 tonu verilecek. Bu tarihten
sonra ise uyar1 tonunun sonlandirilmasi ve sadece isteyen abonelere uyari tonu hizmeti
verilmesi karar1 ¢ikmisti. Ancak bu kararin bozulmasi i¢in Tiiketici Sorunlart Dernegi
(TUSODER), Danistay 13’iincii dairesine yaptig1 basvuruyla yiiriitmeyi durdurma

karar1 ¢ikardi. Bu da cepte ‘bip’ sesinin geri donecegi anlamina geliyor.
‘Aksine genigletilmeli’

TUSODER Baskan1 Aydin Agaoglu, bu kararin iptali i¢in Danistay’a basvurduklarimni
ve 1 Temmuz tarihi itibariyle yiirlitmeyi durdurma karari ¢iktigini ve bu kararin
kendilerine bu ay bas itibariyle teblig edildigini agikladi. Agaoglu, tiiketiciler olarak
numara tasimada uyari tonunun kaldirilmasim1 degil aksine genisletilmesini

istediklerini de kaydetti.

Agaoglu, “Operatorler sebeke icinde yiiksek miktarda dakikayi cok ucuza sunmalarina
karsin diger operatorlere yonelik aramalarinda ayni ficrete daha kisith dakika veriyor.
Uyan sesi olmayinca karsidaki kisi ayn1 sebekede zannedilerek kisith miktardaki
dakikalar harcaniyor. Siirpriz faturalarla karsilagiliyor. Biz uyar1 tonunun devam
etmesi yaninda karsimizda konustugumuz ve numarasini tagiyan abonenin de kendi
sebekemizde oldugunu belirten bir yeni uyari tonu getirilmesini istiyoruz”

aciklamasini yapti.
‘Bu bir ara karar’

Bu konuda magdur olan tiiketicileri diislinerek subat ayinda Danistay’a
bagvurduklarini anlatan Agaoglu, “l1 Temmuz’da yiirlitmenin durdurulmas: karari
cikti. Bu bir ara karar. Danistay bundan sonra yiiriitmeyi durdurmayi esastan
goriisecek. Y1l sonuna kadar da bu maddeyi iptal edecegini umuyoruz. Bu
gerceklesemese bile bu kararin 5 yil baglayiciligr var. Artik uyar1 tonuyla ilgili eski
hale doniilmistiir. Bu tiiketici lehine bir karar. Numarasini tagiyan bazi insanlarin bu

sesten utandig1 yoniinde sdylemler var. Bu dogru degil” dedi.

Her yone tarifeler var artik uyariya gerek yok’
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Tiiketiciler Birligi Genel Baskan1 Biilent Deniz, uyar1 tonunun artik bir anlaminin
kalmadigint savunarak, sdyle konustu: “Tarifelerin birbirine yaklagsmasi ve her yone
paketlerin yayginlasmasi nedeniyle uyari tonu Tiirkiye kosulllarinda sektorde rekabeti
azaltici1 duruma doniistii. Aboneler bu uyar1 tonu nedeniyle numara tasimada daha
cekingen davraniyor. Ton kalkinca aboneler daha rahat hareket etme sanst bulacak.
Danistay yiiriitmeyi durdurma karar1 verdi ancak rekabeti artirici bu karar1 dikkate
alacagini ve uyart tonunun uygulamasmin kaldirilmasma iliskin BTK kararini

bozmayacagini diisiiniiyoruz. Bu karara BTK 30 giin i¢inde itiraz edecek.”
84 milyon numara tasindi !

- BTK verilerine gore, 72 milyon 40 bin 764 mobil abonesi bulunan Tiirkiye’de bugiine

kadar 84 milyon 201 bin 141 kez cep telefonu numarasi baska bir operatore tasindi.

- Numara tasima isleminin basladigir 9 Kasim 2008’de 653 bin numara taginirken, bu
say1 bir sonraki yil 9 milyona ¢ikti. 2010°da 15 milyon, 2011°de 14 milyon, 2012°de
11,5 milyon, 2013’te 15,1 milyon, 2014°te ise 13,6 milyon numara tasima gergeklesti.

- Cep telefonu operatorleri arasinda en az 1 defa gegis yapanlarin sayis1 gegen yil 7
milyon 592 bin 789 olarak kayitlara gegti. Operatdriinii 2 defa degistirenlerin sayisi 1
milyon 501 bin 245, 3 defa degistirenlerin sayisi ise 223 bin 102’1 buldu.

10- MILLIYET HABER - 16/05/2015
O uygulama basladi!

BTK Basgkan1 Acarer "Bugiinden itibaren numarasini tagiyan ve uyari tonunu duymak

istemeyen aboneler, arama sirasinda uyari tonu duymayacak" dedi.

Bilgi Teknolojileri ve Iletisim Kurumu (BTK) Baskan1 Tayfun Acarer, cep telefonu
numarasini baska bir GSM operatoriine tasiyanlarin arandiginda duyulan uyar

tonunun, abonenin istememesi halinde bugiinden itibaren kaldirilabilecegini belirtti.

Acarer, yazili agiklamasinda, cep telefonu abonesi milyonlarca kisiyi ilgilendiren yeni

uygulamanin bugiin itibariyla basladigin1 kaydetti.

Tiiketicilerden gelen talepler ve her yone tarifelerin yayginlagsmasi nedeniyle uyari
tonu konusunda diizenleme yapildigini ifade eden Acarer, "BTK tarafindan yapilan
diizenlemeye gore bugiinden itibaren numarasini tagiyanlari arayanlara uyari tonu

verilmeye devam edilecek ancak istemeyen abonelere uyari tonu verilmeyecek.
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BTK'nin aldig1 karar dogrultusunda 1 Ocak 2016 tarihinden itibaren ise uyar1 tonu
sadece isteyen abonelere verilecektir" bilgisini verdi.

82 MILYON NUMARA TASINDI

Acarer, abonelerin uyar1 tonu konusundaki tercihlerini, herhangi bir anda isletmeciye
SMS vyoluyla, internet iizerinden, c¢agri merkezi kanaliyla veya bayi araciligiyla

bildirebilecegini belirtti.
BTK Baskani Acarer, agiklamasini soyle siirdiirdii:

"Son rakamlara gore bugiine kadar 82 milyon 44 bin cep telefonu numarasi bagka bir
operatore tasindi. Numara tasinabilirligi diizenlemesi ile abonelerin numarasini
degistirmeden istedigi operatorden hizmet alabilmesine imkan saglandi. Abonelere

numarasini degistirmeden kendisine uygun tarifelere gecis yapmak imkani sunuldu."
11- MILLIYET HABER — 20/04/2015
Numara tagimada uyar1 tonu tercihli olacak

Bilgi Teknolojileri ve iletisim Kurumu (BTK) Baskan: Tayfun Acarer, 81 milyon
milyondan fazla cep telefonu numarasinin tagindigini belirterek, numarasini

tastyanlarin artik uyari tonunu istege bagli duyacaklarini bildirdi.

Acarer, yazili agciklamasinda, mobil telefon sektoriine numara tasima uygulamasinin

getirilmesiyle 81 milyondan fazla numara tasima islemi gergeklestirildigini ifade etti.

BTK'nin numara taginmasinda tliketiciyi korumak i¢in uyar1 tonu uygulamasini
getirdigini hatirlatan Acarer, numara tasinabilirlifinin uygulanmaya baglamasinin
ardindan "her yoOne" tarifelerin devreye girmesiyle sebeke igi/sebeke disi tarife

dengesizliginin 6nemli 6l¢iide ortadan kalktigina dikkati ¢ekti.

Bu c¢ercevede her yone esit licret iceren tarifelerde, abonelere uyar1 tonu
dinletilmesinin bazi abonelerce sikayet konusu yapildigini vurgulayan Acarer, ayrica
mobil numara tasmabilirligi uygulamasindan yararlanmak isteyen bazi abonelerin,
numaralariin tasindigr bilgisinin bilinmesini istememeleri nedeniyle uyar1 tonu
uygulamasiyla ilgili yeni diizenleme yapilmasi konusunda yogun talep aldiklarimi
kaydetti.Talepler lizerine BTK'nin uyar1 tonu konusunda diizenleme yaptigini belirten
Acarer, "Yeni diizenlemeye gore 1 Ocak 2016'ya kadar mobil numara
taginabilirliginde aboneler i¢in ayirt edici olacak sekilde uyari tonu verilecek" ifadesini

kullandi.
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BTK'nin aldig1 karar dogrultusunda igletmecilerin 12 Mayis'a kadar uyar1 tonu alip
almama konusundaki isteklerini sorma zorunlulugu getirildigini ifade eden Acarer,
operatorler tarafindan 12 Mayis'a kadar abonelere "Numara taginabilirligi uyar1 tonu;
1 Ocak 2016'ya kadar istemeyenlere verilmeyecek, bu tarihten sonra ise sadece
isteyenlere verilecek. Aramalarinizda uyar1 tonu duymak istiyorsaniz E,
istemiyorsaniz H yazarak xxxx'e licretsiz gonderin" seklinde SMS gonderilecegini
bildirdi.

Operatorlerce gonderilen mesaja verilecek cevaba ve abonenin tercihine gore uyari
tonu uygulamasinin yapilacagini belirten Acarer, uyari tonu konusundaki tercihlerin
herhangi bir anda isletmeciye SMS, internet iizerinden, ¢agri merkezi kanaliyla veya
bayi araciliiyla da bildirilebilecegini hatirlatan Acarer, isletmecilerin abonelerin uyari
tonu konusundaki tercihlerini etkileyebilecek nitelikte zorlastirici, kisitlayic1 veya

tesvik edici uygulamalar gergeklestiremeyeceklerini kaydetti.
12- 12-MILLIYET HABER - 15/03/2015
“Numara tasimada uyar1 tonu" yargiya tagindi

Tiiketici Hukuku Enstitiisii, mobil numara tagima uygulamasinda ayirt edici uyari
tonunun 1 Ocak 2016'dan itibaren istege bagli olmasina iligkin diizenlemeyi igeren
Numara Tasinabilirligi Yonetmeliginde Degisiklik Yapilmasina Dair Yonetmeligin

iptali ve yiiriitmesinin durulmasi istemiyle Danistayda dava agti.

Enstitii Bagkan1 Hakan Tokbas, AA muhabirine yaptig1 aciklamada, Bilgi
Teknolojileri ve Iletisim Kurumunun (BTK), Numara Tasmabilirligi Y6netmeliginde
Degisiklik Yapilmasina Dair Yonetmeliginin Resmi gazete'de yayimlandigim
hatirlatarak, 1 Ocak 2016'dan itibaren mobil numara taginabilirliginde arayan
abonelerden sadece isteyenler i¢in BTK tarafindan belirlenen ayirt edici uyar1 tonu
verilecegini sOyledi. Bu ydnetmeligin kamu yarar1 amaci tagimayan bir idari islem
olarak hukuka aykirilig1 bulundugunu iddia eden Tokbas, "Dava konusu diizenleme,
kamu yarar1 amaci tasimamaktadir. Kanuna aykiriliklar ve diger sebepler dolayisiyla

amag yoniinden hukuka aykirilik teskil etmekte olup iptali gerekmektedir" dedi.

Tokbas, bir idari iglemin iilkenin tiimiinii kapsamasi nedeniyle iptali ve yiirlitmenin
durdurulmasi isteminin dogrudan Danistaya yapilmasi1 gerektigini vurguladi.

Yonetmeligin getirdigi diizenlemelere deginen Tokbas, sdyle konustu:
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"Bu yonetmelik degisikligi ile mevcut Numara Tasiabilirligi Yonetmeligi'nin 18'inci
maddesi degistirilmektedir. 18'inci maddeye gore, isletmeci, tarife seffafligina iliskin
olarak arayan abone i¢in ayirt edici olacak sekilde BTK tarafindan belirlenen uyari
tonunu vermekle yiikiimli tutulmustur. Boylelikle tiiketiciler, arama yaptiklarinda
hicbir ek ¢aba harcamadan operator degistirmis abonelerden haberdar olabiliyor, farkli
operatdre gecmis olan abonelerle yaptiklar1 gériismeleri bu bilingle kisa tutabiliyordu.
Bu uygulama da Elektronik Haberlesme Kanununun 4'lincii maddesi ile BTK'ya
yiiklenmis 'tliiketicinin hak ve menfaatlerinin gozetilmesi' ilkesine uygun diismekteydi.
Dava konusu yonetmelik degisikligiyle bu konudaki zorunluluk ortadan kaldirilmakta,

tilketiciler ve kamunun zararina bir diizenleme yiiriirliige konulmak istenmektedir."
Yurt disindaki uygulamalar

Arama ile es zamanl sesli bilgilendirme hizmetinin Italya, Avusturya ve Portekiz'de
verildigini dile getiren Tokbas, Portekiz'de farkli bir sebeke yoniine dogru yapilan

aramada, "Aradiginiz numara 'A’

isletmecinin sebekesine aittir" seklinde bir uyari
bilgilendirmesi yapildigim1 aktardi. Ses tonuyla uyari sisteminin Irlanda, Belgika,
Letonya gibi iilkelerde uygulandigini, Finlandiya ve Almanya gibi iilkelerde ise
ticretsiz arama yapilabilecek numara ve iicretsiz kisa mesaj (SMS) hizmeti verildigini
vurgulayan Tokbas, digerlerinin mevzuatlarina bakildiginda uygulamanin tiiketicinin
cok daha lehine ve seffaf oldugunu ifade etti. Tiirkiye'de, tliketicinin hakkinin elinden

alindigini ileri siiren Tokbas, sunlar1 kaydetti:

"Tiketiciler artik sebeke ici ya da dis1 konusma yaptigini bilmeyecek, siirpriz ve ytiklii
miktarda faturalarla karsilasma riski ile yiiz yiize birakilmis olacaktir. Zira farkh
isletmeciye ait bir telefon numarasini bilmeden ve bilebilecek durumda olmadan
arayan tliketicinin kota agimi yahut farkli iicretlendirme nedeniyle 6ngorebileceginden
daha yiiksek bir fatura bedeli 6demek zorunda kalmasi ihtimali ¢ok yiiksektir. Burada
tiikketicinin korunmasindan ¢ok magduriyeti s6z konusudur. Bu nedenlerle Numara
Tagmabilirligi Yonetmeliginde Degisiklik Yapilmasina Dair Y6netmeligin tamaminin
iptali ve vyiiriitmenin durdurulmas: istemiyle Damgstayda dava actik. Istanbul
Universitesi Hukuk Fakiiltesi Ogretim Uyesi Prof. Dr. Halil Akkanat'tan aldigimiz
uzman goriisiinii ekleyerek, yonetmeligin acacagi sorunlari iceren dilek¢emizi

sunduk."
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APPENDIX E: Mobile Number Portability Regulations

NUMARA TASINABILIRLiGIi UYGULAMA SURECINE iLiSKiN USUL VE
ESASLAR
Amag¢ ve kapsam

MADDE 1- (1) Bu Usul ve Esaslar, elektronik haberlesme sebekelerinde numara
taginabilirligi uygulama siirecine iliskin usul ve esaslar1 kapsar.

Dayanak

MADDE 2- (1) Bu Usul ve Esaslar, 2/7/2009 tarih ve 27276 sayili Resmi Gazete’de
yayimlanarak yiirlirliige giren Numara Tasmabilirligi Yonetmeligi’ne dayanilarak
hazirlanmstir.

Tanim ve kisaltmalar

MADDE 3- (1) Bu Usul ve Esaslarda gegen;

a) Abone: Bir isletmeci ile elektronik haberlesme hizmetinin sunumuna yonelik olarak
yapilan bir s6zlesmeye taraf olan gercek ya da tiizel kisiyi,

b) Alict isletmeci: Verici isletmeciden kendisine numara taginan veya taginma
stirecinde olunan igletmeciyi,

c) e-YAPA: Devre, blok, ortak yerlesim talep-tahsisi ile faturalandirma, ariza
bildirimitakibi vb. abonelik ve operasyonel islemlerin Tiirk Telekom tarafindan
isletmeciye tahsis edilecek kullanici ad1 ve sifreler ile takip edilmesine olanak saglayan
web tabanli arayiizii,

¢) Isletmeci: Yetkilendirme gergevesinde elektronik haberlesme hizmeti sunan ve/veya
elektronik haberlesme sebekesi saglayan ve alt yapisini isleten sirketi,

d) Kanun: 10/11/2008 tarih ve 27050 sayil1 Resmi Gazete’de yayimlanarak yiiriirliige
giren Elektronik Haberlesme Kanunu’nu,

e) Kurul: Bilgi Teknolojileri ve Iletisim Kurulunu,

f) Kurum: Bilgi Teknolojileri ve Iletisim Kurumunu,

g) Numara tasima duyuru zamani: Isletmecilerin sebekelerinde, tasinan numara ile
iliskili diizenlemeleri yapmalarin1 teminen, taginmakta olan numara, alict sebeke
bilgisi ve tasinmanin gerceklesecegi tarih ve saatin duyuruldugu zamana,

g) Numara taginabilirli§i: Abonenin numarasim1 degistirmeden hizmet aldig
isletmeciyi veya adresini veya aldig1 hizmetin tiiriinii degistirebilmesini,

h) Numara taginabilirligi sistemi (NTS): Tasinmis numaralar, bu numaralara iligskin
yonlendirme ve isletmeci bilgileri ile diger ilgili bilgilerin tutuldugu ve numaranin

taginmasi sirasinda igletmeciler arasinda bilgi aligverisinde de kullanilabilen ortak
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referans veri tabanini,

1) Numaranin tahsisli oldugu isletmeci: Numara taginabilirligi kapsamindaki
numaranin Kurum tarafindan tahsis edildigi isletmeciyi,

1) Sabit Numara Tasmabilirligi: Cografi numara ve/veya cografi olmayan numara
tasinabilirligini,

J) STH: Sabit telefon hizmetini,

k) Tasima talebi kontrol siiresi:Verici isletmecinin alici isletmeciden numaranin
taginmasi talebini almasi ile taginmasi istenen numaraya ait abonelik bilgilerini kontrol
ederek alici isletmeciye taleple ilgili cevabini bildirmesi arasinda gegen siireyi,

1) Tagima talebinin iletim siiresi: Abonenin numarasinin taginmasi igin alici
isletmeciye bagvurusu ile alici igletmecinin bu talebi gerekli bilgilerle birlikte verici
isletmeciye iletmesi arasinda gegen siireyi,

m) Tiirk Telekom: Tiirk Telekomiinikasyon A.S’yi

n) Verici igletmeci: Kendisinden alici isletmeciye numara tasiman veya taginma
stirecinde olunan isletmeciyi,

0) xDSL Otomasyon sistemi: xDSL Satis-Aktivasyon-Provizyon-Ariza Sistemi,

0) Yalin DSL: Yerel ag iizerinden, ilgili hat i¢cin PSTN sabit telefon aboneligi sarti
aranmaksizin DSL hizmet alimina imkéan taniyan erisim modeli,

p) Yalin DSL’li numara tagima talebi: Isletmecinin, DSL hizmetini kendisinden alan
aboneye, Yalin DSL modeliyle erismek {izere, Tiirk Telekom’dan ayn1 adreste numara
tasima talebi ile iligkili olarak Yalin DSL talebini de igeren numara tasima talebini,

r) YAPA: Yerel Agin Paylasima Agilmasini,

s) YAPA’l1 numara tagima talebi: Tiirk Telekom’dan ayn1 adreste numara tasima talebi
ile iliskili olarak Yerel Aga Ayristirllmis Tam Erisim talebini de igeren numara tagima
talebini,

s) Yerel ag: Sabit elektronik haberlesme sebekesinde abone tarafindaki sebeke
sonlanma noktasini, abonenin bagli bulundugu ana dagitim catisina veya esdeger tesise
baglayan fiziksel devreyi,

t) Yerel Aga Ayristirilmis Tam Erisim: Bakir kablo ¢ifti frekans spektrumunun
tamaminin kullanilmasina izin verecek sekilde yerel aga ve alt yerel aga erisimi,

u) Yonetmelik: 2/7/2009 tarih ve 27276 sayili Resmi Gazete’de yayimlanarak
yiiriirliige giren Numara Tasinabilirligi Yonetmeligi’ni,
ifade eder.

(2) Bu Usul ve Esaslarda gecen ve yukarida yer almayan tanim ve kisaltmalar i¢in ilgili
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mevzuatta yer alan tanim ve kisaltmalar gecerlidir.

Kimlik bilgileri

MADDE 4- (1) Numara taginabilirligi siirecinde alic1 isletmeci tarafindan alinacak,
elektronik form ile NTS iizerinden verici isletmeciye gonderilecek ve verici isletmeci
tarafindan kontrol edilecek kimlik bilgileri agagidaki sekildedir:

a) Bireysel aboneler i¢in;

1) T.C. Kimlik No

2) Adi

3) Soyadi

4) Baba Adi

5) Dogum Y1l

6) Abonelik sozlesmesi yapildiktan sonra evlenme, bosanma ve benzeri nedenler ile
soyadlar1 degisen kisiler ve mahkeme karari ile ad ve/veya soyadlari degistirilmis
kisiler i¢in; dnceki ad1 ve soyadi bilgisi,

b) Kurumsal aboneler i¢in;

1) Vergi Numarasi

2) Ticari Unvan / Kurum Adi

Vergi numaras1 mevcut olmayan kurumsal abonelerden yalnizca ticari unvan/Kurum
ad1 bilgisi alinir.

Kimlik bilgilerinin kontroliinde uygulanacak yontem

MADDE 5- (1) Numara tasinabilirligi siirecinde bireysel ve kurumsal aboneler i¢in
mobil numara tasima talep formu Ek-1’de, sabit numara tasima formu EK-3’teki
sekilde diizenlenir.

(2) Numara tasinabilirligi siirecinde kimlik bilgilerinin kontroliinde asagidaki yontem
uygulanir:

a) Bireysel aboneler igin;

1) Bireysel abonelere iliskin olarak, bu Usul ve Esaslarin 4 {incii maddesinde yer

alan kimlik bilgileri, alic1 isletmeci tarafindan, kendisine numara tasima talebi ile
basvuruda bulunan aboneden alinir.

2) Abonenin kimligi ve numara tasinabilirligine iliskin imzal talep formu,
tarayicidan gecirilerek alici isletmeci tarafindan elektronik form ile tasima

talebinin iletim stiresi i¢erisinde NTS {izerinden verici isletmeciye iletilir.
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Abonenin ad ve/veya soyadinin degismis olmasi durumunda bu durumu ispatlayici
resmi belge(ler) de alici isletmeci tarafindan taranarak NTS iizerinden verici
isletmeciye gonderilir.

3) Verici isletmecide abonenin “T.C. Kimlik Numarasi” bilgisinin bulunmasi
durumunda, bagvuru esnasinda gonderilen bilgi ve belgelerde yer alan “T.C. Kimlik
Numaras1”, verici isletmecide kayith “T.C. Kimlik Numarasi” ile eslesiyorsa, diger
bilgilere bakilmaksizin tasima talebi kontrol siiresi igerisinde talep kabul edilir. “T.C.
Kimlik Numaras1” alanlar1 eslesmiyorsa, diger bilgilerin dogruluguna bakilmaksizin
tasima talebi kontrol siiresi igerisinde talep reddedilir.

4) Verici isletmecide abonenin “T.C. Kimlik Numarasi” bilgisinin bulunmamasi
durumunda, bagvuru esnasinda gonderilen bilgi ve belgelerde yer alan “Ad1” “Soyad1”,
“Baba ad1” ve “Dogum y1l1” alanlart bu Usul ve Esaslarin 6 nc1 maddesinde yer alan
tereddiit yaratmayan kayit farkliliklar1 gergevesinde, kontrol edilir. “Ad1” ve/veya
“Soyadi” alaninin verici isletmecide yer alan kayitlarlaecslesmemesi durumunda
“Onceki ad1” ve/veya “Onceki soyadi” alanlar1 kontrol edilir. “Onceki ad1” ve/veya
“Onceki soyadr” alanlarmin, bu Usul ve Esaslarin 6nc1 maddesinde yer alan tereddiit
yaratmayan kayit farkliliklar1 ¢ergevesinde, verici isletmecide yer alan kayitlarla
eslesmesi durumunda, NTS iizerinden alici isletmeci tarafindan isim degisikligine
iliskin resmi belge/belgelerin de gonderilmis olmasi ve Yonetmeligin 10 uncu
maddesinin 1 inci fikrasinin (a), (b), (¢), (d) ve (e) bentlerinde yer alan ret
gerekgelerinin de mevcut olmamasi kaydiyla tasima talebi kontrol siiresi icerisinde
talep onaylanir.

5) Talebin onaylanmasi durumunda, verici isletmeci tarafindan NTS’ye gonderilecek
olan onaylama mesaji, abonenin hat tiiriinii de (faturali/faturasiz) igerir.

6) Numara tagima talebinde bulunan bireysel aboneye iliskin kimlik bilgilerinin, bu
Usul ve Esaslarin 6 nc1 maddesinde yer alan tereddiit yaratmayan kayit farkliliklar
cergevesinde verici isletmecide yer alan bilgilerle eslesmemesi durumunda,
eslesmeyen alanin hangisi oldugu ret gerekgesinin alt birimi olarak belirtilerek, tasima
talebi kontrol siiresi igerisinde talep reddedilir.

b) Kurumsal aboneler i¢in;

1) Kurumsal abonelere iliskin kimlik bilgileri, alici isletmeci tarafindan numara
tasinabilirligi talebinde bulunan sirketi temsile yetkili kisiden alinir.

2) Kurumsal aboneliklerde, alic1 isletmeci tarafindan yalnizca tagima talebine iliskin

formun sirket yetkilisi tarafindan imzalanmis hali taranarak, hazirlanan elektronik
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form ile birlikte tagima talebinin iletim siiresi igerisinde NTS iizerinden verici
isletmeciye gonderilir.

3) Verici isletmeci, NTS iizerinden kendisine gonderilen bilgileri, bu Usul ve Esaslarin
6’nc1 maddesinde yer alan tereddiit yaratmayan kayit farkliliklarini da dikkate alarak
kendi kayitlari ile karsilastirir. Buna gore, kayitlar arasinda bu Usul ve Esaslarin 6 nc1
maddesinde yer alan tereddiit yaratmayan kayit farkliliklar1 ¢ercevesinde bir fark
bulunmuyorsa ve Yonetmeligin 10 uncu maddesinin 1 inci fikrasinin (a), (b), (¢), (d)
ve (e) bentlerinde yer alan ret gerekgeleri de mevcut degilse, verici isletmeci tasima
talebi kontrol siiresi i¢erisinde talebi onaylar.

4) Talebin onaylanmasi durumunda, verici igletmeci tarafindan NTS’ye gonderilecek
olan talebin onaylanmasina iliskin mesaj, abonenin hat tiiriinii de (faturali/faturasiz)
igerir.

5) Numara tagima talebinde bulunan kurumsal aboneye iliskin kimlik bilgilerinin bu
Usul ve Esaslarin 6 nc1 maddesinde yer alan tereddiit yaratmayan kayit farkliliklar
cercevesinde verici isletmecide yer alan bilgilerle eslesmemesi durumunda,
eslesmeyen alanin hangisi oldugu ret gerekcesinin alt birimi olarak belirtilerek, tasima
talebi kontrol siiresi i¢erisinde talep reddedilir.

Tereddiit yaratmayan kayit farkhihiklar

MADDE 6- (1) Tereddiit yaratmayan kayit farkliliklari;

a) Bireysel aboneler i¢in; bireysel aboneliklerde, kayitlar arasi karsilastirmalar
yapilirken asagidaki kurallarin uygulanmasinda, verici isletmecideki kayitlar referans
olarak alinir.

1) Bireysel aboneliklerde, T.C. Kimlik Numarasi bilgisinin verici isletmecide
bulunmamasit durumunda, kontrol edilecek alanlardan olan “Ad1”, “Soyad1”

“Baba Adr” ve mevcut olmasi halinde “Onceki Ad1” ve/veya “Onceki Soyad:1”
alanlarinda;

aa) 5 harfe kadar 1 harf hatas1 (Ornek Atila = Atilla = Attila)

bb) 6-10 harf aras1 i¢in 2 harf hatas1 (Ornek Alaattin = Alaaddin = Alaettin )

cc) 11 harf ve yukarisi i¢in 3 harf hatast

g6z ard1 edilerek dogru kabul edilir.

2) “Adr”, “Baba Adi” ve “Onceki Adi” alanlarinda birden fazla isme iliskin
kisaltmalarda, kisaltilmayan isim/isimler eslesiyorsa ve kisaltilan ismin/isimlerin ilk
harfi dogruysa alan dogru kabul edilir (Ornek: ismail Hakki = I.Hakk1 = ismail H.).
3) Dogum yil1 bilgisi dogru olmalidir.
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4) Bireysel aboneliklerdeki “Ad1”, “Soyadi1”, “Baba Adi1” ve mevcut olmasi halinde
“Onceki Ad1” ve/veya “Onceki Soyadr” alanlarinda; asagidaki ¢izelgede yer alan
farkliliklar hata kabul edilmeyerek, géz ardi edilir ve bu maddenin birinci bendinde

sayilan harf hatasi sinirlar1 kapsaminda degerlendirilmez.

Basvurudaki Kayittaki harf Basvurudaki Kayittaki harf
harf harf

a a s 5
a a s 5
C C u il
c C il u
g g u |
g g i u
1 1 W v
1 1 v w
1 i W vV
i 1 Vv W
o o q k
o o K

5) Kontrol edilmesi zorunlu her bir alan kendi i¢inde degerlendirilerek, “Ad1”,
“Soyad1” ve “Baba Ad1”, alanlarinda bu maddede belirtilen ve yukaridaki

5/21

cizelgede yer alan kurallarin disindaki herhangi bir hata, bagvurunun reddini
gerektirir.

b) Kurumsal aboneler i¢in;

1) “Ticaret Unvani/Kurum Adi” alaninda yer alan genel kabul gérmiis kisaltmalar
dogru kabul edilir.

2) Vergi numarasinin mevcut oldugu durumlarda bagvuruda yer alan “Vergi
Numaras1” ile verici isletmecide kayitli vergi numarasi birebir eslesmelidir.

Ancak, ilgili mevzuat uyarinca vergi numarasinin 10 haneden az olmasi halinde,

10 haneye tamamlanacak sekilde s6z konusu vergi numarasinin bagina “0”’

eklenmek suretiyle kontrol yapilir.

Ret kriterlerinin uygulanmasi

MADDE 7- (1) Yonetmeligin 10’uncu maddesinin birinci fikrasinin (e) bendi
kapsaminda

tasinma talebinde bulunan abonenin numaranin tahsisli oldugu isletmeci ile ilk

abonelik
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sOzlesmesini imzaladig1 tarihten itibaren {i¢ aylik silirenin ge¢ip ge¢mediginin
hesaplanmasinda

90 giin esas alinir.

YAPA ve Yalin DSL icermeyen numara tasima siireci

MADDE 8- (1) YAPA ve Yalin DSL talebi icermeyen numara tasima islemlerinde
Yonetmeligin 12 nci maddesi birinci fikrasinda yer alan siireler uygulanir. NTS’de
‘diger bilgiler’ alanina YAPA veya Yalin DSL ihtiva etmeyen tasima oldugunu
belirtecek sekilde “00” kodu girilir.

YAPA kapsaminda numara tasinabilirligi siireci

MADDE 9- (1) YAPA’li numara tagima talepleri, Kurum tarafindan onaylanan
Referans Yerel Aga Ayristirilmis Erisim Teklifi’nde tanimlanan siirelere uygun olarak
belirlenen asagidaki siirelere gore degerlendirilir. Referans Yerel Aga Ayristirilmig
Erisim Teklifi kapsaminda tanimlanan siirelerde meydana gelecek degisiklikler
dikkate alinarak YAPA kapsaminda numara tasmabilirligi siirecinde degisiklik
yapilabilir.

a) Tasima talebinin iletim siiresi azami iki giindiir.

b) Tasima talebi kontrol siiresi azami ii¢ 1§ giinlidiir. Ancak, YAPA’l1 numara tasima
taleplerinin kontroliinde, Usul ve Esaslarin 5 ve 6 nc1 maddeleri uyarinca yapilacak
dogrulama siirecine oncelik verilir ve s6z konusu dogrulama siirecinin red ile
sonuclanmast halinde, YAPA sonucu beklenmeden basvurunun verici isletmeciye
iletildigi tarihten itibaren azami iki giin i¢inde red cevabi alic1 isletmeciye iletilir.

¢) Numara tasima duyuru zamani, numaranin taginmasi i¢in belirlenen tarihten asgari
24 saat azami 4 is giinii 6ncesidir.

(2) YAPA’li numara tagima talepleri, alict isletmeci tarafindan YAPA’l1 numara
tagima talebi oldugunu belirtecek sekilde bu maddenin 7 nci fikrasi dikkate alinarak,
NTS {izerinden tagima talebi iletim siiresi i¢erisinde verici isletmeciye iletilir. Tasima
talebinde birden fazla numara olmasi halinde, alic1 isletmeci tarafindan her bir numara
igin ayr1 bir elektronik form olusturularak verici igletmeciye iletilir.

(3) YAPA’IH1 numara tagima taleplerinde Data Hiz Testi talep edilemeyecek olup,
almman YAPA’l1 numara tagima talebi, verici isletmeci tarafindan e-YAPA’ya data hiz
test talebi olmayacak sekilde YAPA Tam Erisim devre talebi olarak aktarilir.

(4) Referans Yerel Aga Ayristirilmis Erigim Teklifi hiikiimleri kapsaminda tam erigim

devre talebinin karsilanamamasi veya numara tasima dogrulama siirecinin red ile
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sonuclanmast halinde numara tagima talebi reddedilir. Tasimanin reddedildigi
durumlarda, ilgili YAPA basvurusu da iptal edilir.

(5) Numara tasima talebinin onaylanmasi halinde, tasima i¢in belirlenen tarih ve saat
alic1 isletmeci tarafindan aboneye, numara tasinabilirligi sistemi tarafindan da ilgili
tiim igletmecilere duyurulur. S6z konusu tarih, verici igletmecinin numaranin taginmasi
talebine iliskin cevabimni gonderdigi tarihten asgari 24 saat, azami dort is glinli
sonrasidir. Belirlenen zamanda YAPA Tam Erisim Devresi tesis edilerek numara
tasima islemi gerceklestirilir.

(6) Tasinma talebinde bulunan abone, basvuru sirasinda alici igletmeci tarafindan,
taginacak numara ile iligkili DSL aboneligi varsa, numaranin taginmasi ile s6z konusu
DSL baglantisinin kesilecegi konusunda bilgilendirilir.

(7) Alct isletmeci, YAPA kapsaminda yapacagi numara tasima basvurusunda,
YAPA’ya karsilik gelen “01” kodunu NTS talep ekraninda yer alan “diger bilgiler”
boliimiine girmek suretiyle verici isletmeciye iletir. Alict igsletmeci tarafindan eksik
veya hatali kod girilmesi durumunda, s6z konusu numara tasima talebi reddedilir.
Yalin DSL kapsaminda numara tasmabilirligi siireci

MADDE 10- (1) Yalin DSL’li numara tagima talepleri, Kurum tarafindan onaylanan
Tirk Telekom Referans IP Seviyesinde Veri Akis Erisimi Teklifi de dikkate alinarak
belirlenen asagidaki siirelere gore degerlendirilir. Tirk Telekom Referans IP
Seviyesinde Veri Akis Erisimi Teklifi kapsaminda tanimlanan siirelerde meydana
gelecek degisiklikler dikkate alinarak Yalin DSL kapsaminda numara taginabilirligi
stirecinde degisiklik yapilabilir.

a) Tagima talebinin iletim siiresi azami iki glindiir.

b) Tasima talebi kontrol siiresi azami iki is giliniidiir. Ancak, Yalin DSL’li numara
tasima taleplerinin kontroliinde, Usul ve Esaslarin 5 ve 6 nci1 maddeleri uyarinca
yapilacak dogrulama siirecine oncelik verilir ve s6z konusu dogrulama siirecinin ret
ile sonuglanmasi halinde, Yalin DSL sonucu beklenmeden basvurunun verici
isletmeciye iletildigi tarihten itibaren azami iki giin i¢inde ret cevabi alict isletmeciye
iletilir.

¢) Numara tasima duyuru zamani, numara tasima talebinde bulunan abonenin Tiirk
Telekom sabit telefon aboneligi ve DSL aboneliginin bulundugu durumda, numaranin
taginmasi i¢in belirlenen tarihten asgari 24 saat azami iki (2) is gilinii Oncesidir.

(2) Yalin DSL’li numara tasima talepleri, alict isletmeci tarafindan Yalin DSL’li

numara tagima talebi oldugunu belirtecek sekilde bu maddenin 7 nci fikrasi1 dikkate
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aliarak, NTS {izerinden tagima talebi iletim siiresi i¢erisinde verici isletmeciye iletilir.
Tasima talebinde birden fazla numara olmasi halinde, alic1 igletmeci tarafindan her bir
numara i¢in ayr1 bir elektronik form olusturularak verici isletmeciye iletilir.

(3) Yalin DSL’li numara tasima talebi, verici igletmeci tarafindan xDSL Otomasyon
Sistemi’ne Yalin DSL talebi olarak aktarilir.

(4) Yalin DSL’li numara tagima talebinin halihazirda ilgili aboneye DSL hizmetini
sunan isletmeciden farkli bir igletmeci tarafindan yapilmasi, halihazirda alinmakta
olan DSL hizmeti iizerinde abonenin devir, nakil ve/veya abonelik iptal talebinin
bulunmasi, abonenin alic1 isletmecide DSL aboneliginin olmamasi veya numara
tasima dogrulama siirecinin ret ile sonu¢lanmasi halinde numara tagima talebi
reddedilir. Tasimanin reddedildigi durumlarda, ilgili Yalin DSL basvurusu da iptal
edilir.

(5) Numara tasima talebinin onaylanmasi halinde, tasima icin belirlenen tarih ve saat
alic1 isletmeci tarafindan aboneye, numara tasinabilirligi sistemi tarafindan da ilgili
tiim isletmecilere duyurulur. S6z konusu tarih, verici isletmecinin numaranin tasinmasi
talebine iligskin cevabini1 gonderdigi tarihten asgari 24 saat, Tiirk Telekom sabit telefon
aboneligi ve DSL aboneliginin bulundugu durumda azami iki (2) is gilinii sonrasidir.
Belirlenen zamanda Yalin DSL tesisi yapilarak numara tagima islemi gerceklestirilir.
(6) Tasinma talebinde bulunan abone, bagvuru sirasinda alici isletmeci tarafindan,
taginacak numara ile iligskili DSL aboneligi varsa, numaranin taginmasi sirasinda s6z
konusu DSL baglantisinda belirli bir siire kesinti yasanabilecegi konusunda
bilgilendirilir.

(7) Alicr isletmeci, Yalin DSL kapsaminda yapacagi numara tasima bagvurusunda,
Yalin DSL’ye karsilik gelen “02” kodunu NTS talep ekraninda yer alan “diger bilgiler”
boliimiine girmek suretiyle verici isletmeciye iletir. Alict igletmeci tarafindan eksik
veya hatali kod girilmesi durumunda, s6z konusu numara tagima talebi reddedilir.
Numara tasima iptal siireci

MADDE 11- (1) Numara tasinabilirligi siirecinde bireysel ve kurumsal aboneler i¢in
mobil numara tasima iptal talep formu Ek-2’de, sabit numara tagima iptal talep formu
Ek-4’teki sekilde diizenlenir.

(2) Tasima zamaninin diger ilgili isletmecilere duyurulmasindan 6nce olmak kaydiyla,
abonenin numara tasima talebinden vazgegmesi durumunda izlenecek siire¢ asagidaki

sekildedir:
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a) Abone, alict isletmeciye bagvurur ve abonenin kimligi kontrol edilir. Daha sonra,
numara tasima iptal formu abone tarafindan doldurularak imzalanir.

b) Iptal basvurusu yapildig1 esnada, numara tasima talebi heniiz verici isletmeciye
gonderilmemis ise talep iptal edilir ve NTS lizerinden verici isletmeciye iletilmez.

c) Iptal bagvurusu yapildign esnada numara tasima talebi verici isletmeciye
gonderilmis ise alici isletmeci, abonenin numarasini tagimaktan vazgegtigini verici
isletmeciye derhal bildirir ve bu bildirim tagima zamaninin diger ilgili isletmecilere
duyurulmasindan 6nce yapilmis ise numara tasima iglemi iptal edilir.

(3) YAPA’I1 numara tagima talebinin iptal edilmesine yonelik bagvuru, alic1 igletmeci
tarafindan NTS tiizerinden verici isletmeciye gonderilir. Verici isletmeci, basvuruyu
ilgili YAPA talebinin iptali i¢in e-YAPAya iletir.

(4) Yalin DSL’li numara tasima talebinin iptal edilmesine yonelik basvuru, alici
isletmeci tarafindan NTS {iizerinden verici isletmeciye gonderilir. Verici isletmeci,
bagvuruyu ilgili Yalin DSL tesis talebinin iptali igin XDSL Otomasyon Sistemine iletir.
ISDN Hatlarimin Tasinmasi

MADDE 12 - (1) ISDN hizmeti kapsaminda bulunan numaralardan bir kisminin
tasinmasinin talep edildigi durumlarda, tasinmasi talep edilen s6z konusu numaralar
i¢in, ilgili mevzuat uyarinca tasima islemi yapilarak kalan numaralar lizerinden anilan
hizmet sunulmaya devam edilir. Tasinmasi talep edilen numaralar arasinda pilot
numaranin yer almasi durumunda ise ISDN hizmeti kapsaminda hizmet verilmeye
devam edilecek en kii¢lik numara pilot numara olarak kabul edilir.

Tasima siireci kapsaminda uygulanacak siireler

MADDE 13- (1) Aboneler haftanin yedi giini, isletmecilerin agik olan bayilerinden
numara tasimaya iliskin talepte bulunabilir ve isletmecilerin kendi sistemlerinde
yapilmasi gereken islemler haftanin yedi giinii, giinde 24 saat yiiriitiiliir.
Deaktivasyon ve aktivasyon kapsaminda uygulanacak siireler

MADDE 14 (1) Bir takvim y1l1 icerisinde, y1l basindan itibaren 3’er aylik donemler
icin yapilacak hesaplamada fiili tasima esnasinda, numaranin verici isletmecide
deaktivasyonu, alic1 isletmecide aktivasyonu siiresi mobil numara tasinabilirligi ig¢in
ve Yalin DSL veya YAPA ihtiva etmeyen sabit numara tasinabilirligi i¢in ortalamada
15’er dakika, Yalin DSL veya YAPA ihtiva eden sabit numara taginabilirligi icin ise
ortalamada 2’ser saattir. Mobil numara tasinabilirligi ve Yalin DSL veya YAPA ihtiva

etmeyen sabit numara tasiabilirligi i¢in siiresi 1 saati, Yalin DSL veya YAPA ihtiva
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eden sabit numara tasinabilirligi i¢in ise siiresi 4 saati gegen aktivasyon/deaktivasyon
sayist ise toplam iglem sayisinin % 2’sinden fazla olamaz.

Telsiz kullanim ve ruhsatname iicreti

MADDE 15- (1) Mobil numara tasinabilirligi kapsaminda, faturasiz hat kullanan bir
abone, numarasini bagka bir isletmeciye tasimasi halinde o yila ait telsiz kullanim
ticretini tekrar 6demez. Faturali abone ise numarasini tasidig: tarih itibariyle kalan
telsiz kullanim ticreti tutarini alici isletmecide 6demeye devam eder. Numara tasima
isleminin, aboneligin ilk yili igerisinde gerc¢eklesmesi durumunda, alici isletmecide
aboneligin ilk yilinda alinan ruhsatname iicreti tekrar 6denmez.

Basvuru formlari

MADDE 16- (1) Bu Usul ve Esaslarin ekinde bulunan bagvuru formlarinda yer alan
numara bilgileri alani, formun her sayfas1 abone tarafindan imzalanmak suretiyle, ilgili
forma ek olacak sekilde genisletilebilir. Aboneden, numara tasinabilirligi siirecine
iligkin olarak, bu Usul ve Esaslarin ekinde bulunan formlarda yer alan bilgiler disinda
ilave bilgi ile bu Usul ve Esaslarda belirtilen belgeler disinda ilave belge talep
edilemez.

Hiikiim bulunmayan haller

MADDE 17- (1) Bu Usul ve Esaslarda hiikiim bulunmamasi halinde, Kurul Kararina
gore islem yapilir.

Yiirirlik

MADDE 18- (1) Bu Usul ve Esaslar Kurul tarafindan onaylandig tarihte yiiriirliige
girer.

(2) Bu Usul ve Esaslarin 10 uncu maddesinin {igiincii fikrasi ve 11 inci maddesinin
dordiincii fikrasinin ikinci ciimlesinin uygulanmasina bu Usul ve Esaslarin yiiriirliik
tarihinden itibaren 6 (alt1) hafta sonra baslanir. S6z konusu siirenin son 2 (iki) haftalik
boliimiinde, Yalin DSL igeren tasimalara iliskin olarak Tiirk Telekom ile ilgili
isletmeciler arasinda gerekli testler yiirtitiiliir. Bu tarihe kadar Yalin DSL tesis ve iptal
basvurusu alic1 isletmeci tarafindan es zamanli olarak Tiirk Telekom’a xDSL
Otomasyon Sistemi iizerinden yapilir.

Yiiriitme

MADDE 19- (1) Bu Usul ve Esaslar1 Kurul Bagkan1 yiiriitiir.
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Bireysel ve Kurumsal Aboneler i¢cin Mobil Numara Tasima Talep Formu
(EK-1)

BIREYSEL ABONELER iCIN MOBIL NUMARA TASIMA TALEP FORMU

ABONE BILGILERI

T.C. Kimlik No
Adi

Soyadi

Baka adh
Dogum yili
Gnceki adi
Onceki soyad
irtibat telefonu

Basvuru yapan vekil ya da vasi ise:
TC.KimlikNo | [ 1

[ [ ]
Adi Soyad HEEEEEEEEEEEEEEEEEEEEEEEEEEE
[ L[] ||

Vekaletnamenin | I I I
dizenlendigi noter

vekaletnamenin [ [ [/] [ [/ [ [ [ LTI TTTTTTTTTT]]

tarihifno’su
irtibatteleforu | L [ | | | || | |
Talep edilen 00:00 07:59arasi  08:00 15:59 aras 16:00 23:59 arasi

tagima zamani

NUMARA BiLGiLERi
vericiigletmed | | | | | [ [ [ [T [P TP (]
meisletmec [ [ [ [ [ [ [ [ [ [][TITTIITTI]TTTT]]]
Numara(lar)

Bu formda belirtilen nomaramn/numaralann yukarida adi gegen alier isletmeciyve tasinmasina
iligkin  bilgilerin, alict igletmeci tarafindan numara tasima  siirecinde gerekli  birimlere
verilmesine ve bu iglemin kendi adima aher igletmeei tarafindan yiritilmesine onay veriyorum.

imza :
Ad, Sovadl & e
Tarih S N D

Bu form ile vapilan numara tasima talebi, verici isletmeciyle olan abonelik sizlesmesini fesih talebi anlamim tagir. Abonenin ahie
isletmeci ile olan abonelik stzlesmesi numaranin fiilen tagnmas ile yuriirflige ziver. Abonenin verici isletmeci ile olan shonelik
sizlegsmesi de aym tarih itiban ile fesholunmus sayilir. Abonenin mevent igletmecisine karsyt olan halihazirdaki mali
yikimlilikler numearann tasimmas ile sona ermesz.

Savfa No: ...
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Sirket Logosu Referans Not e

KURUMSAL ABONELER iCIN MOBIL NUMARA TASIMA TALEP FORMU

BASVURUDA BULUNAN KISi
Adi

Soyadh

T.C. Kimlik No

Basvuruda bulunan kisi yetkili ise:

SirkUlerin tasdik

cancigmoe (LTI T I I I ]]
e LTI T I71] |
Basvuruda bulunan kigi vekil ise:

Vekaletnamenin CTTT1
dizenlendigi noter

[ 1] HEEEE ]
argneay CETTCT AT CIT T T T TTTT)

tariki/no’su

ABONE BILGILERI

LTI
TearetUnveni/ [ [ [ [ [ [ [ L[ [T T[]
[ |

Kurum Adi
Irtibat telefonu | | | | [ T[]

Vergi Numarast | [ | |

D Vergi Mumaras) bulunmamaktadir

HEEEEEEEREEE

Talep edilen 00:00 07:59 arasi 08:00 15:59 arasi 16:00  23:59 arasi

tasima raman

NUNMARA BILGILER]

vericiiletmeei | | | | [ [ [ [ [T T[] T[T TT[TTT[TTT]]
Maidetmect | | [ | [ [ [[]TTTTTTITTI]TTTTTTT]
MNurnara{lar)

vefveya

Bioga " ENEREEEEEEEEEEEEEEEN

Bu formda belirtilen numaraminmumaralann yukanda adr gegen aher isletmecive tagmmasmna
iliskin bilgilerin, abc isletmeci tarafindan numara tasima  siirecinde  gerekli birimlers
verilmesine ve bu iglemin kendi adima alicr igletmeci tarafindan yiinitilmesine onay veriyvorum.

imza :
Adi, Soyadt ¢ e e
Tarih Dt

Bu form ile vapilan numara tasima talebi. venci isletmeciyle olan shonelik sizlesmesini fesih talebi anlamin tasir. Abonenin ahc
isletmeci ile olan abenelik sizlesmesi numarann fiilen tagmmas: ile yiirirkige girer. Abonenin verici igletmeci ilz olan abenelik
sizlesmest de avm tanh itiban e fesholunmuos  sayvihr. Abonenin mevoeut igletmeeisine karst olan  halihazicdaki mali
viktimliliikler numaranim taginmas ile sona ermesz.
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Bireysel ve Kurumsal Aboneler I¢cin Mobil Numara Tasima iptal Talep Formu
(EK-2)
Sirket Logosu Referans Not oo

BIiREYSEL ABONELER iCiN MOBIiL NUMARA TASIMA iPTAL FORMU

ABONE BiLGILERi

T.C. Kimlik Na
Adi

Sayadi

Baba adi
Dogum yili
Onceki adi
Onceki soyadi
irtibat telefonu

Basvuru yapan vekil ya da vasi ise:

Tckmikvo [ [ [T TTTTITTT]
Adi Soyad| EEEEEEEEEEEEEEEEEEEEEEEEEEE
vekaletnarnenn T T T T T T T T T T T I T T T T T T T T T T T 111

diizenlendigi noter

vekaletnamenin [ | [/[ [ [I[ [ [ [JLIILT[TTTITTTT]T[]

tarihi/no’su
irtibat telefonu | I I | | I I I I | ‘

NUMARA BiLGILERI

Vericiistetmec | [ [ [ [ [ [ [ [ [ [T T[] [TTTIT[[]][][]
Aleigtermet [ [ [ [ [ [ [[ [T T ITTPPITIETITTTTT]
Numara(lar)
cofocdu tarhinde yaplmg olan, bu formda yer alan numaranm/mumaralann tasmmasina
iliskin talebimden vazgegivarum.

imza

Ady, Sovadt © oo

Tarih O SO U

Sayta No:
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Sirket Logosu Reterams NO! v cvereavenes

KURUMSAL ABONELER ICIN MOBIL NUMARA TASIMA IPTAL FORMU

BASVURUDA BULUNAN Kisi
Adi

soyadi

T.C. Kimlik No

Basvuruda bulunan kisi yetkili ise:

esvury
cidgmom [T T T T T T I I I I I I I}
odlerts o I L) OO LI LI
Bagvuruda bulunan kigi vekil ise:

yekatewamen [T T 111111 1] EEEEE

. HEREN 1] |
trameg T T T I T T T T ITTTTTT1

tarihi/no’su

ABONE BiLGILER
VergiNamarast | | | [ [ [ [ [ [ [ | | D Vergi Numaras: bulunmamaktacir
Ticaret Unvarni)
Kurum Ads ot r
irtibattelefors | | [ [ [ [ [ | | ||

NUMARA BILGILERI
vericiisletmeci | | | [ | [ [ [ [ [T TTTI[TTTIITTTTTT]
mhoiglemedt | [ [ [ [ [ [T T T T T T I T TTTIITTTTTT]
Numara{lar)
ve/veya
biogy A=t gl

wodedo L tarihinde yapilmig olan, Sidketimiz'Kurumumuz adma kayith bu formda belirtilen
numarann/numaralarin, yokanda adi gegen alier igletmecive tagimmasia iliskin talebimizden
VAZEeCIVOrz.

Klage ve lmza :
Adh, Soyach
Tarih T A

Soyfa Mo : ...
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Bireysel ve Kurumsal Aboneler i¢in Sabit Numara Tasima Talep Formu
(EK-3)
Sirket Logosu Referans Moo .o oo e

BIREYSEL ABONELER iCIN SABIT NUMARA TASIMA TALEP FORMU

ABONE BILGILERI

T.C. Kimlik Mo

Adi

Soyad

Baba adi

Dagurm yili

Gnceki adi

Onceld soyad

Irtibat telefonu

Basvuru yapan vekil ya da vasi ise:
TCkmlikve [ ] ]

L]

[ L ]]
Adi Soyadi LI T TTIT] HEEEE
e (I T T T T T T T T T T T T T T TT]

dizenlendidl noter

Vekalet i

ehatetnamenin | | | [ [ [T [TTTTTTTTTTTTT T 7]
ribatteisfony || [ [ [ [ [T [ []

Talep adilen 0400 0959 arasi 10:00 1559 arasi 16:00  22:00 arasi

Lasima zamani

NUMARA BiLG ILER|
verciiglermed | [ [ [ [ [ LI T[T TIT LTI T TTT I T T[]
Alevigletmect | | [ ] ][ PP

AR ¥ahn DEL VAP, Fahn D51

wmeraan, DD LT LTI TTT ] oo [TTTTTTTTT]
| [ 11

APS Wabe DEL FAFA Talin DEL

oo LI ITTI[TT] OO

*ovAPAN veve Yalin DSL I numara tasima talebi halinde iseretlenccektic

Bu form ile yaplan numara tasima talebimim, verici isletmecivle olan abonelik sozlesmesinin
feshi talebi anlamm tasidhm, alicr igletmect e olan abonelik sézlegmesinin mumaramn
fiilen tasinmas: ile yiirirlige gicdiging, tasinan numara ile iligkili varsa DSL baglantumin
mumzranm agmdii andan itharen kesileeedim veya belirli bir sire kesintiye ugrayacagini,
verici gletmeci ve DSL igletmecisine kargt olan abonelik sdzlesmesinden kaynaklaman mali
yiikiimlaliklerin numaranin tasgimmasi ile sona ermedigini kabul ediyorum.

Bu formda belirtilen numaraninmumaralann vokanda adi gegen igletmecive raginmasina
tigkin bilgilerin, alwr igletmeet taratindan numara tasima slrecinde  gerekli birimlere
verilmesme ve bu iglemin kendi adima aher igletmect tarmfindan  ylritilmesine onay
VEryOTum,

1mz:1

Adl S0Wadl 1 cure e e e

Tarih SR [P SR

RayfaNo: ..
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Sirket Lozosu Referans Mo: i e

KURUMSAL ABONELER ICIN SABIT NUMARA TASIMA TALEP FORMU

BASVURUDA BULUNAN Kisi

Ach

Soyadi

T.C. Kimlik Na

Basvuruda bulunan kisi yetkili ise:

Sirkdlerin tasdik

aadsinoer s CIITTTITTITTITTTTTITTITITTITITITI1]

sy CTDTT T (I I I T]

Bagvuruda bulunan kisi vekil ise:

Sorenronattroee (I I T T T T T T T T T T T T T T T TITIT T 1117

vorngemt CTTT T T T T LTI T ITTTITITITTIT
ABONE BILGILERI

VergiNumarast [ [ [ [ [ [ ][ ][] D Vergl Numarasi bulunmamaktadir

Ticaret Unvan

caret e/ [T [ [ [ [ [ [ [ [T T[T T ITIIIT]

Irtibat telefonu | | | I l I l [ I | ]

Talep edilen 04:00 09:50 araz 10:00 15:59 arasi 16:00 22:00 arasi

tasima zaman [] [] [ ]

MUMARA BiLGILERI

Vericiigletmeei [ [ [ [ [ [ TT [T T T ]TTITTITTITTTTTTT]
Acrigletmeci [ | [ ] [ L P T VDT PP
h.Iumara{larrwwh e ¥APa Yain OEL

go aln
veveya C o oo

ol N
Mamars g (T T T I ]-(T I TTTTT1]

BV APAL veya Yelm DSLH pumers taguma talebi halinde isaretenceektic

Bu form ile yapilan numara tagima talebimin, veric igletmeciyle olun abonelik stzlegmesinin
feshi talebi anlomm tagidiZing, aher igletmeei ile olan abonelik sozlesmesinin numaranim
fiilen tagmmas ile yirirlige girdiging, tasiman numara ile iligkili varsa DSL baglantimim
numaramn tasindig andan itibaren kesilecegini veya belirli bir stire kesintiye ugrayacagin,
vericl isletimec] ve DSL isletinecisine karst olan abonelik sbzlesimesinden Kayinaklanan mali
vilkiimliliklerin numaranmn tasinmasi ile sona ermedigin kabul ediyvorum.

Bu formda belirtilen numaranmimmaralann yukanda adr gecen isletmecive tasmmasima
iliskin bhilgilerin, aher isletmeci tarafindan numara tasima siirecinde gerekli birimlere
verilmesine ve bu iglemin kendi adwna alier igletmeci tarafindan wiirfitiilmesine onay
veriyoram.

lTI'lI:l H

Ado, Soyade:

Tarih R A
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Bireysel ve Kurumsal Aboneler i¢in Sabit Numara Tasima iptal Talep Formu
(EK-4)

Sirket Logosu Referans No: ...

BIiREYSEL ABONELER ICIN SABIT NUMARA TASIMA iPTAL FORMU

ABONE BILGILERI

T.C. Kimlik Mo
Adi

Soyadi

Baba adi
Dogum yili
Onceki adi
Onceki soyadi
irtibat telefonu

Basvuru yapan vekil ya da vasi ise:

Teximikvo [T T TTTTTTTT]
Adlswadl_|l|||||ll||||||H||||||||l|l
dtomieneigiooter LI T T T T T T T T T T T T T T T T T TTTTTT]

tarihi/no’su

vealetnamenin [ | [ [ [ [ [[ [ [T TTTITTTTTTTTTTTT[]
||

irtibat tefefony || | | | |

NUMARA BiLGILERI
Vericiistetmeei | [ | [ [ [ [ [ [ [[TT[TT[[TTITTTTTT]
Maigetmeci [ | [ [ [ ] I I TP PP TP PPPTTT] ]|
¥APA Vaiin DSL FARA Y¥aln DEL
nmara(en SO L LT LTI oo LT L[]
YAPA Yain DEL YAFA YalinDSL

[ ]
oo lLIIITIIil) oo PPl ]

*: ¥ APAlN veya Yalin DSLTH numara tasima talebi halinde isaretlenscektir

coododo tarthinde yvapilmig olan, Sirketimiz/Kurumumuz adina kayith bu  formda
belirtilen numaramm/numaralarin, yukanda adi gecen alier igletmeciye tagimmasma iligkin
talebimizden vazgecivoruz,

Kase ve Imza :
Adi, Soyadi
Tarth Do end i

Sayfa No ...,
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Sirket Logosu Referans No: ...

KURUMSAL ABONELER iCIN SABIT NUMARA TASIMA iPTAL FORMU

BASVURUDA BULUNAN Kisi
Ad

Soyadi

T.C. Kimlik No
Basvuruda bulunan kisi yetkili ise:

Sirkilerin tasdik
ea_iillel naoter LI
Sirki

[ | [
iy LI TOTTTT) CTTTTTTTITITTITTITTT]

Bagvuruda bulunan kisi vekil ise:

ettt (T T T T T T T T T T T T T T T T T T TT T TTT1]
Velaletnamenin T 17T T 7] [ 1 1] [T T T TTT]T]

ABONE BILGILERI
VergiNumarast [ [ T T T T T TTT 1711 |:| Vergi Numarasi bulunmamaktadir
Ti u
garetunvany [T [ [ [ T T T[T T T [T TTTTTITTTTTT]

I
irtibattelefors | | [ [ [ [ [ [ [ 1]

NUMARA BiLGILERI

Vericiigletmed [ [ [ [ [ [ [T [ [ [[[TTTTTTI[[TTTTT]
Aciigletmeci | | [ [ | [ [T TP [ TP TTT PP T T T 1]
Numara(lar}YE Tlflm wﬁ'vﬁpsf

ve/veya 0o o

oo L0

Meger OO [CTTTTTITITTI)-CITTITTITITITT]
¥ YAPAL veye ¥ ahn DSL°H numara tagima talebi halinde igaretlenceektic

Sl tarihinde  yapilmis olan, Sirketimiz/Kurumumuz adma kayith bu formda

be]lm]en numaranin/numaralarin, vukanda adi gecen ahcr isletmecive tasimmasma iliskin
talebimizden vazgegiyvoruz.

Kase ve Imza
Adi, Soyadi
Tarih R S

Sayfa No: ...,
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