CHAPTER 7

SUMMARY OF FINDINGS AND CONCLUSION

7.1 Introduction N
This chapter discusses the hypothesis developed in Ch%iin light of the

existing literature that examines the push, pull, and mooring Yg,
e

ar'ier studies. The

wi tMgs (anst

S o . D B >
studies, while some others contradict with the pr s ones. Injad n, th&%@napter
also discusses how the findings of this study, wh SCO u‘::t i OmVa?S:e similar
or different from the findings of other stut’e uctea\in other partsof the world.

O

- NN A
7.2 Summary Of Findings \&
0 e,
The purpose of the C\S udy was to xéfniré}ﬁe impact of the research
X
determinants on individual ision ’ c fro_@sonventional banks to Islamic

O S
banking in Oman. Th n to switch ‘mfg entional banks to Islamic banks

his chapter also

deliberates on the results of this study in relation to exist

current study indicates that some of the findings are consi

0
p\factoréﬂl factors, and mooring factors. Push

tomQB’atisfaction, and trust. Service quality as a

included three m@rs, |f
ise

factors were ¢ of quati
¢

J
onstfuct =co iste@ interaction quality, outcome quality, and

muItidime@
physic wy. The’p cfor v@(amined as dependent on one factor, which was

per elative advantage, s@ a multidimensional construct comprising other sub-

co\ts that were price, religion, and social prestige. The third determinant of the
y was the mooring factors, which included switching cost, locked-in, apathy, and

complexity.
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The research study was geared based on three objectives. First was to investigate
the impact of push factors on the decision to switch to the Islamic bank. Secono?!!o
examine the impact of the pull factors on the decision to switch to the Is \nks,
and last was to determine the impact of mooring factors (switching cﬂ?,&gmplexity,
locked-in and apathy) on the decision to switch to the Islamic banks.Y-

The research study was thus conducted to find the answer t@"three questions.
First was to what extent do push factors (service quality, cu rRazsfrction and trust)
affect the customer’s decision to switch to the Islamic ba The 1rwsaleg~that
ty i_rkﬁ%nced
dim@gons, i.e.,

t qua.@.g(;ut of these

the decision to switch. Service quality encom

interaction quality, outcome quality, and sical envi
three dimensions of service quality,% n quality™si nifi@‘ry influenced the
decision to switch, whereas outcom@slity an i % a)@had no impact on the

Q= Lo
decision to switch. Similarl er gatisf tion and-"trust also significantly
&
anking

influenced individuals' decision swl 3@ es from the conventional to

Islamic banking. It wal hat pg‘ fac :‘s'(@te quality, customer service and

&
trust) affected the de@ision to @ %(J
Coming‘{h nsw eco earch question, i.e., the extent to which
oyt

pullfactorsfi etved relative vﬁ'nt@affectthe decision to switch to the Islamic

NN
bank; thé findings reveal Pat pu'&\factors also influenced the overall decision to
swim& banking service. '@fesults indicated that perceived relative advantage
signifreantly affected the decision to switch as it strongly pulled the individuals and
onvinced them to switch banking service. In this study, the pull factors were further
ifurcated into price, religious advantage, and social prestige, out of which religious

advantage significantly influenced the decision to switch to Islamic banking. The other
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two factors, i.e., price and social prestige, failed to influence customers’ decision to

switch. T
The last research question asked to what extent do the mooring fa@riers

(switching cost, complexity, locked-in and apathy) affect the custorﬂ?&f;cision to
switch to Islamic bank. The analysis of mooring factors (barriers) co&i.s'ed switching
cost, complexity, locked-in, and apathy. The results of the stud ier that switching
cost had a significant and negative impact on the d ms itch from the
conventional banking to the Islamic banking system. er, C Mdicated a

®
negative influence on the decision to switch. Next, t oring factor. hjt g@‘{i'sed
locked-in showed an adverse effect. Alth op% to s\\,/Wﬁ:h from
conventional banking to Islamic banking, Jegl i withé}‘ngwithdrawn
from conventional banks. It is the no@ majority eop@ﬁ‘Oman to use the
loan facility. Lastly, apathy was fm@;shave E’rgy g 0 t&éﬁecision to switch.

% " d %
Ai"
7.3 Summary Of The Tested H thlx' %\
The Push-Pull % ing M})g@}/ﬂ) \@tested on eight dimensions drawn
&

from the migratio ory thai ed tr% Itching decision of customers from

A to@/&ﬁ eleven variables including three push

|
¢
factors were investigated: (1) H se&i@lity, H1la: interaction quality, H1b: physical
Y
environment quality f: out«&e quality; (2) H2 customer satisfaction; (3) H3
L 9

trust; ull factor (4) H4 pe sived relative advantage, H4a: price, H4b: religion and,
&

conventional b toMslami

\bcial prestige. Four mooring variables (barriers) against the switching decision

G ded (5) H5 switching cost, (6) H6 complexity, (7) H7 locked-in, and (8) H8 apathy.

This study was based upon three different determinants with a dependent

variable of the decision to switch. The three determinants were categorized as pull
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factors, push factors, and mooring factors. These factors had direct connectivity with
the DV and mooring also influenced the dependent variable. Push factors co

service quality, customer satisfaction and trust, while pull factors entarl@&rved
relative advantage, and mooring factors encompassed apathy, locked-i |ng cost,

and complexity.

’<l

The hypotheses of the study were generated as the direct rela nshrp of all pull,
push, and mooring factors with the DV. V-

The push factors’ hypothesis stated that service quality, M .lsfaction,
and trust had a significant impact on switch decision, werean i act c@ Dv,
and thus the hypothesis was supported. \,‘T

As for the pull factors hypothesrs

and its dimensions (price, religion, a&

)
w
)
g
>
=
@

results confirmed that PRA as a impact w' }(‘a'ecrsron and thus the
hypothesis was supported. H , rom he ensr relrgron was supported,
while price and social pr |d the othesrs and thus were not

supported. % , '
\:‘BJ:
As for th ring faf tchi st complexity and locked-in were

e
shown to have &)n CISIO %ﬁ thus the hypothesis was supported. On

the contrary wa notf d& ct switch decision, and thus the hypothesis
was not d The are n in Table 7.1.
3
S
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Table 7.1: Summary of Tested Hypothesis

Variable

Statements

Service Quality to
Decision to switch
Interaction Quality
to Decision to
switch

Physical Quality to
Decision to switch

Outcome Quality to

Decision to switch

Customer
Satisfaction to
Decision to switch

Trust to Decision to

switch

PRA to Decision to

switch

Price to Decision to

switch

Religion to Decision

to switch

Social Prestige to
Decision to switch
Switching Cost to
Decision to switch
Complexity to
Decision to switch
Locked-in to
Decision to switch

H1: Service quality has a significant and
positive impact on switch decision.

H1a: Interaction quality has a significant
and positive impact on switch
decision.

Results
SUPP%

S RTED

H1b: Physical environment quality has a NOT
significant and positive impact on SUPPORTED
switch decision.

H1c: Outcome quality has a significant a NOT
positive impact on switch decisien. SEPPORTED

H2: Customer satisfaction has gsignifi SUPPORTED
and positive impact on swi
decision. ¢

H3: Trust has a significant an itive SU PPRT(%?z~
impact on switch d . -

H4: Perceived relative advan has af’ PPQY}’TED
significant and po pacton
switch decisign. CN;;\ Y.

W and R%gativ NOT
g UPPORTED

H4a: Price has a signifi
impact on swi h%ﬁ
H4b: Religion ignificant an sitivO UPPORTED

impact on switch sion®

H4c: Socia%;ge has a\"rﬁ%nt r)f\ NOT

negative‘impacton eGision. /™, SUPPORTED

H5: Switehingrcost ignificantdmpact SUPPORTED

on switchdecision."and nedative 4,

HG:%exit mfican,%d SUPPORTED

ne fmpact on swit decj% .

H7: Locked-in/has a gqif@( nd SUPPORTED
tive imp yc% sion.

H i and negative NOT

SUPPORTED

Apathy to Decisio TAp h,g%z signif
to switch bmpaq on h decisée
7.4 Contri@g})f T

&

; this

m

stu

d onteributg-to the additional knowledge and application of the

>4
iqq theory in the swit?ﬁi?ng of service from conventional to Islamic banks.

%Iy, this research study is comprehensive in the range of variables to explain the

Qitching decision of

strength of this study

customers from conventional banks to Islamic banks. The major

is the approach which combines all three components of push,
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pull, and mooring factors in one model to explain switching decision. There are several
other more or less similar studies such as those by Colgate and Lang (2001), P

and Smith (2003), Clemes et al. (2010), Panther and Farquhar (2004), M@!)ll),
Ramaiyar and Jayalakshmy (2012), Abduh et al. (2012), Murungu (2013); azzaand
Ilhamie (2014), Marinkovi and Vladimir (2014), Awan and Azhar (2014), Vyas and

Raitani (2014), Akhtar et al. (2016), Al Ghammari and Ahmed,‘ZMnd Rehman and
a

Alharthi (2016). These research studies discussed the nts of customers’
switching behavior, but this study goes further into unde ding quwnchlng

decision.

Several studies have been conducted usi

in the service sector such as that by Bansal l.
(2014), Hsieh et al. (2012), Chang et\%b), Misbah“(2014

,@ZO) Nevertheless, the
N

current study is most probably% study to ore 2(} ush-pull-mooring model
in Omani retail banking ﬁxi esp’ ter@f switching decision from

conventional to Islami% ' 0’
w7 £ &
N \ (J

ntnEtJ%dns

etal. (2017), Nazmul (2017), Lu et 2 0), an |

7.5 TheoreticaléAn ana

|q‘ﬁe Q} nature, and it contributes in numerous ways. It

The Ei&@rese ch IS
contrlb% th thgo ractic?which clearly strengthens the significance of the
stu (.}3.

N

=

Gi Theoretical Contributions
This study was conducted based on the theory of migration. The study aimed to

identify the barriers that slow down the decision to switch to Islamic banking in Oman.
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The result of the study suggests that among the causes to switch as informed by the
respondents are the existing push, pull, and mooring determinants. These factow
studied in alignment with the existing literature that clearly expu@}hese
determinants’ impact on the decision to switch. These determinants reviously
studied by other researchers, such as Patterson and Smith (2003), Pamd Farquhar
(2004), Colgate and Lang (2001), Gerrard and Cunningham (2004)Naumann et al.
(2010) and Misbah (2014) who investigated the differen g:)f'push, pull, and
mooring factors on switch decision. However, the p t re a’bh\irdw‘tigated a
combination of push, pull, and mooring factors and th pactson ¢ m‘:rs_\ ision
try 4 N
NI
7.5.1.1 Push factors \% 6“

This study further investigaeq,Sree pus \:ﬁo% hi{#vvere service quality,
N

to switch in the context of Oman’s retail banki

trust, and customers satisfacti ervic% quati wfacég;ﬁ/as trifurcated into three

dimensions, which were int hquT
theoretical contributio%rz study &

ical u@ty, and outcome quality. The

A S re t}c{edb' the context of service quality,

customer satisfac;kgw trust‘t a sig‘qiﬂcant impact on switch decision, with
b

interaction quali g th e th t%és an impact, while the remaining two

!

¢

dimensions &@ impacted. e&esel‘;gf the study shows that service quality is a
eh

Y
significant inaft }ggersv&mtomer to switch from one bank to another bank

S dﬁ&ed in previous studies\(sg'eh as those of Chukwuemeka and Agu (2016) as well

raman et al. (2005). Furthermore, the customer satisfaction and trust factors

b

o)

revalso integral indicators that push a customer to switch from one brand to another
rand or one organization to other organization. An organization that offers better

services and providing a higher level of customer satisfaction motivates customers to
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switch to the organization (Farris et al., 2010; Kotler & Armstrong, 2013). Similarly,
as customers’ trust is built towards one organization as compared to other organi?ﬂ!,
the customers are likely to switch from the existing organization to a new @&ﬂion
(Yousafzai et al., 2009; Zhang et al., 2012). These results affirm esults of
previous studies, and they simultaneously confirmed the theory of‘migration-based
model. In other words, it can be concluded that the push facto% integral role in

switching customers to a new organization.

7.5.1.2 Pull factors E;\ [ _\c}
The pull factors as the determinants att tomers t the praduct from

ne squ’ISth to another

pull@ rs are perceived

the organization. It varies from person to Wf’per

segment. In this research and as per t oanigration,

relative advantage, which has thr [ ensiﬁ@\?re @religion, and social
N

prestige. Based on the results Q%My, %Iigio iathecé‘l?/ determinant in the pull

&
as sour@ switching from other banks

partof {h@oretical contribution of the study

factors that is attracting cu %n

a;-

to Islamic banks. Thes ants a

highest authori

besides the existin ﬁq’c\ing anf \lzﬂ.\p estig:@}t{arminants. In Oman, religion is the

& lthe r r%ds of the Islamic religion as part of their

daily practi inev, ry‘as cth Iﬂg}s such, religion is also a great determinant
T

N
to pull % i 'h to | ic banks.
é \/Iooring factors

Yh
: The mooring factors are the greater aspect of this research. They play a direct
le

eop

>4
{
towards the switch decisions. The mooring factors were complexity, switching cost,

locked-in, and apathy. As per the results of the study, they reveal that switching cost,
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complexity, and locked-in are great influencers that influence to switch decisions, while
apathy does not play any role in influencing to switch decisions. The results ?Rl
that the customers who are bearing the lowest switching cost expens@nuch
complex procedures, and are not locked-in with existing banks are Iik?kswitch to
Islamic banks from conventional banks. However, in the situation of&i?y, the people
have the perception that organizations are offering the same productsand services. They
do not differentiate between the conventional and Islamic OY;N,'ces. Due to this

perception, they remain with the existing organization a not wwse are the

barrigrs 4Is&‘a§; an

za% er.Yz,\:j(~
d scigé?ﬁcally. This is

heo %I and industrial

significant theoretical contributions along with swi
integral part for the customers to move from o

This model is the prime object of thw

the key contribution to the body o owage, havi

implications. As per the results, shoﬂ%stomers\e\ﬁt" u{%fcomplexityinterms
h%« 4 a@

of procedures and getting t ved relative adv e, then it results in a

ers wit(@from their existing banks to

the Islamic banking sy% addit‘i‘ , th s‘,‘tlﬁdyaso confirms that if the customers
&

have no Iocked-in’&‘wmd @ ng trgerceived relative advantage, then they
may also easily% 0 th i ' ankij <<!ystem from other banking systems.
¢
SucE g&@en the sum ri!’ed{b‘rangs established from the push determinants

Y
examin%' vestigate ?the @%ani banking industry and tested on the Omani

peo ards Islamic bankikg.\)‘l’he study’s results reveal that customers are highly
c%%ed about these factors in making the decision to switch from conventional
anking to Islamic banking. More importantly, the research of this nature was done for

Q first time in the Omani context.

significantly combined eff h’e CI
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The pull factors are also playing an integral role. From the study’s results and
discussion, it clearly shows that as a whole, perceived relative advantage
significant role in customers’ switching from the conventional bankin@amic
banking. However, to the better and deep understanding and separa ing of the
dimensions, religion is determined as the most powerful key determiWat triggers a
person to switch from the conventional banking to Islamic ba%rl.. his determinant

In terms of the mooring factors, switching coSty,comp xWIocked-in

@

was tested for the first time in the Omani context.

performed as successful determinants that play | role} for i'crl@from

conventional banking to Islamic banking, whil d@ to\f&'ction the
T

same. A probable reason to that is the cus% a e tha products and

services are the same as to what conventi nai)anks offer:

As per the theoretical rese@jpproach__\_,\w\g! S

N
factors have a significant impactgwi e push andzpull fa@ combined, or with their

2>

interaction towards the swi hion" e mani@text. However, the results of

the study reveal that % ty ant‘:i. %cgiﬁ \m@'pull factors work together and
&
significantly impac ﬁ&he S@ n in&@mani context.
A possi% icati ain l@ﬁenomenon behind these findings is that

¢
the Omani &Bare ot m h‘t’:ortsr ed about switching cost or other factors.

NN
Howev% se faCtars ﬁ comh%ed with the complexity and perceived relative
X

dvm& factors, especially@/religion factor, locked-in, and perceived relative

a e towards switch decision, then they might switch from conventional banking

6 amic banking.
As this model was developed and tested for the first time in the Omani context,

the findings are therefore the greater contributions to the existing body of knowledge,

jab)
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especially in the banking sector in Muslim countries where the Islamic banking industry

aims to attract Muslims to switch their accounts and banking services frw

conventional banking to Islamic banking. Q}

7.5.2 Industrial or Managerial Contributions T

The management of Islamic banks must acknowledge thatsto compete with
commercial banks, more focus needs to be given on intera 0;qY.ty n designing the
positioning strategy of Islamic banks. The staff must ha quir WS and soft
Human resourcg d@ment
e% S. BQ/WS should

ervic ‘?ity, and put

ity éervice, customer

AN
R
N
Further, banking terms %ﬂtl along with (;@t,é?nterpretation of Shariah,

process and procedures shc%)\gndT able. T@dmgs of this study illustrate

that religion is the key % to attract th cu%to@rs to make the decision to switch.
Managers should f on the s‘r \I‘e\s n |de$[:ymg the ways to show the importance
of Islamic bankéﬂm a religi omt@ﬁew. The utilization of high technology
such as tal %@on sa raﬁlo “30|al media advertisement, webinars etc. to
showcaQS% pe }mngsé?vareness among the customers. In addition, open
que%essmns in which ,@}e. can ask their queries about the concept and

a c ion of Islamic banking may bring more awareness among customers.
: This study also gives a significant contribution to the Omani Islamic banking
dustry. Being an Islamic Sultanate, the country is concentrating on the Islamic

banking system and trying to engage customers from the conventional banking system

skills to provide quality in interaction with the custo
needs to put more focus on staff training and
seek to develop strategies to enhance CUSW i
efforts to gain the trust of custome y dmproving

satisfaction and trust, Islamic bank ttract m\u%o
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to the Islamic banking sector. The banking sector professionals deeply focus on the
determinants of how they can capture a high number of conventional banking cu

and to attract them to switch to using their services. This research has discu etail
that apart from service quality, customer satisfaction, trust, and other quisite as
well as compulsory services, the perceived relative advantage, especially religion, is the
key determinant for attracting customers. Therefore, the corpor, tMtives of Islamic
banking should deeply focus on Islamic banking products mt' them, which is

a greater source for customer attraction. Moreover, bankin rt should

— _ I XY
concentrate on the simplicity of procedures, loweri switchin os‘, @ng a
wider range of unique services, of which theseywi come ¢h er a@?]tage for
NNy
ventio

the customers who want to switch from the na\ banking to @IIC banking.

In a nutshell, the corporate exé@wd govern odi 4(T Islamic banking

should take serious actions and W perfo\v%e ,(@.mning to attract the

N
customers by using the researchafindings of ﬁ\is stuely«as %g;ffieline. By doing so, they
\He nd conv

might be able to gaina huge%sto- r br er @Nentional banking customers
to Islamic banking cus : { Q’
’ &
7.6 Implication{écon
@

This i yhas implic orfg f@e corporate professionals, executives, and
t

governr%

ban ctorin Oman. Itist e#‘sponsibility of the Islamic banking experts to devise

4V
%y,

//

heng” ?nec y actions to successfully establish the Islamic
p \ and services in a way which is easily understood by the common public.
6 er, to make these products and services of the Islamic banks available for the
ommon public, Islamic banks should define simple procedures and steps, enabling the
people to take maximum advantage of the Islamic system and to switch from
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conventional banks due to the elimination of the barrier of locked-in. This will most
likely result in attracting more customers to Islamic banks. Besides enhancwme
customer services through improved interaction with the customer, the t@}ould
also provide better training and professional education to Islamic officers.
Islamic banking corporate should also focus on physical quality anmme quality.
Lastly, the results of this study also have useful insights that can’be used by the
Government of Oman to take action in developing a stron L&c-ne ork across the
country to facilitate people who desire for the Islamic banking sy GM.

Thus, the study concludes that the people of O armly we m} t@lrmic
banking system. The study also concludes t mp@ facIQE~ of trust,
customer service, and religious belief, O IS prosr‘)ect and p@t‘lz\:e place for

Cqy &
O
QS
—_ % o S
7.7 Limitations Of The Study. q 43—
The present study w. }Mcte ng the cro s%ctional method to investigate
? rldl

the impact of the dete%[ exami . }‘1.6‘ smb’ on bank customers’ decision to
4

switch. Like other &@, this[s Iso rgwithout limitations. Firstly, this study
was carried atébcint i
Com cotfrs

collected !Bn@ inal and time-lag methods may produce
Y

Islamic banking services to thrive.

determinant a
differen@%{s an’dﬁg;]{esu@ various other options involved in switching
deciﬁ,A \C}’
\econdly, the study collected data through a quantitative method, i.e., survey
uestionnaire method. A self-administered questionnaire was used for the collection of
ata. Data collection using qualitative techniques or mixed-method approach, i.e.,

qualitative and quantitative, may generate different opinions of the people of Oman.
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From this method, the better the results can be obtained with the ability for
generalization.

Thirdly, the data was collected from 400 respondents from three@ities
availing the services of conventional banks only. The opinions of the ex ustomers
of the Islamic bank windows operating in Oman may bring some drfferent opinions.
Also, the data should be collected from the banking staff and \%@tional financial

experts as well. Moreover, an increased number of sample further authenticate

the findings, enabling a higher generalization of the ts. H ww t
limitation, the data was only collected from 400 r@mts ’ _\0}
Lastly, the data was collected from th tions ﬁ sca.t\gahar, and

Salalah). Data collection from other cities \J:

rth Iarifie@ggopinions of
the people of Oman. The limit of thr caED’ ns was d ine@lQe to resource and
cost constraints. It is recommended @Se data s\r&% C I& at the national level

N
from all big cities in Oman for %\dersgndin and ezgl’alizability of the results.

R\

\ -
7.8 Future Research %gs ’ { §

’ $ &
This stud;@as V%' ts fgbe future exploration of researchers in
the field. The h)&th ized ls exac:'/%éd by a self-report data collection, which
¢
may have a ;S%y toﬁards m‘ﬁloun thod bias. The present study was based on

*
o
=
3
@

Y
facts& pull factors, and mooring factors in response to

S

the ,decision to switch. Th @éh factor consisted of service quality, customer

three major; rmindh

ion, and trust. Service quality had three dimensions; interaction quality,
ical quality, and outcome quality. Future research should be carried out by

w
cluding other push factors than the ones used in this study to find out how these factors
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impact the decision to switch. Furthermore, other service quality models should be
explored and tested on the decision to switch determinants. T

The study proposes that other perceived relative advantages othe%\wrice,
religion, and social prestige should be explored and tested for a better anding of
this model. Oman is an Islamic country, where religion is the stromlling factor

that requires further exploration. In addition, it is recommendgd forfuture researchers
t

to identify other factors that can influence the Omani peopl cting them to switch
from conventional banking to the Islamic banking syste ‘\d
®
The present study examined four moorin . i‘ch_'@cost,

or ﬁ{?'e studies

complexity, locked-in, and apathy. It is recom t
that other mooring factors should be explo find Y; interaction

g

effect for this model. The factors exa i

e m@determinants that

play an integral role in customers’ @jon to SWE' > %t et'indicators should be
% r@

explored and examined for bet bility of the research of

similar nature. \ 1
The present r% ollected an ex!am@d data within the realm of the

'3
quantitative reseengn. T
ear i

ure éﬁfi}é,s should be carried out using the
mixed-method & alo antit l&é data and qualitative data collected from
respondents %erts rt;et uﬁde(s_t}a ding of the model. Moreover, it is suggested
in the q% method.t Fumem&? methods to be carried out, i.e., interviews, focus

grom&ussions, and indivi @‘-ﬂiscussions. From this point of view, not only that

IS'gathered in a quantitative way, but also detailed qualitative data that provides

3 causes should be explored to find out the impact on the decision to switch.
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The present research was carried out in the major cities of Oman. Therefore,
future research is suggested to be conducted in different countries of the Gulf rw
order to compare the results in various Gulf countries. c}

Lastly, it is recommended for future researchers to impl advanced

statistical tools other than AMOS, i.e., Mplus, SmartPLS, and R language for multi-

level modeling. Yy
7.9 Chapter Summary ‘\d

ey
This chapter has focused on the practical @ons, canclusi n' Iiﬁty ions,
: vervi\e' th&@s'tatement

and the direction of future research. It has provv?qg
and discussed the implications as well as COW : allﬁf whiteh had @Ejlar benefits
@lions as well as

e
corresponding recommendations w@ly forwa\edxa?w I/‘\'\

[

of O

3
@
@

to the related industry and the Go
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