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Abstract 

The existence of e-commerce has two sides of the coin for marketers. E-commerce 

can be very effective in marketing products or services. On the other hand, it also 

makes it easier for consumers to switch their choice to competing brands due to the 

ease of features in comparing prices and quality. Therefore, maintaining consumer 

satisfaction and dissatisfaction in the online shopping experience is very important 

for companies to retain their consumers. This study explores the relationship between 

dissatisfaction and switching behavior in e-commerce. The research was conducted 

qualitatively using the Critical Incident Technique (CIT) to achieve this goal. 

Informants in this study were consumers who experienced dissatisfaction when 

making online purchases in the last six months. The results show that even though 

consumers experience dissatisfaction, they persist in not switching behavior. The 

existence of switching barriers in online shopping in the form of ease of use of 

technology, time efficiency, convenience, and variety seeking are why consumers 

continue using e-commerce platforms even though they have experienced 

disappointing services. 

 

Keywords: Online Shopping, E-Commerce, Experience, Switching Behavior, 

Switching Barriers, Customer Dissatisfaction, Critical Incident 
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Introduction 

The rapid development of information and communication technology has changed 

people's shopping patterns from conventional to online systems where sellers and 

buyers do not need to meet somewhere but only connect through an application. A 

survey conducted by statista.com in Asia revealed that by 2023, the penetration of e-

commerce users will be 61%, and by 2027, it is predicted to increase to 72.9%. 

Meanwhile, e-commerce users are expected to reach 3,382.4 million in 2027 

(ECommerce - Asia, 2023). 

 

The increase in the number of consumers doing online shopping is driven by the 

convenience offered by the online system. Consumers can choose the products they 

want only through their mobile phones without spending time in and out of stores. 

Consumers also do not need to experience traffic jams or need help finding parking 

spaces. In addition, the prices offered by online stores are often cheaper than offline 

stores. The increase in consumers shopping online encourages marketers to improve 

their services to maintain customer satisfaction and remain loyal. Loyalty is important 

for companies because efforts to get new customers incur higher costs than establishing 

relationships with existing customers (Ahmad et al., 2010; Nasir, 2017). 

 

Some literature has discussed the relationship between satisfaction, dissatisfaction, 

loyalty, or switching behavior. Research conducted by Chuah et al. (2017), Gajendra 

(2017), and Hassan et al. (2017) revealed that satisfaction felt by consumers can make 

consumers remain loyal, while dissatisfaction can cause a decrease in consumer loyalty 

levels (Yen, 2010), even switching to other marketers  (Bhatnagar et al., 2019; Piha and 

Avlonitis, 2015) or can be called switching behavior. Switching behavior is a big 

problem for marketers because it can cause losses. For some reason, consumers choose 

to leave the current marketer and switch to another marketer who is considered capable 

of providing what consumers want. According to Keaveney (1995), switching behavior 

occurs when consumers leave a service provider to switch to a new service provider, 

causing the service provider to lose profits and bear the costs of acquiring new 

customers. 

 

Switching behavior is interesting because some previous studies have shown 

inconsistent results. Research conducted by Rowley (2000), Sánchez-García & Curras-

Perez (2019), and Singh (2019) have shown that switching behavior is an exciting topic 

to study because some previous studies have shown inconsistent results. Balderjahn & 

Hüttel (2019) showed that even if consumers are satisfied, it does not guarantee that 

they will continue to do business with marketers. Consumers can move to other service 

providers who can provide more than they expect. Meanwhile, Hino (2017) and White 

& Yanamandram (2007) revealed that dissatisfied consumers still have a loyal attitude 

toward service providers. Even research conducted by Lu et al. (2012) and Sun et al. 

(2017) found that consumers who feel dissatisfied can have the intention to use the 

same application. Therefore, digging deeper to understand the relationship between 

satisfaction/dissatisfaction and switching behavior is necessary. 

 

Several researchers' previous research on switching behavior only explained switching 

in the online system. Based on several previous studies, Wu et al. (2017) divided online 

switching into three groups. First, switching due to new technology, such as switching 

from an offline system to an online system (Lai and Wang, 2015). Second, transitions 
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to the same service system, such as switching from one social media or e-commerce to 

another (Chang et al., 2014). Third is the transition between different services, such as 

moving from a blog service to a social networking service (Hsieh et al., 2012). 

 

However, these studies have not discussed the transition from online to offline systems. 

The switch to the offline system referred to in this study is that consumers no longer 

use the online system to search for information and purchase transactions. This research 

seeks to uncover why consumers continue purchasing online and do not switch to 

conventional services. With the advancement of information technology, this research 

is necessary because marketers need to know the factors that encourage consumers to 

keep shopping online. Offline marketers are also expected to start trying to sell their 

products online and provide services that can satisfy consumers. 

 

This research aims to comprehensively understand dissatisfaction and switching 

behavior from online to offline purchases. The results of this study are expected to 

provide input for online marketers to pay attention to consumers who feel dissatisfied 

by creating improved service performance. Thus, the important thing that want to be 

explored in this study is: 

 

RQ: Why will dissatisfied consumers not switch from online shopping to offline 

shopping?  

 

 

Literature Review 

Switching Behavior 

Consumer switching occurs from a product or service to a competitor's product or 

service. Understanding customer switching behavior is critical for marketers regarding 

a company's costs and profitability (Li and Ku, 2018). Switching behavior can result in 

losing future revenues from switching customers, so marketers incur losses. Marketers 

also must bear additional costs of acquiring new customers, such as account set-up and 

promotional costs, which are five times the cost of customer retention (Keaveney, 

1995). 

 

Several researchers have conducted research related to the causes of switching 

behavior. Keaveney (1995), in his study, revealed that price, inconvenience, core 

service failure, service failure, response to service failure, competition, ethical issues, 

and forced switching are the causes of consumers switching to other service providers. 

Meanwhile, Chih et al. (2012) found that whether or not consumers switch to another 

service provider is due to consumers comparing the performance of the product or 

service received with the desired expectations. When consumers get a product or 

service different from what was promised by marketers, consumers will turn to other 

marketers. Research conducted by Anton et al. (2007) and Singh (2019) revealed that 

consumer experience determines subsequent purchasing decisions, namely whether 

consumers will switch.  

 

In general, switching behavior is caused by dissatisfaction (Liang et al., 2013; Rane et 

al., 2023; Singh, 2019). However, consumer dissatisfaction only sometimes triggers 

consumers to switch to other marketers. In some cases, switching behavior is caused by 
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other factors such as variety seeking (Anton et al., 2007; Chuah et al., 2017; Sánchez-

García and Curras-Perez, 2019), consumer complaints (Yan et al., 2021), service 

performance (Han et al., 2011; Singh, 2019), previous experience related to incidents 

(Anton et al., 2007; Do and Bowden, 2023) as well as the existence of alternative 

attractions (Chuang and Tai, 2016; Ghazali et al., 2016; Ulubaşoğlu et al., 2017).  

 

Colgate & Lang (2001) explained that customer switching is a complex event where 

consumers experience a cognitive process that requires them to determine whether they 

remain loyal or leave the service provider. Researchers have recently claimed that 

satisfied consumers are not always loyal, and dissatisfied consumers do not always 

switch behaviors (Amani, 2022; Huang and Liao, 2015; Sánchez-García and Curras-

Perez, 2019). Some customers do nothing when dissatisfied, while others complain 

directly to the service provider or switch to another marketer (Richins, 1987).     

 

Thus, a new approach is needed to explain consumer behavior: to stay or switch, as the 

role of customer satisfaction in their loyalty remains unclear (Mittal, 2016). Ultimately, 

buyer actions and how marketers react to those actions determine whether customers 

can be retained (Singh, 1988). 

 

Customer Dissatisfaction 

Dissatisfied customers tend to no longer use or recommend a product or service, 

resulting in a decrease in revenue and reduce the company's reputation (Rane et al., 

2023). It is usual for consumers to be dissatisfied with certain service providers, but the 

most important thing is consumers' attitudes toward this dissatisfaction (Colgate and 

Lang, 2001; White and Yanamandram, 2007). 

 

Dissatisfaction can be seen from the level of disconfirmation by focusing on the 

uncertainty experienced by consumers. The difference between expectations and actual 

results is defined as uncertainty. Actual results that are better than expected lead to 

satisfaction, while actual results that are worse than anticipated lead to dissatisfaction 

(Oliver, 1980). Although dissatisfaction is believed to result from cognitive processes 

(comparison between expectations and outcomes), more recent research suggests that 

affective processes also explain customer dissatisfaction (Lu et al., 2012). 

 

Consumer dissatisfaction is an important issue that marketers must consider because it 

can have various impacts that interfere with the company's survival. Dissatisfaction can 

cause consumers to break off relationships with marketers and switch to other service 

providers (Liang et al., 2013; Rane et al., 2023), complaints (Lu et al., 2012; Yan et al., 

2021), and regret (Cho and Song, 2012). 

 

When consumers decide to shop online, the risk of experiencing dissatisfaction is 

greater than the risk of shopping conventionally. Differences in products received with 

the information provided by marketers, poor service quality, and complaints that 

marketers need to respond to are things consumers often experience when purchasing 

online. Yu & Li (2015) explained that consumers will feel higher risks when using 

online systems that utilize intangible and heterogeneous internet services compared to 

transactions carried out face-to-face. This risk will appear in the form of dissatisfaction 

for consumers. Dissatisfaction related to information conveyed by marketers, online 

systems, and overall online service quality ultimately leads to negative emotions (Lu et 
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al., 2012), eventually encouraging consumers to switch to other marketers. 

 

 

Methodology 

Critical Incident Technique (CIT) 

Following the nature of the research questions and objectives, this research was 

designed using a qualitative approach with the CIT (Critical Incident Technique) 

method developed by Flanagan in 1954. The CIT method was chosen because this 

research discusses the success or failure of services carried out by online shops and 

their impact on switching behavior.  This method has also been used previously in 

research related to service (Keaveney, 1995), service switching or service failure 

(Anton et al., 2007; Singh, 2019), and value destruction (Baker and Kim, 2019).  

 

Critical incidents are specific interactions between customers and company employees 

that are highly satisfactory or unsatisfactory. Not all service incidents can be classified, 

only those customers consider memorable as highly satisfactory or unsatisfactory 

(Bitner, 1990). Critical incident data can be collected in various ways, including 

through personal interviews, focus group interviews, and direct and indirect 

observation. Data collection using CIT comes from the informant's point of view using 

their own words. This method provides a rich data source and allows informants to 

determine which events are most relevant to them regarding the phenomenon under 

study (Edvardsson, 1992).  

 

This research follows the stages of the CIT method from Flanagan (1954) and Viergever 

(2019) to obtain objective and accurate data. The first stage is to determine the research 

objectives, namely to explore information about the reasons why informants continue 

to shop online and do not switch to conventional systems even though they have 

previously experienced dissatisfaction. The second step is to plan the research by 

identifying the informant criteria used in the study, namely (1) having done online 

shopping, (2) experiencing dissatisfaction when shopping online, (3) interacting with 

online sellers, and (4) the event occurred within the last six months. Step three is 

collecting data through interviews with several informants. The selected informants are 

consumers who have met the predetermined criteria. The fourth step analyzed the data 

by coding, and the final step interpreted and reported the research results. Steps three 

to five will be explained in detail in the following subchapters. 

 

Data Collection 

The research data was collected through interviews with several informants who met 

the predetermined criteria. The time when the critical incident occurred in the last six 

months was chosen based on the research results (Edvardsson, 1992; Grace, 2007; 

Keaveney, 1995). The underlying thing is that the incident experienced by the 

informant can certainly be remembered clearly if it is still within six months. However, 

it does not rule out the possibility that informants still remember events experienced 

more than six months earlier. Research conducted by Grace (2007) revealed that 

although informants were asked to remember events that had just occurred (in the last 

six months), many informants could write down these events in the past. Informants in 

the study stated that even though an event occurred about 25 years ago, they still 
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remembered it.  

 

In-depth interviews conducted data collection via telephone or face-to-face. Some 

interviews were conducted over the phone because the research was conducted during 

the COVID-19 pandemic (June 2020), so most informants stayed home. When 

conducting interviews, researchers recorded all informants' answers using a recording 

device on a mobile phone. The number of informants in this study was twelve. With 

this sample size, the responses between informants tended to be the same, so the 

researcher did not need to increase the sample size again. Lee et al. (1999) stated that 

data collection in qualitative research is stopped when the researcher knows that little 

or no additional information is obtained by adding data. The questions given to 

informants are as follows: (1) How long has it been doing online shopping (2). What 

has been a disappointing event in the last six months when doing online shopping? (3). 

How did the disappointing incident occur? (4). After the incident, do customers still 

shop online? (5). Why do customers shop online after the disappointing event? (6). Why 

are customers no longer interested in conventional purchases (offline shopping)?  

 

This study used data source triangulation to check the validity of the data. This 

triangulation is done by comparing and rechecking the consistency of information 

obtained at different times and in different ways (Patton, 1999). The transcribed 

interviews were returned to the informants to check whether what was written down 

matched what was said during the interview. All informants stated that what was written 

in the transcript was appropriate to validate the interview results. Meanwhile, the 

quality of critical incidents can be seen from the details of the answers given by the 

informants. Flanagan (1954) stated that if the details provided are complete and precise, 

the critical incident story can be assumed to be accurate. During the interview, all 

informants told their experiences, accompanied by intonations of disappointment and 

negative emotions. This study has fulfilled the elements of validity and reliability 

because it uses the CIT method (Andersson and Nilsson, 1964). They revealed that the 

information collected by CIT method is reliable and valid. 

 

Data Analysis 

Data analysis began with identifying initial concepts in the data and grouping them into 

categories or open coding. This coding was carried out using first-level codes (Van 

Maanen, 1979), namely the language used by informants or simple descriptive 

sentences. Furthermore, axial coding was carried out, where researchers looked for 

relationships between categories obtained from open coding, which were then arranged 

into higher themes (second order). Finally, the researcher collects similar themes into 

several overarching dimensions that form the basis of the emerging framework (Corley 

and Gioia, 2004). After going through the coding process, the aggregate dimension is 

obtained as follows: 
 

Table 1: Aggregate Dimension 

1st Order Concept 2nd Order Concept Aggregate 

Dimension 

Seller cannot be contacted 

Sellers are not communicative 

Complaints handling Switching barriers 

Can select more models 

Can compare prices, other 

product variations 

Variety seeking 
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Can choose unique items 

No need to leave the house 

Easy to just pick and choose 

Can shop anytime 

Can choose a seller based on 

location proximity so the product 

will be delivered quickly 

Save time and effort 

No need to get tired of window 

shopping at store 

Efficient 

No transportation costs 

Online shop offers lots of 

discounts 

Price benefit 

 

 

Results 

Based on the interviews, it was found that the informants in this study have been 

shopping online for an average of five years. The items purchased by the informants 

varied from children's toys, household appliances, clothes, headsets, and bags. Most of 

the items purchased were low-involvement items. The maximum age of the informants 

was 46 years old, and all of them were familiar with using the internet. 
 

Table 2: Participant Characteristics 

No.  Informants Gender Age (years) Disappointed with... 

1. A Women 44 Garment size, delivery time 

2. B Women 46 Cleaning, complaint handling  

3. C Women 33 Kid's toys, Clothes size, delivery 

time 

4. D Women 44 Types of clothing, fake accounts 

5. E Women 32 Laptop bag size 

6. F Male 45 Clothing size, mobile phone not 

working, delivery time  

7. G Male 29 Clothing size  

8. H Male 25 Clothing material 

9. I Women 22 Baking equipment, complaint 

handling 

10 J Male 42 The car audio is not working 

properly, and the mobile phone is 

not working properly. 

11. K Women 30 Plant size  

12. L Male 40 The lamp is not working properly 

 

 

The dissatisfaction experienced by informants varies, starting from service 

inconsistencies such as delay in delivery, unresponsive sellers, fake accounts, defective 

products, or goods received that do not match the information provided by marketers 

on their websites.  

 

I don't want to buy clothes online anymore, because yesterday I bought clothes 

that were too small and could not be returned. (informant E) 

 

The product arrived late, and the seller did not respond (informant A) 
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I have transferred, but the online shop does not exist. It turned out to be a fake 

account (informant D) 

 

Despite dissatisfaction, the results show that consumers intend to avoid switching to an 

offline shopping system. They feel that they get more benefits from online shopping 

than conventional shopping.  

 

We can shop for various items using a laptop or mobile phone (informant B). 

 

However, for electronic goods, some consumers consider it necessary to buy in a 

physical store to try them out. Research conducted by Arora & Sahney (2018) revealed 

that most consumers try to experience electronic products offline before buying online. 

Consumers visit physical stores to get a touch-and-feel experience and only buy 

products that are following their choices. Some consumers prefer to check electronic 

products offline before purchasing products at lower prices in online stores (Basak et 

al., 2017). 

 

If they're electronic goods like mobile phones, I buy them offline. If I buy 

online, how do I try the goods? (informant A). 

 

I bought an electronic item and found that the product did not meet my 

expectations (informant J). 

 

Some informants also choose to shop with conventional methods to buy clothes, shoes, 

or items that require comfort in using a specific size. As stated by Al-Debei et al. (2015) 

one of the disadvantages of online shops is that consumers can only try on products 

after buying them. 

 

If I buy a regular t-shirt, I will buy it online, but if I am looking for a more varied 

model, it is better to buy it offline; I can try it on, feel the material, whether it is 

good or not, whether it is cool or not (informant A). 

 

I never buy shoes online, and I'm afraid the size is not suitable for me. Different 

models usually have different shoe sizes. The standard size of each shoe is not 

the same (informant F). 

 

Some informants prefer to shop offline because they can interact with store staff. They 

feel that interaction is part of their need to socialize. 

 

I prefer to buy offline because I can chat with the shop staff. Besides, it is also 

necessary for socializing (informant L). 

 

Switching Behavior  

Online marketing has brought changes to people's purchasing behavior. Consumers 

tend to choose to make purchases online compared to conventional purchases, even 

though consumers have experienced dissatisfaction. When dissatisfied with a store's 

service, consumers will quickly move to another store that is still online. 
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If it is not suitable, I will choose another store in the same e-commerce or move 

to another e-commerce (informant G).  

 

I prefer to shop online, not through social media. But through the e-commerce 

platform (informant D). 

 

Research conducted by Chang et al. (2014) stated that switching can also be done 

between e-commerce, while research by Hsieh et al. (2012) found a switch between 

different services, such as moving from blogs to Social Networking Services (SNS). 

 

Switching Barriers 

To prevent switching behavior, every marketer needs to have factors that can deter this 

switch. These obstacle factors are called switching barriers. According to Chen & Wang 

(2009), switching barriers are some factors that can make it difficult for consumers to 

switch to other marketers because of the effort or costs involved in switching. Many 

factors can be used as barriers, such as the ease of accessing websites in online systems, 

good communication services between buyers and sellers, products sold are of good 

quality, ease of getting product variations and prices, and the ability of marketers to 

follow up on consumer complaints. 

Based on the results of the interviews, the existence of switching barriers in the 

online shopping system causes consumers to be reluctant to switch to conventional 

shopping systems. Switching barriers to online shopping obtained from informants 

include variety seeking, efficiency, price benefits, and complaint handling. 

According to Chuah et al. (2017), consumers face switching barriers when 

switching to another service provider. Switching barriers are essential for marketers to 

maintain consumer loyalty. Switching barriers helps marketers maintain their 

relationship with consumers so that consumers do not easily move to other marketers. 

The existence of ties between marketers and consumers, special discounts, and special 

benefits are some forms of switching barriers (Vázquez-Casielles et al., 2009). 

Consumers who are passive or do not like change tend to continue their relationship 

with marketers even if they do not like the services they provide (Li, 2015).  

 

Variety Seeking 

Online shopping systems have facilitated consumers to seek variety without expending 

too much effort or spending extra money and have further encouraged consumers to 

tend to have variety-seeking behavior (Bashir et al., 2015; Hoyer and Ridgway, 1984; 

Van Trijp et al., 1996). Variety seekers quickly get bored with a product and switch to 

other alternative offerings or try new ones (Trivedi and Morgan, 2003). 

 

I want to buy a headset with this specification. If it's offline, I need to figure out 

where to buy it. If it's online, it's easy to choose the specifications I want 

(informant A). 

 

When I shop online, I can choose the price, model, and other variations 

(informant D). 

 

I can pick and choose items. If I don't like the offer from one shop, I will look 

for the same product in another shop. Then I can compare prices, and I can also 
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choose the seller (informant E). 

 

Consumers feel that the online system makes it easier for them to make purchases. 

Using a mobile phone or computer, consumers can choose a wide range of products 

they want, be it models, brands, prices, types of goods, and even the seller's location. 

Consumers with hedonic behavior can spend hours comparing models from one store 

to another. As Nagar and Gandotra (2016) explained in their research, a variety of 

seekers can use technology to shop online. They also have more ability to explore online 

systems. The existence of users seeking variety is an attraction for consumers to 

continue using the online system. However, most consumers feel the need to make 

product comparisons before deciding to make a purchase.  

 

Efficiency 

One of the advantages offered by online systems is efficiency. Efficient in terms of 

saving time (Miyatake et al. 2016; Rahman et al. 2018; Vasic et al. 2019) and making 

purchases without the time and place restrictions (Al-Debei et al., 2015). Almost all 

informants stated that shopping online has advantages, namely practicality, no need to 

leave the house, so that it saves time and can be done at any time. 

 

Online shopping is more efficient and saves time (informant C). 

 

Saves time, ma'am. I don't have time to go in and out of regular shops. It's a 

hassle ma'am... better to shop online (informant E). 

 

Online shopping is practical, there is no need to leave the house (informant H). 

 

For some people, online stores can be a fun and inexpensive recreation. Consumers can 

explore various online stores or marketplaces without having to spend a lot of money 

and effort. They will spend their free time looking at products in online stores without 

buying them. As stated by Al-Debei et al. (2015), in online shopping, consumers can 

search for information to compare prices without buying. 

 

Price Benefits 

The Internet makes it easy to market a variety of products and services. Online 

marketing offers consumers a different shopping experience from physical-based 

marketing, such as convenience, search, delivery, and price (Palmer, 2000). Online 

marketing also provides comfort in comparing prices between marketers (Vasic et al., 

2019). 

 

If I shop online, I can save money to find the location of a regular store 

(informant E). 

 

The advantage of online shopping is that shoppers can compare prices to find 

cheap prices (informant G). 

 

Online stores can provide lower prices than physical stores because they do not require 

the cost of renting and maintaining premises and paying employees. As stated by Arora 

& Sahney (2018) in their research, physical stores cannot offer lower prices than online 
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stores because they have employees who are not available in online stores. At certain 

events, online marketers often provide discounts to consumers, such as on 

Independence Day or National Online Shopping Day. In addition, by shopping online, 

consumers also get discounts in the form of free shipping or buy one get one. 

 

I don't want to move to offline because online shopping has a lot of discounts, 

and I can find cheap prices" (informant D). 

 

Complaints Handling 

How marketers handle consumer complaints attracts dissatisfied consumers to maintain 

their relationship with service providers. If marketers can handle problems related to 

consumer dissatisfaction, consumers will be willing to make repeat purchases at the 

same place (Lu et al., 2012). 

 

Seller replied briefly. She is not communicative (informant C). 

 

Consumers will see marketers who can respond well to consumer complaints as an 

effort to correct mistakes that have been made. Thus, consumers who were previously 

dissatisfied will feel happy with the handling of these complaints and consider their 

loyalty to marketers. 

 

 

Discussion 

The interview results show that consumers continue to use the online shopping system 

even though they have experienced dissatisfaction. The desire of consumers to continue 

using the online system is due to the switching barrier offered by the online system. 

Jones et al. (2000) argued that consumers will intend to make repeat purchases if 

marketers can create switching barriers. In this case, switching barriers are important 

things companies must pay attention to. 

 

Increased competition and decreased customer loyalty encourage customer retention in 

marketing issues. Customer retention is a strategy carried out by companies to retain 

consumers to reduce the costs incurred to get new customers (Lin et al., 2016). Experts 

point out that customer retention can be achieved mainly by building loyalty attitudes 

and behaviors and creating switching barriers. Switching barriers for service companies 

is an additional retention strategy in addition to traditional customer satisfaction and 

loyalty strategies (Jones et al., 2000). These barriers are significant because they can 

encourage better retention, increasing the strength of engagement in actual behavior. 

 

This research reveals that consumers' ability to stick to online services is due to 

switching barriers, which include variety seeking, efficiency, and price benefits. 

Variety seeking is suspected to be one of the reasons consumers are attracted to online 

shopping (Babin et al., 1994; Nagar and Gandotra, 2016). The ease of implementation 

and operation of technology offered by online systems (Wu et al., 2017) makes it easy 

for consumers to move from one store to another without spending much effort. With a 

single click, consumers can browse several online/e-commerce stores to browse 

products or search for the desired product. Consumers can also compare the desired 

products from one store to another. 
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Meanwhile, efficiency is also something to consider when dealing with an online 

system. Consumers no longer need to go in and out of the store to find the desired 

product. Time is an important thing that consumers consider when making purchases, 

both online and in traditional systems (Bhatnagar et al., 2000). In addition, the online 

system has also eliminated space and time constraints. Consumers can shop whenever 

they want. Research by  (Bashir et al., 2015; Cho and Sagynov, 2015; Rohm and 

Swaminathan, 2004) explained that shopping with online systems usually takes less 

time than shopping at traditional retail outlets because in conventional methods, many 

activities require time, such as traveling to the store, looking for a parking space or 

queuing at the cashier. 

 

Shopping through online systems also allows consumers to save money and is often an 

important reason for consumers to make online purchases (Punj, 2012). The informants 

stated that shopping online reduces the cost of going in and out of stores. In addition, 

online shopping offers more diverse discounts than conventional shopping systems. 

These discounts encourage consumers to stick with online shopping systems despite 

having an unpleasant experience. They prefer to switch to another online store or e-

commerce rather than lose the opportunity to get the various discounts available when 

shopping online. Some informants stated they get quality products at lower prices by 

shopping online. In addition to providing discounts on products, marketers offer 

discounts on shipping costs or free shipping. 

 

Complaints handling due to customer dissatisfaction is an important thing that 

marketers need to pay attention to. How they behave towards customers and respond 

promptly to customer complaints will make customers feel valued and willing to remain 

loyal to service providers (Lu et al., 2012). Some e-commerce has used social media to 

promote upcoming events and accommodate customer complaints. Through this social 

media, interactions between customers and marketers will be formed, which can be 

used as an evaluation for customers to assess how marketers handle complaints. 

Istanbulluoglu & Sakman (2022) explained that companies need to provide timely 

responses and apologies while showing credibility and concern. If consumers are 

satisfied with handling complaints, they will not hesitate to remain loyal. Otherwise, 

they will decide to switch to other marketers. Marketers are also expected to be more 

friendly in communicating with buyers, understanding consumers' wishes, and helping 

them realize them. Consumers will be more comfortable transacting in online stores, 

which can build a good interaction atmosphere. 

 

The results also show that consumers will switch to another online shop or service 

system if dissatisfaction occurs but only intend to leave online services partially. The 

various advantages online shops offer, as explained at the beginning of the discussion, 

cause consumers to feel reluctant to switch to offline purchasing systems. If they must 

make conventional purchases, the products purchased require special attention, such as 

cosmetics, clothing, shoes, and electronic goods, which are high-involvement products. 

After all, the disadvantage of the online system is that consumers cannot try the items 

they will buy. So, some consumers choose to keep shopping offline. 

 

The results of this study also revealed several factors that can encourage consumers to 

purchase in physical stores. These factors include trying products before buying and 

interacting with staff and other consumers. Consumers must try clothing, cosmetics, 

and electronics before buying them (Rahman et al. 2018). Consumers buy offline to see 
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and try the product directly to avoid purchasing mistakes. With current technological 

advances, Augmented Reality is one solution to overcome the need to try problems. 

Consumers can try products online before making a purchase. 

 

The next factor is more interaction or socialization when shopping online. Some 

consumers choose to shop through online stores to avoid interaction with others (Jen-

hung and Yi-chun, 2010; Wolfinbarger and Gilly, 2001), but for other consumers, this 

interaction is a necessity. If purchases are made offline, consumers can meet and 

interact with employees (Rahman et al. 2018). For this reason, online stores need to 

provide chatbot applications or form communities that can accommodate consumers so 

that they can still interact with other consumers even through the online system. 

 

Conclusions 

Switching behavior will always be an interesting topic to research. The causes and ways 

of avoiding switching behavior constantly change depending on the consumer, the 

conditions, and the object of the event. The findings of this study show that although 

consumers are dissatisfied, they have no desire to switch to conventional purchases. 

The convenience marketers offer through online purchasing is a barrier for consumers 

to switch from the online system. Thus, it is expected that online marketers are more 

creative in creating a barrier so that unsatisfied consumers are willing to maintain a 

relationship with the service provider. Switching barriers such as discounted prices, 

attractive product variations, good communication services, and complaint handling 

will make customers loyal and reluctant to switch to other service providers. 

 

Some products, such as cosmetics, shoes, and glasses, can be tried using the Virtual 

Try-On feature in Augmented Reality (AR) technology to reduce the risk of 

disappointment. Marketers can adopt Augmented Reality (AR) as a medium for 

consumers to get an engaging online shopping experience. Consumers can try products 

online as they were done in the real world. Through this technology, consumers can 

reduce the risk of mistakes when buying products. 

 

Limitations 

This study needs to differentiate between the informants' age and the products 

purchased online. Future research should explore more in-depth information related to 

switching behavior when viewed from age and experience in using technology and 

product types. Based on experts' research results, the age level will affect consumer 

behavior in choosing an online or offline purchasing system. In addition, the type of 

product consumers purchase impacts their trust in the online system. The results of this 

study show that some informants tend to choose to make offline purchases when they 

have to buy products with high involvement. 

 

 

Practical Implications for Asian Business 

Consumer behavior is a topic that is always interesting to study. Along with the 

development of technology, consumer behavior will also change. In the current era of 

digitalization, where everything can be done online, consumers also want convenience 

in making purchases. Marketers are ultimately required to keep up with the changes. 
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This shows that online purchasing has become a lifestyle for consumers. Through this 

study, researchers tried to identify the factors that encourage consumers to keep making 

online purchases despite previous dissatisfaction. The results revealed that online stores 

have barriers preventing consumers from switching to offline purchases. Among them 

are time efficiency, ease of finding product variations, and ease of getting affordable 

prices. Online shops must strengthen their barriers so that consumers remain loyal to 

using the online shop. 

 

Complaints related to dissatisfaction experienced by consumers need to be responded 

to by online stores. Dissatisfaction impacts negative word of mouth if not resolved 

quickly and satisfactorily. Disappointed consumers will tell other consumers about their 

experiences so that they can reduce consumer loyalty. Online stores that need help to 

handle complaints properly encourage consumers to switch to making purchases 

offline. The survey results from We Are Social revealed that more than 1 billion people 

in South Asia prefer to keep making offline purchases (“Digital 2022: Another Year of 

Bumper Growth”, 2022). 

 

Complaints handling can range from the simplest of apologies to, for example, allowing 

customers to exchange unsuitable products. Online stores can also provide several 

payment methods to make it easier for consumers to make transactions. To foster 

consumer trust, online shops can offer Cash on Delivery (COD) facilities so consumers 

do not hesitate to make online purchases. Online shops can provide discounts on certain 

days, such as Independence Day or religious holidays, to increase short-term income. 

 

Online stores must also utilize technology by designing Augmented Reality (AR). For 

some consumers, the need for touch and trying is important before purchasing. 

Augmented Reality (AR) can help consumers try products virtually without going to a 

physical store. AR is expected to provide a new experience for consumers in purchasing 

products according to what they expect. This technology provides added value for 

online stores so that, in the end, it can encourage loyalty. 

 

The problem of lack of interaction or socialization in online shopping can be overcome 

by providing chatbots or forming online communities for consumers. Chatbots make it 

easier for consumers to ask questions or give feedback to marketers. Marketers can also 

use the live-streaming feature to make it easier for consumers to get product information 

before purchasing. Community building is also necessary to keep consumers loyal to 

online shopping. This community facilitates consumers to stay connected with online 

stores and other consumers. Through the community, consumers can share shopping 

experiences and product usage and submit complaints, suggestions, and opinions that 

marketers can use to improve their performance.  

 

 

References 

Ahmad, N., Omar, A. and Ramayah, T. (2010), “Consumer lifestyles and online shopping 

continuance intention”, Business Strategy Series, Vol. 11 No. 4, pp. 227–243, doi: 

10.1108/17515631011063767. 
Al-Debei, M.M., Akroush, M.N. and Ashouri, M.I. (2015), “Consumer attitudes towards online 

shopping: The effects of trust, perceived benefits, and perceived web quality”, Internet 



 Widyastuti et al., 2024 

Asian Journal of Business Research, Volume 14, Issue 1, 2024 92 

Research, Vol. 25 No. 5, pp. 707–733, doi: 10.1108/IntR-05-2014-0146. 

Amani, D. (2022), “Circumventing customers’ switching behavior in telecommunication 

industry in Tanzania: Insight from Sternberg’s Triangular Theory of Love”, Cogent Social 

Sciences, Cogent OA, Vol. 8 No. 1, doi: 10.1080/23311886.2022.2042078. 

Andersson, B. and Nilsson, S. (1964), “Studies in the Reliability and Validity of the Critical 

Incident Technique”, Journal of Applied Psychology, Vol. 48 No. 6, pp. 398–403. 

Anton, C., Camamero, C. and Carrero. (2007), “Analysing firms’ failures as determinants of 

consumer switching intentions: The effect of moderating factors”, European Journal of 

Marketing, Vol. 41 No. 1/2, pp. 135–158, doi: 10.1179/str.2007.54.4.006. 

Arora, S. and Sahney, S. (2018), “Antecedents to Consumer ’ s Showrooming Behavior : An 

Integrated TAM-TPB Framework”, Journal of Consumer Marketing, Vol. 35 No. 4, pp. 

438–450. 

Babin, B.J., Darden, W.R. and Griffin, M. (1994), “Work and/or Fun: Measuring Hedonic and 

Utilitarian Shopping Value”, Journal of Consumer Research, Vol. 20 No. 4, p. 644, doi: 

10.1086/209376. 

Baker, M.A. and Kim, K. (2019), “Value destruction in exaggerated online reviews: The effects 

of emotion, language, and trustworthiness”, International Journal of Contemporary 

Hospitality Management, Vol. 31 No. 4, pp. 1956–1976, doi: 10.1108/IJCHM-03-2018-

0247. 

Balderjahn, I. and Hüttel, A. (2019), “The Role of Personal Values”, Marketing: ZFP – Journal 

of Research and Management, Verlag C.H.Beck, Vol. 41 No. 1, pp. 24–38. 

Basak, S., Basu, P., Avittathur, B. and Sikdar, S. (2017), “A game theoretic analysis of 

multichannel retail in the context of ‘showrooming’”, Decision Support Systems, Elsevier 

B.V, Vol. 103, pp. 34–45, doi: 10.1016/j.dss.2017.09.002. 

Bashir, R., Mehbob, I. and Bhatti, W.K. (2015), “Effects of Online Shopping Trends on 

Consumer-Buying Behavior: An Empirical Study Of Pakistan”, Journal of Management 

and Research, Vol. 2 No. 2, doi: 10.1192/bjp.111.479.1009-a. 

Bhatnagar, A., Misra, S. and Rao, H.R. (2000), “On Risk, Convenience, and Internet Shopping 

Behavior”, Commun. ACM, Association for Computing Machinery, New York, NY, USA, 

Vol. 43 No. 11, pp. 98–105, doi: 10.1145/353360.353371. 

Bhatnagar, S.B., Mishra, J.K. and Syed, A.A. (2019), “Customer disloyalty in retail banking 

services: attitudinal and behavioural dimensions”, Asia-Pacific Journal of Business 

Administration, Vol. 11 No. 1, pp. 46–67, doi: 10.1108/APJBA-08-2018-0124. 

Bitner, M.J. (1990), “Evaluating Service Encounters: The Effects of Physical Surroundings and 

Employee Responses”, Journal of Marketing, SAGE Publications Inc, Vol. 54 No. 2, pp. 

69–82, doi: 10.1177/002224299005400206. 

Chang, I.-C., Liu, C.-C. and Chen, K. (2014), “The push, pull and mooring effects in virtual 

migration for social networking sites”, Information Systems Journal, John Wiley & Sons, 

Ltd, Vol. 24 No. 4, pp. 323–346, doi: 10.1111/isj.12030. 

Chen, M.F. and Wang, L.H. (2009), “The moderating role of switching barriers on customer 

loyalty in the life insurance industry”, Service Industries Journal, Vol. 29 No. 8, pp. 1105–

1123, doi: 10.1080/02642060902764574. 

Chih, W.H., Wang, K.Y., Hsu, L.C. and Cheng, I.S. (2012), “From disconfirmation to 

switching: An empirical investigation of switching intentions after service failure and 

recovery”, Service Industries Journal, Vol. 32 No. 8, pp. 1305–1321, doi: 

10.1080/02642069.2010.531267. 

Cho, Y.C. and Sagynov, E. (2015), “Exploring Factors That Affect Usefulness, Ease Of Use, 

Trust, And Purchase Intention In The Online Environment”, International Journal of 

Management & Information Systems, Vol. 19 No. 1, pp. 21–35, doi: 

10.1021/acs.inorgchem.8b00815. 

Cho, Y.C. and Song, J. (2012), “The Effects Of Customer Dissatisfaction On Switching 

Behavior In The Service Sector”, Journal of Business & Economics Research (JBER), 

Vol. 10 No. 10, pp. 579–591, doi: 10.19030/jber.v10i10.7267. 

Chuah, S.H.W., Rauschnabel, P.A., Marimuthu, M., Thurasamy, R. and Nguyen, B. (2017), 

“Why do satisfied customers defect? A closer look at the simultaneous effects of 



 Widyastuti et al., 2024 

Asian Journal of Business Research, Volume 14, Issue 1, 2024 93 

switching barriers and inducements on customer loyalty”, Journal of Service Theory and 

Practice, Vol. 27 No. 3, pp. 616–641, doi: 10.1108/JSTP-05-2016-0107. 

Chuang, Y.F. and Tai, Y.F. (2016), “Research on customer switching behavior in the service 

industry”, Management Research Review, Vol. 39 No. 8, pp. 925–939, doi: 

10.1108/MRR-01-2015-0022. 

Colgate, M. and Lang, B. (2001), “Switching barriers in consumer markets: An investigation 

of the financial services industry”, Journal of Consumer Marketing, Vol. 18 No. 4, pp. 

332–347, doi: 10.1108/07363760110393001. 

Corley, K.G. and Gioia, D.A. (2004), “Identity ambiguity and change in the wake of a corporate 

spin-off”, Administrative Science Quarterly, Vol. 49 No. 2, pp. 173–208, doi: 

10.2307/4131471. 

“Digital 2022: Another Year of Bumper Growth”. (2022), We Are Social, available at: 

https://wearesocial.com/us/blog/2022/01/digital-2022-another-year-of-bumper-growth-

2/. 

Do, D.K.X. and Bowden, J.L.H. (2023), “Negative customer engagement behaviour in a service 

context”, Service Industries Journal, Routledge, doi: 10.1080/02642069.2022.2159945. 

Edvardsson, B. (1992), “Service Breakdowns: A Study of Critical Incidents in an Airline”, 

International Journal of Service Industry Management, Vol. 3 No. 4, pp. 17–29. 

Flanagan, J. (1954), “Psychological bulletin. The critical incident technique”, Psychological 

Bulletin, Vol. 59 No. 4, pp. 257–72. 

Gajendra, S. (2017), “Service quality, satisfaction and loyalty on online marketing: An 

empirical investigation”, Global Journal of Management and Business Research: E-

Marketing, Vol. 17 No. 2, pp. 1–11. 

Ghazali, E., Nguyen, B., Mutum, D.S. and Mohd-Any, A.A. (2016), “Constructing online 

switching barriers: examining the effects of switching costs and alternative attractiveness 

on e-store loyalty in online pure-play retailers”, Electronic Markets, Vol. 26 No. 2, pp. 

157–171, doi: 10.1007/s12525-016-0218-1. 

Grace, D. (2007), “How Embarrassing ! An Exploratory Study of Critical”, Journal of Service 

Research, Vol. 9 No. 3, pp. 271–284, doi: 10.1177/1094670506295852. 

Han, H., Back, K.-J. and Kim, Y.-H. (2011), “A Multidimensional Scale of Switching Barriers 

in the Full-Service Restaurant Industry”, Cornell Hospitality Quarterly, SAGE 

Publications Inc, Vol. 52 No. 1, pp. 54–63, doi: 10.1177/1938965510389261. 

Hassan, S.H., Thurasamy, T.R. and Loi, W.Y. (2017), “E-lifestyle , Customer Satisfaction and 

Loyalty among Mobile Subscribers in Thailand”, International Review of Management 

and Marketing, Vol. 7 No. 1, pp. 354–362. 

Hino, H. (2017), “Does switching-intention result in a change in behaviour? Exploring the 

actual behavioural shopping patterns of switching-intended customers”, British Food 

Journal, Vol. 119 No. 12, pp. 2903–2917, doi: 10.1108/BFJ-12-2016-0622. 

Hoyer, W.D. and Ridgway, N.M. (1984), “Variety Seeking As an Explanation for Exploratory 

Purchase Behavior: a Theoretical Model.”, Advances in Consumer Research, Vol. 11 No. 

1, pp. 114–119. 

Hsieh, J.-K., Hsieh, Y.-C., Chiu, H.-C. and Feng, Y.-C. (2012), “Post-adoption switching 

behavior for online service substitutes: A perspective of the push–pull–mooring 

framework”, Computers in Human Behavior, Vol. 28 No. 5, pp. 1912–1920, doi: 

https://doi.org/10.1016/j.chb.2012.05.010. 

Huang, T.L. and Liao, S. (2015), “A model of acceptance of augmented-reality interactive 

technology: the moderating role of cognitive innovativeness”, Electronic Commerce 

Research, Springer US, Vol. 15 No. 2, pp. 269–295, doi: 10.1007/s10660-014-9163-2. 

Istanbulluoglu, D. and Sakman, E. (2022), “Successful complaint handling on social media 

predicts increased repurchase intention: The roles of trust in company and propensity to 

trust”, European Management Journal, doi: https://doi.org/10.1016/j.emj.2022.06.004. 

Jen-hung, H. and Yi-chun, Y. (2010), “Gender differences in adolescents online shopping 

motivations”, African Journal of Business Management, Vol. 4 No. 6, pp. 849–857. 

Jones, M.A., Mothersbaugh, D.L. and Beatty, S.E. (2000), “Switching barriers and repurchase 

intentions in services”, Journal of Retailing, Vol. 76 No. 2, pp. 259–274, doi: 



 Widyastuti et al., 2024 

Asian Journal of Business Research, Volume 14, Issue 1, 2024 94 

10.1016/S0022-4359(00)00024-5. 

Keaveney, S.M. (1995), “Customer Switching Behavior in Service Industries : An Exploratory 

Study”, Journal of Marketing, Vol. 59 No. 2, pp. 71–82. 

Lai, J.Y. and Wang, J. (2015), “Corrigendum to ‘Switching attitudes of Taiwanese middle-aged 

and elderly patients towards cloud healthcare services: An exploratory study’ [Technol. 

Forecast. Soc. Change, 92, (March 2015), 155-167] Doi: 

10.1016/j.techfore.2014.06.004”, Technological Forecasting and Social Change, Elsevier 

Inc., Vol. 94, p. 360, doi: 10.1016/j.techfore.2015.03.007. 

Lee, T.W., Mitchell, T.R. and Sablynski, C.J. (1999), “Lee Mitchell Sablynski - Qualitative 

Research in Organizational and Vocational Psychology”, Journal of Vocational Behavior, 

Vol. 55, pp. 161–187. 

Li, C.-Y. (2015), “Switching Barriers and Customer Retention: Why Customers Dissatisfied 

with Online Service Recovery Remain Loyal”, Journal of Service Theory and Practice, 

Vol. 25 No. 4, pp. 370–393, doi: http://dx.doi.org/10.1108/09564230910978511. 

Li, C.Y. and Ku, Y.C. (2018), “The power of a thumbs-up: Will e-commerce switch to social 

commerce?”, Information and Management, Elsevier B.V., Vol. 55 No. 3, pp. 340–357, 

doi: 10.1016/j.im.2017.09.001. 

Liang, D., Ma, Z. and Qi, L. (2013), “Service quality and customer switching behavior in 

China’s mobile phone service sector”, Journal of Business Research, Elsevier Inc., Vol. 

66 No. 8, pp. 1161–1167, doi: 10.1016/j.jbusres.2012.03.012. 

Lin, J.-S.C., Chou, E.-Y. and Lin, C.-Y. (2016), “What If I Make the Wrong Decision? The 

Role of Anticipated Regret in Switching Barrier Based Customer Retention”, Proceedings 

of the Academy of Marketing Science, pp. 123–126, doi: 10.1007/978-3-319-19428-8. 

Lu, Y., Lu, Y. and Wang, B. (2012), “Effects of dissatisfaction on customer repurchase 

decisions in e-commerce-an emotion-based perspective”, Journal of Electronic 

Commerce Research, Vol. 13 No. 3, pp. 224–237. 

Van Maanen, J. (1979), “Reclaiming Qualitative Methods for Organizational Research: A 

Preface”, Administrative Science Quarterly, [Sage Publications, Inc., Johnson Graduate 

School of Management, Cornell University], Vol. 24 No. 4, pp. 520–526, doi: 

10.2307/2392358. 

Mittal, B. (2016), “Retrospective: why do customers switch? The dynamics of satisfaction 

versus loyalty”, Journal of Services Marketing, Vol. 30 No. 6, pp. 569–575, doi: 

10.1108/JSM-07-2016-0277. 

Miyatake, K., Nemoto, T., Nakaharai, S. and Hayashi, K. (2016), “Reduction in c onsumers ’ 

purchasing cost by online shopping”, Transportation Research Procedia, Elsevier B.V., 

Vol. 12 No. June 2015, pp. 656–666, doi: 10.1016/j.trpro.2016.02.019. 

Nagar, K. and Gandotra, P. (2016), “Exploring choice overload, internet shopping anxiety, 

variety seeking and online shopping adoption relationship: Evidence from online fashion 

stores”, Global Business Review, Vol. 17 No. 4, pp. 851–869, doi: 

10.1177/0972150916645682. 

Nasir, S. (2017), “Customer retention strategies and customer loyalty”, Advertising and 

Branding: Concepts, Methodologies, Tools, and Applications, IGI Global, pp. 1177–

1201, doi: 10.4018/978-1-5225-1793-1.ch054. 

Oliver, R.L. (1980), “A Cognitive Model of the Antecedents and Consequences of Satisfaction 

Decisions”, Journal of Marketing Research, SAGE Publications Inc, Vol. 17 No. 4, pp. 

460–469, doi: 10.1177/002224378001700405. 

Palmer, J.W. (2000), “Electronic commerce in retailing: Convenience, search costs, delivery 

and price across retail formats”, Information Technology and Management, Vol. 1 No. 1, 

pp. 25–43, doi: 10.1023/A:1019152403937. 

Patton, M.Q. (1999), “Enhancing the quality and credibility of qualitative analysis.”, Health 

Services Research, Vol. 34 No. 5 Pt 2, pp. 1189–208. 

Piha, L.P. and Avlonitis, G.J. (2015), “Customer defection in retail banking Attitudinal and 

behavioural consequences of failed service quality”, Journal of Service Theory and 

Practice, Vol. 25 No. 3, pp. 304–326. 

Punj, G. (2012), “Income effects on relative importance of two online purchase goals : Saving 



 Widyastuti et al., 2024 

Asian Journal of Business Research, Volume 14, Issue 1, 2024 95 

time versus saving money ?”, Journal of Business Research, Elsevier Inc., Vol. 65 No. 5, 

pp. 634–640, doi: 10.1016/j.jbusres.2011.03.003. 

Rahman, M.A., Islam, M.A., Esha, B.H., Sultana, N. and Chakravorty, S. (2018), “Consumer 

buying behavior towards online shopping: An empirical study on Dhaka city, 

Bangladesh”, Cogent Business and Management, Cogent, Vol. 5 No. 1, pp. 1–22, doi: 

10.1080/23311975.2018.1514940. 

Rahman, S. ur, Khan, M.A. and Iqbal, N. (2018), “Motivations and barriers to purchasing 

online: understanding consumer responses”, South Asian Journal of Business Studies, 

Vol. 7 No. 1, pp. 111–128, doi: 10.1108/SAJBS-11-2016-0088. 

Rane, N.L., Achari, A. and Choudhary, S.P. (2023), “Enhancing customer loyalty through 

quality of service: Effective strategies to improve customer satisfaction, experience, 

relationship, and engagement”, International Research Journal of Modernization in 

Engineering Technology and Science, International Research Journal of Modernization in 

Engineering Technology and Science, doi: 10.56726/irjmets38104. 

Richins, M.L. (1987), “A multivariate analysis of responses to dissatisfaction”, Journal of the 

Academy of Marketing Science, Vol. 15 No. 3, pp. 24–31, doi: 10.1007/BF02722168. 

Rohm, A.J. and Swaminathan, V. (2004), “A typology of online shoppers based on shopping 

motivations”, Journal of Business Research, Vol. 57 No. 7, pp. 748–757, doi: 

10.1016/S0148-2963(02)00351-X. 

Rowley, J. (2000), “Disloyalty : a closer look at non-loyals”, Journal of Consumer Marketing, 

Vol. 17 No. 6, pp. 538–547. 

Sánchez-García, I. and Curras-Perez, R. (2019), “Is satisfaction a necessary and sufficient 

condition to avoid switching? The moderating role of service type”, European Journal of 

Management and Business Economics, doi: 10.1108/ejmbe-02-2018-0035. 

Singh, J. (1988), “Consumer Complaint Intentions and Behavior: Definitional and Taxonomical 

Issues”, Journal of Marketing, American Marketing Association, Vol. 52 No. 1, pp. 93–

107, doi: 10.2307/1251688. 

Singh, R. (2019), “Why do online grocery shoppers switch or stay? An exploratory analysis of 

consumers’ response to online grocery shopping experience”, International Journal of 

Retail and Distribution Management, Emerald Group Holdings Ltd., Vol. 47 No. 12, pp. 

1300–1317, doi: 10.1108/IJRDM-10-2018-0224. 

Sun, Y., Liu, D., Chen, S., Wu, X., Shen, X.L. and Zhang, X. (2017), “Understanding users’ 

switching behavior of mobile instant messaging applications: An empirical study from the 

perspective of push-pull-mooring framework”, Computers in Human Behavior, Elsevier 

Ltd, Vol. 75, pp. 727–738, doi: 10.1016/j.chb.2017.06.014. 

Van Trijp, H.C.M., Hoyer, W.D. and Inman, J.J. (1996), “Why switch? Product category-level 

explanations for true variety-seeking behavior”, Journal of Marketing Research, Vol. 33 

No. 3, pp. 281–292, doi: 10.2307/3152125. 

Trivedi, M. and Morgan, M.S. (2003), “Promotional evaluation and response among variety 

seeking segments”, Journal of Product & Brand Management, Vol. 12 No. 6, pp. 408–

425, doi: 10.1108/10610420310498830. 

Ulubaşoğlu, G., Şenel, M. and Burnaz, Ş. (2017), “To Switch or Not? Analyzing the Question 

for Consumers in Turkish Mobile Telecommunications”, in Rossi, P. (Ed.), Marketing at 

the Confluence between Entertainment and Analytics, Springer International Publishing, 

Cham, pp. 969–982. 

Vasic, N., Kilibarda, M. and Kaurin, T. (2019), “The Influence of Online Shopping 

Determinants on Customer Satisfaction in the Serbian Market”, Journal of Theoretical 

and Applied Electronic Commerce Research, Vol. 14 No. 2, pp. 0–0, doi: 10.4067/s0718-

18762019000200107. 

Vázquez-Casielles, R., Suárez-Álvarez, L. and Del Río-Lanza, A.B. (2009), “Customer 

satisfaction and switching barriers: Effects on repurchase intentions, positive 

recommendations, and price tolerance”, Journal of Applied Social Psychology, Vol. 39 

No. 10, pp. 2275–2302, doi: 10.1111/j.1559-1816.2009.00526.x. 

Viergever, R.F. (2019), “The Critical Incident Technique: Method or Methodology?”, 

Qualitative Health Research, SAGE Publications Inc., Vol. 29 No. 7, pp. 1065–1079, doi: 



 Widyastuti et al., 2024 

Asian Journal of Business Research, Volume 14, Issue 1, 2024 96 

10.1177/1049732318813112. 

White, L. and Yanamandram, V. (2007), “A model of customer retention of dissatisfied 

business services customers”, Managing Service Quality, Vol. 17 No. 3, pp. 298–316, doi: 

10.1108/09604520710744317. 

Wolfinbarger, M. and Gilly, M.C. (2001), “Shopping Online for Freedom, Control, and Fun”, 

California Management Review, Vol. 43 No. 2. 

Wu, K., Vassileva, J. and Zhao, Y. (2017), “Understanding users’ intention to switch personal 

cloud storage services: Evidence from the Chinese market”, Computers in Human 

Behavior, Elsevier Ltd, Vol. 68, pp. 300–314, doi: 10.1016/j.chb.2016.11.039. 

Yan, N., Xu, X., Tong, T. and Huang, L. (2021), “Examining consumer complaints from an on-

demand service platform”, International Journal of Production Economics, Elsevier B.V., 

Vol. 237, doi: 10.1016/j.ijpe.2021.108153. 

Yen, Y.S. (2010), “Can perceived risks affect the relationship of switching costs and customer 

loyalty in e-commerce?”, Internet Research, Vol. 20 No. 2, pp. 210–224, doi: 

10.1108/10662241011032254. 

Yu, C. and Li, C.-K. (2015), “Analysis of Consumer E-Lifestyles and Their Effects on 

Consumer Resistance to Using Mobile Banking : Empirical Surveys in Thailand and 

Taiwan”, International Journal of Business and Information, Vol. 10 No. 2, pp. 198–232. 

  

 

 All papers are published under the Creative Commons Attribution 4.0 International 

(CC BY 4.0). For more details, visit https://creativecommons.org/licenses/by-nc/4.0/. 

 

 

 

https://creativecommons.org/licenses/by-nc/4.0/

