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Study on the Effects of Switching Cost in Family Restaurant Upon Customer Satisfaction and
Switching Focused on the Moderating Effects of Customer Knowledge and
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Abstract

The purpose of this study was to understand interrelationships among switching costs, customer satisfaction, and
switching intent in a family restaurant. Based on a total of 427 customers obtained from empirical research, this study
reviewed the reliability and fitness of the research model and verified a total of five hypotheses using the Amos program. The
hypothesized relationships in the model were tested simultaneously by using a structural equation model (SEM). The
proposed model provided an adequate fit to the data, x?=137.881 (df=50); p< .001; CMIN/df 2.758; GFl= .947;
AGFI= 919, NFI= .965; IFI= .978; TLI= .970; CFI= .978; RMR= .047; RMSEA= .064. The results showed that
switching cost (3= .123) in a family restaurant had a positive (+) influence upon customer satisfaction. Further, switching
cost had a significantly negative () effect on switching intent (3= — .414). In addition, there were moderating effects related
to customer knowledge and variety seeking orientation in terms of the causal relationships between switching costs,
customer satisfaction, and switching intent. Limitations and future research directions are also discussed.
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<Table 1> Demographic characteristics of samples (=427)

Characteristic N %

Gend Male 161 37.7
ender Female 266 623
20~29 233 54.5

gf; 30-39 154 362

40~ 40 9.3

~College 75 17.5

Education level University 267 62.5
Graduate university 85 20.0

~100 80 18.7

Y 101~200 117 274
Monthly income 201~300 79 185
(%10,000) 301-400 85 199
401~ 66 15.5

Visiting frequency ~3 57 133
of family restaurant 2 136 31.8
(/month) 1 234 54.9
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<Table 2> Exploratory factor analysis among the latent constructs
Factor Loading
Items Communalities
Factor 1 Factor 2 Factor 3 Factor 4 Factor 5
- Switching cost
SC1 753 117 -157 .055 -.024 .843
SC2 .828 013 -230 .044 .054 877
SC3 .838 073 -132 024 -.041 902
SC4 .708 -.042 -114 042 -.031 .827
- Customer satisfaction
CS1 .847 .881 026 226 -107 .086
CS2 818 875 -.042 193 -119 -.007
CS3 .840 .884 -.093 218 -011 057
CS4 .847 .882 -.050 256 .002 .035
- Switching intent
Sl 748 -.034 .853 -.035 -.036 -127
SI2 863 -.056 .896 -.049 -.046 -231
SI3 737 -.060 .848 -.022 -.046 -111
S14 .824 .002 .891 -013 -.043 -170
- Customer knowledge
CK1 784 268 052 .838 -.047 .066
CK2 875 260 -.091 .894 015 -018
CK3 .832 150 -.056 .888 -.079 11
CK4 696 205 -.029 .800 -112 015
- Customer variety seeking orientation
CV1 .865 -.081 -.030 042 925 -.022
CV2 851 -134 -.100 -133 .897 -033
CV3 697 .102 .044 -110 .820 013
CVv4 .804 -118 -.095 -017 .883 -.006
Eigen value 5.345 4.088 2912 1.988 1.716
Cumulative of % 26.726 20.439 14.562 9.939 8.578

Total cumulative 80.244%
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<Table 3> Confirmatory factor and reliability analysis among the latent constructs

Items Standardized estimate t value Cronbach’s alpha CCR AVE
SCl 834 fixed
Swichi t SC2 897 22.689 000 . o
wiiching cos SC3 868 21.728 . : :
SC4 744 17.386
Csl 883 fixed
Customer CS2 862 24.555
satisfaction cs3 888 26.083 933 918 778
CS4 896 26.558
sI1 792 fixed
Switching intent SI2 933 22214 912 934 73
wiiching ntent i3 784 17.813 : : :
SI4 886 21.000
CK1 827 fixed
Customer CK2 940 24.595
knowledge CK3 877 22458 10 904 719
CK4 736 17.291
cvl 916 fixed
C.“swmelii cv2 894 29.690 000 o .
variety seeking cv3 714 18.165 : : :
orientation
CV4 860 25.624

¥*=664.095 (df=160); p< .001; GFI .867; NFI .905; IFI .926; TLI .912; CFI .926; RMSEA .086; RMR .067
**%*p<.001; CCR=Composite construct reliability; AVE=Average variance extracted

<Table 4> Correlation analysis among the latent constructs

Items 1 2 3 4 5 M=SD"
1. Switching cost 1 0112 126 011 001 3.01+1.09
2. Customer satisfaction .108* 1 .008 255 021 4.51£1.02
3. Switching intent -355%%* -.094* 1 .007 .008 4.93+0.94
4. Customer knowledge .109* S05%%* -.087 1 028 4.76+0.93
5. Customer variety seeking orientation -.023 -.146%* -.094 - 168*** 1 3.33+1.19

Pearson correlation coefficient; *p<.05, **p<.01, ***p<.001

DMean+Standard Deviation; All items were measured on a 7-point Likert scale from 1-strongly disagree to 7-strongly agree
ICoefficient®

<Table 5> Structural equation model results among the latent constructs

Hypothesized relationship B t-value Results
H1 Switching cost — Customer satisfaction 123 2.343%* Accepted
H2 Customer satisfaction — Switching intent -.055 -1.141 Rejected
H3 Switching cost — Switching intent -414 -7.410%** Accepted

x’=137.881 (df=50); p<.001; CMIN/df 2.758; GFI=.947; AGFI=.919, NFI= .965; IFI=.978; TLI=.970; CFI= .978; RMR= .047; RMSEA=
064
#Hp< 01, ##%p< 001
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<Figure 2> Structural equation model with parameter estimate
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<Table 6> Moderating effects of customer knowledge

Low-customer knowledge

High-customer knowledge

(N=254) (N=173) Baseline model Ay>  Nested model Ay> Ay?
; - ; - (d£=100) (dt=101) (d=1)
H4a 165 2.259% -.034 -426 272.718 277.588 4.87*
H4b .104 1.721 =228 -2.935%%* 272.718 283.018 11.00*
H4c -.560 -5.451%** -.307 -3.866*** 272.718 275.957 323

CMIN/df=2.727; RMR=.069, GFI=.905; AGFI=.851; NFI=.932; CFI=.955

Standardized estimate in parentheses

Customer
satisfaction /™.
165% ", 104ns
Switching Switching
cost intent

Low — customer knowledge

_560%**

Customer
£\ satisfaction
-0345is 228%*
Switching Switching
cost intent

High — customer knowledge

<Figure 3> Moderating effects of customer knowledge
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<Table 7> Moderating effects of customer variety seeking orientation

Low-VSO (N=245) High-VSO (N=182) Baseline model > Nested model > Ay’

B t-value B t-value (df=100) (df=101) (df=1)
HSa 336 4.916*** =225 -2.703** 272.085 304.895 32.81%
H5b -013 -203 -.034 -420 272.085 274.176 2.09
H5c -.578 -7.310%** -.235 -2.781%* 272.085 278.692 6.60*

CMIN/df=2.781; RMR=.065, GFI= .911; AGFI=.861; NFI=.934; CFI=.957; VSO=variety seeking orientation

Standardized estimate in parentheses

Customer
satisfaction /™.
336%%% “z.013ns
Switching Switching
cost intent

Low — customer variety seeking orientation

-.578***

Customer
satisfaction /™.

- 225 ".-.034ns
Switching Switching
cost intent
High — customer variety seeking orientation

<Figure 4> Moderating effects of customer variety seeking orientation
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