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 The present study aimed at identifying the reasons for the customer's exit and determining their effects 
on social word-of-mouth through the means of social media applications. Four customer exit drivers were 
selected after a review of the literature: service failure, service recovery failure, price problems, and 
customer dissatisfaction as independent variables. The social word-of-mouth was also chosen as a de-
pendent variable. The study sample consisted of 468 users of the social media. The criterion of entry into 
the sample was the experience of at least one restaurant and the publication of a comment via social 
media. The number of electronic questionnaires filled by users were 355 questionnaires. The question-
naire consisted of 20 items measuring the study variables, which were extracted after reference to the 
previous study related to the subject of the study. After confirming the suitability of the study model, the 
hypotheses were tested. The results show acceptance of all hypotheses, which means that the four cus-
tomer's exit drivers lead to negative messages through social media, i.e., negative social word-of-mouth. 
The study recommended that firms should take care of the drivers of customer exit first and then partic-
ipate in the means of social media to justify their position and contribute to the formulation of a positive 
opinion. The contribution of this study to literature is that it distinguishes between two types of customer 
exit drivers that have been studied, which are called controllable drivers by the firm, compared to another 
type of exit drivers. 
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1. Introduction 
 
 

 

In 1987, Fornell and Wernerfelt indicated that the success of marketing strategy is a function of customers’ flows and identi-
fied four types of those flows: change in purchase frequency, shift in brand, customer-market entry and customer exit. The 
current study is concerned with one of these flows, which is customer exit. The term has been defined by the majority of 
researchers as the ending of the relationship between the customer and the firm (Stewart, 1998). In fact, customer exit related 
actions can be divided into two types based on Karakaya (2000) who described customer exit as a switch from using current 
brand to other brands or the reduction of consumption of particular products or services. Sometimes the firm itself terminates 
the relationship with the customer for one reason or another such as the non-profit of the customer (Santouridis & Tsachtani, 
2015). This aspect is not of the interest of the current study, as its focus is on the termination of the relationship with the firm 
by the customer. Companies began to be interested in using social media tools after they noticed a growing proliferation of 
these tools among customers. In addition, companies noted that social media enables customers to share information and 
opinions, including information on products and services provided by companies. Due to the inability of companies to control 
the content of social media, they must be present on these means, and must be integrated social media with their tools of 
marketing communication (Mangold & Faulds, 2009). Regardless of the effects of the customer's exit, researchers have shown 
that this behavior is influenced by many variables such as service failure, service failure (Karakaya, 2000; Mandagi & Tumiwa 
, 2018), and many other factors that will be identified when reviewing theoretical literature. Despite the limited number of 
studies that have been interested in identifying these drivers, the studies that dealt with the impact of the word published by 
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customers through social media are few in the environment of local restaurants. In some cases, however, some studies sug-
gested that customer exit drivers lead to negative word-of-mouth through social media, i.e., social word-of-mouth (Maxham 
III, 2001; Ryu & Han, 2010; Hwang & Wen, 2009; Lymperopoulos et al., 2013; Nyarko, 2015; Kitapci et al., 2014; Shin et 
al., 2017). In the seminal model suggested by Hirschman (1970), two negative responses were identified as consequences of 
service failure: voice and exit responses. The aim of this study is to investigate the effect of drivers of exit response (service 
failure, service recovery failure, price problems, and customer dissatisfaction) on negative voice response (word-of-mouth via 
social media). A key contribution of the current study to the literature is that it fills a gap in literature related to the drivers of 
the customer's exit and their relationship to the word-of-mouth, especially the negative word-of-mouth through social media. 
On the other hand, the study showed that customer exit drivers can be divided into two types: controllable and uncontrollable 
drivers. Controllable drivers such as service failure are the responsibility of the firm while uncontrollable drivers like change 
in customers locations are out of firms’ responsibility. In this sense, companies have to deal with controllable drivers. In the 
current study, four of customer exit drivers under the control of the company have been studied.   
 
2. Literature review and hypotheses development 

 

2.1 Customer exit definition 
 

Customer exit can be categorized within relationships intention vein. Helm et al. (2006) pinpointed customer exit in terms of 
relationship dissolution. Dimyati and Subagio (2018) specified three major predictors of relationship intentions: economic 
factors, resource factors (e.g., firm’s reputation) and social factors (e.g., social interactions). Customer exit was itemized as a 
result of product, service, firm or service provider evaluation. According to Bowden (2009), two major responses made by 
customers after the assessment of a product or service experience, which are customer commitment and customer exit. Stewart 
(1998) indicated that customer exit refers to the ending of the relationship between the customer and the firm. According to 
Hirschman’s (1970) model (Exit-Voice-Loyalty) as cited in Yanamandram and White (2006) and Preko and Kwami (2015), 
customer exit was captured as a customer discontinue of the relationship with a prescribed product, service, firm or service 
provider.  Bowden (2009) marked out Michalski (2004) identified six types of customer exit: forced ending, sudden ending, 
creeping ending, optional ending, involuntary ending and planned ending. Customer exit can be described in terms of two 
indicators: customer switch and consumption reduction (Karakaya, 2000). Van Doorn et al. (2010) expressed this concept in 
a similar way based on dividing it into two sub-concepts: consumption reduction and contract ending. According to Chebat 
and Slusarczyk (2005), customer exit in retail banking refers to customer close of his or her banking account. Eshghi et al. 
(2007) defined customer exit as a decision made by a customer to end business transactions with a particular company. Cus-
tomer exit can be described as a results of company failure to dealt with customer complaints (Tahir et al., 2018), while for 
Villi and Koc (2018) it is a state in which a customer chose to end his relationship with the company due to service failure 
and dissatisfaction. On the other hand, customer exit can be described as a result of the attractiveness of offers provided from 
competitors (Amegbe & Osakwe, 2018) or as a result of the customer's lack of loyalty. Based on Dimyati and Subagio (2018) 
categorization of relationship intention, customer exit can be defined as an intention to stop or switch a particular brand in 
response to failure of three factors referred to economic benefits, source content and social relationships. The same intention 
or state for Lubis and Palibutan (2018) can be attributed to causes such as price, packaging, quality, promotion, choices, switch 
of products in addition to customer curiosity. Consequently, customer exit can be defined as a response from a customer 
appears in the form of non-completion of the relationship with a company from which the products or services are obtained. 
 

2.2 Customer exit drivers 
 
In a study by Colgate and Hedge (2001), three drivers of customer exit were identified: service failure, pricing problems and 
denied services. For them, the most important driver of customer exit is pricing problems. In a study conducted by Colgate 
and Norris (2001) on business banking customers, service recovery was the main driver of customer exit after an experience 
of service failure. Moutinho and Smith (2000) found an impact of attitudes customers in retail banking towards ease of services 
on the exit behavior. Buttle and Burton (2002) suggested two drivers of customer exit: customer satisfaction and customer 
satiation. Gerrard and Cunningham (2004), mentioned four customer exit drivers: prices (high prices, price increase or unfair 
prices), inconvenience of location or opening hour, core service failure, customer attraction by competitors, ethical problems 
such as unhealthy practices or dishonest behaviors and involuntary switching due to customer changed location. Other drivers 
of customer exit found in the literature include switching cost (Haj-Salem and Chebat, 2014), such as costs incurred by cus-
tomers in the case of restricted contracts assigned with wireless telecommunication providers, ease of customer switch (As-
carza et al., 2018), brand reputation and customer satisfaction (Saran and Swamy, 2018), customer satisfaction, customer 
loyalty and switching cost (Willys, 2018), customer complaints (Tahir et al., 2018), attractiveness of offerings provided by 
competitors (Amegbe and  Osakwe, 2018), loyalty (Olga et al., 2018), case of switch, increased number of choices, packaging 
quality, price, curiosity, product promotion and product quality (Lubis & Palibutan, 2018) and firm’s reputation (Mandagi & 
Tumiwa, 2018). Santos and Boote (2003) identified four types of post-purchase states: customer delight, customer satisfaction, 
customer acceptance and customer dissatisfaction. One of these states can be regarded as a key driver of customer exit, which 
is customer dissatisfaction. Similarly, Clemes et al. (2007) detected the following drivers of firm switch: customer satisfaction, 
customer commitment, firm’s reputation, service quality, young age and low educational level. Solvang (2008) argued that 
customer loyalty is associated with customer exit, since a high level of customer loyalty can be considered one factor to avoid 
customer exit. For this reason, lack of customer loyalty can be seen as one of customer exit drivers. Prim-Allaz and Perrien 
(2000) found significant effects of four relational norms on customer exit or termination decision. Those norms were role 
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integrity, solidarity, reciprocity and firm flexibility. In his study on fast food restaurants, Hanaysha (2016) considered three 
variables: food quality, price fairness, and physical environment. Two variables; food quality and price fairness were adopted 
as drivers of customer exit for the current study. Physical environment was excluded sine the focus of this study is customers’ 
perspectives via social media. All drivers found after the review of the literature were formulated negatively as shown in Table 
1 because these factors were assumed to have negative effects and result in customer exit. For example customer satisfaction 
was termed customer dissatisfaction. Out of drivers identified in the current study, five were used to study their effect on 
social word-of-mouth.   
 
Table 1 
Drivers of customer exit in the literature  

 Customer exit drivers Authors 
1. Service failure Karakaya (2000); Prim-Allaz and Perrien (2000); Moutinho and Smith 

(2000); Colgate and Hedge (2001); Colgate and Norris (2001); Buttle and 
Burton (2002); Santos and Boote (2003); Ranaweera and  Prabhu (2003); 
Gerrard and Cunningham (2004); Chebat and Slusarczyk (2005); Helm et 
al. (2006); Yanamandram and White (2006); Eshghi et al. (2007); Clemes 
et al. (2007); Solvang (2008); McLaughlin (2009); Lee et al. (2009); 
Bowden (2009); Van Doorn et al. (2010); Oyeniyi and Abiodun (2010); 
Angelova and Zekiri (2011); Lymperopoulos et al. (2013); Haj-Salem and 
Chebat (2014); Preko and Kwami (2015), Al-Tit (2015); Casidy and Shin 
(2015); Hanaysha (2016); Ascarza et al. (2018); Saran and Swamy (2018); 
Willys (2018); Villi and Koc (2018); Amegbe and  Osakwe (2018); Tahir 
et al. (2018); Olga et al. (2018), Trianasari et al. (2018), Nurbasari and Ha-
rani (2018), Theresia and Sadalia (2018), Lubis and Palibutan (2018), 
Dimyati and Subagio (2018); Mandagi and Tumiwa (2018).    

2. Pricing problems 
3. Denied services 
4. Service recovery failure  
5. Negative customer attitudes  
6. Customer dissatisfaction 
7. Customer disengagement 
8. Inconvenience location of the firm 
9. Customer attraction by competitors 
10. Ethical problems  
11. Negative firm’s or brand reputation  
12. Low switching cost 
13. No loyalty 
14. Failure to handle customer complaints 
15. Customer curiosity 
16. Ineffective promotion 
17. Customer demographic characteristics 
18. Quality inferiority 
19. Relational norms (e.g., role integrity) 
20. Availability of alternative providers   

 
2.3 Social word-of-mouth 
 

Litvin et al. (2008) cited several definitions of word-of-mouth from which one can conclude that word-of-mouth refers to a 
communication process established by customers to share their opinions on products or services they consume. Hajli et al. 
(2014) defined social word-of-mouth as a developed version of electronic word-of-mouth, which is a positive or negative 
statement initiated by a customer and spread over the Internet (Amblee & Bui, 2008). Social media was considered an advan-
tageous environment for word-of-mouth (Pfeffer et al., 2014) and that is why word-of-mouth regarded as a main component 
of online customer interactions (Bowden, 2009). According to Chu and Kim (2011), a core component of word-of-mouth is 
the exchange of marketing information. Based on that, social word-of-mouth in this study was defined as a product or service-
related information and opinions shared between customers using social media applications. These words might express pos-
itive or negative perceptions. Maxham III (2001) defined positive word-of-mouth as a customer’s willingness to recommend 
the service (or product) to others. It is understood that a negative word-of-mouth means either not recommending, i.e., cus-
tomer silence, or recommending others not to use that service. In this sense, a recommendation of a social media user to others 
not to use the product or service can be a measure of negative word-of-mouth. In a study on service and food quality, customer 
satisfaction and retention by Al-Tit (2015), customer retention was measured by three dimensions: re-visit intention, willing-
ness to use the same restaurant over the coming year and positive recommendations via traditional word-of-mouth. According 
to the study, customer retention is used by firms to prevent customers from exit. Since customer retention and customer exist 
are opposite terms, the current study used negative recommendations by users on social media as an indicator of social word-
of-mouth. Three items were used by Maxham III (2001) to measure word-of-mouth: spread of positive word-of-mouth, rec-
ommendation of a service to friends and give friends who search for a product or a service an advice. Ranaweera and Prabhu 
(2003) evaluated word-of-mouth by voluntary and involuntary recommendations, which reflect two types of word-of-mouth; 
receiver and sender initiated word-of-mouth. According to Chen et al. (2011), the most common attributes of word-of-mouth 
in the literature are nature of word-of-mouth, that is, positive or negative word-of-mouth and information volume of word-of-
mouth. Examples of items used by Casidy and Shin (2015) to measure negative word-of-mouth contain bad-mouth and warn-
ing others not to use the firm. Perhaps the most important word of mouth is that they are more confident from the point of 
view of customers compared to paid ads (Sivadas & Jindal, 2017).   
 
2.4 Determinants of customer exit and social word-of-mouth 

 
2.4.1 Service failure  
 
Service failure is a problem-related service which take place during service or product experience by a customer (Maxham 
III, 2001). In terms of the effect of service failure on word-of-mouth, results of prior studies showed that service failure had 
a significant impact on word-of-mouth, i.e., a high level of service failure will result in negative word-of-mouth (Maxham III, 
2001). Weun et al. (2004) found a significant impact of service failure severity on negative word-of-mouth. Swanson and Hsu 
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(2011) indicated that the higher the severity of service failure, the higher the willingness to discuss that by customers on social 
media and the more the likelihood to warn others not to use a particular firm, therefore, there was a significant effect of service 
failure on negative word-of-mouth. Casidy and Shin (2015) found that customer intentions such negative word-of-mouth is 
positively related to service failure. According to them, direct influences of service failure on the customer is greater than 
indirect effects on other customers. The results of these results indicate that the failure of the restaurant to provide the service 
as the customer expects is a cause of negative response from the customer. Therefore, the following hypothesis was suggested: 

H1: Service failure results in negative social word-of-mouth. 

2.4.2 Pricing problems 
 

Pricing problems can be described as high prices compared to similar institutions or prices in the market, price increases, or 
unfair prices compared to the product or service value obtained by the customer (Gerrard and Cunningham, 2004). In a study 
on quick-casual restaurants, Ryu and Han (2010) found a positive effect of price on customer satisfaction which in turn play 
a significant role in customer behavioral intention. Shoemaker et al. (2005, cited in Yim et al., 2014) emphasized the im-
portance of effective pricing in customer attraction. Kimes and Wirtz (2002, cited in Hwang & Wen, 2009) noted that cus-
tomers view the increase in prices as unfair if the reason behind it is not changes in the market. While the problem of service 
failure is addressed by service recovery at the time of service experience, price problems are not often addressed as quickly 
and therefore have a long-term impact. Since pricing problems are one of the drivers of customer exit, the customer often gets 
involved in negative word-of-mouth response. Consequently, the following hypothesis was postulated: 

H2: Pricing problems results in negative social word-of-mouth. 

2.4.3 Service recovery failure 
 
Casidy and Shin (2015) identified four strategies of service recovery; none, apology, compensation and hybrid recovery. For 
the current study, service recovery failure means no recovery. The same authors found that no recovery strategy resulted in 
high negative word-of-mouth. Lymperopoulos et al. (2013) found a significant effect of denied services on customers switch 
and word-of-mouth. Nyarko (2015) indicated that a firm inability to quickly respond to service failure is one significant 
predictor of customer switch behavior.  Satisfactory service failure recovery had resulted in customer engagement in positive 
word-of-mouth (Swanson & Kelley, 2001). Accordingly, the following hypothesis was suggested:    

H3: Service recovery failure results in negative social word-of-mouth. 

2.4.4 Customer dissatisfaction  
 

Customer satisfaction is regarded as a critical driver of word-of-mouth (Ranaweera & Prabhu, 2003). Kim et al. (2009) con-
ducted a study on restaurants to identify the effect of factors such as food quality, service quality, atmosphere, price and value 
as well as convenience on customer satisfaction, and to explore the effect of customer satisfaction on return intention and 
word-of-mouth. Their results indicated that improved customer satisfaction had resulted in increased return intention and 
word-of-mouth. Other prior studies found a significant influence of customer satisfaction on word-of-mouth (Williams et al., 
2012; Kitapci et al., 2014; Shin et al., 2017). These studies indicate that customer dissatisfaction leads to negative words and 
social communication. Hence, the following hypothesis was presumed: 

H4: Customer dissatisfaction results in negative social word-of-mouth. 

3. Methodology 
 

3.1 Study sample and data collection 
 
A sample consisted of restaurants’ followers on social media, e.g., Facebook was received an online questionnaire in order to 
collect data on drivers of their exit from the relationship with restaurants they used to visit. A total of 874 users of social 
media were identified within a month. Participants inclusion criterion in the sample was that a user has expressed his opinion 
about a particular restaurant with respect to the variables used in the study. Hence, 468 questionnaires have been sent to users 
who meet the requirement of participation in the study. The number of valid completed questionnaires returned was 355 
questionnaires with a response rate of 75.85%. 
 
3.2 Study model and measures  
 
The conceptual model in Figure 1 involved four independent predictors (service failure, pricing problems, service recovery 
failure and customer dissatisfaction) assumed to have significant negative effects on a dependent variable (social word-of-
mouth). Each driver was measured by four items adapted from the literature as depicted in Table 1. Social word-of-mouth 
was evaluated based on dimensions of previous studies with the addition of the social dimension through social media. Di-
mensions used to measure word-of-mouth were negative recommendations (Al-Tit & Nakhleh, 2014), information volume of 
word-of-mouth (Chen et al., 2011), warning others not to use the firm (Casidy & Shin, 2015) and advice on product or service 
given to friend via social media (Maxham III, 2001). All factors were assessed using a five-point Likert scale ranged from 1 
(strongly disagree) to 5 (strongly agree).     
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Fig. 1. Study conceptual model Fig. 2. Study structural model 

3.3 Reliability and Validity  
 
Validity was examined by convergent validity, which evaluated based on the average variance extracted (AVE). Two tests 
were used to evaluate reliability; Cronbach’s alpha coefficient (α) and composite reliability (CR). Calculations of AVE and 
composite reliability were computed using factor loadings. The results in Table 2 confirmed reliability and validity since 
AVEs were higher than 0.5, composite reliability values Cronbach’s alpha coefficients were higher than 0.7. On the other 
hand, correlation coefficients between variables indicated that dependent variables investigated in this study were moderately 
correlated, i.e., free of multicollinearity, and positively correlated to social word-of-mouth (Fornell & Larcker, 1981; Al-Tit, 
2015; Liu et al., 2011).             
 
Table 2  
Correlations, reliability and validity results  

Variables  1 2 3 4 5 AVE CR α 
Service failure -     0.71 0.91 0.87 
Pricing problems 0.42 -    0.65 0.88 0.81 
Service recovery failure 0.39 0.54 -   0.68 0.89 0.84 
Customer dissatisfaction 0.47 0.60 0.55 -  0.63 0.87 0.82 
Social word-of-mouth 0.44 0.49 0.58 0.50 - 0.67 0.89 0.83 

 

3.4 Goodness-of-fit indices and hypotheses testing 
 
Results of goodness-of-fit in Table 2 confirmed the overall fit of the structural model (GFI = 0.940, CFI = 0.924, AGFI = 
0.931 and RMSEA = 0.061). GFI, CFI and AGFI values should be greater than 0.90 and RMSEA values should be less than 
0.08 (Hooper et al., 2008; Al-Tit and Nakhleh, 2014).   
 
Table 3  
Results of goodness-of-fit indices  

Index  Value Result  
Goodness-of-fit-index (GFI) 0.940 Accepted  
Comparative fit index (CFI) 0.924 Accepted  
Adjusted goodness-of-fit index (AGFI) 0.931 Accepted  
Root mean square error of approximation (RMSEA) 0.061 Accepted  

In relation to hypotheses testing the results shown in Fig. 2 revealed that service failure significantly predicted negative social 
word-of-mouth (ß = 0.54, P < 0.05), which means that hypothesis 1 was accepted. Pricing problems was also significantly 
predicted negative social word-of-mouth (ß = 0.61, P < 0.05), therefore, hypothesis was supported. Service recovery failure 
had a significant impact on negative social word-of-mouth (ß = 0.35, P < 0.05), hence, hypothesis 3 was confirmed. Finally, 
customer dissatisfaction had found to significantly affect negative word-of-mouth (ß = 0.46, P < 0.05), that is, hypothesis 4 
was accepted. Based on these results, it was clarified that the four drivers of customer exit explored in this study; service 
failure, pricing problems, service recovery failure and customer dissatisfaction had resulted in negative word-of-mouth posted 
via social media applications by customers of restaurants.               

4. Discussion and conclusion 
 
This study aimed at identifying drivers of customer exit through a review of literature. Then, to explore the impact of these 
drivers on word-of-mouth which negatively spread on social media by customers. Four drivers of customer exit were used as 
independent variables in the present study; service failure, pricing problems, service recovery failure and customer dissatis-
faction. The findings of the study pointed out that all these drivers had significant and positive effects on negative social word-
of-mouth. In a word, drivers of customer exit in this study resulted in negative word-of-mouth publicized on social media. 
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These results are logical in line with the findings of several studies. customer exit is a result of customers evaluation of 
products or service provided by firms (Dimyati and Subagio, 2018), therefore, this term was deemed as a behavioral response 
of a customer after product or service experience (Bowden, 2009). Two of the most important forms of customer exit: ending 
the relationship with the company or reduce the amount of consumption (Van Doorn et al., 2010). Research on customer 
commitment and exit identified numerous drivers of customer exit, such as firm inability to cope with customer complaints 
(Tahir et al., 2018), attractiveness of competitors’ offerings (Amegbe and Osakwe, 2018), pricing, product or service quality, 
switching cost and customer curiosity (Lubis and Palibutan, 2018). In the current study four drivers of customer exit were 
identified; service failure (Colgate and Hedge, 2001), pricing problems (Gerrard and Cunningham, 2004), service recovery 
failure (Casidy and Shin, 2015) and customer dissatisfaction (Buttle and Burton, 2002). In agreement with Maxham III (2001), 
Weun et al. (2004) and Casidy and Shin (2015) this study found a significant impact of service failure on social word-of-mouth. 
Customers who watch service failures in restaurants express their displeasure through social media. Furthermore, similar results in 
terms pricing problems were pointed out by Gerrard and Cunningham (2004), Ryu and Han (2010), which indicated that price 
problems that can be described by high prices or unfair prices play an important role in customer behavior. On the other hand, after 
a restaurant fails to recover service failure, it is normal for the customer to express his opinion by the means he deems appropriate 
such as social media.  There is a consensus between the results of the current study and the results of previous studies in that the 
failure of the restaurant to recover service failure leads to a negative word-of-mouth (Swanson and Kelley, 2001 and Lymperopoulos 
et al., 2013). Finally, the results showed that customer dissatisfaction leads to an increase in the negative word-of-word. Previous 
studies have supported this finding (Ranaweera  & Prabhu, 2003; Kim et al., 2009; Williams et al., 2012; Kitapci et al., 2014; Shin 
et al., 2017). Based on the findings of the study, it was concluded that the customer's response remains positive as long as the services 
and products obtained are within his expectations, but if the firm fails to provide the service or cannot process the order even after 
the customer's complaint, or the firm faces price problems to the extent that the customer is not satisfied with the products and 
services provided by the firm, it leads to customer engagement in negative word-of-mouth, which may be the advice of friends not 
to deal with the firm, or at the least, the customer may continue to deal with the company but reduce its consumption volume.  
 
5. Limitations and recommendations 
 
The results of this study were extracted from social media users who experience a specific restaurant and subjected to one or more 
of exit drivers and spread their opinions via social media. Therefore, the results can only be generalized to the population from which 
the sample is drawn and cannot distributed to all restaurants. The nature of this study is cross-sectional, to gain more understanding 
of customer behaviors a longitudinal study should be used. 
 

6. Academic and practical implications 
 
The current study presented new possibilities for researchers to study a new topic related to customer exit drivers and their relation 
to the negative word-of-mouth through social media. For firms or restaurants in particular, there are many drivers that invite 
customers to exit and end their relationship with the firm. Firms must pay more attention to these drivers and know that their 
impact is not limited to the customer or friends, but rather through the dissemination of negative views through social media. 
Firms must be aware that social media are of great importance and that they lack the ability to control the content of social media. 
 
References 
 
Al-Tit, A., & Nakhleh, H. (2014). The role of E-marketing in the development of Internet user attitudes toward tourist sites in Saudi 

Arabia. Journal of Administrative and Economic Sciences, 7(2), 25-44        
Amblee, N., & Bui, T. (2008). Can brand reputation improve the odds of being reviewed on-line?. International Journal of Electronic 

Commerce, 12(3), 11-28. 
Amegbe, H., & Osakwe, C. (2018). Towards achieving strong customer loyalty in the financial services industry: Ghanaian top banks’ 

customers as a test case. International Journal of Bank Marketing, 36(5), 988-1007.  
Angelova, B., & Zekiri, J. (2011). Measuring customer satisfaction with service quality using American Customer Satisfaction Model 

(ACSI Model). International Journal of Academic Research in Business and Social Sciences, 1(3), 232. 
Ascarza, E., Neslin, S., Netzer, O., Anderson, Z., Fader, P., Gupta, S., B. Hardie, Lemmens, A., Libai, B., Neal, D., Provost, F., & 

Schrift, R. (2018). In pursuit of enhanced customer retention management: Review, key issues, and future directions. Customer 
Needs and Solutions, 5(1-2), 65-81. 

Bowden, J. (2009). The process of customer engagement: A conceptual framework. Journal of Marketing Theory and Practice, 17(1), 
63-74. 

Buttle, F., & Burton, J. (2002). Does service failure influence customer loyalty?. Journal of Consumer Behaviour, 1(3), 217-227. 
Casidy, R., & Shin, H. (2015). The effects of harm directions and service recovery strategies on customer forgiveness and negative 

word-of-mouth intentions. Journal of Retailing and Consumer Services, 27, 103-112. 
Chebat, J., & Slusarczyk, W. (2005). How emotions mediate the effects of perceived justice on loyalty in service recovery situations: 

an empirical study. Journal of Business Research, 58(5), 664-673. 
Chen, Y., Wang, Q., & Xie, J. (2011). Online social interactions: A natural experiment on word of mouth versus observational learn-

ing. Journal of Marketing Research, 48(2), 238-254.         
Chu, S., & Kim, Y. (2011). Determinants of consumer engagement in electronic word-of-mouth (eWOM) in social networking sites. In-

ternational journal of Advertising, 30(1), 47-75. 
Clemes, M. D., Gan, C., & Zheng, L. Y. (2007). Customer switching behavior in the New Zealand banking industry. Banks and Bank 

Systems, 2(4), 50-65. 



B. Almohaimmeed / Management Science Letters 11 (2021) 533

Colgate, M., & Hedge, R. (2001). An investigation into the switching process in retail banking services. International Journal of Bank 
Marketing, 19(5), 201-212. 

Colgate, M., & Norris, M. (2001). Developing a comprehensive picture of service failure. International Journal of service industry 
management, 12(3), 215-233. 

Dimyati, M., & Subagio, N. (2018). Customer trust as mediator in the creation of customer relationship intention. Management & 
Marketing, 13(1), 710-729. 

Eshghi, A., Haughton, D. and Topi, H. (2007). Determinants of customer loyalty in the wireless telecommunications industry. Telecom-
munications policy, 31(2), 93-106. 

Fisher, T. (2009). ROI in social media: A look at the arguments. Journal of Database Marketing & Customer Strategy Manage-
ment, 16(3), 189-195. 

Fornell, C., & Wernerfelt, B. (1987). Defensive marketing strategy by customer complaint management: a theoretical analysis. Journal 
of Marketing Research, 14, 337-346. 

Gerrard, P., & Cunningham, J. (2004). Consumer switching behavior in the Asian banking market. Journal of Services Marketing, 18(3), 
215-223.  

Hajli, N., Lin, X., Featherman, M., & Wang, Y. (2014). Social word of mouth: How trust develops in the market. International Journal 
of Market Research, 56(5), 673-689. 

Haj-Salem, N., & Chebat, J. (2014). The double-edged sword: The positive and negative effects of switching costs on customer exit and 
revenge. Journal of Business Research, 67(6), 1106-1113. 

Halinen, A., & Tähtinen, J. (2002). A process theory of relationship ending. International Journal of Service Industry Manage-
ment, 13(2), 163-180. 

Han, S., Nguyen, B., & Lee, T. (2015). Consumer-based chain restaurant brand equity, brand reputation, and brand trust. International 
Journal of Hospitality Management, 50, 84-93. 

Hanaysha, J. (2016). Testing the effects of food quality, price fairness, and physical environment on customer satisfaction in fast food 
restaurant industry. Journal of Asian Business Strategy, 6(2), 31-40. 

Helm, S., Rolfes, L. and Günter, B. (2006). Suppliers' willingness to end unprofitable customer relationships: An exploratory investiga-
tion in the German mechanical engineering sector. European Journal of Marketing, 40(3/4), 366-383. 

Hirschman, A. (1970). Exit, voice and loyalty. Cambridge, MA: Harvard University Press. 
Hooper, D., Coughlan, J., Mullen, M. (2008). Structural equation modelling: Guidelines for determining model fit. Electronic Journal 

of Business Research Methods, 6(1), 53-60. 
Hwang, J., & Wen, L. (2009). The effect of perceived fairness toward hotel overbooking and compensation practices on customer 

loyalty. International Journal of Contemporary Hospitality Management, 21(6), 659-675. 
Karakaya, F. (2000). Market exit and barriers to exit: Theory and practice. Psychology & Marketing, 17(8), 651-668. 
Kim, A., & Ko, E. (2010). Impacts of luxury fashion brand's social media marketing on customer relationship and purchase intention. 

Journal of Global Fashion Marketing, 1(3), 164-71. 
Kim, D., Magnini, V., & Singal, M. (2011). The effects of customers’ perceptions of brand personality in casual theme restaurants. In-

ternational Journal of Hospitality Management, 30(2), 448-458.  
Kim, W., Ng, C., & Kim, Y. (2009). Influence of institutional DINESERV on customer satisfaction, return intention, and word-of-

mouth. International Journal of Hospitality Management, 28(1), 10-17. 
Kitapci, O., Akdogan, C., & Dortyol, I. (2014). The impact of service quality dimensions on patient satisfaction, repurchase intentions 

and word-of-mouth communication in the public healthcare industry. Procedia-Social and Behavioral Sciences, 148, 161-169. 
Lee, Y., Hu, H., Yen, T., & Tsai, C. (2009). An integration of KANO’s model and exit-voice theory: a case study. Asian Journal on 

Quality, 10(2), 109-126. 
Litvin, S., Goldsmith, R. and Pan, B. (2008). Electronic word-of-mouth in hospitality and tourism management. Tourism Manage-

ment, 29(3), 458-468. 
Lubis, A., & Palibutan, C. (2018). The impact of contextual factors, brand loyalty and brand switching on purchase decision of internal 

water on convenience store. Journal of Business Strategy and Execution, 8(1), 1-24 
Lymperopoulos, C., Chaniotakis, I., & Soureli, M. (2013). The role of price satisfaction in managing customer relationships: the case 

of financial services. Marketing Intelligence & Planning, 31(3), 216-228. 
Mandagi, P., & Tumiwa, J. (2018). The effect of price and bank reputation on customer switching behavior of bank Rakyat Indonesia 

in Manado. Jurnal EMBA: Jurnal Riset Ekonomi, Manajemen, Bisnis dan Akuntansi, 6(2), 583-592. 
Mangold, W., & Faulds, D. (2009). Social media: The new hybrid element of the promotion mix. Business Horizons, 52(4), 357-365. 
Maxham III, J. G. (2001). Service recovery's influence on consumer satisfaction, positive word-of-mouth, and purchase intentions. Jour-

nal of Business Research, 54(1), 11-24. 
McLaughlin, H. (2009). What's in a name:‘client’,‘patient’,‘customer’,‘consumer’,‘expert by experience’,‘service user’—what's 

next?. The British Journal of Social Work, 39(6), 1101-1117. 
Michalski, S. (2004). Types of customer relationship ending processes. Journal of Marketing Management, 20(9-10), 977-999. 
Moutinho, L., & Smith, A. (2000). Modelling bank customer satisfaction through mediation of attitudes towards human and automated 

banking. International Journal of Bank Marketing, 18(3), 124-134. 
Nurbasari, A., & Harani, N. (2018). Influence of Customer Relationship Marketing and Satisfaction of Customer Loyalty (Case Study: 

In Bank CIMB Niaga Lembong in Bandung). Economics, 6(2), 98-107. 
Nyarko, I. (2015). Evaluation of factors influencing switching behaviors by Ghana commercial bank customers. British Journal of 

Marketing Studies, 3(8), 35-46. 
Olga, B., David, D., Dhameeth, G., Adam, S., & Elliott, S. (2018). The Millennials: Insights to brand behavior for brand management 

strategies. Journal of Management and Strategy, 9(3), 1-17. 



 534 

Oyeniyi, O., & Abiodun, A. J. (2010). Switching cost and customers loyalty in the mobile phone market: The Nigerian experience. Busi-
ness Intelligence Journal, 3(1), 111-121. 

Pfeffer, J., Zorbach, T. and Carley, K. (2014). Understanding online firestorms: Negative word-of-mouth dynamics in social media 
networks. Journal of Marketing Communications, 20(1-2), 117-128. 

Preko, A., & Kwami, S. (2015). The influence of psychographic variables on the theory of exit, voice, and loyalty of customer com-
plaints behaviour in banks. Journal of Competitiveness, 7(4), 48-67. 

Prim-Allaz, I., & Perrien, J. (2000). The Relevance of Macneil's Relational Norms to Understand the Exit of an Interorganizational 
Relationship, First Nordic Workshop on Relationship Dissolution, Kuusamo, Finlande, 22-24 Septembre. 

Ranaweera, C., & Prabhu, J. (2003). On the relative importance of customer satisfaction and trust as determinants of customer retention 
and positive word of mouth. Journal of Targeting, Measurement and Analysis for Marketing, 12(1), 82-90. 

Ranaweera, C., & Prabhu, J. (2003). The influence of satisfaction, trust and switching barriers on customer retention in a continuous 
purchasing setting. International Journal of service Industry Management, 14(4), 374-395. 

Ryu, K., & Han, H. (2010). Influence of the quality of food, service, and physical environment on customer satisfaction and behavioral 
intention in quick-casual restaurants: Moderating role of perceived price. Journal of Hospitality & Tourism Research, 34(3), 310-
329.  

Santos, J., & Boote, J. (2003). A theoretical exploration and model of consumer expectations, post‐purchase affective states and affective 
behaviour. Journal of Consumer Behaviour: An International Research Review, 3(2), 142-156. 

Santouridis, I., & Tsachtani, E. (2015). Investigating the impact of CRM resources on CRM processes: a customer life-cycle based 
approach in the case of a Greek bank. Procedia Economics and Finance, 19, 304-313. 

Saran, R., & Swamy, R. (2018). A research on a comparative study of some brand switching models in marketing. Indian Journal of 
Marketing, 48(3), 17-32. 

Sengupta, A., Balaji, M., & Krishnan, B. (2015). How customers cope with service failure? A study of brand reputation and customer 
satisfaction. Journal of Business Research, 68(3), 665-674. 

Shin, Y., Thai, V., Grewal, D., & Kim, Y. (2017). Do corporate sustainable management activities improve customer satisfaction, word 
of mouth intention and repurchase intention? Empirical evidence from the shipping industry. The International Journal of Logistics 
Management, 28(2), 555-570.  

Siano, A., Vollero, A., & Palazzo, M. (2011). Exploring the role of online consumer empowerment in reputation building: research 
questions and hypotheses. Journal of brand management, 19(1), 57-71. 

Sivadas, E., & Jindal, R. (2017). Alternative measures of satisfaction and word of mouth. Journal of Services Marketing, 31(2), 119-
130. 

Solvang, B. (2008). Customer protest: Exit, voice or negative word of mouth. International Journal of Business Science and Applied 
Management, 3(1), 1-19. 

Stewart, K. (1998). An exploration of customer exit in retail banking. International Journal of Bank Marketing, 16(1), 6-14. 
Swanson, S., & Hsu, M. (2011). The effect of recovery locus attributions and service failure severity on word-of-mouth and repurchase 

behaviors in the hospitality industry. Journal of Hospitality & Tourism Research, 35(4), 511-529.  
Swanson, S., & Kelley, S. (2001). Service recovery attributions and word-of-mouth intentions. European Journal of Marketing, 35(1/2), 

194-211. 
Tahir, H., Buttar, Z., & Ahmad, I. (2018). Consumer complaint behavior and defection: The moderating role of demographic factors 

and switching cost. IUP Journal of Marketing Management, 17(2), 58-79. 
Theresia, M. and Sadalia, I. (2018). The determinants of customer loyalty for telecommunication provider. Journal of Research in 

Business, Economics and Management, 10(3), 1918-1931. 
Trianasari, N., Butcher, K., & Sparks, B. (2018). Understanding guest tolerance and the role of cultural familiarity in hotel service 

failures. Journal of Hospitality Marketing and Management, 27(1), 21-40. 
Van Doorn, J., Lemon, K. N., Mittal, V., Nass, S., Pick, D., Pirner, P., & Verhoef, P. (2010). Customer engagement behavior: Theoretical 

foundations and research directions. Journal of Service Research, 13(3), 253-266. 
Villi, B., & Koc, E. (2018). Employee attractiveness and customers’ service failure perceptions. Journal of Hospitality Marketing & 

Management, 27(1), 41-60. 
Wangenheim, F., & Bayón, T. (2007). Behavioral consequences of overbooking service capacity. Journal of Marketing, 71(4), 36-47. 
Weun, S., Beatty, S., & Jones, M. (2004). The impact of service failure severity on service recovery evaluations and post-recovery 

relationships. Journal of Services Marketing, 18(2), 133-146. 
Williams, M., Buttle, F., & Biggemann, S. (2012). Relating word-of-mouth to corporate reputation. Public Communication Re-

view, 2(2), 1-16. 
Willys, N. (2018). Customer satisfaction, switching costs and customer loyalty: An empirical study on the mobile telecommunication 

service. American Journal of Industrial and Business Management, 8(04), 1022. 
Yanamandram, V., & White, L. (2006). Switching barriers in business-to-business services: a qualitative study. International Journal 

of Service Industry Management, 17(2), 158-192. 
Yim, E., Lee, S., & Kim, W. (2014). Determinants of a restaurant average meal price: An application of the hedonic pricing model. In-

ternational Journal of Hospitality Management, 39, 11-20. 
                                     

 

 
© 2020 by the authors; licensee Growing Science, Canada. This is an open access article 
distributed under the terms and conditions of the Creative Commons Attribution (CC-BY) license 
(http://creativecommons.org/licenses/by/4.0/). 

 



<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /None
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Error
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.0000
  /ColorConversionStrategy /CMYK
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness true
  /PreserveHalftoneInfo false
  /PreserveOPIComments true
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages true
  /ColorImageMinResolution 300
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /CropGrayImages true
  /GrayImageMinResolution 300
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /CropMonoImages true
  /MonoImageMinResolution 1200
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /None
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile ()
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /CreateJDFFile false
  /Description <<

    /BGR <>
    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000410064006f006200650020005000440046002065876863900275284e8e9ad88d2891cf76845370524d53705237300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002>
    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef69069752865bc9ad854c18cea76845370524d5370523786557406300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002>
    /CZE <>
    /DAN <>
    /DEU <>
    /ESP <>
    /ETI <>
    /FRA <>
    /GRE <>

    /HRV (Za stvaranje Adobe PDF dokumenata najpogodnijih za visokokvalitetni ispis prije tiskanja koristite ove postavke.  Stvoreni PDF dokumenti mogu se otvoriti Acrobat i Adobe Reader 5.0 i kasnijim verzijama.)
    /HUN <>
    /ITA <>
    /JPN <FEFF9ad854c18cea306a30d730ea30d730ec30b951fa529b7528002000410064006f0062006500200050004400460020658766f8306e4f5c6210306b4f7f75283057307e305930023053306e8a2d5b9a30674f5c62103055308c305f0020005000440046002030d530a130a430eb306f3001004100630072006f0062006100740020304a30883073002000410064006f00620065002000520065006100640065007200200035002e003000204ee5964d3067958b304f30533068304c3067304d307e305930023053306e8a2d5b9a306b306f30d530a930f330c8306e57cb30818fbc307f304c5fc59808306730593002>
    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020ace0d488c9c80020c2dcd5d80020c778c1c4c5d00020ac00c7a50020c801d569d55c002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e>
    /LTH <>
    /LVI <>
    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken die zijn geoptimaliseerd voor prepress-afdrukken van hoge kwaliteit. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)
    /NOR <>
    /POL <>
    /PTB <>
    /RUM <>
    /RUS <>
    /SKY <>
    /SLV <>
    /SUO <>
    /SVE <>
    /TUR <>
    /UKR <>
    /ENU (Use these settings to create Adobe PDF documents best suited for high-quality prepress printing.  Created PDF documents can be opened with Acrobat and Adobe Reader 5.0 and later.)
  >>
  /Namespace [
    (Adobe)
    (Common)
    (1.0)
  ]
  /OtherNamespaces [
    <<
      /AsReaderSpreads false
      /CropImagesToFrames true
      /ErrorControl /WarnAndContinue
      /FlattenerIgnoreSpreadOverrides false
      /IncludeGuidesGrids false
      /IncludeNonPrinting false
      /IncludeSlug false
      /Namespace [
        (Adobe)
        (InDesign)
        (4.0)
      ]
      /OmitPlacedBitmaps false
      /OmitPlacedEPS false
      /OmitPlacedPDF false
      /SimulateOverprint /Legacy
    >>
    <<
      /AddBleedMarks false
      /AddColorBars false
      /AddCropMarks false
      /AddPageInfo false
      /AddRegMarks false
      /ConvertColors /ConvertToCMYK
      /DestinationProfileName ()
      /DestinationProfileSelector /DocumentCMYK
      /Downsample16BitImages true
      /FlattenerPreset <<
        /PresetSelector /MediumResolution
      >>
      /FormElements false
      /GenerateStructure false
      /IncludeBookmarks false
      /IncludeHyperlinks false
      /IncludeInteractive false
      /IncludeLayers false
      /IncludeProfiles false
      /MultimediaHandling /UseObjectSettings
      /Namespace [
        (Adobe)
        (CreativeSuite)
        (2.0)
      ]
      /PDFXOutputIntentProfileSelector /DocumentCMYK
      /PreserveEditing true
      /UntaggedCMYKHandling /LeaveUntagged
      /UntaggedRGBHandling /UseDocumentProfile
      /UseDocumentBleed false
    >>
  ]
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice


