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ABSTRACT
Switching behavior has been traditionally studied in the context of consumer behaVIor/arrd brand onalty

behavior. The goal of this research is to help managers and researcher understand ¥

behavior on perceived service quality and service loyalty. This research has, mam bthree objectlves First, this

research will offer a brief synthesis of the extant literature on swrtchlng behawor Seoond this research will

behavior as well as attitudes toward switching. Flnally t’ ':k’:resgéagrcﬁ”

E ,)

““offers potential for significant

p

managerial implications by identifying actions th31 mLIst bb takef by the service provider to reduce swrtchlng

The methodology used to test specmc hypothe ‘regardmg differences among threg. groups m terms

of perceived service quality, attltude toward swnchlng switching intentions. and swﬁtohlng behav;or Was

a cross-sectional survey Ouest" nnalres Were administrated using face-to-face |nterv"‘ w"'across Thalland
A total of 1535 re

e ru:elved and analyzed. Scale reliabilities wer
perceived servnce qual . attrtude toward swntchmg and swﬂchmg mtentions yveldrng Cronbach alpha of

\ omputed for measured

ttrtude toward intentions. This might be explained by fact that customers’

switching mtentnons are an outcome of service quality dimensions (e.g. tangibility, responsiveness. assurance.

empa’(hy and rellablhty) Thls also might be explained by fact that customers’ switching intentions are related

‘v;attrlbute "of atmude ‘toward switching. (2) The results indicated that customers’ perceived service quality was

nogatrngy related to customers’ switching intentions in switching behavior. In addition, customers’ attitude
to\;fra'rd switching would positively relate to customers’ switching intentions.(3) it shown that these three groups
i.e. rotated group, switcher, and lapsed group differed significantly in terms of dimensions of switching
intentions (such as preference. price indifference, and dissatisfaction response). Customers’ perceived service

quality was to expect to statistically positive relate to dimensions of switch intentions.
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Directions for future research were (1) other important variables should consider the service marketing mix
particularly people, physical evidence, and process (Ziethmal and Bitner 2000) in order to determine the
service strategies to reduce switching behavior in near future. (2) future research should also consider
relationship marketing variable such as trust and commitment to be key antecedent variables to long-term
orientation Customer satisfaction is a key strategic variable that is important to switching barrier. High levels
of customer satisfaction make it harder for competitors fo overcome switching barriers by simply offering
lower prices or switching inducements (Kolter 2000). Thus, future research shows investigate link between
customer satisfaction and switching. (3) The future research should investigate environment‘.wfaci'd'}e;\"s\uch as

politic, economics, and social, particularly economics problem.

INTRODUCTION
In some markets, customer churn averages 30%

to 45% a year, according to research from Technology

Trends, Technology Focus (Eggleston 1999). These’:-‘,\

statistics prove that most firms aren’t keeplng oustomer

happy. Service provider must do better jOb 0f 'bulldmg

customer loyalty from the outset Catc‘hxng :‘us’remers is

just as much about keepmg them as getting them.

Service orgamzatloné,when offer Superlor customer value

to customers un rstand that customers buy the benefits

of product or serwee at the lowest cost or with least

valué’’but in fact reward offers of super\tor yeiue; wnhu.\i'-»

loyalty.

A loyal customer n 'niy purchases the same

product or service repeatedly bﬁt aiso has a cognitive

(Trup" Hoye\' “,and nman 1996). Switchers

tend not to have iat hlgh degree of cognitive commitment
due to seVeral mot|vat|ng factors such as novelty, the
stimulation involved in desire to try different things, or
simply curiosity. Thus variety seeking behavior and
derived varied behavior are synonymous with switching
behavior.

However, switching behavior also occurs when
customer don’t perceive satisfaction of their needs.
Service switching involves replacing or exchanging the

current service provider with. another service provider

0 and customer retention. Whereas loyalt"ﬂ'anq retention

both Customers are not only attracted to\

’5kli’h""’éin\“d\"Srinl\‘/éi‘sah::‘1991‘ Keaveney. 1995). Bansal

d. Taylor (1999) noted that the phenomencon of SW!tcthg

eervuce provnders is related to the term customer loyalty

i
i

refer to positive outcomes (satvsfactron) for the flrm

switching refers to a negatlve outcomo (dlssatlsfactlon)

Insights from resear Von lo alty and retention can be

"Keaveney 1995) Prior research has also

related sWitchmg behavior and switching intentions

tov-\-perceptlons of quality (Rust and Zahorik 1993).
dissatisfaction (Crosby and Stephens 1987). and service
encounter failures (Kelly, Hoffman. and Davis 1993).
The goal of this research is to help managers
and researcher understand the effect of switching
behavior on perceived service quality and service loyalty.
This research has main three objectives. First. this
research will offer a brief synthesis of the extant literature
on key conceptual issues. Second. this research will
discuss the results of this study on the relationship
between perceived service quality, service loyalty and
switching behavior as well as attitudes toward switching.
Finally, this research also offers managerial implications
by identifying actions that must be taken by the service

providers to reduce switching.
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Switching Behavior Framework

Accordingly, the literature on perceived service
guality and switching behavior, no research has yet
examined whether or not these variables are likely
to differ among the three customer groups-rotated
customers, switchers, and lapsed customers. Drawing
on the theoretical foundation in this area, in the current
study we attempt to formulate and test specific hy-
potheses regarding differences among the three groups
in terms of perceived service quality, attitude toward

switching, switching intentions, and switching behavior.

A Model of the Effect of Switching Behavior

Building on the service provider switching model
(SPSM) and using related studies from the service
switching behavior (Bansal and Tayor, 1999; Ruyter,
Wetzel and Bloemer 1998: Keaveney 1995). Figure 1
presents a framework for studying the effect of switching
behavior on perceived service qua![fgy and switching

intentions. Switching intentions and swntc,h behavior are

the ultimate dependent vanables Meanwhlle perceived

service quality and ja’ tude toward swnchlng suggests

as predlctor varaables o

Perceived

Service Qualityi

. Attitude toward
™ Switching

Ha 7

Switching o " Switching

Behavior

Intentions.

Source: Bansal and Tayor, (1999) The Semce Prowder Switching Model (SPSM). A Model of Consumer Switching

Behavior in the Serwce lndustry Journal of Service Research. 2, 2 (November), 200-218.; Ruyter, Wetzel and

Bloemer 1998) On the Relatlonshlp between Perceived Service Quaility, Service Loyalty and Switching

d ';Sv\vxtohng Behavuor in Service Industries: An Exploratory Study. Journal of Marketing, 59 (April), 71-82.

Perceive Service Quality.

Service quality has received a significant amount
of attention by both researchers and practitioners. It
has been defined as a form of an attitude, refated but

not equivalent to satisfaction, that results from the

- comparison of expected service levels with perceived

performance (Bolton and Drew 1991, Parasuraman,

Zeithami, and Berry 1988: Cronin and Taylor 1992). In
other words, consumers enter a consumption experience
expecting a certain level of service. During that
consumption experience they observe actual service
performance. The consumer’s subjective evaluation of
how well (or poorly) that actual performance compares

to expected performance results in a level of perceived

Journal of Global Business Review s Volume 4 July, 2003



service quality (Woodruff, Cadotte, and Jenkins, 1983;
Parasuraman, Zeithaml, and Berry, 1988; Cronin and
Taylor, 1992).

There is considerable evidence that service quality
functions as an antecedent to customer satisfaction
(Reidenbach and Sandifer-Smallwood. 1990: Woodside,

relevance is required to link attitude toward targets to
attitude toward behavior. The relationship between
perceived service quality and one's attitude toward
switching is consistent with the external variable
argument of Fishbein and Ajzen (1975) as well as Egly
and Chaiken’s (1993). This leads to the Hypothesis one

Frey, and Daly, 1989; Cronin and Taylor, 1992, Reichheld

and Sasser. 1990. Furthermore, (Reichheld and Sasser

which is stated as follows:

(1990) propose that high levels of satisfaction lead to H1: Perceived servrce quahty ‘

related”negatlvely

increased customer loyalty. They also indicate that to customers attrtude toward switching

ir reased customer loyalty is the single most important

driver of long-term financial. Recent studies also affirm Swrtchmg Behavnor Intentlons and

that customer satisfaction Ileads to customer retention »lntentlons

{Hallowel, 1996). With the evidence that service quality

The effect of intentions to switch has genera!!y

‘dles on switching behavior have not dlstmgu;shed

between consumers at different Ievels of !oyalty 1reatrnq;

their set mtended to, buy the s¢ ne TV brand in 96 percent

of the cases for those who have had problems, the

Service quahty ;

SR

potentralxto offer InS|ghts into areas of service qualrty

kasurement is important as it has the "*flgure dropped to 72 percent. While these data are

'“\\rnte___restlng. the study is limited to inferences at the

__‘_}ar\d weaknesses coghitive (problems) and cognitive {intention) levels. In
yet another type of study, Mazursky and colleagues

(1987) conducted an experiment to determine if intrinsic

switching (say. for the sake of novelty) or extrinsic

switching (e.g., for a price reduction or coupons) would

percelved semceqlrauty bas conceptuahzed as a general result in greater intention to purchase the new brand

attltude and \the ‘attitude toward behavior has been again. (Mazursky, LaBarbera, and Aiello 1987} They found
expressed as attltude toward switching. Syder (1982) that extrinsic incentives induced more switching, but
proposed a related principle of relevance, which posited resulted in lower intentions suggesting that the effect of
that before one could acted on one’s {(active/available) extrinsic motivations will be short-lived. Unfortunately.
attitudes, one must define those attitudes as relevant the subjects’ stages of loyalty induced by the experiment
and appropriate guides to the behavioral choices at were not known. Thus, one is unable to pinpoint where
hand. Thus, an activated attitude may not effect a the observed effect is most pronounced and where it is
seemingly relevant behavior if one did not perceive its diminished. Cheong (1993) reported a conceptually similar
relevance for the particular behavior (Eagly and Chaiken finding. He noted that coupon redemption affected repeat

1993). Their assertion that a subject assessment of buying of a new brand only as a function of the coupon's
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value and not as a function of frequency of coupon use.
He concluded that the effect of a coupon is largely
economic and not “psychological.” But, again, it is
impossible to determine at what loyalty stages this
conclusion is most pertinent.

In an important paper by Tellis (1988) scanner
data were used to determine the relative effects of
advertising, coupons, brand on display. features (special
promotions), price, and long-term loyalty on the purchase
of 1Z brands of toilet tissue. Here, loyalty was measured
as volume loyalty---the percentage of focal brand volume

to total volume—over a 20-week interval. Note that the

caveat about measuring loyalty as repeat purchasing is. ..

relaxed in this particular case cause of the variety oti'

other influences that were tested.

The model coefficient t values- (ln‘lca’tlng tl

strength of the effect) were as follows a‘dvertlsmg 2.2

coupons. 3.2 dlsplay 63 fealure 77 pnce --4.0. and

loyalty, 43.6 The »resul ’Ishow that- onalty dominated ali

other potentlal<brand vulnerablhtles including price (where

the negatuva Coeffrcuent implies that higher prices lead

o \'I\x;‘

to 'ess brand purchasmg) Tellis conciuded “Wlthout
“qu stlon loyalty is the strongest delermlnant of purchase“-

{behawor (p. 142). In this study., one can' be more conlldent

that the results address the aotlon phase of onalty since

a 20-week purchase lntetval was used to define the

loyalty exhlblted toward any\one brand Clearly, loyalty

ulte resnstant to competitive switching

%‘*x'..jS’{/v'l"tching intentions can be viewed as indicators
that signal whether customers will remain with or defect
from the company (Zeithaml, Berry and Parasuraman,
1996). For ease of exposition, the dependent construct
is split broadly into favorable and unfavorable behavioral
intentions. Specific indicators of unfavorable behavioral
intentions suggested by the preceding discussion include
different types of complaining {e.g., complaining to friends

or external agencies) and contemplation of switching to

behav;oralf"

competitors. Switching intenions dimensions consisted
of preference, price indifference, and dissatisfaction
response (Ruyter, Wetzels & Bloemer. 1998). Another
indicator of eventual defection is a decrease in the amount
of business a customer does with a company. Maute
and Forrester (1993) find strong support for a three-way
classification of dissatisfaction responses based on
Hirshman's (1970) exit, voice. and loyalty response (loyalty

being the decision to remam wrth\the company despite

dissatisfaction). Solnlck and emenway (1992) observe

that though volce .an

nanlfestatlons of dissatisfaction) can be

substltutes for each other. as they often occur together.
:ln lhe ‘Gontext of a health maintenance organlzatlon

_‘they flnd that complaining oustomers wer\a\four and

one-half times more likely to leav 8 the plan voluntanly

than non-complaining custome leen the ewdence

above. this study is hypothesmed the followmg

H2 walchlng |ntentlons expects to be influenced

; ‘x.,.posmvely by the customers attitude toward

switching.

H3: There will be a negative relationship between
perceived service guality and customers’

switching intentions

Switching Behavior

According to McCarthy, Kannan, Chandrasekharan,
and Wright {1992). potential switchers or shoppers refer
to all the customers who are not loyal in a particular
product market. These customers may be influenced
by various factors to switching. It is also possible that
potential switchers will make repeat purchases of the
some product and service.

A basic assumption of this research is that, at its
most fundamental level, a firm’s customer base can be
thought to comprise three groups of switchers: (1)

custorners who have switched within service providers

Journa!l of Global Business Review ¢ Volume 4 July, 2003



(whom we refer to as “rotated customers”), (2) customers
who have switched to other service providers (whom
we refer to as “switchers”), (3) customers who have
switched off (whom we refer to as “lapsed customers™).
An understanding how these customer groups differ in
their attitude and behavior toward the firm might provide
crucial insight for designing and implementing effective
customer acquisition and retention strategies. Therefore,

this study hypothesize the following:

H4:  In different type of switching behavior, the
degree of switching intentions will have a
negative effect on the relationship between
perceive service quality and attitude toward

switching

Research Method and Procedure (-

Instrument Desrgn'and Data Collectlon

kv

To test hypotheses thrs 'study desrgned an

behavior and three lndep ng ent vanables {perceived

servrce quahty attrtude toward switching, switching

o

mtentrons)

P

Acqordmg to the research topic which concerning
to the customer switching behavior of mobile phone
customers in Thailand. The study consists of two phases:
(1) A preliminary survey was used to determine the
basic sets of variables that are important to the customer-
switching behavior. The results of preliminary survey
were used to identify the qualifying variables and provide
additional scale items. (2) Field survey is to conducted

determine the particular switching variables used by the

target respondents. The guestionnaire was administering
by conducting face-to-face interviews across Thailand.
This study will collect samples from downtown area
in six regions of Thailand. The downtown areas include
department stores., educational areas and central
business areas. Research area will be classified into
6 clusters which consists of (1) Bangkok and territory,
{2) Central region-Nakornpathom and Saraburl (3)
Northern part of Thailand-Chiang, Mar 4) Eastern part
of Thailand-Chonburi, (5). Northeasrern part of Thailand-
Nakornrachasrima,. and ( ) Southern part of Thailand-

Songkla A total ‘-of 1‘535 respondents were obtained

-./Measures of Constructs EEAVCORS

The measurements used in thls study concept

involved a combination of scales "Pcrcerved servrce

quality was adapted from servrce qua V. by Parasuraman

Zeithaml. and- Berry (1"-388)

fourteen item scale has

developed and tested resultmg in a fairly robust measure

of servrce quahty\ Percerved service quality was assessed
usmg a 5 pornt scale range from “strongly agree” (5)

\to.\..“strongly disagree” (1). all five dimensions of service

quality were greater than average score.

The scale for attitude toward switching was
adapted from the attitude toward the act scale using by
Ajzen and Driver (1992). A seven-item scale consisting
of bipolar adjectives which were considered pertinent
to pervious research to the present context were used.
Switching intention scale was developed from customer
behavior intentions (Parasuraman, Zeithaml. and Berry
1996; Ruyter, Wetzels & Bloemer. 1998). The switching
intentions dimensions were operationalized on the
basis of thirteen items, seven-point scale ranging from
(1) “not at all likely” to (5) “extremely likely".

Results from the pretest showed that the reliability

of all scales meter exceeded Nunnally and Bernstein's

(1994) threshold of 0.70. Three variables were measured
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:/ X
§‘\/\/as stahstlcally significant (* = 2029

using scales consisted of perceived service quality.
attitude toward switching, and switching intentions. The
perceived service quality scale exhibited high reliability.
with a coefficient alpha value of 0.9181. Secondly. the
attitude toward switching scale also showed strong
reliability, with coefficient alpha value of 0.8169. Finally.
the switching intentions scale reliability reported a
coefficient alpha value of 0.9137 again demonstrating
high internal consistency.

Factor analysis. A scale validation procedure was
accomplished using (1) exploratory factor analysis (EFA).

and (2) confirmatory factor analysis (CFA). The purpose

of this stage of the analysis was to identify and eliminate’

poorly performing items for reflective measures. It also‘i

analyzed that the model presented in Flgure 1 resu‘ted P

in a goodness of fit to the data Acoordmg to EFA .

predictors of perceived service quahty exp alned 68.01%

t. (eigenvalues = 9.522).

of the variance in the constr

H

pred|ctors of a'mtud: oward swntchmg explained 74.88%

A

001)

with 527 degree of freedom., the goodnes«s of flt index
(GFl) = 0.541, the aver ,.goodness of fit index (AGF!)
= 0451 and root mea square res:dual (RMSR) = 0.121.

ﬁ‘qt\a;;fénf;\lysig )

Descriptive statistics.

A preliminary analysis of the data revealed that
the respondents were almost evenly split by gender
(47.2% male and 52.8% female). Approximate 62.9% of
respondents were 18-30 years of age, and approximately
736% were single. Almost 75.9% of the respondents
live in Bangkok and metropolitan area. while the average

monthly income of the approximately 74.1% of the

were shown Table“\1

’ sw1tchlng {

respondents was least at 25.000 baht. Approximate 48.8%
was private companies’ employees and approximate,
29 79% was students. Approximate 62.7% of the samples
had earned at least a bachelor degree. Of the 1,535
respondents. 54.7% were rotated customers. 36.8%
were switchers. and the remaining 8.4% were lapsed
customers. Descriptive statistics for the main study
variables were also obtained the to}lﬁ@ih\g mean score:
perceived service quality 2. 78’ (S D O 64)~'a;)ttitude toward
switching 1.36 (SD 037) and sthohlng intention 2.39

(8.D.0. 57) The rnean soores for each of customer groups

\

T_Testmg The Hypothesnzed Relatlonshlps

. Table 1 show mean dlfferenoe testlng results
revealed that significant at the OOO‘I level dlfferences
between mean percelved ser\/ e:*qualxty score occur

(F

SIgnmcanf at the GJ 05 Ievel_?differences in attitude toward

F; ‘3 14 p< 005) across switching behavior.

Reoults revcaied that was not significant at the 0.05
:;;ieve dlfferences between mean switching intentions

_.“score occur (F= 2.418. p> 0.05)

This study examined the relationship among the
variables shown in Figure 1 and specified as in the
studies hypotheses. Table 2 shows the hypotheses
results testing (Hypothesis 1-4) by switching behavior
such as rotated customers. switchers, and lapsed
customers. In Hypothesis 1. perceived service quality
was expected to negatively relate to attitude toward
switching. The statistically significant parameter
estimation at .001 level suggested support for
Hypothesis1. Hypothesis 2 was that attitude toward
switching would be positively related with switching
intentions. The results indicated support for this
hypothesis with parameter estimate at statistically

significant level .001.
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Variables

Perceived Service Quality

Table 1

Resuits the difference mean score of each variable among switching behaviors

Rotated customers 281 © 066
Switcher 271 056 8889 <001
Lapsed customers i 294 : PR

Total L2718

Attitude toward Switching

Rotated customers
Switcher >.05
Lapsed customers

Total

Switching Intentions

Lapsed customers

intentions. The results indicated support for thlq rela IOnShlp The parameter estimate was statistically significant at

001 levels. Hypotheses 4 addressed relatlonsh:p among dimensions of customers’ swnchlng intentions as dependent

rntentlons sn},\Hypotheses 4. except rotated customers, with statistically significant .001 levels,

S

7
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Table 2
Hypotheses Testing Result

Switchers

Rotated

Hypotheses

‘Customers Customers

H1:  Perceived service quality is

related negatively to customers’
-.309

attitude toward switching o -546 -18.887

H2: Switching intentions expects
to be influenced positively

by the customers’

342 8.640™ 496

attitude toward switching

relationship. between. perceived

38
service'quality and R :
= customers’ S\}v'i{ching intentions  -.484 —1,;6.‘0\:2*'*\,, 488 "'~;f1v3.263** -.468

perce etserwce quality and

attltude toward switching
Percevied Service Quality -451 -12.5™ -422 11217 -241

Attitude Toward Switching 62 1,716 211 5618 - 332

6.442™

10,505 -

-5.961™

-2.333

3.208"

-483

-21.800™

462

' _415

A4

Tagh o 4104

-21.563™

-16.380*

5.555*

Note ™ (p<.001). * (p<.05)
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Discussion

The objective of this study was aimed at
developing a better understanding of why customers
switch service providers as related to switching factors
such as perceived service quality, attitude toward
switching and switching intentions. The findings and
contribution of this research include following. (1). It
cofirmed the presence of the a priori hypothesized
greups classifies by switching behavior. Our results
showed a negative relationship between customers’
perceived service quality and switching intentions, and
a positive relationship with customers’ attitude toward
intentions. This might be explained by fact that customers’

switching intentions are related attribute of service quality

reliability). Keaveney (1995) studied the more 500 servrce

customers of 45 different setvice busrnesses the|r quallty

or exchanglng th (urrent servuce provider with another

servrce provrder (Buckhn and Srinivasan, 1991). This also

mlght‘b \explamed by fact that customers’ sw;tchm

intentions are related attribute of atmud'

switching. Those who switched mostly found new sen/lce
provider through word- of mouth commumoa’uon
references and referrals (Kaeveney 1995) (2) Our results
mdrcated that customers peroelved service quality was
negatrvely rela’red to customers switching intentions in
two swntchmg groups In addition, customers’ attitude
toward switching was positively related to customers’
switching intentions, except for rotated customers. it
may be at lapse customer steal perceived service quality.

Moreover, the rotated customers still switched within

toward

same service provider but changed other service usage
or system. (3} It shown that these three groups differed
significantly in terms of dimensions of switching intentions
(such as preference, price indifference, and dissatisfaction
response). Customers’ perceived service quality was to
expect to statistically positive relate to dimensions of
switch intentions. The lapsed customers drd not perceive
price indifference with their needless reason or

unaffordable spending.

Direction Of Future Research

There: are several other potentially fruitful aven

,ues for addmonaf researoh and theory development.

B ‘ed"xon the ﬁndlngs of this study. a foundatlon has

SO beén lard for a program of research to further "“Xplo" *

“:Q‘the intricacies of the model of sw:tch behavnor Somea

important streams for future resoarch whrch ﬂow from
this study are as follows Flrst seleoted vanables should
be consndered as pdrt of' he serwce marketmg mix
should be~ '

;"‘eVIdence cnd process (Zlethmal and Bitner 2000) in

"’-order to determme the service strategies to reduce

swrtchlng behavior in near future. Secondly. future research
should consider the relationship marketing variable such
as trust and commitment. Customer satisfaction is a
key strategic variable that is important to switching barrier.
High levels of customer satisfaction make it harder for
competitors to overcome switching barriers by simply
offering lower prices or switching inducements (Kolter
2000). Finally, the future research should interest the
environment factor such as politic. economics, and social,
particularly economics problem. Lapsed customers have
been investigated the real reason to switch-off behavior,

mostly reason was financial constraint.
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