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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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.
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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 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.
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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
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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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