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Abstract 

The current study moves beyond satisfaction and proposes that switching variables are 

important factors impacting a customer’s decision to switch from a service provider. The 

purpose of the study analyzes customer switching intention about Nokia mobile. In this 

sample only one company’s customers include, so the findings may not be generalized to 

other companies. There are many variables which impact on customer decision and enable to 

customer choose the better services which available in market.  These variables impact on 

customer decision in many ways like, perceived switching cost, the attractiveness of 

alternatives and service quality. We propose this study to find and support those variables 

model which influence between core-service satisfaction and customer switching intention. 

The results indicates that the influence of core-service quality satisfaction on repurchase 

intentions and decreases switching intention and make customer loyal with that product for a 

long period. Although switching variables had no influence on repurchase intentions when 

satisfaction was high, switching variables positively influenced on repurchase intentions 

when satisfaction was low. Future research in other service industries is called for. 

Keywords: Customer Switching Intention, Service quality, Nokia Mobile, Price, Substitute 
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1. Introduction 

Customer switching intention in service industries becomes an imperative research issue 

gradually because of its great influence on service enterprises. Based on inducting the 

enablers which caused customer switching activities in the existing studies, this research 

designed a customer switching intention model, switching intention by introducing the 

variable of customer perceived value into the model. The study indicated that the customer 

perceived value plays a vital role in the switching intention model as an intermediate variable, 

most of the controlled incidents by enterprises influence customer switching intention by the 

adjustment of customer apparent value indirectly. But most of the uncontrolled incidents by 

enterprises can influence switching intention directly. Meanwhile, core service failure is the 

key enabler of customer switching intention. 

Most previous research on consumers' switching intention has focused on individual variables 

that have immediate effects on consumers' intentions or behaviors, rather than analyzing it as 

a multifaceted phenomenon. This article provides that some service provider behaviors swift 

relationship dissolution, whereas other behaviors create a tendency to switch. This different 

effect is observed through the mediating effect of customer satisfaction. While poor service 

quality and low firm loyalty damage consumer satisfaction and have only an indirect effect 

on switching intentions, price excess and anger incidents have a strong effect on switching, 

both directly and indirectly through satisfaction. Implications are discussed for customer 

relationship management. © 2007 Wiley Periodicals, Inc 

 The only 5-10 percent of customers voice their switch to the firm after a service failure its 

estimates in prior research.  A number of studies suggest to ease the complaint expression by 

tumbling the perceived grumble barriers, e.g. by offering different communication channels. 

The satisfaction and proposes that switching barriers are key factors impacting a customer's 

decision to remain with a service provider. Switching barriers make customer difficult or 

costly and include interpersonal relationships, perceived switching costs, and the magnetism 

of alternatives. To investigate the causal relationships among promotion effects, switching 

barriers, and loyalty in the departmental stores. The relationship between switching barriers 

and loyalty reveals partially the same results as the switching barriers theory of Jones et al. 

(2000).  

Research on service marketing shows that customer retention, not merely customer 

attainment is critical for service firms (Berry, 1980; Keaveney, 1995). While service quality, 

relationship quality, and overall service satisfaction are useful in improving customers' 

intentions to stay with a service firm, what causes customers to switch from one service 

provider to another remains relatively under studied (Bell, Auh, & Smalley, 2005; Keaveney, 

1995;Parasuraman, Zeithaml, & Berry, 1988). Understanding customer switching behavior is 

important because a customer's switching behavior results in the loss of the future revenue 

stream from that customer. In particular, switching by a service customer is a loss for a firm's 

high-margin sector of its customer base. The costs associated with acquiring new customers, 

including account setup, credit checks, and promotional expenses, can be as much as five 

times the costs of customer retention efforts (Keaveney, 1995; Peters, 1988). Operating costs 
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also correlate with the firm's identifying the needs of new customers as well as new 

customers' becoming familiar with the procedures of the firm. 

In a competitive market a firm offers high quality services to the customers to differentiate 

them. The other variable which is habit and it is the way of action which leads to customer 

intention to switch off from one product or services to another. And the Goods are available if 

they serve to the same purposes, are equivalent in functional terms and if they fulfill the same 

desire and need of the consumers are called substitute. The limited-availability nature of the 

deal is critical for this strategy to work, and the degree of availability of each item is publicly 

announced by the seller. On the one hand, a high likelihood of availability for the bargain 

makes the consumers more attached to the idea of buying. This allows the seller to charge a 

higher price on the rip-off. 

Price is the major role to switch customer intention other side in consumer product and 

services industry. This negative relationship is credible because when customers switch 

despite customer satisfaction, switching could result in various potential monetary and 

non-monetary risks (e.g. a higher price, worse service or higher transaction costs). 

Time/easiness is another variable which effect to switching intention. Now-a-days customers 

have no time due to busy life to spend a more intention in shopping so, that they want to 

easiness & switching on the buying to get a desired product which is comfortable for them. 

2. Literature review 

2.1 Customer Switching Intention: 

Research on consumers' switching intention has focused on individual variables that have 

immediate effects on consumers' intentions or behaviors, rather than analyzing it as a 

composite phenomenon. This article provides that some service provider behaviors 

precipitate relationship dissolution, whereas other behaviors create a tendency to switch. An 

effect of customer satisfaction observed through mediating variables. Low service quality and 

low firm commitment undermine consumer satisfaction and have only an indirect effect on 

switching intentions, price unfairness and anger incidents have a strong effect on switching, 

both directly and indirectly through satisfaction. The only 5-10 percent of customers voice 

their switch to the firm after a service failure its estimates in prior research.  Therefore, the 

majority of dis-satisfied customers switch the provider. Several studies postulate to ease the 

complaint voicing by reducing the perceived complaint barriers, e.g. by offering various 

communication channels. The satisfaction and proposes that switching barriers are important 

factors impacting a customer's decision to remain with a service provider. Switching barriers 

make customer difficult or costly and include interpersonal associations, perceived switching 

costs, and the attractiveness of alternatives. To investigate the causal relationships among 

promotion effects, switching barriers, and loyalty in the department stores.  

2.2 Service Quality: 

In a competitive market a firm offers high quality services to the customers to differentiate 

them.  
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(Karatepe et al., 2005). Perception of quality with respect to a service is difficult to frame due 

to 

intangibility and heterogeneity associated with the same. Towards interpreting superiority of 

the service, the perceived service quality has been considered as an attitude (Zeithaml&Bitner, 

2000). 

The increasing contribution of service sector to worldwide economy and rigorous 

competition thereof has constrained researchers to explore the concept of service quality quite 

often. Over the years, exploration to enhancement of service quality has remained as the focal 

research object (Yavas et al.,1997, Rust &Zahorik, 1993; Cronin & Taylor, 1992, 1994; Buttle, 

1996; Crosby & Stephens, 1987;Parasuraman et.al. 1988; Kearns & Nadler, 1992; Avkiran, 

1994; Julian &Ramaseshan, 1994; Llosaet.al., 1998). In advance sustainable competitive 

advantage over competitors through satisfying customer relationships has become one of the 

strategic weapons for a modern day service firm (Zeithaml et al., 2000). Grönroos (1982) 

described service quality as a customer’s perception of difference between the expected 

service and the perceived service. The study of service quality was pioneered by PZB, who 

developed the gaps framework in 1985 and its related SERVQUAL instrument in 1988 

(Parasuraman et al., 1985, 1988, 1991). Quite a  small number of scholars did agree to the 

fact that service quality can be represented by a dual-dimension process (Grönroos, 

1983;Lehtinen&Lehtinen, 1982). The first dimension deals with what the service actually 

delivers and is referred to by PZB (1985) as “outcome quality” and by Grönroos (1984) as 

“technical quality”.  

The second dimension deals with how the service is delivered. PZB (1985) described it as 

“process quality” while Grönroos (1984) termed it as “functional quality”. Parasuraman and 

Zeithaml (2006) defined service quality as “the degree and direction of discrepancy between 

customers’ service perceptions and expectations”. 

2.3 Habit: 

Habit is the way of action which leads to customer intention to switch off from one product 

or services to another. 

In the literature that utilizes psychological behavior theory in modal choice research, the 

theory of planned behavior (TPB,Ajzen, 1985) has been widely used in predicting and 

explaining intended behavior across a variety of disciplines. The main components of the 

TPB are a person’s own attitudes, subjective norms, perceived behavioral control, intentions, 

and behavior. More specifically, the TPB is based on the proposition that an individual’s 

behavior is a direct function of behavioral intention and perceived behavioral control. 

Intentions are themselves shaped by attitudes, subjective norms and perceived behavioral 

control (Ajzen, 1991). The three determinants of behavioral intentions are each based on an 

underlying belief structure, behavioral, normative, and control beliefs. In their respective 

aggregates, behavioral beliefs produce a favorable or unfavorable attitude toward the 

behavior; normative beliefs result in a perceived social pressure or subjective norm; and 

control beliefs give rise to perceived behavioral control with regard to performing the 
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behavior. Taken together, attitude toward the behavior, subjective norm, and perceived 

behavioral control translate to the formation of a behavioral intention which is the immediate 

determinant of actual behavior. The TPB has been used to examine the mode choice behavior 

in past studies (Bamberg, Ajzen, & Schmidt, 2003; Bamberg, Rolle, & Weber, 2003; 

Bamberg & Schmidt, 2001, 2003). 

From a psychological perspective, travel mode choice may be perceived as not only a 

deliberate process (i.e. the TPB) but also originating from behavioral habits (Thogersen& 

Moller, 2008). Moreover, it has been argued that past behavior is the best predictor of future 

behavior (Bamberg, Ajzen, et al., 2003; Bamberg, Rolle, et al., 2003). 

Unlike the TPB, which assumes that behavior is reasoned, deliberately controlled, and 

deliberately planned, habit has been perceived as an automatic link between a goal and a 

specific behavior or as a behavioral script stored in memory (Aarts&Dijksterhuis, 2000; Aarts, 

Verplanken, & van Knippenberg, 1997, 1998; Fujii&Garling, 2003; Verplanken&Aarts, 1999). 

In other words, as habitual behavior demands only a small amount of attention, the 

individual’s control over behavioral intentions well as the behavior itself becomes weak. As 

long as circumstances remain relatively stable, past mode choice behavior can easily affect 

latter choice behavior. Therefore, the behavior under consideration is not completely reasoned, 

and past behavior measured as a proxy for habit plays an important role in predicting future 

behavior, as supported by previous studies (Bamberg, Ajzen, et al., 2003; Bamberg, Rolle, et 

al., 2003; Ouellette & Wood, 1998). The theory of behavior driven by habit has been applied 

into the mode choice behavior research along with TPB, in works such as Aarts et al. (1998), 

Bamberg,Ajzen, et al. (2003), Domarchi et al. (2008), Eriksson, Garvill, and Nordlund 

(2008), 

2.4 Substitute:  

Goods are said to be substitutes if they serve to the same purposes, if they are equivalent in 

functional terms, if they satisfy the same need. 

Retailers frequently use low prices and offer deals to attract consumers. In many cases, these 

deals apply only to a subset of a stores product line and are often subject to limited 

availability. Some shops, for example, offer deals that are valid only while supplies last or 

they might offer price reductions on sale items only to the very first customers of the day. The 

main result of the paper is that, when two goods have a similar social value, the profit 

maximizing strategy for the monopolist is to offer a limited-availability deal on one of the 

goods and then cash in with a high price on the other. Consumers perceive this 

limited-availability sale as equivalent to a lottery on both which good they will end up with 

and how much they will pay. The price of the good on sale (the bargain) is chosen such that it 

is not credible for the consumers to expect not to buy it. Thus, the limited-availability deal 

works as a bait in luring consumers into the store. Then, because the consumers expect to 

make a purchase with positive probability and dislike the uncertainty in their consumption 

outcomes, in the event that the bargain is not available, they prefer to buy the substitute good, 

even at a higher price (the rip-off ). In other words, consumers go to the store enticed by the 

possibility of the bargain, but if it is not there they buy a substitute good as a means of 
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reducing their disappointment. 

We distinguish two cases depending on whether the two items are valued similarly by the 

consumers. If the goods are closer substitutes, the seller chooses a price of the bargain and a 

price of the rip-off. That is farther away than consumer’s evaluations. If instead the products 

are distant substitutes, the seller prices them closely or even equally 

2.5 Availability Constraint: 

The limited-availability nature of the deal is critical for this strategy to work, and the degree 

of 

availability of each item is publicly announced by the seller. On the one hand, a high 

likelihood of availability for the bargain makes the consumers more attached to the idea of 

buying. This allows the seller to charge a higher price on the rip-off. On the other hand, a 

greater availability of the bargain necessarily means fewer sales of the rip-off. When 

choosing the supply level of the bargain item, the seller optimally trades off these two effects, 

also show that if the bargain is the product with the smaller social surplus, its availability is 

bounded above by 50%, implying that less than half of the consumers actually end up buying 

the item on sale. Hence, under limited availability and loss aversion, dispersion in prices and 

dispersion in valuations are inversely related. This provides a possible explanation for why 

relatively similar goods are often offered at different prices. This is somewhat of a 

bait-and-switch because even if that product is unavailable, you are likely to stay at the store 

and take advantage of other, less valuable sales. (Denver Better Business Bureau, 

http://denver.bbb.org) 

According to the current FTC regulation, it is not a bait-and-switch if the store communicates 

upfront that availability is limited. Nevertheless, the popular press and various consumers 

associations seem to perceive limited-availability deals as being of an exploitative nature, as 

suggested by the following quotes: 

One of the biggest problems during significant sale days like Black Friday is the deceptive 

Practice of offering a popular, expensive item for a great sale price, but only stocking a very 

Limited number of these products. When they are distant substitutes; hence dispersion in 

prices and dispersion in consumer’s evaluations are inversely related. The seller might prefer 

to offer a deal on the more valuable product, using it as bait, because consumers feel a larger 

loss, in terms of forgone consumption, if this item is not available and are hence willing to 

pay a larger premium to reduce the uncertainty in their consumption outcomes. I also show 

that the bargain item can be a loss leader, that the seller’s product line is not 

welfare-maximizing and that she might supply a socially wasteful product. The results of the 

model suggest that the current FTC 

Guides against Bait Advertising, by allowing retailers to employ limited-availability sales, 

could 

Reduce consumer and social welfare.JEL classification: D11; D42; L11 
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2.6 Price: 

Despite other factor like, availability constraint, need or services Price is the major role to 

switch customer intention other side in consumer product and services industry. 

With reference to the different important aspect of customer Behavior, satisfaction represents 

a central determinant from Which come different types of influence on other variables and 

the economic success of a company (e.g. Anderson et al.,1994). Numerous pragmatic studies 

in the context of goods and services have shown that customer satisfaction has a positive 

effect on different variables such as customer loyalty(e.g. Biong, 1993; Fornell et al., 1996) 

and recommendation behavior (e.g. Swan and Oliver, 1989; Mooradian and Oliver, 1997; 

Selnes and Gronhaug, 1997), but that it has a negative effect on customer switching intention 

(e.g. Mittal et al.,1998; Hennig-Thurau et al., 2002). This negative relationship is plausible 

because when customers switch despite customer satisfaction, switching could result in 

numerous potential monetary and non-monetary risks (e.g. a higher price, worse service or 

higher transaction costs). 

Switching behavior also appears in economic theory, where economic scholars approach 

switching costs as a mean for keeping customers in relationships (Wieringa and Verhoef, 

2007), regardless of their satisfaction with the provider (e.g. Jones et al.,2000; Lee et al., 

2001; Burnham et al., 2003; Bansal et al., 2004; Yanamandram andWhite, 2006). More 

particularly, procedural switching cost enhances calculative commitment, which subsequently 

increases repurchase intention and decreases undesirable emotions, negative word-of-mouth 

and ultimately, switching (Jones et al.,2007; Khan et al., 2010). This becomes essential 

because if customers were able to switch easily, operators would be less inclined to charge 

excessively high prices or supply poor quality of services (Xavier and Ypsilanti, 2008). 

Probing further, Burnhamet al. (2003) asserted that switching costs generate passive loyalty, 

while switching barriers prompt relationship-improving investments (Yen, 2010). Moreover, 

switching barriers are not only positively affecting the customer retention but also performing 

an adjustment effect on core service quality and satisfaction on the one hand (Chen and Wang, 

2009) and satisfaction and loyalty on the other (Ranaweera and Prabhu, 2003;Kim et al., 

2004). Beside relational investments, service recovery and alternative attractiveness, 

switching costs is also one of the most important categories of switching barriers (Colgate 

and Lang, 2001). 

2.7 Time/Easiness: 

In current working environment people have so busy and they have no time to spend a more 

intention in shopping and get a desired product as per specification so they want to easiness 

and switching online buying which is comfortable. 

Today Internet is not only a networking media, but also as transaction medium for consumers 

at global market in the world, and becomes dominant retailers in the future. The most 

necessary element of e-retail offers a direct interactive channel as well as no time definition, 

people and place. To shop on Internet becomes an alternative for consumers since it is more 

comfortable than conventional shopping which usually attributed with anxious, crowded, 
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traffic jam, limited time, parking space and etc. Internet in many countries is still considered 

as a new medium toll between the retailers and the consumers, and also retaining consumer 

one-retail is the most issue that is faced any e-retail store. To increase the understanding in 

this area, the question needs a correct answer. Are consumers ready to embrace Internet 

shopping? In addition, this study wants to know the reasons, why is the consumer of many 

countries, particularly in a public institution of higher learning acceptor refuse internet 

shopping application? And what are dominant predictors that influence the people’s intention 

to shop on internet? 

In addition to that Individual may use a technology if they think it is beneficial, convenient 

and socially important although they do enjoy for using the technology. 

MODEL OF CUSTOMER SWITCHING INTENTION 

 

Customer Switching 
Intention

Habit

Substitute

Availability 
Constraint

Price

Service 
Quality

Time/Easiness

CUSTOMER SWITCHING INTENTION
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3. Hypothesis: 

Based on the ideas outlined above, this study proposes the following hypothesis. 

 

H1: Increases in service quality lead to decrease in customer switching intention.  

H2: Increases in habitual lead to increase in switching intention. 

H3: Substitute of use has a positive effect on customer switching intention. 

H4:  Increases in availability constraint decrease the switching intention. 

H5:  Increases in price lead to increases in switching intention. 

H6:   Increases in time/easiness decreases the switching intention. 

4 Research Methodology: 

The research methodology which we adopted is descriptive in its nature. Descriptive 

researches are those researches that describe the existing situation instead of interpreting and 

making judgments (Creswell, 1994). As this study examines the impact of Independent 

variables Service Quality, Habit, Substitute, Availability constraint, Price and Time/Easiness 

on Dependent variable Customer Switching Intention. 

 

4.1 Sample/Data 

Using convenience method of sampling, 150 self-administered questionnaires were 

distributed among the students, employees and businessman in Bahawalpur. All 

questionnaires were returned, so the response rate was 100%. 

The current study utilizes a non-probability sampling technique that is convenience sampling. 

Convenience sampling is a sampling technique that obtains and collects the relevant 

information from the sample or the unit of the study that are conveniently available (Zikmund, 

1997). Convenience sampling is normally used for collecting a large number of completed 

surveys speedily and with economy (Lym et al., 2010). 

Self-Designed questionnaire has been established for data collection. Self-designed 

questionnaire was divided into two parts; one holding socio-demographic questions and the 

second part holding questions associated to variables that are Service Quality, Habit, 

Substitute, Availability constraint, Price, Time/Easiness and Customer Switching Intention. 

4.2 Instruments and Measurement Scales 

The survey instrument encloses two sections. Section 1 includes different personal and 

demographic variables. This section will attain the respondent’s information about gender, 

age, income, education and status. 

Section 2 includes the suppressed variables that are important in the current study. These 
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variables include Service Quality, Habit, Substitute, Availability constraint, Price, 

Time/Easiness and Customer Switching Intention.  

The scales of the study were adopted from the prior literature and published studies. 

4.3 Procedure  

The questionnaire was circulated among 150 respondents in Bahawalpur. These respondents 

are selected based on the criteria above stated. Before giving the questionnaire, the purpose of 

study and questions were explained to the respondents so they can easily fill the questionnaire 

with related responses. After collecting the completed questionnaires, these questionnaires 

were implied and arrived into SPSS 17.0  sheet for more analysis. 

4.4 Reliability Analysis 

Overall Cronback’s alpha of Customer Switching Intention questionnaire items were 0.644 to 

0.755 that is more than acceptable and suggested value 0.50 by Nunnally (1970) and 0.60 by 

Moss et al. (1998). This shows that all the 23 items were reliable and valid to measure the 

Customer Switching Intention 

scales Items Cronback’s Alpha 

Service Quality 3 .663 

Habit 3 .689 

Substitute 3 .644 

Availability Constraint 4 .699 

Price  4 .667 

Time/Easiness 3 .655 

Customer Switching 

Intention 

3 .755 
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 5 Results and Analysis 

5.1 Profile of the Respondents 

 Category Frequency Percentage 

variables    

Gender Male 

Female 

67 

83 

44.7 

55.3 

 

Age 

 

 

15-20 Years 

20-25 Years 

25-30 Years 

30-35 Years 

 

 

56 

42 

37 

15 

 

37.3 

28.0 

24.7 

10 

Income /Rs. Below 15000 

15000-25000 

25000-35000 

35000-45000 

45000-55000 

Above 55000 

54 

28 

36 

22 

5 

5 

 

 

38.0 

18.7 

24.0 

14.7 

3.3 

3.3 

Education Matriculation 

Inter 

Bachelor 

Master 

MS/M. Phil 

PhD 

14 

12 

50 

59 

15 

0 

9.3 

8.0 

33.3 

39.33 

10.0 

0.00 
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Status Student 

Employed 

Businessman 

Unemployed 

Housewife 

 

38 

106 

4 

0 

2 

25.3 

70.2 

2.7 

0.0 

1.3 

 

5.2 Hypothesis Testing 

5.2.1 Increases in service quality lead to decrease in customer switching intention 

According to the results of the study, the both variables service quality and customer 

switching intention has a significant negative relationship with (β=0.410) and (p < 0.01). That 

means service quality leads to the customer switching intention more than 40%. Results of 

the present study confirm the H1. 

 

5.2.2 Increases in habitual lead to increase in switching intention 

According to the results of the study, the both variables habit and customer switching 

intention has a significant positive relationship with (β=0.248) and (p < 0.01). That means 

habit leads to the customer switching intention almost 25%. Results of the present study 

confirm the H2 

5.2.3 Substitute of use has a positive effect on customer switching intention 

According to the results of the study, the both variables substitute and customer switching 

intention has a significant positive relationship with (β=0.262) and (p < 0.01). That means 

substitute leads to the customer switching intention more than 26%. Results of the present 

study confirm the H3. 

5.2.4 Increases in availability constraint decrease the switching intention 

According to the results of the study, the both variables availability constraint and customer 

switching intention has a significant negative relationship with (β=0.293) and (p < 0.01). That 

means availability constraint leads to the customer switching intention almost 30%. Results 

of the present study confirm the H4 

5.2.5 Increases in price lead to increases in switching intention 

According to the results of the study, the both variables service quality and customer 

switching intention has a significant positive relationship with (β=0.501) and (p < 0.01). That 

means price leads to the customer switching intention more than 50%. Results of the present 
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study confirm the H5 

5.2.6 Increases in time/easiness decreases the switching intention 

According to the results of the study, the both variables service quality and customer 

switching intention has a significant positive relationship with (β=0.552) and (p < 0.01). That 

means time/easiness leads to the customer switching intention more than 55%. Results of the 

present study confirm the H6 

 

    Regression Results: 

 

Hypothesis Model variables Estimate S.E. C.R. P Results 

H1 CSI             

SQ 

0.410 0.097 3.403 *** Supported 

H2 CSI             

HBT 

0.248 0.074 5.310 *** Supported 

H3 CSI            

SUB 

0.262 0.076 6.376 *** Supported 

H4 CSI            

AC 

0.293 0.138 3.891 *** Supported 

H5 CSI            

P 

0.501 0.108 5.477 *** Supported 

H6 CSI            

T/E 

0.553 0.093 5.125 *** Supported 

 

6. Discussion:  

The core objective of the study has been to study the customer switching intention model in 

the context of a developing country of Pakistan. There is a powerful urge for companies to 

re-orient their existing marketing strategies towards customer switching intention strategies. 

The present study has highlighted the importance of switching intention among customers in 

Pakistan. There is equally strong empirical evidence in the study concerning favorable 

customer values and beliefs towards the intention. 

This paper expands the research of customer switching intention in the area of Mobile 
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marketing (Nokia). The basic ground of this study is to reveal the relationship between CSI 

and their six determinants – service quality, habit, substitute, availability constraint, price, 

and time/easiness. In this geographical area, it is essential for companies to increase their 

intention, enhance their Trust, and reduce the switching intention to raise their customer 

loyalty. 

The empirical result demonstrates that CSI has positive relationship with price and substitute 

which supports all proposed hypotheses. Consequently, it is useful to invest resources to 

reduce customer switching intention and to enhance the customer loyalty   which will 

ultimately raise customer satisfaction. According to results of this study, service quality and 

price is the most essential assessor of customer switching intention. 

An important finding of this study involves that customer switching intention can reduced 

through better service quality on competitive prices and offering innovative product feature 

as per market demand. Strong supply chain is the important factor which make easy 

availability of demanded product on time which lead to overcome the switching intention. 

Habit is also create switching intention but the habitual people is very minor portion of 

market which not affect the product demand on very large scale but organization can capture 

this portion of market by introducing innovative product by time to time. 

Limitations and Future Research 

Moreover these findings, the current study open numerous areas to be discovered in the 

future research. Convenience samples collected through the self-administrative questionnaire 

and only for specific product may limit the generalization of the study. this study verifies the 

hypotheses by means of questionnaire survey which only provides cross-sectional data so that 

this study cannot observe the dynamic changes of customer switching intention, by service 

quality, price of product, and availability of substitute through one time survey its required a 

longitudinal study   data. In current study just used Questionnaire method, there is not used 

of Interview and Observation methods which limit the current study. The current study was 

cross-sectional in nature and thus cause-and-effect relationships cannot be established 

definitely. 
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