CHAPTER 2

LITERATURE REVIEW \R

This chapter discusses the concept and development of Islamicifinance as well

2.1 Introduction

as selected theories and models on an individual’s switchiYE sion. Within the
migration theory, different models are discussed that leads eIec'ion of push-pull

and mooring model that makes up the overall construct of this study.

s b 4§
2.2 The Concept of Islamic Banking Y
il 5
Islamic finance is termed as the pr flnaﬁ‘:ial vicesfallowing Islamic

nce @sed and upon the

jurisprudence. Shariah is the tenet, upo Islamlc i

It ese p ‘blt@tlvmes are deemed to be

teaching of which Islam prohi

@cts with excessive

uncertainty, short sales, and f

harmful to the society and Mdf ‘ﬁanl 1998). Under the setup of

Islamic finance, the pa% e agr gﬁm@red to honor the principle of fair

treatment as well Mmctlt}f acts eover transactions under Shariah, as
%

is the case in fn 'to b@}nderplnned by real economic activities

characten%' sk-s [ tﬁ'e éganomlc transactions (International Monetary
\

Fund eral"l ina I institutions as well as organizations operate in
free mode. \c")

rom the perspective of the Muslims, people are the trustees of God Who own
hat exists. The Muslims believe that humans are responsible for the injustice,
mlsuse and the breaches of trust, which God has placed in them (Beekun & Badawi,

2005). In Islamic finance, practitioners must understand the fundamental concepts of

41



Islamic finance. Therefore, it is recommended that one should avoid causing wrong or
injustice to others, to be conscious of the realities, as well as to have a s
responsibility. It is imperative to always keep the principles of Islamic fin in'mind,
while negotiating a transaction with another party. The fundamental priéﬁn Islamic
finance is the prohibition of riba or interest while pursuing any finagCial transaction
(Abedifar et al., 2015). The Holy Quran is very particular whe iMs to riba, where
God has declared war on those who do not avoid dealing in R.re.st

'The Holy Book

of Muslims, the Quran, condemns all types of dealings invol ewticipaﬁon
*aX

sed transaction§ (if-%amal,

: d% tsi@ﬁnance is

fundTme I prin@?\g of justice,

reasonableness, fairness, and morality‘(Novikov et al. N

The main characteristic of I@ﬂ: financ\prg i

in the activities pursuing riba, and witnessing any ri

2006). Therefore, in Islamic finance, the word €

based on Islamic norms, which is based

N,

ot lending at interest.

This financial system meets ol s leading t sury% \emnation (Blitz & Long,
1965; Visser & Mclntosh, 8\ﬂiat a specific am. Usury is also prohibited
in the Holy Bible, sp% i ;(C@er 22, Verse 25) and Leviticus
(Chapter 25, verse &%6 . of countries limit their interest rate,
such as Canada & crimi i s that it is illegal to lend money with an

NN
| pfincCi i’ sysrsﬁ of law and interpretation that allows some

Y
to modernity (Moi@ﬁ etal., 2015).

6 evelopment Of Islamic Finance
Islamic finance is emerging as a rapidly growing part of the financial sector. It

is not restricted to Islamic countries per se, but is spreading wherever there is a sizeable
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Muslim community (Igbal,1997). According to the Islamic Finance Development
Report 2020, the Islamic finance industry saw double-digit growth of 14 percentw
to a total US$2.88 trillion in assets. This happened despite the uncertaint(;gﬁ\ross
the largest Islamic finance markets over the past few years due to s d low oil

prices and subdued industry growth in 2018 (Mohamed et al., 2020). Q

o
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The devd@wt of \Q}mnc@s oving at a very fast pace and is the key
¢

to almost e slim count thgt 'g‘gs to establish the Islamic financing system.
N
The Asid Pacific regiéh ?ablisﬁ@'a strong foundation for Islamic finance. Like all

othm@ns, the Islamic ban@”ﬁndustry is also growing widely in this region of the

ith tremendous expansion because the Muslim population makes up to 62

@ nt of the total region's population (Mohamed et al., 2020).
The Gulf Cooperation Council (GCC) is known to be the heart of the Islamic
world globally. Saudi Arabia is governed by Shariah law that hosts two holiest shrines
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of the Muslims in the Islamic world. Therefore, GCC is considered the center of the
expanding Islamic finance, which entails insurance, fund management, inve A

retail banking, and trading of Shariah-compliant securities, which is also f\to a

w

USD, while that of Iran alone is 698 billion USD, whereas, globally, the Shariah-
compliant assets are around 2.88 trillion USD. \,
Islamic Banking shares amount to 69%, Sukuk 1 ocer Irls 5%, Islamic

Funds 5%, and Takaful with 2% of total Islamic Finan sset Distr globally.

‘X
The figure below shows the amount of assets in billio D. J l .\0}
' 4
<
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\slamic financial institutions have recorded a remarkable performance in the
3 decade, and the global assets have reached to around 2.88 trillion USD.

Figure 2.3 provides the rating given to the countries based on the global Islamic
Finance Development Indicator (IFDI). It delivers a detailed analysis of the key driving
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factors in the Islamic finance industry to the key stakeholders. The five main indicators
for the IFDI are quantitative development, knowledge, governance, corporat I

responsibility (CSR), and awareness. According to the IFDI, following (@r top-

ranking countries: A
a L:

Most Developed Countries in Islamic Finance
Malaysia
Indonesia
Jordan
Pakistan
Oman
Kuwait

Qatar

- -
e o gourzﬁpohamed et al. (2020)
Mr@ic Finance 2019

Figure 2.3: Mo Ehope
z N
s 4
Islamic finar%sse S centra(e}fn the GCC region (45.4%), Middle

|

>

Sou&hj\ﬁast Asia (23.5%). Islamic banking is

East and Sout){&(%.
considered a&!@emic Ily‘i
banking%%kr'e can Dry)"e
import 3.6

pme. % of sukuk ou@;};ing and 77.6% of sukuk issuances in 2019 were in
\

J Nons where Islamic banking is of systemic importance (Mohamed et al., 2020).

: Malaysia is considered as the main hub of the Islamic financial industry, having
{

ablished the first Islamic financial institution in August 1962 known as Lembaga

i
r&’:mbfﬁ’lB IFSB jurisdictions. 91.4% of Islamic

m@hdlctlons where Islamic banking is of systemic

Urusan Tabung Haji, which allows Muslims to invest in the interest-free accounts in the
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Islamic banks. The developments do not stop there, as seen in the establishment of
Islamic banks in Africa in 1982 with a total number of seven countries. As a w

outcome of this initiative, the Islamic banking industry has thrived, an@mall

countries offered the Islamic system in Africa (Islamic Financial Servicéégrd, 2018).

-4
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N

Alharbi ( Xalyzel the tablls t of Islamic banking system from its

\
conceptuallza n interes elba&lgng to the emergence and establishment of
is/stu

Islamic b 3-1976). ntlnued to the spread of Islamic banks from
4

1977 t W|th S0 of{he phases associated with the modern Islamic banks

w e also undergone thg%ievelopment effectively. Earlier Islamic banks now

%s a strong pillar for the Islamic financial system, while travelling on the road of

thmuous development. Later on, other Islamic banking bodies were also established

to promote and regulate the Islamic finance industry in its true spirit, while the current
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financial crisis has significantly influenced the strong stage set by the conventional
banking system. On the contrary, Islamic contractual stipulations have |nt

certain features of inherent risk-return, which are sometimes not compat@w the
banks’ risk-return appetite (Ahmed, 2014). In addition, the accountlancatlon of
Islamic banking products seems to be different from the productsme nature of
transactions by the conventional banking system. The Islamic finafee practice under
the Western legal regimes has also been influenced b Y;ul'atory Authority
approach towards Islamic banking. As per Islamic princi the roh under the
law of Islam have been classified into riba and %there ba arjs &Feyvth or
increase, which has been prohibited by Shariahywhi an Yff\d it also
has been signified as a deception. Howev h

contract or the contract object (AbediM)ZOlS) é

The study by Ashraf (ZOl%amines Yel m‘éﬁ and growth of the

alr y eX| |n terms of a

N
Islamic banking system in Paki l%nkin has bzé@stablished ata very rapid

pace in the last two decad \h m amnd no sllm countries. In the other

countries of the world, ention ;/Jn bf@mng has dominated the financial

system, and in varwountr‘e

banking system\hl ow
¢

advanced c gﬂa i

like/the énctj?rope In this context, the Islamic financial

tlng side by side with the Islamic

re is er3|f|cat|on trend observed, such as in

instrum% e alsd prfered?by conventional banks. Moreover, the Islamic

banmﬁ/stem has kept on g@ﬁg and emerging as a strong banking system, which

|s nS|dered as a niche industry of the existing financial sector services.

Q The emergence of Islamic banking has been investigated by Waemustafa (2013).
h

e study indicates that the evolution of Islamic banking has brought great changes to

the industry of finance. Until today, Islamic banking growth has proven that Islamic
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banks are appreciated and are demanded by the people as well as preferred by the
Muslim majority. Further, the Islamic banking system can operate parallel to trawml
banking products and offers a wide variety of products and services, th \vhich
Islamic banks can cater to the household and corporate customers. A

In the 21 century, Islamic banks have realized that their Sk exposure is
considerably higher than that of conventional banks. The nature of slamic mode of
financing has provided higher returns and risks, especiall me

tslamic banking

instrument is not carefully exercised according to the prifngiple o SWhe role of

o N "X
Islamic finance in sustainable development has been i gated By Sadiq 4ng\®‘shtaq
(2015). The findings of the study show that thYm C f@ tem@?played a

fundamental role in achieving the goals ustainable; de pmeq@:z:he country.

sp units to serve

Besides, the financial institutions k ablishe
microfinance consumers in the Islarﬁ%nks to aXve Q@ﬁonal diversity and to

N,
minimize risk. Institutions oh% icrofinance p@::% key role to establish
sustainable avenues for the i hn or inan e@'fectiveness.

N
% 4 ¢ &
2.4 Major Challe of IslarTl M ng I%éumn

| sy has a lot of opportunities, yet it is not

Although, the tslami
i
without ch 5@ Oman i%g?hallenges since the country established its
% NN
Ingi ?j et a‘l&

Islamic% ndustr. 012). The foremost challenge faced by Oman is
Yn

—h 0

to ish its economic in@f according to Muslims’ traditions, ethnicity, and
b%%urrently, the Sultanate of Oman is supported by the conventional financial
ector, which works on interest-based mechanisms, due to which it becomes a big

allenge to develop a parallel Islamic banking structure as an alternative to the existing

conventional financial system. The majority of the people, even Muslims, are not much
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aware of Shariah and its philosophy. The mechanism as defined in the Shariah
philosophy is complex. If the interest from Islamic banks is abolished, it will mw
Islamic financial institution akin to charitable institutions rather than rcial
services that offer financial services without any return value. HoWAg this is a
completely wrong assumption. Interest-free Shariah Islamic finance %Tyfor charity,
but in commercial finance, Shariah has different procedures_lai wn that is very
critical to be understood for consumers. SY.

The Islamic retail banking in Oman faces various lenges. e greatest

Ay
challenges around the globe is that supervisory a@atory fram rl‘s&@@ ning
nti

Islamic banking were initially developed for t e Knﬁl ng %ggm. Such
opnien

frameworks emerge as hindrances to the de t i banlgéggnce they do

side@‘é Islamic banking

(@]

not take into account the special nature& hac banki

industry still lacks a proper econom ale (Ha\etgl. 0Q7)r The Islamic banking
N

industry operates in an envi ronr%ere th'ére is@weak cial infrastructure, legal

and tax rules, conditions of hban:ll' , an@ss to financial safety nets. In
most countries where%gve-me i

consider the special Gb@:teristt'
bank liquidity, &6@: i safe&%éts (Ernst & Young, 2014).
Aot

¢ ! L?
llenge is_th sié o(ljs amic banks in Oman. Currently, the size of

NN
Islamic % eratmgb'g} an isﬁjch smaller than the size of conventional banks.

Follﬂm this, the infrastrut\ of Islamic banks is also not as strong as that of

"c'ondbons are available, they do not

nciagéuastructure, legal and tax rules, central

c ﬁﬁonal banks. Therefore, the competition between Islamic banks and established
d entional banks, such as Bank Muscat, National Bank of Oman, and Dhofar Bank
mains quite stiff. The establishment of Islamic windows in the existing conventional

banks is another challenge because conventional banks have more branches, a greater
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number of ATM and CDM, better mobile applications, better online banking system,

and trained staff. Due to these factors, a customer finds it relatively easier to S\To

the Islamic banking window of the same conventional bank where they ha \iy an
account instead of switching to a newly established full-fledged Islamifé%.

It has also been observed that Islamic windows are promotingmven playing

field since they draw liberally upon parents’ resources, and at hm: time are prone

YTSI mic banks with

to non-compliance and credibility issues with the potenti

the conventional banking sector. Currently, Oma joys aWstablished
®
| | . . N\
conventional banking sector with a wide network of hes, while th} s@ ime,
full-fledge Islamic banks are trying to set up n ches\ d t@l'-fledged
Islamic banks, windows have a higher nuw bramches; hich,ég?against 19,
while 33 branches are outside Muscawance comp to @f the full-fledged
Islamic banks. % \>T ,<\
i%! ol i

2

Islamic bank windows y Islamic bafking products and services,

while the conventional bar%thesls n carr$ﬁt Islamic banking business.

There is co-mingling s ic bank winflows ide finance with parent banks or
’ $ &

other conventional ks bec;ar? ertai%@mitation of the Islamic bank such as

g,

indﬁdent core IT system and interfaces.

Islamic banks 4do ha '
Additionall g@ is Ia‘k ffer@ tion by credible third parties. Moreover,
window; %ot ir ded:%?ted treasurer to manage Shariah-compliant
inst“&s for their treasurK@t"g;ons. In such circumstances, the customer feels
hesitantto move from their current conventional bank accounts to the windows of the

ame conventional bank because there is a lack of trust as they feel both are alike

slamic Financial Services Board, 2018).
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In all service industries, especially banking and specifically the Islamic banking
sector, human inputs are considered as most important. The bankers are positiv
Islamic banking products and services. However, although they deal wi mic
banking products and services throughout the day, yet, they are not rrr*ear on the

scope and mechanism of the Islamic bank and product systems. This ifidicates limited

training facilities resulting in scant product knowledge, whic iMately translated

into bad customer service and experience. Such an inabilit slar'\ic banking staff

turns into a relatively less proficient and inexperienced -offige s deal with
oy
customers because most Islamic banking employees t have dee nﬁw é'd}e and

enough experience in Islamic banking system (K 014{ bR

NV
X
Q\’/ Xl 43
2.5 Theoretical Background \

An understanding of theor(hjecessar \a‘ u q(m\anding of the model
ﬁy N,
(Weick,1989). According to LQ (20&3), t nizinéﬁg)resses the meaning and

significance of social phe?e. 4 It‘ cusses pe@’ everyday experience and
generates expectations% ial world. T, e‘gfya@'data are interdependent in social

’ &
science, and the n;@of dat‘a m e acgse'd without theory and theories cannot
be validated in%s ight 'ay thréﬁ’gh ‘data’. In this section, the Migration

¢
theory and %-Pull Migr orgmégl)are discussed.
NN

% aturel hing“bchavior shows that the term ‘switching’ is often
as&m&o indicate the switK' decision of customers from their current service
p }&s to the provider they desire. To better understand the switching decision of the
usStomer, the current study builds upon on the migration theory, which uses push-pull
nd mooring factors. Out of these three factors, push factors relate to the negative factors

that push the customers to migrate from their current banking system to another banking
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system. On the other hand, pull factors are the positive attractions that are perceived
about the new destination, i.e., the Islamic banking system. However, S\Aw
decision from one service to another service is not easy and simple. Ther@%&rtain

barriers that influence the decision to migrate. These barriers are kn mooring

factors (Misbah, 2014). ?

All the theories and empirical tests have a different purpose I inquiry; hence,
hz foII[)

they all are equally important. Consistent with this, the sec ws discusses in

detail the migration theory, push and pull model, and mooking factors:

ay
ssing the théory. @ation

igr% two\B‘Eces for a

igration da‘oen on thésn;th of time
involved; it can be permanent or twa The co of@ﬁration is further

bifurcated by Dadush and Niebuhr ) that mi gca h{\?oluntary or refugees.

Similarly, scholars attempt to %

involuntary witching (Keav XQS).L

It is important to define terminologies before
is defined by Boyle et al. (1998) as a moveme

certain period. Cohen (1996) states that

N
'tch'nq(:Behavior as voluntary or

untary sw':&hng occurs for certain reasons,

for example, due to th% of co:s ervi i‘ or d@'to high competition. Contrarily,

L

involuntary switcwurs @h& Iosigof other things by the service provider

(Serra, 2006). N
N, O

i
Mi &@ a broad coficept and is viewed differently by different disciplines.
NN
Migrati% subjec J;arries\}out an interdisciplinary approach; each of the

disc'nm shares something @r theoretically or empirically (Gheasi & Nijkamp,

2 ."For example, anthropologists view migration as the network and transnational
ommunities, while geographers show interest in spatial dimensions of migration.
ociologists and economists draw attention to the importance of social human capital

and highlight the hindrances they face during migration. Political scientists focus on the
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interest of organizations in formulating public policies. With the help of legal scholars,
the impacts of migration on sovereignty and citizenship were found (de Haas, .
Historians highlight the complex experience and make people understam%\mept
of migration through experience, and emphatic understanding of pes, and
ambitions of the migrant. Demographics have perhaps the best emp@rasp on the
movement of people across the boundaries. They discussed the' theoretical and
methodological tools to show how the population dynamic Y

in lioth sending and

receiving societies (Van Hook, 2003). The details of migration th rinmarized

in Table 2.1. é | _\C-}
b 4 \/Y'
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Table 2.1: Migration Theories Across Disciplines

Discipline Research Units/levels Dominant Sampl
Quiestion (s) of Analysis Theories Hypathes
Y -
Anthropology How does  Micro individuals, Relational/ Soc'ﬂorks
migration households, structuralism help maintain
effect groups and culfuk'ﬁerences
cultural and transnational
affect ethnic Y'
identity?
Sociology What Macro/ethnic StructuralismVncorporation
explains groups and social or aries with social
incorporation class and human capital
and
exclusion?
Demography How does  Macro/populations ion a
migration or, im;ég)‘n
affect ize, small
population impa age
change? ugture
Political Why do More i Insti tates are often
Science states have macro/politieal ﬁr’ed by pro-
difficulty in  and inter ‘iow immigrant interest
controlling S 4&
migration? O
Law How does cro an i%i I'sho. Rights create
the law mi %olitic i n{sﬁ incentive
influence an systém barrow all structures for
migration? sotial nce) migration and
A incorporation
Economics What icro/individuals! Rati ist, cost- Incorporation
explains-the ﬁeaﬁts and varies with the
propensi ' utility level of the human
migrate an 4 g £, jmaximization capital of
itseffects? \ (_} behavior immigrants
Geography W l Macto, Meso; Rational, Incorporation
xplaips th icre/indivi ,  structural and depends on ethnic
Watia 3 graup transnational networks and
% erns of MUSE-} S residential patterns

igration?
%owd we divi
undgv): £
e

Is/micro
r groups
th
immigrant
experience?

N
\C-)

Eschew theory
and hypothesis
testing

Not applicable

S .

rettell & Hollifield (2000, p.4)

0 The above table shows that there is a need for research on migration in the

banking sector.



2.5.1 General Theories of Migration

The first theory is called Ravenstein’s law of migration. This law is basew
concept of social science to describe human migration. According to Raven(tgs 85),
the majority of migrants move only a short distance in one migration*This standard
further assumes that the migration process proceeds step-by-step where'each current of
the migration produces a counter current. The standard further

xamines the gender and

®
. . , . N
analyses in terms of migrants’ age show that adults milies frare m‘gr_{e’put of

by{r‘&érence to

the great centers of commerce and industry.4&urth stein .@:g that natives

of towns were less migratory than th %al a arge@hs grew more by

migration than by the birth rate. He@gSer discus gb ItS*of migration, such as
N

that migration improved tran%m, (ﬁvelo co rce, and increased the
migratio

working industries. He st m m1 ion v@ caused from agriculture to
industries or commerci%a ,

was economical (Aﬁquer &f i
d

er ( iciz@‘favenstein’s laws by saying that a Push-
B

Castles
\ U &
Pull Model Sﬂ@sredi t éﬁts(rjo densely populated areas to more sparsely

% "
populated regiéns (T@b 5).@ater stage, the Gravity Model was introduced to
L 9

predi e interaction betwe n%’v(/o or more places. This model has been used in
g%ME y to stimulate a variety of flow patterns, such as mail flows, traffic, telephone
& , and migration (Bouchard & Pyers, 1955). The gravity model is especially used to
ccount for any interaction or flow, which is expected to move from one place to

another. The original gravity model is based on Newton's ‘Law of Gravitation'. The

their country of birth, and migrants moving lon

of Ie@'that the major cause of migration
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gravity model has two-fold theoretical principles; one is that the degree of interaction
is directly proportional to the size of the masses, and the second is that the de?!n
interaction is indirectly proportional to the distance that separates therrﬂ%ﬁes &
Fotheringham, 1984). Ravenstein later applied these principles in th f origin-

specific, destination-specific, and network or potential models. Y'
This model was later reformulated to account for a _network of interactions
m zi lot of criticism

between the places (Sink, 2010). However, the gravity m

related to the validity of the population size as a p tion jforce. for attraction.

"aAx
Furthermore, the simple linear distance was used an frequency, rﬁo@nt as
oth

well as the cost of transport were also consider ak_poin e@icism of
this model was that the model treated all t igrants aﬁ oné*homo Yu; group and

did not describe the age and gender sel 'thf migratio ere@% it was suggested

that the model was too simple to aa@s‘or aco gwe E}'ron like migration and
N
had no theoretical bases in soci [

=

es a & Porell, . However, later on, the

model was modified to make_it im’ applicab e:e‘study various forms of flow

patterns. c) 3 Vj "l 0’
&
Later on, an erican|s \reg st, St (Lﬂer, modified the gravity model and
formulated his @ing

i
¢
intervening %r)nitie > that at&i ‘égumber of persons going to a given distance

NN
is direc% rtiogal.to ? num@ of opportunities at that distance and inversely
L 9
prom&al to the number o@térvening opportunities' (Stouffer,1940 p.846). He

f%ﬁ!laimed that there was no necessary relationship between mobility and distance.
nstea

d, the reduction observed in the volume of migration was due to an increase in the

ity @Yel in 1940. He introduced the ‘law of

umber of intervening opportunities with a rise in the distance. Further, he suggested

that the number of migrants from an origin to a destination was directly proportional to
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the number of opportunities at that destination vice versa (Mangalam & Schwarzweller,
2016). Yv

In 1966, Everett Lee proposed another comprehensive theory of migration. The
theory formulates the factors that lead to a spatial mobility of the populaﬂ;@ any area,
and they are factors associated with the place of origin, factors associated with the place
of destination, intervening obstacles, and personal factors. T ism{y advocates the
idea that intervening obstacles block the migration to cert ys.

w‘wereas push and

pull factors promote the migration from the old area to new pne™LhiSimodel was

other models to show the patterns of migration

The "push-pull” framework (Bogu

intervening or mooring variables (Lee& Efi':)lloon, 19
migration research. Essentially, this@%igm sug\tga @\are negative factors in
)59 N

the origin that push people aw%e pogtive ctors% e destination act to pull
people towards this side. T. man] actors i ct (Chang et al., 2014), and
tend to influence migrati ision fram o ‘Bfamb‘another.

NI

The push ;QQ const' anyt&glor any number of factors that force
out '

people to mov

'a. TES@/ are three main types of push factors:
economic, ¢ alyand enviro eﬁal(ﬁ%re are other underlying factors within these
three ty% ush fa ,‘Jor exﬁ)le, few opportunities, discrimination, loss of
Wqud war. As shown in@g‘;ure 2.5, the push factors are what drive people to
\Mt of a certain Location A. Factors that induce people to move to a new location
revcalled pull factors; a reason due to which an individual or a group migrates to a
ertain area. Similar to push factors, pull factors are also divided into three groups,

which are economic, cultural, and environmental factors. However, unlike push factors
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that lead to the reason for leaving, pull factors deal with the reason for moving to a
certain place, for example, job opportunities, better living conditions, attractive ]

and security. Pull factors are an integral part of Lee's migration model @they

show the reasons for migrating from one place to another (Mangalam &S&arzweller,

2016). T
Intervening obstacles are the hindrances in the migration¥decision, which

prevents the migration decision to a certain area due to t mm ntal or cultural

feature of the land or any other factor. Cultural interveni stac sWral taboos
| ]

Y-v
ental intervéning _{b}acles

i I%' bst%fgg are key

inteoYem place,é;zc:ation Aand
o)

on travel or traversing hostile territory, whereas en

can be physical features such as mountains or

aspects of the model as they help in identi

location B (Colgate & Hedge, 2001). \

Finally, the personal facto of the )zw%p %e The reason behind
it is that instead of the actual f%&oma?ed e 2&3‘? of origin or destination,
the perception of the indivi mthos ism ﬁéhfluentlal in the actual act of
migration. & ' '

Location A Location B
Intervening Obstacles

Intervening Place

Ve

0 Sources: Bogue (1969), Lee (1966)

Figure 2.5: Lee’s Migration Model
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Although Lee's theory (push-pull) has been acknowledged as a path-breaking
model as it explains migration at different periods and has stood the test of tlme,
faces huge criticism. Many scholars claim that the determination of plu |nus
factors at both origin and destination is difficult to be identified b!Ag they are
quantitative and especially for different groups and classes of the pechrthermore,
the presence of intervening obstacles is not helpful for aphers for the
identification, regarding which factor is a major influence d hIC'l one is a minor

factor. For this reason, Lee's theory offers less practic idancge oI|cy and

decision-making in developing nations (Lee, 1966).

Push-pull theories are a prototype versi

o-@ orm&%’ they see

mecind ortum&\gaps between
origin and areas of destination. In a sl@wtext, the ity @EI was developed

in the early 20" century by geogr and la ?do t@\oy demographers and
economists. It was derived fro wton’s la gr% t0 predict the volume of
migration between places tri Mh pulation size and economic
opportunities in destm%w rlglf‘ye'H 2021).

\

:
&

25.2 Comparl o ene |es O

migration at the macro level as a functio i

Mol ) re e ﬁ] atl n theory and presented a migration analysis

theme that highlight ?/vmgﬁlflcance

AThere isa percepﬂ@f'optlmallty in the decision making of people, and if

-\\- people’s decisions are not optimal to the extent, it is because of insufficient
0 or incomplete information.
2) Inthe financial sector, it has already been acknowledged that there is hidden

or incomplete information that customers/consumers do not have access to
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complete a necessary information (Ennew & Waite, 2013), which creates a
strong impact on the decision-making process of the people. Yv

3) The purpose of finding a distinction between migrations of spe@‘h}s for
the desired opportunity. On the other side, contracted migr. dertaken
to find surety of opportunity, which the destination alreadyyhas.

4) In terms of distance treatment, which has a strong i M the decision of
migration, it is related to the opportunities spre %e istribution of a
geographic area. The cost of space in terms nsp taW\‘/ing from

ial inh@ren tt‘eﬁ@éz; of

ati% bR

one place to another as well as elements o

search needed for access to completey N

demand=side im@ggn types and
numbers of available opw:as for m |on.®<1<the other side,

processes of supply-sidCﬁjrelate \}a i s@"people like people's
N

5) There is a relation between processes

preferences and ¢ of ndema ualo&@ith obstacles, and the

relationship betvﬁ_\vcele and-%s@ply.
6) Highlighti ce of maki tlﬁe@vement attractive, decisions are
’ 4 ¢ &

related l\@idenc‘e orki%(piace relationship, heterogeneity in

mov@)rop Qaabor@rket in terms of movement as well as the
¢

r&)ahip twat%ﬁn.(j)

N
Ql’ di Pfers he period involved in making decision related to
L 9

A migration, the ana@"ln the present and past decisions of migration, and

E\ impact on changing the environment of the national economy on decision

making of the people.

0 8) Aggregation question associated to the relation between the behavior of

people/individuals and analyzing the aggregate movement of the patterns.
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Molho (1986) and Misbah (2014) posited that the analysis of migration is highly

important, but at the same time due to the complexity of the area, it theoretlcally

a diversity of approaches. The selected theory for this research study is Le@tlon

theory. A

2.6 Migration And Switching Resemblance
In 1988, Ernst Ravenstein first discussed migratio oz in |s report, which

was published in the Statistical Society of London So€iety jo nw d Law of
s§, t -

IS NO

consensus on its clear definition (Moon, 1 gr tioh d I W|th the

inferences of population movements and th ir |on9‘Dy 1956 ultaneously,

Lee (1966) claimed that distance an@ty did no teréfher every act of

migration involved an origin, a destﬁg'sn, and a Yen guSt of obstacles.
s 0 el
i

According to Du Toit ( gration is aimave n space. He emphasized

that every move, either fr&\;smg’: street or §§mg to another country, had
similar attributes for w idual. He f r}h(er@phasized that migration was a
movement of an i ent h\u’:} g wf@@.&laluates the condition and opt for a
change that is ¢ SI das vem 4"

i o ?
Thu &@hea ove d uéloQJ is reasonable to synthesize that the concept
of mlgr% emblé fe S |ng decision in many aspects where migration

ter be replaced with @érwce switching terms. In other words, a service

s%\ﬁhg involves moving from one service provider to another in order to achieve
r

d services and offers, which migration is accompanied by a certain level of
bstacles during the switching process.
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2.7 Migration and Switching Barriers

Migration involves the movement of person between two places. The mo t
has broad-range international migration (migration across countries) @rnal-
maternal migration (within the same country). It could be tempora ermanent
(Boyle et al., 1998). Hence, holidays and business trips are not consi¢¥1~as migration.
Jackson (1986) put forward that migration could be voluntaril forced. He also
believed that there might be factors in the migrant’s own yt.ha

' constrained the

migration decision. The phenomenon of the service™provider i nable and

‘X
straightforward. Migrants (consumers) move (sw%from ne ur‘try_/\‘-érvice

provider) to another. They may freely choosY,m rate é i between service
Also, t %

providers and thus become voluntary migra hea‘ may-feel th ve to migrate

(switch) when the current service pro clases the serviee!'In s@ cenario, it would

be forced migration (involuntary qu-ng). (ﬁgm ,@nch from one type of

N
service provider to another typ%vice rovi ,qsuczs?s)switching from a health
club membership to plasti%\zy ti an th@ysical appearance which is
similar to internationalimigration. Sometime ,cbns@ers switch between the brands of
’ 4 ¢ &
service provider v&gsimil?r \&L nal m\§mion across urban location (Bansal et
al., 2005). Thusgmig

ion swi@ﬁg has close resemblance.

in’s on’ laid down the foundation for the Push-Pull

¢
The hll madel o iJat'QJ‘n‘Ras a long history, starting in the 18" century
% NN
when R% ‘LMMig

mo berle (1938) fully @ated the distinction between push and pull factors

\,51982). However, Jackson’s (1986) Push-Pull model represents the most

(Cewi
@ rtant contribution in the migration literature to the present day.

Lee (1966) added ‘intervening obstacles’ to the push pull-pull model. His model

argues that human migration receives influence from three kinds of factors; push factors
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related to the origin, and pull factors related to the destination. He further stated that
push factors drove people away from the original place, whereas pull factors a?m
them to the destination. Mooring factors, on the other hand, are the factor@hders

migration (Moon, 1995). A

According to Boyle et al. (1998, p.64), any simple comparisq between push

\ouﬂities. Obstacles

vent the occurrence

rs ar sthdividual
®
Y
| S
ior@ mq@g factors

; subj%?vv\;ze~ norms, and
he @and moving cost

and pull factors is complicated in the presence of intervening

like family obligations at the origin or the high cost of mo
of migration. Therefore, even though the push and pull
may not migrate (Lee, 1966).

By applying the intervening factors fro
are the variables of switching of service su

attitude towards switching. Constrain\%a .

(Gardner, 1981; Lee, 1966). Servic &L ., 2000; Jones et al.,

2000) state finance, time, effor.

switching decision. In mig%\:onsea’c i s moderate the relationship
between push and pul%s T u

surmounting the intérening o? ne %Qbe most important issue in migration
decision is the diffic of i go es (Lee, 1966). By extension, it is thus
¢ ' Ct)
expected th nif push and Ilfac@s are strong, a consumer may remain with the
NN
current sérvice'provider. ooring factors are strong (such as, a high switching cost

L

orc icated procedure of s@ﬂing may not let a consumer to switch).
%\This research study is based on the identification of push-pull and mooring
actor

s for the switching decision of the customers from conventional banks to the

he vo

slamic banks. The barriers are the ‘intervening factors’ or ‘Obstacles’ that hinder the
migration (switching decision).
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2.8 Switching From Service

Gerrard and Cunningham (2004) define switching from service as the ew
customer from services. Based on the studies conducted in the past, rese@have
found a list of factors that created a strong impact on customers’ ion-making
process to stop taking specific services. Roos (1999) discussedWent models
developed by different researchers to identify different behavi rmstomers related
to switching from service. The study indicates that usua &; in the service
received leads to dissatisfaction. However, dissolutio mmo IWime. In a

] 9. °'X
subsequent research study, Edvardsson and Roo 03) highli fn@dual
nce sor Ieas@?ncidents

that.ébg; unpleasant
theé‘mrs identified as

dissolution is normally placed when customer

q@cussed categories as
N
defined by Keaveney (1995) in hi hing service tapic iq%?der to understand factors

e N
in which customers switch in the kir cto Ma@hors (i.e., Carteret al., 2016;
set

Gilad et al., 1987; Le@j&. 2007)

bp@y of repertoire market to group

t
s &)
factors in related ¢ lQ{ies incl i stochasti¢), ED (expectation disconfirmation),
and UM (utility moaximizati astic rs include inconvenience, ethical issues,

i

¢

and invqunES’s@tchi , usu y%’eew happen by random and not in the control of
S

NN
service % hese facto i{e exp@ned in the subsequent section. ED (Expectation

discmhation) includes fail@é provide core services by the service provider and

t%\p)nse of not meeting expectations of customers, and considered as major reasons
0

itching service. In general, customers evaluate their experience with the service

qvider and decide after comparing perceived performance with some standard of

consumption (if banks fail to meet expectations of customers, it is most likely that
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customers switch the service provider). UM (utility maximization) consists of the

competition and the price, which presumes that customers are constantly Ioolwﬂ!r

better service or utility and as they succeed, they immediately or gradually@thelr

service brand (e.g., if another bank is offering a better offer to custo h as low

charges on different services, most likely that the customer will swith). In UM,

push factors are seen as negative factors as they are shifting cu owrom one service
N

provider to another. Therefore, poor customer service, p ity 1f products, and
poor prices influence customers' intentions over switchi ‘\d

"y
igrate land_the ‘nf@ce of

gra\ ude@'clmed to

(200 factors that

The attitude of migrants towards decisions
migration is by which an individual holding a
migration. Subjective norms were added

contribute to the decision making in Nass of mig I—@‘fers to subjective

norms as an individual’s behaV10r i ain wa gso 1@essure Ajzen (1991)

argued that the theory of planne%or es?ab lis ha&l}?h?aworal intention affected
real behavior. There are di \

| rom, diffe eﬁ}%tudles on subjective norms.

Bansal and Taylor (20 n subJ tive or‘m&@‘th intentions over switching and

’ &
find that there is n ect or 1t tlonngoetween them. Additionally, Bansal

and Taylor (20 st mt@)&ins are influenced by attitudes related to
SW|tch|ng c C.)

AI SWidi 4) claim that subjective norms significantly
mo the relatlonshlp bet attltude and buying intentions. The results of their
S owed that subjective norms significantly moderate the relationship between

Q des and buying intention as well as between perceived behavior control and buying
t

ention. Furthermore, subjective norms significantly influence attitude toward buying

intention.
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Kilic and Uray (2015) describe that electricity supply is a business of service
similar to telecommunication, banking, and insurance, and undoubtedly the relaw
is a key differentiator in the service market. The relationship of an organizet'p\spank)
and the customer starts with an incident that ousts a client’s agenda ( Sesser,

1995). Out of many switching factors, satisfaction is considered a pQular switching

factor. However, other variables are relevant to this reIationsQiNies et al., 2000).

Several factors, such as switching cost, service quality, tru iCe, soc"al bonds, value,

and many other variables have also been studied e ivel bw‘rs in the

developed part of the world. | _\C—}T
Another highly elaborated conceptual switchi ervic@)%pears in

the literature in the late 1990s. Keaveney (19% pted:\he itical | VertTechnique

(CIT) while examining an incident-bawa, a study t

the collection of observed incidenosthis stu\Kegve e 'l\dentified a variety of
N
factors, such as inconvenienc i , famjre core Q?Cnce, failure of encounter

service, the response in t %e j rvice, co ion, ethical problems, and

involuntary switching. Simi , Jonesiand ss%r@%) conducted a study to identify
’ 4 F &

the effects of satisfaétion and @ swig.uq on customer loyalty. Furthermore,

Parasuraman e& 5) di that ice quality stimulated an antecedent of

¢ ! (,?J

switching i onvin bath hus ess'es &)Jb siness and business to customer settings.

NN

Qh, resear by @mler and Brown (1996) identified interpersonal
v oo o
bon an antecedent to lo a@"alongsme switching cost and satisfaction. Further,

@1997) proposed a model, the Service Switching Model (SSM) which was
S

Q lished from the study of Keaveney (1995). Later, Bansal and Taylor (1999)
examined the model and renamed the model as the Service Provider Switching Model

(SPSM). Another researcher, Roos (1999) developed the Switching Path Analysis
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Technique (SPAT), which was based on the CIT to study switching as a dynamic
phenomenon. The researcher also classified the factors under pulling, pushi

mooring (PPM) dimensions. Bansal et al. (2005) proposed another model@pting

the PPM model of migration theory in service marketing by usin imilarities

between them (Hussain & Rizwan, 2014). ?

2.9 Customer Switching Behavior in Retail Banking z '
The study of Clemes et al. (2014) identifies eig riables Wing to the
®

switching decision of the customer in Chinese retail ing. These rlz*)lfm lude

i tarKJYVvitching,

reputation, service quality, price, effectiv isi g,f i

switching cost, and demographic switchin ionad\y, gate a@*x.edge (2001)

propose a model of consumer switchwrla/ior in th

study argues that the consumer s ing proce\n\r?ta'

dissatisfaction or a problem situ%\h the service pr

who may opt to complain o%t\t;con[ . The stu& o concludes that consumers

are likely to complain problems, ich a@x licit such as billing errors and
:

blunders in the se’ré:“soﬂ the'o herha

where the natU\o pr '.

¢
uncertainty. addition t 's,"C@‘;LRners also avoid complaining about the

b@\ks usually starts with
N

O\Q':t/ér.'%oncerning the consumer
2
p

d, cgumers are likely to avoid complaining

al and characterized by the degree of

—
[
C%

inconverience'ef locati }prob@with the product pricing. Thus, consumers who
experi judgmental proble@?gmore likely to avoid making formal complaints,
rather they quit and switch to another service provider. The findings of the research
6 reveal that there are three categories of problems that generally influence the
onsumers’ switching behavior. Firstly, the switching process from the current retail
banking, secondly, failure of core service, and lastly, the problem with pricing and

67



denied services. The study is limited as it only focuses on the retail banking industry,
which makes the scope of the study narrow and it emphasizes only on trans?ﬂl
issues that cause service switching. Above all, it examines only one side @Jmer

switching and only switch from dimension, not switch to dimensi appen &

Pavithran, 2017). ?

2.10 Switching Behavior of Islamic Banking Customer Y’ '

Suryani and Chaniago (2011) classify five variables tha rwiomers in
iples, i@"‘bz;ing
ris@)’érceived.
res o@!‘%roduct and

Islamic banking. These variables are compliance lamic jpri

costs, service recovery, relationship approa stomér
According to Awan et al. (2011), most of custom
quality of service are major factors inw the select or I@ ¢ banks. Hashim

and Kadir (2010) state that poor@jce qua \%n qéhe critical factors in
N

determining the switching %monﬁ th ousttzge&% of Islamic banking.
Additionally, the success o@ bﬁ?ystg\ rgely depends on the belief
and trust of its stakeho% al

fully complied wi wria
advocated by w 15) =i

feponcdn

i
ance syste P{haU"z?)lQ) states that if the Islamic banks fail to

he Islamic banking system have

10). This view has been strongly

=
—

Sharj <<6ompliance is the backbone of Islamic

banking and_t
NN
comply% ariali” pri ?es ar&\rules, this may result in Shariah risk and the
Y.

shattering of customers’ trust.@ﬂdition to these, it may also lead to credit risk, fund
@al risk, reputational risk, financial losses, and failure of the bank (Ginena,
Q ). Such risk is evident from the results of the study by Ibrahim and Abduh (2013),
f which they find that customers tend to switch services due to the issue of Shariah.

Thus, non-compliance with Shariah principles is of the most important factor that leads
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to switching behavior of Islamic banking customers (Suryani & Chaniago, 2011; Wong,
2013).

Abduh et al. (2012) conducted a research study to investigate the s@ality
dimensions of Islamic banking and to explore the relationship betwee ice quality
and the switching behavior of customers. The findings of the study smthat service
quality is divided into five dimensions, which are profitability, the physical appearance
of the bank, bank staff, accessibility, and the cost. The res Ye.st'ldy indicate that
out of the five dimensions, service quality and pro ility o‘\@fificantly

, other dimensions fuc@vb'ank

Y, and re idered as

influence the customers’ switching behavior. Howev

staff, the physical appearance of the bank, ac

important factors. \, 0\ Q\\T

Another research study cond ingIndia on it behavior of the

customers in retail banking indicate@%@t factors,\h'rcgar esse ial in order to assure
ny N
the retention of customers. Th%rs ar@ customer szﬁ?ction, perceived service
c\kp

quality, effective advertisi 0 eti’ rg%ommitment, service failure,
reputation and image %;k i
Sharma, 2017). Pir et al. ﬁ
interest rate offered he
N "SS
loyalty. Ada'my, they als m‘shzﬁg that quality of service is imperative in the
int

NN
Jpusto1@s. Thus, enhanced customer service leads to

e, 'and)!voluntary switching (Khanna &

their y, conclude that the profit rate and
pla)@}%i'gnificant role in customer retention and
switchi ion
cus satisfaction and on@w the inability to provide these services will cause

c er to switch banking service. Employee retention is important as the literature
6 ests that retaining existing customers is more profitable than attracting new
ustomers (Chukwuemeka & Agu, 2016). Therefore, identifying and effectively
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managing the key drivers of switching intentions result in customer retention and

X
K\

Switching behavior has been described as a behavior of consungers who tend to

loyalty.
2.11 Switching Models

switch to another brand due to the non-fulfillment of the customers’ expectations
(Chuang, 2016). In the following subsection, the main theo aCav been developed

are discussed in order to conceptualize consumer switChing behav w different
L

industry contexts. é l _\i')
s b 4§

Table 2.2: Different Mo I avio@xZ~
£,
Switching Model/Theory Inm Context
Product Importance Model-  Morgan & spitality in a developed

country

Based Switching Model ( I
A Model of Consumer % eyhl 5) on |n a developed country
\an

Service Switching Behavior

q4 6
Switching Provider Switching sal A Developed country
Model 1999 %\
A Catalytic Switching Raos (1999)! Q. Telecom in a developed country
(SPAT) 2 P <</
The Switching Pro odel \rga e&H Retail bank in Australia and
' (200 New Zealand
Three Compo eI 0 ial eté}( 004) Auto repairs and hairstyling
Consumer itment ¢ service in Canada
Serv ro der

Pus MOPI’I g Ban et al. (2005) Auto repairs and hairstyling
Theory service in Canada

General Systems Theory of Jlte et al. (2008) Hospitality industry in
mer Switching developed county
\/ Theory of Consumer AISh et al. (2008) Adverting agent relationship in

Switching Egypt
rospect Theory of Consumer  Marshall et al. (2011) Financial markets in the
Switching Western world

Source: Nimako & Ntim (2013)
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2.11.1 Product Importance Model-Based Switching Model

This model explains the consumer switching behavior in the hospitality i :
particularly in the lodging sector. The Product Importance Model develop@\shroad
factors, all of which start with ‘C’; context, control, and consumer. ing to the
model, the consumer considers different products differently and its importance varies.

In line of this view, the importance of every given product_varies¥from a group of
|g ac

customers. Product importance describes as the extent t ')nsumer links a

product to the salient endurance or situation-specific go organ 1994).
®

Products can be perceived as instrumen%wdurin de dtng@m its
implication. The importance is instrumental I ad% e th@rpose of

viders,é%\?; after using
am @he importance of

owing is achieved. Thus, the consumer switéhes t procht

the products or services with instrum I rtance.

the hotel selected for the wedding f@lﬁonce the\edd$g
N

situation, instrumental import i splaﬁed whensa c@ner asks for a fine wine

for the occasion; in such ac }s

eljt' 0 'new'nE\becomes more important than

the occasion itself. Th der theicont tdesﬁhtion, a variable plays the greatest
’ 4 ¢ &

role in the switchwvior\t:ieu omeréﬂbrgan & Dev (1994) further identify

that price is an % imp or indjxﬁ*éwitching. Lastly, the study also reveals

i
¢
that under t G@ory the c suﬁe(,:;?amilyisamajorinfluencerfortheselection

pction is over. In another

NN
of a sewi videf. ?ver, &rding to Kurekova (2011), this model has a
limitation that it is only ap@le to the hospitality and hotel industry and not

applicable to other service industries. Thus, this model is not occasion-driven, and its

3 rtance does not expire with the use.

71



2.11.2 Model of Consumer Service Switching Behavior
This model is considered as one of the earliest theoretical framewo r
explaining consumer switching behavior. Through this model, an attempt eto
develop a generalized model of service switching behavior using an eﬂkﬂory study
design by way of the grounded theory techniques to classify the prm, incidents,
and non-service factors. All of these motivate the customer to switch'service as well as
the consequences on consumer switching behavior. Altho Ys; z]nd Taylor (1999)
identified eight casual antecedents to service switching b iora nW\‘/eral sub-
categories, however, they further suggested that more e studies eiui_&éd\)to test
the actual cause and effect of the identified vari im% : \Y*
ORI
2.11.3 Switching Provider Switchin %(SPSM) é

The Switching Provider SMQ Mo gl\/l iw redictive model for
N
’a stry2 T

customer switching process in ce indu e n@%’purpose of this model is
to extend attitude-behavior harjiﬂ%\i@y exploring the relationship
between general attitu stecific havior ('Ba@'l & Taylor, 1999). This model is
’ 4 F &
based on the Theor Plann \hawor ('Ig.)/ This theory is an expectancy-value
model, which i% ed i 'choI@Vﬁterature that provides a framework to
¢
study and es&rbeha or fro tH% iptentions in virtual and human behavior milieu.

NN
empiri ‘;ested%d validated in several social science contexts.
this model has bee @ﬁcized for having a limitation, i.e., SPSM uses the

ich examines only the cognitive dimensions and does not include the effective
& nsions or factors that ignite the switching intentions. It has also been recognized
at SPSM is limited to a few mediating and moderating factors, and it requires to
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include the variables found in other studies to establish a comprehensive model of the

consumer switching process (Morgan & Dev, 1994). Y'
2.11.4 A Catalytic Switching Model (SPAT) A

The model provides a methodology for analyzing relationshimg switching
behavior as a reference point. The Switching Path Analysis Techni (SPAT) covers
the ending of a former relationship and the beginning of an mli model suggests
that three main elements are involved in the switchingwprocess, wiwitching
of these i plai.rkéd}fvn'the

ak% r thi.@zabout the

need for switching. A trigger puts the co er,on the switehing p@ga:\d what the

consumer expresses on the path as aw}r switchi
determinant. This model emphasi@suat as a\SuIWof tj@\\witching process, a
N

consumer can either switch tot%ertialﬂ/. Th del/%?es that these triggers can
be situational, influential, @tio’ 00s, 1€§}Situational triggers involve
certain factors in the c%e S wa‘ ife s ‘}‘llasﬂé’hographic changes, which result

in switching coKation, \\fj; uentiia&mggers are factors related to the

competitive sit% hat 'cons to consider the switching intention.
¢

rsrefer to t“:%i&ﬂ 'Q/‘c-;aents during the interaction of customers and

NN
the serv% ider, W y Iead%e consumer to switch path (Nimako, 2012).
% 9
{

triggers, switching path, and switching determinants.

section that follows, i.e., triggers are the cause

ref@gd to as switching

2. \Me Switching Process Model
Q This model is proposed to identify consumer switching behavior in the retail
anking industry. This model states that the switching process starts with dissatisfaction
or problem situations with the service provider in relation with the consumer; the
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consumer may hence opt to either make a complaint or not to make a complaint (Wang
et al., 2016). The literature suggests that the consumer is more likely to complawvm
the problem is more of a manifest kind that presents clear evidence showing&gj lem
such as billing errors and service mistakes. However, a consumer to avoid
making a complaint where the problem is dependent upon the gment that is
characterized by the degree of uncertainty and perceptions inyolvedsuch as location,
inconvenience, or problem of pricing. Such type of cus rsy rather than making

complaints, tend to quit and switch to other service prov .Co ane (2001)
L

stated that there are three categories of problems that

ally influe ako&sge'r to
nHKJt ice\éﬁ of these
611 as mos@%grtant factor
that influences the switching decision.@r, the stu (CO@E & Hedge, 2001)

,k@'rking industry, which

is not without limitations. Firstly, ('ﬁjelated to %t
N

makes the overall scope of theerarro@/ in e ining;fl the variables affecting

consumer switching in othe%j\.hrieli e om.s*éndly, it focuses more on the
Servi

transactional issues t% ::'h‘ing}nd examines only one side of
consumer switchwurther, f
switching dimew.

switch. These are failure of core service, pricin

oémt examine the issues in the given

N
YIS
(o) b (Jc')
NN
2.12.1 Three-€ompd del onsumer Commitment to Service Provider
is model addresses L@dle of consumer commitment to consumer switching
i Eus. The model equates the customer to an employee and the service provider as
@ ployer. Bansal et al. (2005) drew on the concept of commitment in organizational
eh

avior literature by developing a three-component model of customer commitment to

service providers. This model conceptualizes commitment as three dimensions;
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affective, normative, and continuous commitment {Bansal-et-al—2005)—This model
considers commitment as a center to a relationship paradigm. The three-fold cwﬂzt
of commitment describes that the consumer may stay with the service pro@they
want to (affective commitment), ought to (continuance commitment), y have to
(normative commitment). This model is also limited to the auto-repaigindustry, and it
focuses only on one side of the concept of switching. Furth Mnsumerg switch
from one service provider to another and refrain from c m

rbout the issues

regarding switching while entering into a new relationshipwith an thWe provider
®

(Nimako, 2012). ? [ _\C}
? 4
\ g
2.12.2 General System Theory of Consu Switching TCS)

This theory states that besideswaa-pull a rin <<mework, most of
the other models have reviewed the@'ﬁhing be\f&Mf @mers from a unilinear
N
%ﬂ i 0 cé:% restrictive in nature and
&

perspective or mere cause-effe

do not reflect the true piu@ite ., 2008). ording to the literature, the

consumer service-sup;% 'onship%nj vi'evv@s a system, in which a change in
on

one component af QQver@ p glwhich is perfectly captured by the
. d

General SystemgI heory (G on %F’ an alternative framework of consumer

¢
switching f&%spit ity in st&i ne€ded to examine the dimensions of consumer
\
switchi% meno! Jare de@y interrelated (Bansal et al., 2005), while the

of this theory is tha@’yet to be empirically validated.

65.3 Push-Pull and Mooring Model
After discussing and analyzing different models of switching behavior, the push-

pull and mooring (PPM) model is selected for the study. The model of push-pull and
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mooring has been used by many researchers to study the consumer's switching behavior
in the service industry. Bansal et al. (2005) made another attempt to present a u

framework to better understand the complexity of the process of consum(r}skhing
behavior named as Push-Pull and Mooring (PPM) migration model™ghis model
identifies the issue of linearity that is displayed by existing mo of consumer
switching and highlights the need for a more elaborate fram cwt will minimize
the risk of developing strategies that either understate or t thi significance of

certain variables (Ojiaku et al., 2018). This model res es the swi behavior

nomenon. stdte.&(ﬂ)ﬁ' the

hu% phy@ provide
. %T .
TVICC other service

ous Qk of Bansal et al.

i}@ty between consumer

(2005), in which the authors have Q%y indica g -
N
switching behavior and human.mi Tﬂ Qc-l% hence similar to that of

with the migration theory to explain the marketin
movement of people from one place to another

a correspondence between the consumers’ switchi

provider. This seems to be appropriat&%aects the

n. The present st

Bansal et al. (2005) in which push, ullr moaring f s are used. To note, mooring

factors are used as swi ' 0’

’ 4 $ &
Bansal e (2005' \te\ at ﬁl&w satisfaction, low value, trust,

commitment, orgrice are pu
E .

moored by Itude towar

, whi@fﬂsumers are pulled by attractiveness and

e

itefﬂr@}s bjective norm, cost of switching, infrequent
N

switchi%h’ ior, ah y seei%. The details of push, pull, and mooring factors
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Table 2.3: Push-Pull and Mooring Factors Y‘
S. Name Title of Push Pull (%'
No of the research factors factors factor:

author paper %‘
1 Bansal et al. "Migrating™ to New low quality, low alternative  unfavorable attitude

(2005)  Service Providers: satisfaction, low attractiveness switching,
Toward a Unifying value, low qunfavorable
Framework of commitment, high subjective norms,
Consumers' price perception igh switching cost,
Switching Behaviors infrequent prior
switching, low variety
seeking
2 Valenzuela Switching barriers reversing bank nizatio organizational
(2010)  used to retain retail ~ mistakes, customer ibility, c ity, value
banking customer: compensation, ongruency’
Some empirical customer time and gruenc atr'fn%t?ue,
evidence from South  effort, treatmen relational value difficu of

American country  customers, co P o itchinﬁ'anks and

handling time \ Iac%f»ﬁttractive
power of ban % alternatives

employge
dé .
3 Houetal. The effects of push- Low enj nt, low di Ities ©|OW switching cost,

(2014) pull mooring on the  service satisfa tiuq\ hin_& weak social
switching model for ception o T & relationship, high
social network sites insuffici c} need of variety,

successful past

migration articipation
" % switching
4  Zhangetal. Online Servic\ Satis lackof attractive sunk Cost
(2012) Switching Behawior: “alternatives
The C of)%. '

Service Provi { Q

5 Hsiehetal. Post-adoption %ﬂ ecﬂ:) éﬁnd enjoyment, switching cost,
(2012)  swi Wehavilr iting an relative past experience

onlingrservic usefulness and

substitutes: & relative ease of

wecti e of th l (_} use
%ﬁ—pull mdori T C‘)

6 alternative switching cost

attractiveness

A social networking-

sites
\/Iisbah Customer Switching poor pricing & service availability of  Inertia (switching
(2014) Behavior: An incidents, situational  alternatives barriers)
Exploratory Study factors, positive
of Predictive Factors attachments,
in the UK Retail perceived switching
Banking Context benefits, positive

attitudes towards
switching and beliefs
of others
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Table 2.3: Push-Pull and Mooring Factors (continued)

S. Name Title of Push Pull Moori
No of the research factors factors factors Q
author paper
8 Xu et al. Retaining and dissatisfaction, alternative continuity, cost
(2014) attracting users in information attractiveness
social networking quality,
services: An empirical  dissatisfaction
investigation of cyber  socialization
migration support,
dissatisfaction N
member policy
and fatigue with
product
9 Sunetal. Understanding user’s  dissatisfaction ' effective
(2017) switching intention on and fatigue with i wtment,
Mobile Platforms product jecti S gpcosvmd
hab%
10 Nazmul Observing and food quality@ernativ ul:e _0_@ raint
(2017) Estimating the service quality, attracti\?ne S
Switching Intentions and pri T
of Existing Consumers \ b
towards New Ethnic Y.
Indian Restaurant in N
Helsinki % (*
11 Djusmin & Psychological N lity, jective nor@ commitment
Dirgahayu ownership of the dissatisfa ‘h\a u& affective
(2019)  behavior of switching% ractivéness  (perceived control,
instant messagin Py c} perceived
users dq % familiarity, self-
\ & investment)
12 Lu & Wung lysis @ attractive habit can affect
(2021)

13 Hatietal.

(2020)

&

players

Factors
ci
i Intention

obile

i .
ith théeurrent %obile games
\’wobil galnso

’
&

&«p:ice, product, price,  subjective norms,

togs prod
place/promotion, place, promotion,  switching cost,
h—pull-moaqri 'p Tprocess, people, process, past behavior,
heory: a serviges " p@-/ji al evidence physical variety seeking and
marketing mi evidence religiosity

# AN

AW
N
S
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2.13 Research Based on Push-Pull And Mooring Factors

—

Valenzuela (2014) published a paper intending to uncover the dimenmwﬂw
serve as a barrier in switching among retail banking customers. The result@}tudy
uncover a five-factor structure to measure the switching barriers. Th indicates
positive or more rewarded barriers, which are organizational Wility, value
congruency, and relational value, whereas negative or punitive barriers are difficulties
in switching and lack of attractive alternatives. The study m that customers’
perception is more influenced by punitive switching bar than eWclnes.

Another imperative analysis conducted by Kh nd Sharm 017y_®nines
the switching behavior of bank customers. i mKGf tud&meal that
reputation, service quality, effective adverw voInYtar witchi |stance and

switching costs have an impact on@ custom hl®<<5 translated into

customers’ switching behaviors. ud fu ic _X'hat young and high-

income groups are more Iikely%t banks.
fﬂ%r{ e

Misbah (2014) uses |o u:] @ izes upon the availability of
r.

stu I’s usses the push factors, such as

4
situational factors &e attaf \ms, perce switching benefits, positive attitude
a

towards switching, p03|

The E at esu ge ts a;lt EJ eful to explore this kind of model for the

purpose

J:Z

@43,/

other alternatives as a 0

sof s

.éz

ining't rent aV|oraI responses concerning migration decision.
Theg&atlon of such mod Qs'o provides a theoretical framework that allows the

e g of the migration population (Hoffmann et al., 2019). The decision to migrate
Q complex phenomenon, where the push-pull factors remain unsuccessful in
ncovering it completely. Some of the earlier studies have recognized the analogy that

exists between customer services and the decision to migrate to another service. For
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example, Bansal et al. (2005) identified 12 different factors for service switching
decision and examined them in a framework using push-pull and mooring factors:

this study, push effects included commitment, quality, perception aboul@}trust,
value, and satisfaction. In addition, the study further developed negati ments to
highlight the factors that discourage or push people away from the or&’hese factors
were called pull factors or positive factors. On the other hand, the&/mooring factors
included moving costs, norms, seeking variety, and infre a?r;v'lor, which could

mediate/moderate the push and pull factors. Earlier stu on this Wicate that

oy
service switching decision is not influenced t@tomer n ‘v@n of
characteristics of a service provider as convg 0 % nal@ors and

&
9
2.14 Determinants of CUStomers‘@'Sching ﬁ\ﬂ% F qﬁQ'\Previous Studies
S

The determinant of cu% switghing e aVi(Q‘:l%rived from the existing

literature are provided in T Eh \SQ
%
AN
N ,\ O
S
S

b 4
\,‘Z'

(a)
L
‘é\ N

N

attraction in alternatives (Bansal et al., 200 u\

%

:
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Table 2.4: Determinants of Customers’ Switching Behavior from Presi&&s Studies

)

S. Author(s), Year and Variables .
No Country Religion Family & Service Marketing Switching  Alternative Trust” Image Price Customer Other
friends quality  strategies cost attractiveness satisfaction variables
1 Awan & Azhar (2014) N Low service
Pakistan v v v v~ v v char
ges
2 Vyas & Raitani (2014) ez |
India v v | \d v v
3 Akhtar et al. (2016) L}T Customer
Pakistan N é ’ I ’y l v—-\ loyalty
4 Al Ghammari & Ahmed \'V N Clearance of
(2017) Oman {\Y. existing loans,
v V 0\ v time and
\‘Q 6& effort
5  Ahmed et al. (2010) - -\ ) A Customer
Pakistan v v - , v v lovalt
A AN yalty
6 Okyireh et al. (2017) & e N Age, gender,
Ghana — income,
= v- ' 3 Y &.‘ education
Mahapatra & Kumar A ‘,' ‘.' g Commitment,
7 (2017) India J ~ A y involuntary
\ . dissolution,
A ‘\\} {Z}— communication




8

Yv
N
g
b9

Table 2.4: Determinant of Customers’ Switching Behavior from PrWs Studies (continued)

\"ad

S. Author(s), Year and Variablesy," |
No Country Religion Family & Service Marketing Switching  Altern T?‘&st\dnage Price Customer  Other variables
friends quality strategies cost attractivene , o X satisfaction
8 Shahrinaz et al. (2017) N N N B |
Malaysia N V7 -
9 Mosavi et al. (2018) J O ~ T N J Customer loyalty,
Iran - __,-.T Perceived value
10 Deyalage & 4 \\y Q\ Privacy, fulfillment,
m product offering,

Kulathunga (2019) Sri
gal ) v v v v website design,

\
Lank c
anka K
-)

11 Soomro & Al-Sehli
(2020) Saudi Arabia v \*/

RT ) \&\ perceived usability

Y v Value added services




There are different reasons for people to switch from one thing to another or in
other words, switching behavior varies from person to person. To understand sww
behavior, earlier studies used a general framework of customer switchi@ one
service provider to another. This general model is based on the migrati ry (MT),
in which the highlighted factors of the switching were due to negativ€ experience or

perception of the origin, and positive perception for the destination. There is a

theoretical framework developed by keeping in view t igration theory, which

ices. hWknown as
®
_ _ Ay
particular aspects of the behavior and customer y and; ret |oﬁ _rﬂaj d to
C

switching behavior. Previously, a research st o% i gen@' services
switching behavior. However, the focus of‘the study wa\s more on t Yr;munication
and the banking sector in Canada, U\%&sia, but n O@t The purpose of

earlier studies conducted on switck%w:havior \a% 0 g{_l}ations’ point of view
N

emphasizes on a particular reasoning of switching

was to identify the reasons thatjée co%ume to swiaﬁa‘rom one organization to
another. \

’ 4 ¢ &
switching behavior, has@ dgmerous times by others, finding the
crucial factors @d to knoéﬁdge of the switching factors. From an

N |
¢
organizatio F@t of ie\,(?\,- ch@‘qactors are of great importance, but from
\
ﬁ:; t et fo

researcl% , thi§ i 1 used for retention and loyalty. Researchers suggest to
congi issatisfied custome@(ritching behavior intentions as well as the views of

S \u customers. Panther and Farquhar (2004) examined a loyal group of customers.

d ilarly, Yanamandram and White (2006) recognized the reasons which force a

onsumer to stay with a service provider despite being dissatisfied. The study also found

that inertia is a part of the obstacles in making decisions over switching. In the switching
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behavior, according to the literature, switching to rivals and switching forms occur.

Although not very common, switching still affects the service providers becau ir

customers are switching to other service providers. Particularly, in the bankﬁ%&stry,

switching refers to losing a number of customers or allowing the custo switch to

their rivals. Switching from the rivals is considered as a positive attitudefor other banks

as customers are adding in. In this competitive business environment, it becomes
X

essential for banks to understand customers' behavior in or mpetitive in the

=)

4

market. Thus, the identification of factors that influenc stomers h enables
@

the banks to improve their working relationshi;:@e custgme nﬁ t.@event
undesirable behavior among customers. 4 b

_—

verett Lee in 1966. The

N
formulation of his theory begar-%me factors mch&Q:E the spatial mobilization
of the population in an area{\cEetorl included: \A

1) Factors assaci ith the place férigb’
s f &

2) Factors ciated @p ace gestination
3) Interveningwobst &
K ¢ ' C')(J
4) P gb'@ factors 4 (_/
Qv Y
w o{ ach plﬁgossesses a different set of positive and negative
. 5 . . N . :
fact which positive facto&hold the people to migrate, and negative factors push
@ to other areas (Lee, 1966). In addition, there are some factors which are
Onsidered as neutral, and people are usually indifferent to these factors. However, some

of the factors affect people the most, while other factors tend to have differential effects.

According to Lee, people who are involved in the migration decision have a perfect
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assessment of the factors in the place of origin due to their long association. However,
it may not be true for the area of destination. There is always some probabvwn
ignorance and uncertainty with the relevance of the migrants in the new ar(a_\gsh).

In addition to that, there is another point which is quite si@*nt and is
perceived as a difference between the area of origin and destination that is related
to an individual's life cycle. If the association of the origin is | Mit may cause an

.

over-evaluation of the positive factors and under-evalua r'egative factors.

Similarly, the perceived difficulties may lead to an inacc evalpati sitive and
L
negative factors in the area of destination. l _\C—}

The final migration decision depends pI&{)f igin an@gstination
instead of a balance between positive and regati facuTs. bala@?n~ favor must

be strong enough to overcome the int@)bstacles atu@ﬂ‘nertia. Moreover,
the effect of these intervening obstaﬂaaries fro\deWid agy'\eo\individual.
N

Apart from these facto% are Qevera persog?actors as well, and they
demotivate migration in an %0 es fact@nain constant throughout the

lifespan of an individ% eas o‘t‘lr f :)'r‘s m@tend to vary with the different

stages of an individuak’s life cyf ; cver, oint needs to be noted, in which real

situations prevainq he 'stin@'( and place of origin are not significantly
¢
ratio

3

important i cting the mi ﬂ' asej‘;?ndividual's perception of these factors. To a
NN
large exien Progess.o ?’cept' depends on personal factors such as awareness,

intejﬂﬁe, culture, and otheK ed factors.

\fhus, the decision to migrate interplays among all these factors. As per Lee’s
iew, the decision of migration may not be completely rational. Consequently, all the
eople who migrate may not make the decision by themselves solitarily, rather, the

opinions of their wives and children also matter as families move together.
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See Figure 2.6 on Bansal’s migration factors.

**+ All of Push-related vanables
were coded to reflect the
“pushing away” nature of the
construct. All of the mooring
vaniables were coded to reflect
the “moorings”™ or “inhibitor™
effect of the mooning vanables

> 4
P ’ ) e Source: Bansal et al. (2005)

|guF:e 2\6¥Bansal’s Migration Factors

QO
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CHAPTER 3

FRAMEWORK AND HYPOTHESIS \R

3.1 Introduction )
The preceding chapter emphasizes on the details and previous literatures on the

\gn of the Omani

e reskarch, of which

is stu y.‘hmd;hi tudy
A3

opts for the push-pull and mooring factors to ore¢ the con er's .ﬁ%l?ching

push, pull and mooring factors, which influence the switchin

retail banking customers. The migration theory is the bas

from migration theory, the switching theory is selected for

behavior. The mooring factors are considered a?ﬂiers inghe swi hin%d_gsion. All
the variables in this study are adopted frtWous studies. herefs&in relation to

study. As a result, the formation %thes@d
? @

previous studies.

3.2 Proposed Theore%o:del O\“e

The Push-l;@g Moo‘ing )m Is a useful tool to assist organizations
in mapping cow f rc‘e ’?flue@the movement of their customers. This
fy k for

)

model is amifying frame u\rﬁ;‘s’tanding consumers’ switching behaviors. It
addres @retﬁ:@zica' for the inclusion of certain predictive variables.
Alsoi erscores the impoﬁ@é of mooring variables as drivers of migration. PPM
Ero}ﬁe a theoretical foundation of identifying key moderating relationships among
ivers of service provider switching. Further, the PPM model and migration theory can

e used to suggest new predictors of switching to understand other facets of switching

(Bansal et al., 2005).
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Push factors measure the attributes of the origin point of switching or the
conventional bank side, while pull factors measure the attributes of the destin
the Islamic bank (Hati et al., 2020). Mooring factors represents those persor@ocial
factors that influence the switching decision (Chang et al., 2014). Pu@k{ors drive
people away from the original place, while pull factors attract peoplm destination
and mooring factors represent the lifestyle, cultural and sociq%@;’that facilitate or
l

The current study considers mooring factors as"arriersjthatsslew down the

hinder migration (Moon, 1995).

AY
switching process of customers from the convention nking Syst tc' t@amic

banking system. This study supports establishi n% ing of %Y;witching
behavior of customers in the retail banki hrlb?do the p@fgprjll mooring
model that highlights the customers' %s to stay ith@“evvitch from their
current banking service provideeﬂshe Iite\r&?ev )(\)rovides a detailed
understanding of the switching %r yetQhere ensonzgcgp}s that need to be further

explored by analyzing the p \ ar[i ooring rea s&which influence the decision
ional

process on switching f nvent tHe rsbnic banking system. It is obvious
’ 4 $ &

from the literature there I? \bee Iimgﬁtudies conducted on the switching
m t

behavior of ba@usto héénventional bank to an Islamic bank.
¢ ! Cr?
Therefore, tE’ udy fills thi @9@/ ining the push, pull, and mooring factors to
N
observe the,reasons, du ‘hich cu&mers intend to switch in the Sultanate of Oman.
3
S
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Interac_tion Service
Quality Quality

Physical

Quality
6:,5_ i
Outcome
Push Quality \&Jé ‘ :

Factors
H1

Customer 'S’Jc

Satisfaction \

Trust

Price

Pull Religion \ \ N
———————— H4b \ Vv — isi
= Decision

Factors

. — .
st XA toSwitch
Social Prestige Hac
|
W& K
Perceived / ‘,‘
Relative
Advantage
V' o
Switching ’ Z
Cost e é v
A 4> ,‘
Complexity ‘ Q
Mooring s O
Factors Locked In ~ ¢ ) *
o) 7S
Apathy )
“ &
N\ &

3.3 Developmenlsw i
|
Hypol%\ae defined aﬁin&}

testing zb%sue ynder investi . This further tends to devise a theory or in

ntative statement, which is assumed for the

4
planning,the'experiment, whictt_)' tended to be given a direct experimental test when
.\ - - -
M. Rogers (1995) described the hypothesis as a conjectural statement of a relation
een two or more variables. Similarly, Kerlinger and Lee (1999) as well as Prasad
a

I. (2001) considered hypothesis as a formal statement that presents the expected

relationship between an independent and dependent variable.

89



3.4 Variables of the Study

The sections that follow discuss the variables of this research study. Y'

3.4.1 Service Quality *

Service quality is an important determinant of intention to switch (Monferrer-
Tirado et al., 2016; Juga et al., 2010; Li & Zheng, 2013| Si & Das, 2013;
Sommerville et al., 2010). Quality can be translated in term nma‘ service quality,

customer satisfaction, and loyalty (Monferrer-Tirado et 016) have been

made to identify the different dimensions of servi

ality, incl ndb_iﬁbstaff

sﬂ% ost @uh et al.,

ban\< staff,with qé[’omers reduces
the chances of the customer swnchlng\erace. é

To measure the service qua r this reﬁ yc\a ierarchical model is
on o par

used. However, there is no gen me
measurement model of th ed Jsefvice uall hIS hierarchical model was
refined by Brady et al mownl;y obt rom Dabholkar et al. (1996), of
which the origi j@s sta'e \N rvice

model was furt ious els like those of Gronroos (1984), Rust

profitability, the physical appearance of the ba

2012). Hence, a better relationship and tre

t| model to be used as the

I|ty perception is multilateral. This

and Oliver sw{l as t SE’R\@/ AL model.
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Service Quality
|
I 1 |
Interaction Physical
1i Environment Outcome Quality
Quality Quality
: Ambient I .
e Attitude — Condition —] Waiting Time
e Behaviour — Design f—t Tangible
— Expertise —1 Social Factors Varience

have different factors dependi

2009). Some researchers

modifying its dimensimm

2010; D?@esal., 2007),
‘laslcri@%s\hnd hairdressers.
) &
A

d
N

a

?@U the

Sour@

Su

eric,natur

381’

(7}
business éfB'rady et al., 2001; Pollack,

{

§ A

oo yﬁ =
Figure 3.2: Hierarchical Modey T‘AL\ 01) Y
This model was selected due tom '

to a variety of service industries. A tr'l‘i
Q\ e divi

'wiera hal m@’ and further developed it by
(

sibng,(t}ased on specific service industries

O

aIthc@Akter et al., 2010), and mobile health

<
&
A Y

\Y'

@

¥

its cQoility to be applied

e(%bility and flexibility to

Service Quality

Interaction Quality

Physical Environment

Quality

Outcome Quality

Figure 3.3: Adapted Model Hierarchical Model (Brady et al., 2001)
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Service is intangible in nature, and service quality is an impression of customers
about inferiority and superiority of the service providers. Inferior service is alscfvm
the determinants of poor loyalty and unfavorable behavioral intentions. I@St, a

high level of service quality is essential to prevent banking customer witching

(Chukwuemeka & Agu, 2016). ?

According to Parasuraman et al. (2005), service quality exiSts when there is a
fulfilment of the desires and expectations of the customer Ze other hand, Kotler

and Keller (2006) conclude that service quality is a competiti wich some

®
elcc@;ive
environment. Clemes et al. (2010) state that sefwi aIi% itiv@?ﬂionship
with customer switching behavior, particula&ianfing ctor. I@vv;udy further
suggests that customer satisfaction is@/ related e qt@'? of products and

services. In addition, Ramzi and M@sed (20 \ongud u@'organizations, which
N
are offering quality services, ar%ful ir?maki custotéo?s loyal. Contending with

&
the same idea, Wong and | 03)'a [ on@b the quality of products and
services. l 0
4 2

Several ee&wdies i rvice ity as an antecedent of relationship

quality (Monfeﬂ do et-al’ 6; Jue#{ al., 2010; Li & Zheng, 2013; Singh &
Das, 2013; ig@ville t
its impa% tomer sati

intenﬁ&but also on having @ent capacity such as technical, financial, and human

r \&s (Monferrer-Tirado et al., 2016) to serve the customers. Another study

& ucted by Abduh et al. (2012) indicates that the service quality dimensions in

donesian Islamic banks are divided into five sub-dimensions. These sub-dimensions

are bank staff, profitability, the physical appearance of the bank, accessibility, and cost.

organizations hold to satisfy the needs of its custom d remain i

i
10'). @‘Wever, perceived financial service quality and

NN
tion arﬁloyalty do not only depend on honesty and good
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Further, the study shows that profitability is unable to influence the customers'
switching behavior significantly. The study also states that bank staff, bank WMI
appearance, accessibility of the bank, and cost are factors that influence t(e)?khing
behavior of customers. Thus, the study confirms that the better the perf e in staff-
customer relationships, applied cost and charges, and bank accessibility, the lower is
the likelihood of the customers to switch banking service. \,

Therefore, the interactions between a service provi Y:s ustomers create

opportunities to evaluate the service. Hence, the ser quali meined by

@

| | e \y
assessing how well the service level is delivered as pared fo t vierif-érwce
expectations of the customers (Kumar, 2014). nd% 6) anYﬁjentified
three sub-dimensions in service quality; knewle and‘ad offepé‘;zy~ the service
provider, personalization in the servic@

From the literature, it is rec@'ﬁd that s\be%u t&%?ays a vital role in the
S

success of any business orga\%and ends enh&%e customers’ satisfaction.
Contrarily, unfavorable servi xity itc@tentions (Chakravarty etal.,

QD
>
o
«Q
D
>

pro </X:haracteristics.
O

0
2004; Clemes et al., 2010; r & I<[1nn : iOG@Vyas & Raitani, 2014). Besides,
’ 4 ¢ &
Eappen and Pavithr:ﬁy@l?) @ twrgbenks do not meet the expectations of
%ome X 1on t tch increases. Another study conducted

service quality,\
¢

in the Asia &D} industr Ge'r:a((_jj“a%d Cunningham (2004) finds that 90 percent
of swit |%)enﬂ ree pr%\ary reasons. These reasons are pricing, service
quam&d inconvenience. T%\Sh-e Reserve Bank of India largely regulates pricing,
@making service quality as a significant factor for customer retention. Studies on

ervice quality in a traditional face-to-face retail banking have predominantly adopted

e SERQUAL Model (Parasuraman et al., 1985, 1988), while the banks that focus on

and do extremely well in the service quality experience an increase in the level of
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customer retention. Therefore, service quality has a significant relationship with the
retention of the customers (Eappen & Pavithran, 2017). Another study conduw

Pookulangara et al. (2011) concludes that the influence of family and frie t the
main factor, but the effective information, which gives the custonﬁkhance to
evaluate the product or service offered. The study also highlights tmmajority of
the customers uses nontraditional aids like blogs, reviews, w@outh, and these
l
In the context of Islamic banking, Awan et al. state w%ustomers
major} factors if S.&QYIEQ a
re% e okitﬁal factors

in determining the switching behavior to NV banking. M, contr, v?-ZI~—|ashim and

factors ultimately have more effect on the switching decisi

mainly focus on product features and quality of serv

ied w@‘he service quality

are highly committed and loyal to t}ﬁ%rvice provi % i ;@y Rama (2018) states
N

that customer satisfaction, serwi lity, and peice si@anﬂy affect customers’

switching behavior in Isla 'thin1 I naII@yas and Raitani (2014) also
report that price, custowz

competition also s'%antlyil

based on the literat we

b
action, Servi qba service products, reputation, and

5

s &)
xﬂce cuﬁérs’ switching behavior. Therefore,

that @’lce quality significantly influences the

¢ ' Ct)
switching b orof the cust er{ T@s, it is hypothesized:
NN
H1: Senyi lity A ?ﬂfica%and positive impact on switch decision.
L 9

O
S

3%. Nnteraction quality
Q Mustelier-Puig et al. (2018) posit that face-to-face interaction plays a vital role
the service sector, through which customers and employees get to know each other

and leave a positive or negative impression. Similarly, Brady et al. (2001) state that the
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services are inherently intangible and characterized by inseparability, so, the
interpersonal interaction during service delivery often has the most significant ew
the perception of service quality. Gronroos (1982, 1984) and Parasuramanetjj 985)
are among the few researchers who have used the word 1Q (inteﬂ& quality).
Gronroos posited that within a service encounter, the employees@vior with a
customer is crucial and determines the fate of the custom SNWching behavior.

'Y;i interaction as

Further, Chahal (2010) describes the dimensions of se

attitude, friendliness, helpfulness, and responsiveness itical dw customer

@

satisfaction. Similarly, Wu et al. (2015) explored erviceco tehci f the

p sitiv on.@itionally,
ioral p@!ggs during the

rs i@de mood, caring,

connecting, responding, substantial and em 1 gT e@dy indicates that each
N

of these behaviors includes so%yroca? activities, s@?as explaining, adjusting,

small talk, paying attention, kno dgl nd aliké. Numerous past studies have

identified that the empl > expertiselor k wl‘sd’gbs imperative to enable interaction
’ 4 ¢ &

with customers (%al_, ZP \cm y eg./1990; Spake & Megehee, 2010; Wu

et al., 2015). Tw{ ion is 'ocat@f the study of Pirzada et al. (2014) and

¢

Gronroos ( t banks per nrél rQqu have full competency in their field, and they
NN

must w% ssional ?II theﬁjstomers. Therefore, contending upon the above

IiterﬂAwe argue that hig@héraction quality is positively related to switching

\. Thus, the following hypothesis is established:

E |
d . Interaction quality has a significant and positive impact on switch decision.

frontline employees and indicate that service q

Echeverri and Salomonson (2017) identifiedsix

customer-employee direct interaction“Tfhese 2eneral be
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3.4.1.2 Physical environment quality

Ozdemir (2018) describes the concept of the physical environment anws
that it is explained differently by different researchers. Kotler (1973), for @} first
time, evaluated the physical elements under the concept of ‘atmosph&;ﬂe defined
atmosphere as the conscious designing of the space to create certainRe’cTs of buyers.
Later, Bitner (1990) introduced another concept for the sical’environment as

‘servicecape’, and defined it as a man-made environmen ich 5'ervice is served

(Shu, 1994). Ozdemir (2018) supports the idea of K and eM physical
®

environment as a conscious design of a place to in@ositiv yt refe[@s and

' 4
\ \3Z~
Lehtinen and Lehtinen (1982) as as arasu{am et al.@;) described

purchasing decisions of the people.

three dimensions of service quality;“ie., physical quality, c@ﬁ'ate quality, and

interaction quality. Physical quality@ssents tEe}’ng$h 5@\&5 of service, such as

N
building, parking, machines andsalike;Whereas co mte@y involves the image, or
h&era]'

profile of service provider, nts the interaction between
the service provider a cttomer

Thus, We*@ue that the characteristics of the

’ 4 4 %
physical environm lay a si \Ban role g.( e customers in favor of switching
decision. ThereQek ed omtfi umert_mjﬁ'(e following hypothesis is established:
¢
H1b: Physi &r@ron entq Iiﬁ/ kgs;?significant and positive impact on switch
N

decisio ' g %
3 5
N
S
3.4 .3'0utcome quality
Q Gronroos (1984) described outcome quality or technical quality as a service.
his is the service which a customer receives after the service delivery process and
when buyer-seller interactions are complete. Brady et al. (2001) indicate that outcome
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quality has a significant impact on the overall perception of service quality by the
customers. Thus, outcome quality is one of the significant factors to determinew
quality. Similarly, Lim (2006) reveals that outcome quality, for exampes bile
communication providers giving accurate and understandable billing, ignificant
impact on customers’ overall perception of mobile communicatiowice quality.
Thus, clear and accurate information is viewed positively by ¢ SW.

Further, Shu (1994) conducted a similar kind ?:1 Fhina’s mobile

communication market, and the results showed that ou e quality*hadfa significant

X
impact on customers’ overall perception. Keepﬁ%w the liter: e'su.&@t, we
argue that outcome quality is seen affirmativ e custo and{&é a deep
influence on the switching decision of theﬁgj ice.\herefgéy\ ased on the
above argument, the following hypoth\lcsaablished: N
H1c: Outcome quality has a signiﬁs and po\&%n

[/}
&)
3.4.2 Customer Satisfacti \ J¥ Q\
C

Customer sati% s anc:i ra f‘c‘ed'ob'of the customer’s intention to
switch. We again @qe\that hl \e&o er ﬁsﬂaction will stop the consumer from

[72]

C,Q\h switch decision.

switching the bamnking'servic ntairéﬁ(omer loyalty in the competitive business

f ‘ e

environmen the banki ctfr Q/ e of the biggest challenges of this era.
NN

Chukw% and A ‘016) @Je that retaining existing customers is more

profi than attracting new @ Therefore, identifying and effectively attracting the
k%ﬁ*/ers of customer switching intention help to improve customer retention.
omer service is defined as the number of customers or the percentage of total
ustomers who reported with a firm, its products or its services which exceeds specified

satisfaction goals (Angelova & Zekiri, 2011). According to Kotler and Armstrong
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(2013), the satisfaction of the customer depends on the products and the perceived
performance in relation to the expectations of the buyer. If the performance?ﬂe
product matches the expectations of the customer, resultantly, the cu(%ﬁfeels
satisfied. However, if product performance exceeds the expectations,‘ﬂ&stomer is
highly satisfied, while the inability of the product performance results in customer
dissatisfaction. Huat et al. (2012) and He and Song (2009) identi Nmer satisfaction
as one of the defining factors of customer loyalty. Conten %e otions of these

studies, we believe that there is a strong and positive ionsh pwcustomer

satisfaction and customer loyalty.

Customer switching behavior is similar
It can be total or partial (Colgate & Hed
traced through customers’ acts, such
switch the entire business to anothe@sice pro

or partial. Similarly, partial def%ans

but this is difficult to trace. in etal. ’2
fact

the interrelation betwe% er sa:ti

the customers’ inte w) switf ga.ﬁ
examined the ro{&sto \:§;ctio h&i‘nhancing the loyalty of Islamic banking

i
¢
customers S influence on efwt t‘E)% of switching in Malaysia. Findings of this

NN
study sr% herefis.a si 'fican«ﬁsitive relationship between customer loyalty and

inteﬁj&to switch for both n@uslims and Muslim customers. Altwijry and Abduh

( well as Hussain and Rizwan (2014) in their research study find that customers
& d to switch when they experience a low-quality performance on the location of
TM, internet banking, staff ability to handle issues, and the cost of service.
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Kotler and Armstrong (2013) define service as an activity, benefit or satisfaction
offered for sale, especially intangible and does not result in the ownership of arw
Thus, this shows the extent to which perceived services meet customers’ x
Further, it is considered as one of the key factors in the success of%ﬂ%nglble or
intangible product offered by an organization, particularly in the ser industry such
as banking, insurance, and healthcare. Boerkamp et al. (1997) Med that the best
way to increase the profit of an organization was to develop Y:rilationships with
customers to make them loyal by investing in the qualit ervi

Hence, customer satisfaction has become an asingly im taht .@r for
the success and survival of the banking indu er% ve t ted using
quality service as a sustainable competltlve va ae\mo f the @s are offering
identical or duplicated products (Cle\%l ., 2010).

switching behavior is indicated in terature\ngth

im@ﬁnce of customer

@*drivers of switching

N
behavior do not work in isolati outc eo aneg(/ experience of customer
service (Ur Rahman & An XB tanl
Bank image is aits an ass at a customer holds related to a

sugg &Jhat a positive image helps a firm to

brand name (Biel,&i{The 'i
0

make customer oya

customer sg\;!&@on b, co e

gestgd ‘g I|tera0?e it is critical to build a positive image and to

puII Suharto 2000; Koo, 2003). Therefore,
mGre(J‘?)ortant when we talk about the banking
indust
maig.hfferent from other a@é if every bank offers the same kind of products or
% in the industry (Harwood, 2002; Patawayati et al., 2013; Rehman & Afsar,
6 ). Studies have further found a strong and affirmative effect of bank image and
ustomer loyalty. However, Davies and Chun (2002) find that there is an indirect

relationship between loyalty and brand image as it is mediated by the customer.

99



Contending on this literature, we argue that a strong customer service tends to satisfy
customers who in turn decides to stay with their existing banking service p?!.
Therefore, based upon this argument, it is hypothesized: (’}

H2: Customer satisfaction has a significant and positive impact on ﬁAﬁdecision.

3.4.3 Trust

Trust is considered as a belief, an attitude, a behavi mm' or any possible
combination of all or any one of them (Bhattacher) 002). wi\ture has
differgnt sdec.'&@?.'For
.(2% ify trustfrom three

different perspectives: (i) social and ps logtcal ﬁersp ive; &e views of
1)

personality or psychology theorists; a e economists and @%alist’s viewpoint.

identified that the term ‘trust’ has been addressed

example, Zhang et al. (2012) as well as Yousaf

g

The first perspective conceptualizecyst in ter \of\egpe ions and willingness of

N
the trusting party involved in a%ion. Rfurt rnefers:{;)the risks associated with

the acting on such expectati \aﬁthe’c extual fag}that either enhance or inhibit
the development and% ance of tru ;{(ougfzai et al., 2009). The second
\oha acteri

perspective views t % invarli 4

and the third pe@e, th Qist @ﬁe the term ‘trust’ from an institutional
standpoint, %erv a‘ t d'gveéb%ent of a legal framework (Bhattacherjee,
2002). Q?%ersﬁb i }moreQ\fevant to the current study. Trust is taken as one

of tmﬁw factors, in which t eﬁ@fspective can be used for trust on conventional banks

( Niguens & Vazquez, 2017).
Q However, the 2008 financial crises had a strong impact on trust in the institution
an on generalized trust in the USA (Knell & Stix, 2015). Further, the outbreak of

financial crises results in a dramatic drop in trust on the banks and the financial markets

&
ics of the personality in an individual,
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(Guiso, 2010). This pattern is quite similar in European countries and confirms the drop
in trust as universal (Knell & Stix, 2015). Ananyev and Guriev (2016) studied tw
economic crises in Russia and confirmed that crises reduced the general@}st. In
addition, Diepstraten and van der Cruijsen (2017) focused on ﬁ%al crises
experiences and provided evidence that such experiences reduced thWin banks as
well as the generalized trust. \,

Trust shows a significant impact on the decision xﬂle users, be it in
human migration or studies related to IT switching ( n & a‘ahkdl& Lai &

have developed t_f\l‘e}‘t‘z;pes
d % anstngWust. The

d, and@gs;erring trust.

Wang, 2015; Peng et al., 2016; Zhou, 2016). Resear

of constructs: institution-based trust, knowle

current study emphasizes the institution-baséd, kn

Institutional-based trust is defined as @wal belie t S@HI structures such

as legislation (Wang & Benbasat, Z%an the \wlgdg t@\ed trust relies on prior
N

d
experience. Thus, in switching %( theousers mot@‘?enough experience with

the new service, whereas t >eiru31r rste a p@l referral mechanism that a

third party receives. T% fanin

known person or objeet that h;ii;' gt.'wn with the third party. For example,

consumers may% thei ards@fne stores to online stores (Lee & Chung,
¢

2009), or fr nline stores_ t &)'Iejt res as these stores are owned by the same
organizatio u et al. ‘) é
Y-

&onsumers of conve@l banks do not understand the operational system of

I \bbanks and Shariah laws on the operations of Islamic banks because they have

vid

I"'E m@ved from mature trust towards a

ot¥firmly believe that the practices of Islamic banks are compliant with the Shariah.
onversely, the conventional bank customers who understand the operational system

of Islamic banks and Shariah laws on the operations of Islamic banks believe that the

101



practices of Islamic banks are correct and such customers have a desire to become the
customers of Islamic banks in the future. The trust of Muslim customers?ﬂo
significant influence on the desire to become the customers of the Islamic b@eans
that the Muslim customers of conventional banks do not believe that t ic banks
have implemented the risk-sharing system and Shariah system appropriately. The
customers also do not believe that the risk-sharing system i@gn higher justice

than the interest-based system. Consequently, they believe the risk-sharing system

advocated by Islamic banks is the same as the inter ased ywqiced by
®
conventional banks. | .\‘v}
With regard to the religious factors, it ued tHat-reli |osit§0§s a very

significant impact on the customers’ desire®t@ be met)‘le c omersgsvlamic bank.
However, when the trust variable is 'm as the iator @{able, the adjusted
coefficient is dropped. These findifgssindicate %tr t %riable IS a suppressor

N
variable. Therefore, this sugg the ﬂ/lusli eusto of conventional banks

believe that the risk-sharin }pra i slamg\g:,ks is the same as the system

of interest. Thus, we a@;?: Tt 3‘ fsla@ banking system will reduce the

chances of switchi e bankirll \K: C}Q

Contenw he & alse:la

making pr@he users. E ie(st@lji (i.e., Curran & Saguy, 2013; Lai & Wang,
t al.

N
015; P% , 2016; 2016’&entified three types of trust, as noted earlier. We
argg&&the switching decis,@(/ill be influenced by the degree of trust. Therefore,

W t

20

gued that trust influences the decision-

N

\wing hypothesis is established:

t E
d. Trust has a significant and positive impact on switch decision.
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3.4.4 Perceived Relative Advantage

Perceived relative advantage plays a significant role in influencing the d?m
of consumers in accepting a service brand or Islamic banking. Therefore, (33 e are
informed in advance about the services and facilities offered by Islam‘AQking, they
will be in a better position to opt for the banking service, i.e., existing or Islamic
banking. The relative advantage of a brand is a very importan Mr for the rate of
adoption (Sadiq & Shanmugham, 2003). However, if t %

ic Panking system

requires non-Muslims to adopt Islamic banking, they m e pravi a relative
X
advantage of Islamic banking as compared to conventional banking. Th&‘-guslim
i

population will also gauge the relative advant? sla% bet;{rvg~ adopting
such an idea or brand. Usually, the relative‘advantage most censum e looking for

in new products and services includ cesand the c

ad@‘bn (Haque et al.,
2007). As a sub-dimension of rela%dvantag ,\hﬂigdu Is'\' | look for economic

N
profitability, the immediacy o%i ;a%ngs}v effozf/gﬁd time, social prestige,

decrease in discomfort, and Mal T onsumer tion of Islamic products and

services has to conside%m?efits the banki :]-d sy@m offers as compared to existing
&
or conventional bj{?;QJsuki ah, 2%1)'

lati ge ott’jé’lslamic banking concept in the Anambra

The percelve
\ ¢ ! (.\?I
state of Afri explaingd b eh"ane_lj\l ankwo (2014). The influence of religion on

NN
the behavior ofthe coff ?an bet&ded into either a positive approach or a negative

avo . When religion is a@éted with some motivational factor, it leads to more
a%sﬁbsi of consumption like rejecting or accepting the Islamic banking system.
(@)

umers’ religious consideration affect the perceived relative advantage of Islamic

anking. In addition, culture is another influencing factor that motivates and affects the
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individual values, motives, thoughts, and lifestyle. Various studies also indicate the

relationship between consumer behavior and culture over the relative advantageY'

A‘J’

Perceived Relative
Advantage

Price Religion Social Prestige I
®
Figure 3.4: Perceived Relative Advantage Dlm;? ' o}
5

Islamic banking is based on the Isla%zlon andprowvides gﬁgﬁmal service

that operates with the objectives of K nting erializing the economic
nklng S t CI

condition. The operation of Islamic les of Islam in the

arena of banking. Thus, Islamic ba is @wned_b t es holders and establishes

%

banking activities and mvestme r gri rda |th the Islamic law with its

associated articles (Igbat, 19%) The perception @ relative advantage in Islamic

g s

banking is significa Iy higher a religious
Some res a rs a mb malr\ uence of the relative advantage in the

consumer's p | n d1nt qn' ofcuamg the Islamic banking system (Siddiqui,

2016) e ve a}v o th@ﬁmlc banking system is embedded in its ethical
and fu I benefits that mcleglgvgerwce quality. This provides a base of knowledge
ompetency of the personal bank efficiency in the delivery of services and the
|ng policy, which is the cost and benefits of the Islamic products and services and

|aI responsibility practices of the Islamic banking system. This gives equitable
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profits, risk, and losses sharing in all business conducts of banking, social welfare

contribution from the Islamic community, and sustainable development promot
Hassan (2007) studied the perception of people towards Islamic ba@ lieu

of the concept of relative advantage. The study indicates that the ra interest for

deposits is not a matter of concern for individuals in the Muslim community. Muslims

always prefer the permissible or legitimate return in their investE'Mether the return

’s interest rate and

sli cc‘)bi(idadheres to

@
jonal bank .wig; to
cts.and servi san(t%-e relative
\

n wﬂtht racti%;\: the Prophet
Muhammad (PBUH) as the supreme of ae. é

A religious group in Nigeria has sh@s signiflc\t‘diﬁer @mong the perceptions

N
of the relative advantage of% baang signi@t levels. The religious
considerations of the consu ?ﬁvear e wthgﬁétomer perceives the relative
.tla

advantage of Islamic banki

d &
hence considered ltk;of the'c \m zeh guwankwo (2014) consider the relative
advantage as thQQ i ?r, w@‘?’also drives the acceptance. The relative

¢
advantage f s the capa 'Iitf t({_‘c}a?ive acceptance or rejection of the Islamic

NN
banking{o{c/ in Nigeri ongth? religious groups and predicted that there is no

sigm@ difference in the per\@fion of the relative advantage of Islamic banking by

I%Enents of the consumer, which emerged based on religion- Various categories
|

—+

is high or low as compared to the conventional bankin

inflation. Even though the majority of the population i

the religion of Islam, they hold an account in the con

the lack of knowledge about the Islamic banki

o

advantage gained from these services as the&w

mic Banki %‘HaS\atﬂigher attachment in religion, and

po

G y rated the perceived relative advantage of the Islamic banking concept, which
so seems to be very low, while other members rated it high. Chikezie & Chuks (2015)

also predicted that there is no significant difference in the perceptions of the relative
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advantage of Islamic banking by the consumers. Relative advantage emerges based on
the readiness to accept change, cosmopolitans, the perceived need for innovati
religious consideration. The cosmopolitans of consumers have affecte@ they
perceive the relative advantage of the concept of Islamic banking.

Different marketing programs have been used to attract the vagious categories,

iMative advantage

Iso perceive Islamic

ived dWof Islamic

‘X
banking will be higher in Oman as it is a Muslim@and Islam i ral:t[&écl\)fn the
letter and spirit. Thus, based on the above d?g n, % ng Q@thesis IS

T
established: \, 0\ é\
H4: Perceived relative advantage h&@ificam a siti@‘l‘npaet on switch

decision. $) ,, >\9 c;\(\

“ &
&
3.4.4.1 Price Y\ i# §
According to % y (1995) icé 'rs)ne of the critical factors and

o,
significantly inflj@he @ $J|t is because switching behavior is
related to prices&te, ees, urcr@‘e’s, penalties, service charges, price deals,

i

¢

and price pr 10NSs or/co ; gin*(l_%;?y, in the banking services, the role of price
N

has a \% plicafi P in r service industries. Gerrard and Cunningham
L 9
(ZOM&te that price is m@nﬂuential on the switching behavior of banking

which are not comparable. Most of the consumers rated the per

of Islamic banking as high (Ugwu et al., 2015). Moreove

banking as beneficial to them. Therefore, we argue that

—9

c rs than service failure and inconvenience. Another study conducted by Colgate
nd¥Hedge (2001) in Australia and New Zealand reveals that price is the most important
eterminant of the switching behavior followed by other elements, such as service

failure and denial of service.
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Similarly, the study of Lalita and Manrai (2007) suggests that the nature of
competition for different aspects of bank services plays an important role in the d?m
of the customer to stay or to switch. The study further indicates that if a cu(%ﬁs not
satisfied with the service, and if a customer receives a similar competiﬂ&ﬂering, the
customer may opt not to switch. In addition, financial aspects play arWrtant role in

another banking service. With regard to the above find

switching decision, and if a financial offering is similar, the cu (Mill not switch to
c ar';ue that pricing

significantly influences the customer’s switching decis Thetefo following
®

hypothesis is established: E;\ [ .\C—}
H4a: Price has a significant and positive imp?g witch’decisidn. \Y
\, Q\T

3.4.4.2 Religion \ O
Islamic banking refers to inancial \hiuqon \o@ch status, rules, and
N,

procedures express the commi%\he nciple of 8!12{5?1 and restrict all interest-
based receipts and payme m OI ion Thu%@ religious perspective is an
e

essential factor to iden egre
5 ’ &

that a religious perspective hm' excgoh customer satisfaction. However, it

is also observedsthat aweligi ecti@éne may not be considered as important
‘ '

if the bank &)ot have superior

(ersbsfaction. Usman (2015) suggests

oeflj?y service and cooperative staff to lead to
NN

customef satisfactionfa }uin c@mer loyalty (ibid). The findings of some of the

rese tudies show that maj of the customers signify religion as the primary

\on in the use of Islamic products and services (Al-Sultan, 1999; Bley & Kuehn,

; Metawa & Almossawi, 1998; Metwally, 1996; Omer, 1992). In light of this

terature, we argue that religion stands as one of the imperative factors to determine the

switching decision. Therefore, the following hypothesis is established:
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H4b: Religion has a significant and positive impact on switch decision.

According to Weber (1979), status includes the subjec

3.4.4.3 Social prestige (’)

stratification, including how much honor, respect, and deference is given to someone.

anization of the

Social prestige ascribes as something, about which individuals feel proud of. This may
be a result of social roles emerging from occupation, stat tC org'

society, and sociopolitical or leisure activity. Individuals enjay s estige due
®

to certain characteristics, such as the ability to take t

Yw
itiative courage} i@'éct or
ert% r ga@' cultural

values, social groups, affiliation with instisw, and:Yrg i atior@g;ial prestige

also includes the authority, respect, infléence on S. T@ bearer of social

beauty. Other sources of social prestige incl

prestige is the individuals who experieace or en %y f bove traits of social
S
prestige either him/herself or b i (Palﬂjay,l ). 43-
Social prestige infl %ﬁ i

e
have different social % over oters \‘/'v(ag@ 1992). This helps in earning

g <'Q
respect, high adn}i@and\a"ﬁw motivation for the bearer individual, who in
turn encouragew icial “actiwi forcéﬁ/ development of the society. Further,
¢

i
efficient and creative employe s&e@ arn social prestige for the organization they
NN

work fo% ive for socia&atus, people intend to buy high-status products

(incum goods and serviceg@‘ﬁis behavior allows people to link themselves to a

c \Nroup or class in society (El Mallouli & Sassi, 2021).
Q Social status measures the social value (Sauder et al., 2012) enjoyed by the
eople who possess it. Specifically, it refers to the relative advantage based on the
degree of respect, honor, competence, and deference accorded to people, certain groups,
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and organizations. Thus, social prestige is something which a person holds more or less
social value (Sedikides & Guinote, 2018). Status hierarchies depend up
possession and use of status symbols; this helps in determining the degr@\atus
hold by an individual. Based on this degree, other people decide the t t (Koski
et al., 2015). However, there is a limited consensus on the definition of'social status or
the social role (Ridgeway & Cornell, 2006). \,

Every society is composed of formal, informa mi archies. Status

hierarchies are present in all societies, and sometimes ¢ with eWts, duties,

‘X
and lifestyle practices. In this modern era, occupation i of the dete in‘n& tatus
(Gerstl, 1961). Furthermore, status can be i V\% p Q[jgaucation,

occupation, and marital status. This leads topeopl udgo? baSed on su@g;in matching

important values. In contrast, status di ntiation varies ell @ ometimes can be

quite rigid. Status is a source of soci tificatlo\e\g)y g@\taining and stabilizing

the status. ‘% 6 4 QC:}
Through socializati X)Ie a soc@ with each other and adopt
values from their par% munitil,gcénﬁ& their class position. Similarly,
re a

4 2
people who below sami \Nh
ng,

bciation with one another by means of
residence, scho tin ae)&(ties of similar interest. Moreover, social

¢
i sle's, @ he pattern of consumption, such as fashion,

status is ref in the habits,
NN
leisure % and alike ?Iowiﬂ&he new economic growth, new elites have been
creq@xo in turn create a eﬁn}ﬂistinctive lifestyle, and consumption of goods and
s%x Following the same line, in Oman, people are more conscious about the
anking service and concerned about the religious factors as well. Therefore, people in
man prefer to use Islamic banking service as this will add to their religious beliefs and

give them inner peace and satisfaction.
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Social prestige is considered as a relative advantage. Rogers (2003), Aziz et al.
(2015), Echchabi and Aziz (2012), and Thambiah (2012) agree that the advan
Islamic banking in form of the functional, ethical and social benefits th@mers

acquire comes from service quality, pricing policies, CSR and

(Sudarsono et al., 2021). ?

Further, to classify themselves in a particular class, pegple are’inclined to avail
ec, ea

prestige

the services of Islamic banking. Hence, as per the above lite lgue that Islamic

banking will become part of social prestige and will ser a pull fWattracting

"X
consumers. Therefore, based upon the above, the foll hypothesi e[st@ed:
H4c: Social prestige has a significant and positi p% itch dn\ci‘ﬁ)n.

Y.

3.4.5 Switching Barrier \%\, W é

Jones et al. (2000) describe@'ﬁhing ba\&%f t,o@which make it more
N

difficult and costly to change sz%ovid&s for. aco(gnlfn?ers. In the context of the

current study, the aim is to identify'the [
I

of customers from co%
mooring factors &wethe dtip
variables was bw\d he fi

#

The ept of switchi

own the switching decisions

barll‘< to I;u‘nio@nks. These variables are called

ariags/of the study. The selection of these

| preéﬁé studies and their recommendations.
bJri@ the literature is mainly revolves around the
NN
benefit tomers nia from':&ing in a relationship and the costs which the
cus have to pay for ter@ling the relationship with the service provider. The
s%ﬁhg barriers of relational benefits, switching costs, and availability and
ttractiveness of alternatives (AAA) are used frequently in many studies conducted in

e banking context (Colgate & Lang, 2001; Goitom & Birch, 2011; Jones et al., 2000;

Valenzuela, 2010). Similarly, the relational benefits, switching costs, and AAA are used
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in this study as the switching barriers within the banking context. Bansal et al. (2005)
mention that the most common drivers of switching banking service are W
switching cost, and alternative attractiveness. If the cost of switching is @lhere
are fewer chances of switching as it creates switching barriers. Thus, #&lhe above
discussion, we argue that a higher switching barrier will lower the changes of switching
the banking service. \,

The coming subsections discuss the barriers adopt Kw:ir' al examination

in this research study.

3.4.5.1 Switching cost Y.
Switching cost is a powerful antecedw swi
2010; Murad, 2011; Murungu, 2013{%Ra

switching cost is perceived as an azﬁﬂjost wh

in the termination of the curren%nship (Chr

in the form of monetary andnon- net]r

the financial risks and % hile; n-m

uncertainty, loss of Secial bond,

switch (Edwar adevy

[
factors (A@ari A
retentio% clude’vari 5

Iearﬁﬁosts, loyal customer{@bunts, and emotional costs (Trubik & Smith, 2000).

: i)lt)_/ witching barriers also tend to influence the

N
types& costs, such as search costs, transaction costs,

e literature suggests that switching cost is an imperative factor. Therefore,
Q hing cost serves as a potential moderator with an ability to influence the
lationship between pull and push factors, and the intention to switch decision.
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The literature suggests that switching costs are a prominent variable that
determines the consumer’s switching intention (Christoph et al., 2014; Clemew,
2010; Murad, 2011; Murungu, 2013; Ramaiyar & Jayalakshmy, 2012). @5 gto
these researchers switching costs are mainly conceptualized as an ad cost, and
these costs serve as a disadvantage to terminate the current relationshig. These factors
can be technical, financial, or psychological that make it costly f e customers to
switch to another competitor or banking service provide g%;s

"nay encompass

monetary and non-monetary (psychological) costs for%ghangi :e service
of the jswitching @Y;the
financial and performance risks associated wit i n% I rov'dgTwhereas
psychological costs include the uncertainty N;’g:hsi)ote ial Ios%;z:elationship,
social bonds and procedural cost, sn@ne, searchyvand e@%tion (Edward &
Sahadev, 2011). This notion is als@ortedﬁwmd q(éhammari and Ahmed

(2017), of which concludes tha%’lome?s intention t<</ itch their current bank is

influenced by many factors,such as th of switching, fee, and prior loans.
I

Switching barr so likely to i flu'ensb'etention, both independently and
’ ¢ &
in tandem. Keav%g% r \ed critiﬁiﬂcidents and identified that critical
incidents servedKO f the<i

ors t é\"a(mine switching barriers as a determinant
i (,2
of custome %chi beh io( (@n weera & Prabhu, 2003). Usually, these

provider to another service provider. The economic

N—r

NN
switchi rriers arg” ?a ma@ing strategy to make it costly for a customer to
switeh te,another organizatio@ it includes search costs, transaction costs, learning
CEI al customer discounts, and emotional costs (Trubik & Smith, 2000). Switching
0oSts are one of the most important categories of switching barriers, and without proper
nderstanding, the whole concept of switching behavior is incomplete (Colgate & Lang,

2001). As per the above literature, we argue that customers tend to evaluate the
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switching costs. Costs which come out to be on the higher side restrict the customers

from switching banking service. Thus, based upon the above argument, the fow

hypothesis is established: (’)

H5: Switching cost has a significant and negative impact on switché’@on.

3.4.5.2 Complexity
The complexity involved in the process and feature throquct and services

of the Islamic bank is also a significant factor that influe the ecwwitch the
®

banking service. The study of Fazlan and Mohamma 7) advoca tkﬁt.@igher

. Furth Isla@@'banking
i e s
servicesvare not easily
pI@. This results in

9@\01‘9, the addition and

the complexity, the minimum is the chance t

system is still in its infancy in Oman. Therefare, i

understood by the common people, @ds to
customers’ reluctance to switch tk%king se\ce.\ u

N
description of Shariah principleg is a deep 'ect(é@omprehend and require
thorough knowledge of th hn a]aﬁg;:@. In the same vein, Shariah
s oo‘uc@nd service, such as in the case of

undararajan & Errico, 2002), i.e.,

home finance, car h% and l

Murabaha and M@ka tom ay find these products to be complicated

' l
¢
as compare the conventi al"baﬂlgaroducts. The literature also suggests that
NN
complexity, iS%negatiV ted the decision to switch the banking service.

@)

orm&y is indicated as th@él of difficulty to learn and understand the product

aiﬂﬂj\eﬁice (Gumel & Othman, 2013).
Q In the current study, complexity is considered as another determinant toward
e switching decision of the customers to Islamic banks from conventional banks. It

shows the level of difficulty in understanding and using Islamic banking products and
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services. Due to the complexity of products and services, it is not easy for consumers to
switch. Therefore, the higher the complexity of a product, the lower the S\Aw
decision (Fazlan & Mohammad, 2007). In the case of banking, the C(@}ty of
Islamic banking is viewed in regard to its banking principles (Aziz,i& Further,
Islamic banking products are not common, and it becomes difficulWVc'onsumers to
understand the terms and conditions associated with Islami Wg products and
services. Hence, when consumers perceive Islamic banki Y.

ces 'and products as

simple and easy to use, then they are likely to avail these'services

In the lending process, Islamic banking appli non-profi dllo@anng
(PLS) principles because of the complexities isks atfa omp%‘?gd by the
profit and loss methods. Non-PLS metho o as lam é} ‘ljarah’. For
example, under the profit and loss sha |c banks to @bughly determine
the quantification of clients, WhIC S d| Icult: g I;Q:\bankmg service, the

revenue is not guaranteed since% not%ollec he colqt;é.?ral, so the banks need to
give more effort for selecti }mjl
i

exacted by the borrow% r, Isl 2 ch I}s'ca‘@t transfer ownership as practiced
&
\tsu ers hé(ce/to bear all the complexities until the

ing the infermational rents, which are not

in the conventional e, and tr

period of the l{xund
¢

agreements ot'straightfor

ever&% Sm f Y‘é\

nerally, in the Iea@ﬁed finance like Murabaha, the Islamic banking

& E@i 2002). In addition, Islamic banking

ro"coQt_rJa ts like those of conventional banking loans

S rranges for the projects that have to be purchased and then sold or rented by
ts. Therefore, in Islamic banking, the customers act as an agent for making a further
urchase. This framework is much complicated as compared to conventional loan

contracts. The Shariah may not authorize some jurisdictive rules or penalties, and the
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banks use the system of rebates (Khan & Ahmed, 2001). Finance arrangement mark-up
covers the return of banks and defaults component of penalty implicitly. If th t
repays the loan in time, then they can avail the benefit of rebate. On the@y, in
conventional banks, the complex stands as default payment of interesl‘A‘lated over
the delay in the payment period, whereas Islamic banks collect the d¢layed payment
over the whole of the financial period. \'

Yahaya et al. (2016) studied the relevance of relati Xt:gel and complexity
on the usage of Islamic banking products in Nigeria. plexity ‘was lind to be

ed that it had nb s'@m\‘zi;ant

insignificant to explain the adoption and the result i
relevance on the use of products and services an{ Ks. @ majority
of research studies have reported that W ityo"s ativel \:ted to the

switching/adoption of products and%serviges. In the@“mplexity in the

understanding of products poses so@%ﬁicul@\se;aqon o@usage of the product

of Islamic banks. Moreover, %I of ﬁnder ndin§customers lowers their
ot

perception on the complexi prl s and segé. In general, complexity has
r

led to skepticism on t%cn of particular %eﬂbes. The literature points out that

4 2
complexity has be,leated @ wled<g> lower-level to some extent, and this
plays a signifh{t in 'ptio ‘&*’products and services. The perceived
¢
complexity S@mer h o{reeb‘;c?a negative impact on the Islamic banking
% NN
e

usage i . Gum Pthma&ZOlS) analyzed that attitude is decomposed into
Yn

a relative, advantage, compati tﬂ;y‘ and complexity. Complexity is referred to as the
%o which the product/service is perceived to be difficult to learn and understand.
attitude of the customer and social influence help in predicting the behavioral

tentions to adopt the new facility highly.
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In this research study, complexity is added as a variable that influences the
switching decision of the customers from the conventional banking system?ﬂe
Islamic banking system. Thus, with regard to the above literature, we a@t the
higher the complexity of the products and services offered by an Islam;b;nk is, the
more difficult will be for customers to switch the banking serviceS¢ Therefore, the
following hypothesis is established: \,

H6: Complexity has a significant and negative impact izh delcision.

P

3.4.5.3 Locked-in | .\‘-—}
Locked-in is described as an understandi re% esire to stay with
Y;ound to be

the same retail bank, and being locked img\th; reIaﬁYns ip has

significant (Misbah, 2014). Colgate NQOS) relate ed@vith the idea that

customers may not move or maybq it very\ﬁcgt 9(\11; they want to move.

N,
Harrison et al. (2012) describe lév

as g’situa' mwh customer feels bound to
his/her relationship with the_service lr

Sl’ésitant to switch the service

provider. It has been u% rategi/‘ pr (i_n{ c@mers from switching. Liu (2006)

&
suggests that suppli attemptlt \k\l thegustomers by introducing relationship-
A

oriented activitig\

o
an effective g@/for us rgte@ .
"
Qe’ in isfa Psider@as one of the switching barriers that hinders

cusm&from switching. Li@ni (2009) suggests that if service providers wish to

r \stomers, it is essential that they create barriers to reduce the switching behavior.

& ed-in may take the form of high switching cost or create a feeling of apathy - which
S

ue is discussed in the next section. The study of Al Ghammari and Ahmed (2017)

racti ong @()d of time. This may also work out to be
¢

identifies some of the major barriers associated with bank switching. They include
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clearance of the existing loans, fees and interest, and new life insurance. In Oman, a
loan is granted against the main account of the customer, and the customer n?!o
clear all the loans taken against that main bank account (normally salary ac@efore
switching to another bank. Thus, due to this, people of Oman feel lo in and they
refrain from switching their banking service provider. Hence, the following hypothesis

is established: \,

H7: Locked-in has a significant and negative impact o i cz decision.

N

3.4.5.4 Apathy [ _\C}
Apathy is a response by the people in whi ey COmsi swl@mecision,

but practically refrain from taking this deciw a stz\te 0 certa@j\‘;here people

believe that it will not be financially e t&witch to bankifg service (House

of Commons Treasury Committee, %This %\N‘up o,@by Colgate and Lang
(2001), since the majority of c% belﬁve that the s&@'\es of all banks are alike
and switching decision wil }Hng ea ingf@nge. Thus, people appear to
be pessimistic and do r%%e'rlslf‘l‘c b ‘Igihg@romising. They further state that
ps p@rom changing.

apathy is the bigge luence

Most commonly, ap nsidﬁ‘és a lack of emotion, interest, feeling or
S r
%a state ifﬂer ce; in which customers who does consider to

N

concern. Apat i
switch tQ;%g sefv. ? chosenot to do it as people do not think that it would be
finq@ worthwhile, or if t@\(v?;uld get better service in the new bank (House of
s Treasury Committee, 2011).
However, it is not common to observe apathy. The symptoms of apathy must be
evere or prominent enough to affect people’s social life, job, interests, and other parts

of life. An apathetic person indicates an absence of interest or concern about the social,
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emotional, spiritual, physical life, and the world. Further, apathetic individuals lack a
sense of purpose and meaning in life. Such people also demonstrate insensibiw
sluggishness. In the positive sense, an apathetic individual feels that they@have
the required skill set to confront the challenges of the banking sﬁ'&provider,
especially Islamic banking. Apathy is something which people faceY;me capacity

and at some point in time of their life. Apathy turns out to Qea\&tﬁral response to
sofa

disappointment, dejection, and the feelings of stress. The fe pafhy can be either
short-term or long-term. Long-term feelings of apath wh n.?hegdsocial and
®
o _ o Y
psychological issues persist over a period of time (R tal., 1991). ' .f)

-

Similarly, when the customers of con

re@ Islamic
nder;@&?he products
sed(é(‘wvever, if Islamic

0 understand, they will

banking products and services, they appear%

and services. Thus, customers feel ap IC and become

banking products and services are (%e in nat\angea
ESY N
tend to switch behavior. Thus, )%e thatnln theprese apathy, consumers will
not decide to switch their{\gink sTﬁZ@he following hypothesis is
established: ' 0’
4 2
\ega ive i

H8: Apathy has Ncan@ ct on switch decision.
N N ¢S
35 Summéq ypothesis sl(ngb

&

the@igraﬁon that ianue@c’ustomers switching decision: (1) H1 service quality

@customer satisfaction, and (H3) trust are considered as push factors; (4) H4

Q ive perceived advantage is taken as a pull factor; and (H5) mooring
c

tors/switching barriers are (H5) switching cost, (H6) complexity, (H7) locked-in, and

>

(H8) apathy which are tested against switching decision.
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Hypothetically, the underlying assumption of migration theory in relation to
switching decision is that push factors are the factors that push customers fn?ﬂe
current position to the destination. It is associated with all the negative fe \r the
experiences a customer encountered. Service quality, customer satisf and trust
are considered as push factors. Hence, it is hypothesized in H1 andyH2 that service
quality and customer satisfaction will push the customers towards | ic banks, while
pull factors are the attractions that pull customers to a new QR.i:n [rom the current
service provider. In this research, it is hypothesized 4 th t‘bec@d relative

@
nKs. \Yr;ain

S, W@’; are the
isi0 towar@gi: switching
decision. Thus, H3 is based on a switmsarier with ssu %n that switching

barriers are related with the switcf%ecisi@c&n q@kers lead to switching

N
from conventional banking to g. aes the study identifies the

barriers, against which the Ii:h&)a m s@es to eliminate or reduce the
impact of these barrie%t ease ‘t‘ Y%h'ng«h)cess, while conventional banks
tin

ol
will develop strate wretain' \)q ing &Lemers.
The res{&oble shg <<fnat the switching intentions of Omani
{2011 -

in 2011 are k&w i t‘o?ccount, in which the customers showed the

oy

banking cus r

"
decisio% h. Thi ch stu& focuses on the identification of the factors that
cre riers in the switchin@‘écess and the elements which attract the customers

t Islamic banking. There are chances that customer satisfaction, service quality,
& factors), and price (pull factor under perceived relative advantage) will play a
ignificant role in determining the switching decision.
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