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Factors affecting brand switching on Sunsilk Shampoo in

Indonesia m

Rina Adi Kristianti®* and Ruth**

This: sively attemprs fo explore the faciors that inflivenee
hevird switching of Swesilk shampoo. prodircts In fndonesin
Colfecting data are using guestionnaires on §30 respondents.

Ihe independent variobles are consiomer dizvarisfietion,
reedd af verlely seeking, price. compeliors” iohvernisime anid
aveilability of product.  Reselts showed that consumer ™
dixsarisfaction, price and competivars” advertising have o
sfgnificainl positive offcel owr bramd owitching. Comversely
avirlfability of product has o significant megaiive offect on
brand swirching,

Keywaords: brand switching, consumer dissatisfaction, need of variety seeking, price,
compelitors” advertising, availability of product,

I. Introduction

Competition 15 2 major problem faced by every company. Various methods are used
o maintain and win the market, so that cach manufacturer tried 1o accentuate its products
from rival products is the price policy, product, distribution, and promotion. A wide varicty
of products on the market, made a marketer must keep in winning customer satisfaction. 11 all
the consumers' needs are met, consumers tend 1o be loyal 1o the product and not easy for the
consumer (o switch to another brand {brand switching).

Many factors influence the consumer to switch to another brand. But the Factors that
will be discussed in this research are consumer dissatisfaction, the need of variety seeking,
price, competitors’ ads and product availability. The product studicd was shampoo, which for
Indonesia hair care products have a very good market share. It was proven that the biggest
selling hair care for the Asia Pacific region, Indonesia is in the order to the four. For more
details can be seen in the table below:

*Rina Adi Knstianti, Lecturer o the facubiy of economics, Tamumanagara University, Jakarta, Indonesia, Email ©

pirina S 20603 2 yahoo. com
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Table 1.1: Hair Care Market Growth category in the Asia Pacilic region

Negara 2008 2009 2010 2011 2012
China 3301.6 4012,6 47473 S601.4 6604,7
Japan 5742 59073 GO85.4 62727 64637
South Korea | 957.2 1012 10627 1115 1168
Indonesia 490,38 565,1 634.9 T00,3 764.3
Filipina 505.6 571.1 6233 6791 7379
Vietnam 179,2 216,7 253,1 2907 335.7
Malaysia 200.3 2281 2447 261.6 279.7
Singapore 90,9 99 106,6 1141 121,7
In units of mllion USD Reference: Bipo//voww in commelicsasipeom =

The development of the hair care market in the Asia Pacific region very rapidly making many
brands of shampoo on Indonesia market. So it becomes very tight competition between these
products. The main focus of this rescarch is Sunsilk shampoo which since 2011 the industrial
market was dominated by Pantene shampoo. For more details, refer to the table below:

Table 1.2: Shampoo Industries in Indonesia 2009 - 2011

Merek 2009 2010 2011

Pantenc 23.3% 21,7% 26,4%
Sunsilk 25.8% 24,3% 22.8%
Clear 15, 7% 20.%% 18,5%
Lifebouy 13,2% 14.3% 13,3%

Relerenee | SWA Magazine

This is also shown by the brand value of the four brands, Sunsilk supertor from 2009 1o
2010, but since 2011 Pantene can outperform its competitors. The following Table 1.3
describes brand value of shampoo in Indonesia. Brand value shows the best brand image
bases on consumers’ perceplion.

Table 1.3: Brand Value of Shampoo in 2009 - 2011

Brands Year Rating
2009 2010 20011 2009 2010 2011
Pantene 58.7% 50,4% 54,7% 2 3 1
Sunsilk 60, 7% 52.0% 51,9% 1 | 2
Clear 55.0% 50.5% 49.7% 3 2 3
| Lifebouy | 53.4% 45.0% 46,2% 4 4 4

Reference : SWA Mapazine
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Based on Table 1.3 shows that in 2009, Sunsilk shampoo had a brand value of 60.7% which

oceupies the first position. But in 2010 Sunsilk brand value decreased with a value of 52%

although ranked first. In 2011, Sunsilk brand value decreased with a value of 51.9% thus

placing Sunsilk shampoo in second position afler Pantene as first position with a value of

54.7%. 1t shows that the decline Sunsilk shampoo brand in consumers” perception. From this

phenomenon, it is important to do consumer surveys to determine what factors affecting

consumers to switch their brands. These results can be input for the company to maintain
customer loyalty and prevent consumers do not switch to another brand.

2. Research question

Do consumer dissatisfaction, need of variety secking, price, competitors’ ads and product
availability have effect on brand switching of Sunsilk shampoo in Indonesia?

3. Literature Review

3.1. Brand switching

Brand switching is the process in which consumer switches from the usage of one product to
another product but of same category. In our daily life consumers switch from one brand to
another brand although are highly satisfied from it. (Afzal, et al, 2013). Evervy consumer of a
product is expected to have utility function for cach of these attributes, Utility function
enables o consumer of a product to study how product satisfaction varies with altermative
levels in each of the attnbutes. According to Lin, et al (2000) the structure of the market and
purchase consists of multiple types of buyers that the image is deseribed in Figure 1.
a) Potential Switcher, this group consists of all customers who are loval to a product, but
there is the potential to be affected by various factors to switch brands.
b) Repeat Buyer, proup buyers make the same choice of products in the past, present and
future.
¢) Brand Switcher, this group consists of some buyers will switeh brands ot lcast one

time when brands make the choice to purchase now or in the future.
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Figure 3.1: Repeat Purchase Market Structure and Displacement Brand

Reference: Lin, et al. (2000 : 283)

3.2, Markov Process in brand switching

Markov model is a stochastic process used in terms of a random variable indexed with
respect to time. Its analysis also takes cognizance of a sequence of evenis. The state
probabilities at a future instant given the present state of the process do not depend on the
states occupied in the past. The behavior of the system in each state memorizes i.e the future
state of the system at tn+ ] depends on its present state at tn (Dilip, et al 2009). Markov chains
have been used in many applications; sce Sandman (2005), Glennon, et al (2005) among
others. Adeveye, et al (2012) examined the relevance of product attributes to switching rates
with reference to three brands of soft drinks, Markov chains were employed to determiine the
brand loyalty of the consumers of the soft drinks and the future market shares in the long run,
Sequel to the balance vector generated, it was discovered that the consumers exhibited the
most brand lovalty towards Fanta, Rescarch results can be seen in the image below:
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Fanta Miranda Mountain Dew

# N

Fanta .50 0.28 022
Pij= Miranda .35 0.51 0.14
Mountain Dew 0.33 017 0.59

= ¥

-

From the resulls above shows that consumers of Fanta were still using the product of 50%,
0% switch to other brands that are 28% o Miranda and 22% to Mountain Dew. Second
brand is Miranda that has loyal consumers of 51% then 49% to swilch 1o other brands that
are 35% to Fanta and 14% 1o Mountain Dew. The last brand is Mountain Dew that has loyal
consumers of 59% then 41% to switch to other brands that are 33% to Fanta and 17% 1o
Miranda, From the matrix above, most consumers switch brand 1o Fanta (35% from Miranda
consumers and 33% from Mountain Dew consumers),

3.3, Previous researches and hypotheses

There are several previous studies that examine the factors influence brand switching to
vanious products, Previous researches can be summarized in table 3.3.1 below:
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Table 3.3.1 Previous Rescarches of Brand Switching

Researchers & Dependent Independent Results
Products Variable Variables
Ahmed, et al (2015) | Brand Marketing tactics Marketing tactics do not
sistile Bl switching | (promotional and significantly influence to brand
aoie Fione loyalty campaign) switching.
Mackeat yaily campaign
Faustine (2015) Brand Variely seeking, Variety secking has a significant
switching | Social status, quality, | positive effect on brand switching.
Blackberry advertisement
Porral & Mangmn Brand Altractiveness, Attractiveness and scarch effon
{2015) switching | scarch effort, have significant positive effect and
. - customer satisfaction | customer satisfaction has a
Mobile Services significant negative effect on
Market brand switching.
Raza, et al (2015) Brand Service quality, Service quality has a significant
i i switching | price, brand image, | positive effect on brand switching
Telecommunicalion value offerad, trust,

Service companics

satisfaction, customer
loyalty

Afzal, et al (2013) Brand Price, service quality, | Service quality and trust have
switching | brand loyalty, trust | significant positive effect, and
Cellular network brand lovalty has a significant
negative effiect on brand switching
Saead, et al (2013) Brand Price, Inconvenience, | Price & Inconvenience have
switching | Service Failure stgnificant positive effect on brand
Telecom Industry switching
Xu, et al (2013) Brand Subjective norm, Subjective norm, need for variety
) switching | satisfaction, need for | and aliemative attractiveness have
Social Network variely, alterative | significant positive effect and
Game attractiveness. satisfaction has a significant
negative effect on brand switching
Siddigui & Javed Brand Brand quality, brand
{2012) switching | sitisfaction, mediation | 1f brand is not providing quality
;g?:;a::imwm 1o it customer then customer will
" " 1 1 a e
Telecommunication bkt quliiand not be satisfied and can easily
Industry brand switching switch to other brands available in

the market which have tragic
effect on the brand performance.

6
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Thapa, et al (2012) Brancd Impact of packaging, | Advertisement impact, price and
swilching | Price nise of current brand not available have bigger
Shampoo brand brand, Seheme of impact for consumers to switch
brands, Adverisement | e hrande
impact, Brand no
available [ To iry new
option, Influcnce by
other
Uturestantix (2012} | Brand Consumer Consumer dissatisfaction and sales
swilching | dissatisfaction, sales | promotion have significant
Cell Phone Market promotion. positive effect on brand switching.
Using moderating The Need to Segk Vanation
variable is variety Moderates
secking
the Influence of Consumer
Dissatisfaction
on the Brand Switching Deciston

The study has five hypotheses are;
a) Consumer dissatisfaction and brand switching

Uturestantix (2012) stated that consumer dissatistaction occurs when brand of a specified
product, which is considered 10 meet the consumers” needs and desires produce an opposite
state after the consumers have used and assessed the expected benefits of that product. These
unsatisfied consumers will try o find information or options of other products that have
added value and i line with their expectations, and they may stop buying that product or
even influence others not to buy. Therefore, companies should sirive to improve customer
satisfaction, so they become loyal, and if marketers are not able to provide the needs and
desires of consumers, il can cause consemers to switch the brands. Sharon, et al (2013)
proved that felt regret affected consumers” brand-switching intentions and behavior, Porral &
Mangin (2015); Xu, et al (2013), Siddiqui & Javed (2012), Jung & Yoon (2012); Han, et al
{2011) proved that consumer dissatisfaction has a significanl positive effect on brand
switching. But Raza, 1 al (2015) proved that customer dissatisfaction does not significantly
influence brand switching.

H2: Consumer dissatisfaction has a negative effect on brand switching
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B} Negd af variely seeking and brand switching

Kahn (1995) defined vaneéty-secking as “the tendency of individuals 1o seck diversity in their
choices of services or goods™. When the customers feel bored or even dissatistied with the
product they are using now  then they will try to seek for other varieties . Olsen, et al (2014)
& Minelstaedt, et. al, (1976) found that high sensation seckers (H35) tend 1o push through
the evaluation phase and move right in to the actual trial of a new product, HSS individuals
also have a shorter decision time than those with a low sensation seeker. Porral & Mangin
(2015}, Faustine (2015); Xu, et al (2013}, Uturestantix (2012) proved that naed of variety
secking has a significant positive effect on brand switching,

H2: Need of variety secking has a positive effect on brand switching
c) Price and brand switching

Price can be a competitive advantage for customers, because there are Lypes of consumers
who make the price as the main factor on product purchasing decisions (Kotler and Keller,
2007).  If service providers charge price sensible and give the better services than it will
create customer satisfaction and very less consumer will switch to another brand, because
price faimess is an extremely significant concern that leads toward satisfaction (Martin, et al
2007). Saeed, et al (2003); Thapa, et al (2012}, Herrmann, ¢t al (2007) proved that price has a
significant positive effect on brand switching. But Raza, et al (20015); Afeal et al (2013)
showed that the price does not significantly inflluence to brand switching.

H3: Price has a significant positive effect on brand switching
d) Compelitors " adverfising el Brand switchi g

Competitors” msdvertising thal more inleresting can atlract gonsumers o buy compelitors’
products. Mendez, et al (2015) stated that promotions have impact on long term effects, such
as brand loyalty and the type of nsk associated with a product or service, Uturestantix
(2012) & Thapa, ct al (2012) proved that competitors’advertising  influence w brand
swilching. Bul Ahmed, et al {2015) proved that competitors mdvertizsing do not significantly

influence brand switching.

H4 : Competitors” advertising has a significant positive ¢ffect on brand switching
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o) Avaifabilitv of product amd brand switching

Papakinakopoulos (2012) stated that product availability is an importanl component to
maintain consumer satisfaction and secure revenue streams for the retailer and the product
supplier. Product availability is a measure of the service level a supply chain offers to the end
customer. High product availability means the consumers find and buy the products they
want. Thapa et al (2012) proved that availability of product have impact on brand switching.

H3: Product availability has a significant negative effect on brand switching

-

4. Research Methodology

4.1. Population and sampling techniques

Before the questionnaires were distributed, first conducted a pre-test by distributing
questionnaires to 30 respondents, and there are 35 questions. Based on validity test, there are
7 mvahd questions so the invalid items are removed, total questions in the questionnaire
become 23. Thiz study used a sample of 150 respondents by reason of any of 28 questions
and multiplied as much as 5 to 7 times to get the number of respondents that will be used in
research that a total of 140 respondents to 196 respondents. (Malhotra, 2010: 374) To
simplify the calculations used in this study as many as 150 respondents as samples. The
sampling technique is purposive sampling, the criteria were 1) age 18 years and over, which
at that age 15 assumed respondents already quite mature and understand so that it can respond
to each question in the questionmaire research well, 2) Ever used Sunsilk Shampoo  and
swilch to other brands.

4.2, Definition of variahles

Dependent vanable s brand switching and independent variables are  consumier
dissatisfaction, need variety seeking, price, competitor advertising and availability of produet.
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Tahle 4.2.1 Definition of variables

Variables

Indicators

Brand swilching

The desire 1o move to another brand., unwillingness w0 use the
product, the desire to aceelerate the lermination of consumption /
use of the product, do not committed to being a consumer product
brand, assessment that the decision to move the brand is the right
decision, satisfaction after switching brands, the dissatisfaction

experienced by post-consumption.

Consumers
dissatisfaction

Sense of disappointment after using the produwct, dissatisfaction with the
quality of the product, the discrepancy between benefits dhd costs,

Need of variety secking

Try the product in a state of urgency, sense of saturated / tired of
the products used, curiosity / their curiosity aboul the other
product brands, do not worry in trying a different brand, and
choose products for trend.

Price

Price are relatively low for competitors’ products, rebates / discounts on
products of competitors, price vary for the size of the package , price
are in line with the benefits, gift free.

Competitors advertising

Competitors’ advertising were able to attract the attention of
consumers, compelitors’ ads more informative, competitors’
advertising offer more benefits, competitors’ ads  easily
remembercd by consumers, compelitor’s  advertising  uses
commercials that 1 like, competitors' mds more often seen,
competitors advertising able W arouse consumer desire to buy the
product.

Availability of products

Layout sales (product layout in the display), supplies products are
always there, distribution of products is available in vanous
outlets evenly, ease of purchase,

5. The Findings

Based on the data in Table 5.1, it can be seen that respondents who had not used Sunsilk

shampoo in less than 1 week (<1 week) is 11.3% or 17 respondents, within | week - 3
months is 17.3% or 26 respondents, within 3 months - | vear is 30% or 45 respondents, and
respondents who had not used Sunsilk shampoo more than 1 year (> 1 year) amounted o

41.4% or 62 respondents.

10
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Tahle 5.1 Respondents: Period Is Not Using Sunsilk Shampoo

Period is not using Sunsilk Shampoo Amount | Percentage
< | Week 17 11,3 %
1 Week - 3 Months 26 17,3 %
3 Months — 1 Year 45 30%
Over 1 Year 62 41.4 %
Total 150, 100 %6

Seurce | Cuestionnaire data tat have been processed by SPSS version 22 for Windows
While the new shampoo used by the respondents in this study, can be seen in the table below:

Table 5.2 Profile of Respondents Based on Shampoo Being Used

Shampoo Being Uscd Amount % (Percentage)

Pantene 21 14 %

Zine 18 12 %

Dove 17 11,3 %

Clear 14 9.3 %

l Head & Shoulders 13 8,7 %
Tresemme 12 3%
Lifebouy 12 2%
Rejoice 10 6,7 %
Syoss 9 6 %
Emeron 7 4.7 %
Loreal 7 4.7 %

Natur 5 33%

Mane’ n Tail 5 3.3%

Total 150 100

Souree: Cracstionnaire data that have been processed by SPSS version 22 for Wisdows

11
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From the data above, most consumers of Sunsilk shampoo switch o Pantene (14%), Zinc

{12%), Dove (11.3%), Clear (9.3%) and Head & Shoulder (8.7%). Table 3.3 presentis a
regression analysis of factors affecting brand swilching on Sunsilk shampoo.

Table 5.3 Regression Analysis of Factors Affecting Brand Switching on Sunsilk

Shampoo
Variables B l =g
Constant 1,257 4,851 S
{:DI'ISI.H.'I'IE’I"S diSSﬂ.l'iSfﬂﬂiﬂﬂ mg 2.225 J}za.ﬁ
Need of Vanely secking -.091 -1.134 259
Price 431 5,242 000w
Competitor advertising 344 31.804 000+
Availability of product - 096 22104 (37
R square 670
Adj R squire 650
D W stat 1,723
F statistic 0.000***

Note, (1)**® significant at 1%, * *significant at 5%, *significant at 10%

From the above results, it can be concluded that consumer dissatisfaction has a significant
positive effect on brand switching at a level of 5%, This result suppons the researches
conducted by Porral & Mangin (2015); Xu, et al (2013), Siddiqui & Javed (2012), Jung &
Yoon (2012); Han, et al {20011). Need of vanety secking has insigmficant effect on brand
switching. While price has a significant positive effect on brand switching at a level of 1%,
This result supports the researches conducted by Saced, et al (2003) Thapa, et al (2012),
Herrmann, et al (2007). Competitors"advertising has a significamt positive effect on brand
switching at a level of 19, This result supporis the researches conducied by Uturestantix
(2012} & Thapa, et al (2012). The last result of product availability that has a sigmificant

negative effect on brand switching at a level of 5%. This result suppons the rescarch
12
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conducted by Thapa et al (2012). R square i 0,670 means that 67% of brand switching
variance ¢an be explained by consumer dissatisfaction, varialy secking, price, competitors”
advertising and the availability of product while the rest of 33% can be explained by other
wartables that did not be explored by this research.

5. Conclusions and Recommendations

The vanables that sigmificantly influence brand switching are consumer dissatisfaction, priee,
competitors’ ads and product availability. Based on the results can be ml\rimlim the producer
so consumers nol switch to other brands are 1) the main factors wiggenng dissatnsfaction is
discrepancy between beneflits and costs. So it is good that producer combines some benefits
in one shampoo so consumers can buy one shampoo with some benefits. 2) Based on price it
is important (o pay altenlion 1o a variety of packaging that has a price variations. 3) Based on
competitor advertising, consumers will switch to other brands because competitor advertising
more attractive and lighlight the benefit of their products so the producer of Sunsilk
Shampoo if makes advertising must be more attractive and more informative to highlight the
benefits of its product. 4)Based on the availability of product that it is important 10 need pay
attention to the completeness of the products in the store and its layout, So the producer musi
frequently check the store point of sale to casure that products that are full of a variety of
packaging and vanans. Also pay attention to the layout as to facilitate the buyer in finding the
desired product, Futher researches can development other varbles that influence brand
switching such as attractiveness, service failure, brand image, trust and customer loyalty.

References

(1} Adeyeye, AC., Smart, O.F., & Kehinde, O.C. (2012}, “Modeling Brand Switching in
Consumers” Products”, Jenrnal of Economics and Sustainable Development |, 3.(12), 82
— B

(2} Aleal, 5., Chandio, AK., Shaikh, S, Bhand, M., & Ghumiro, B.A. (2013), “Factors
Behind Brand Switching in Cellular Networks™, fmternational Jowrnal of Asian Social
Science, 3(2), 299-307.

(3} Dihp, R, Rupam, T. & Anupawa, T. (2009}, “The Leaming Effects of Brands",
Journal of Management Research, 1(2), 1-13,

13



(4)

(5)

(6)

(7)

(%)
(%)
(10)
(113
(12)

(13)
(14)

(15)

(16)

(17

(18)

(19)

(20)

Proceedings of Annual Malaysia Business Research Conference

22 - 23 Augusi 20116, Concorde Hotel, Kuala Lumpur, Malaysia
ISBN: 978-1-925488-15-9

Fausting, M. (2015), “The Impact of Variety Seeking, Social Status, Quality and
Advertisement Towards Brand Switching in Smartphone Product (A Case Study of
BlackBerry User Thas Has Ever Changed Into Another Smartphone Product in
Surabaya)”, {Busx Management, 3(2), 142- 153

Glennon, Dennis & Peter, N, (2005), “Measuring the Default Risk of Small Business
Loans: Survival Approach”™, Jowrnal of Monev, Credit and Banking, 37, 109 - 125
Han, H; Kim, W & Hyun, $.5 (2011}, “Switching intention model development: Role
of service performances, customer satisfaction, and switching barmiers in the hotel
industry”™, fternational Journal of Hospitality Management |, 30, 619-629

Hermann, A., L, Xia, K.B & Monroc. H, F. (2007), “The influence of price faimess
on consumer satisfaction; An empirical test i the context of automobile purchases™,
Jovwrnal of Produet & Brand Management, 16(1), 49-58, -

Hover, W. D. & Maclnnis, D. J. (2001). Conswmer Behavier. 2nd ed., Boston:
Houghton Mifflin Company.

Jung, H.S & Yoon, H. H (2012), "Why do satishicd customers swilch? Focus on the
restaurant  patron variety-secking orientation and purchase decision involvement”,
fnternational Jowrnal of Hospitality Management Jowrnaf, 31, 875-884.

Kahn, B, E. (1995),"Consumer variety-secking among goods and services”, Journal of
Retatling and Consumer Serviees, 2(3), 139-148,

Kotler & Keller, K. L. (2007). Markeiing Management, 12 edition, PT. Indcks, Jakarta
Lin, C.T., Wang, 5. M. & Hsich, H.- Y. (2003}, “The Brand-Switching Behavior of
Taipei Female Consumers when Purchasing U-V Skincare Products™, [nfernaiional
Jowrnal of Management, 20 (4), 443- 451,

Maholtra (2010). Marketing Researeh: Applied Orientation, 6%edition, Pearson
Education,

Martin, C., . . A. Molina and A. Estehan (2007), “An integrated model of price,
satisfaction and loyalty: An empirical analysis in the service sector”, Jowrnal of
Product and Brand Management, 16(7); 459-468,

Mendez, M; Bendixen, M; Abmtt, R; Yurova, ¥ & Leary, B (2015), “Sales Promotion
and Brand Loyalty : Some New Insights”, lmternarional Jowrnal of Edvcation & Social
Sefenee, 2 (1).

Mittelstaedt, R.A., Grossbart, S.L., Curtis, W. W. & Devere, 5.P. (1976), “Optimal
stimulation level and the adoption decision process”, Jowrnal of Consumer Research, 3,
84-93,

Olsen, L., Atkin, T., Thach, L., & Cuellar, 8. (2014}, "Exploning Attnbutes of Vanety
Secking Wine Consumers in the US", FProceeding of 8th Academy of Wine Business
Research, Geisenheim, Germany.

Papakiriakopoulos, Dimitris (2012}, “Predict on-shelf product availability in grocery
retailing with classification methods”, Experr Svsiems with Applicarions, 39 (4), 4473-
4482,

Pormal, C.C & Mangin, JLP.L (2015), "Smooth operators? Drivers of customer
satisfaction and switching behavior in virtual and traditional mobile services? ©, Revisia
Espanola de nvestigacion de Marketing ESIC, 19, 124 = 135,

Raza M., Siddiqi. Z.. & Nasim, 5. (2015). “Factors Affecting Brand Switching In
Telecommunication Sector”, Jowrnal of Research in Business and Management | 3 (1),
11-15.

14




(21)

(22)

(23)

(24)

(25)

26)

27)

Proceedings of Annual Malaysia Business Research Conference
22 - 23 August 2016, Concorde Hotel, Kuala Lumpur, Malaysia
ISBN: 978-1-925488-15-9

Saced, R., Lodhi, RN, Saeed, M.S., Fareed, Z., Sami, A., Dustgeer, F., Mahmood, Z.,
& Moced, A, (2013), "Factors Affecting Brand Switching in Telecommunication A
Case Study of Sahiwal District, Pakistan”, Werld Applicd Sciences Journal, 26 (5),
GOT-6T1,

Sandman, W. {2005), “On Optimal Importance Sampling for Discrete-Time Markov
Chains”, Cuantitative Evaluation af Systent, 19 (22).

Siddiqui, 3 & Javed, 8. (2012), “Mediation Effect of Satisfaction and Brand Switching:
Relationship between Brand Quality and Brand Performance”.  deademy of
Contemporary Research Jowrnal, 1(1), 23-31.

Shukla, P (2004), “Effect of Product Usage, Satisfaction and Involvement on Brand
Switcling Behavior™, Asia Pacific Journal of Marketing and Logistics, 16 (4), 82 -
104,

Sharon, Ng; Kim, H & Rao, A. R (2015), “Sins of omission versus commission: Cross-
cultural differences in brand-switching due to dissatisfaction induced by individual
versus group action and inaction”, Jowrnal of Consumer Psychology, 21 (1), 89 — 100,
Durestantix, Walloka, A & Gallato, C (2012), "Do Customer Dissatisfaction and
Vanely Secking Really Affect the Prodect Brand Switching? A Lesson from the
Biggest Southeast Asia MobileTelecommunication Market™, Jouwrnal of Marketing
Research & Caze Siudies,

Xu, X: Li, H; Heikkila, J & Liu, ¥ (2013), “Exploring Individuals® Switching
Behaviour: An Empirical Investigation in Social Newwork Games in China”,
Proceeding of 26™ Bled eConference, Slovenia,



ISBN : 978-1-!




	Rina-Adi-Kristianti-(-010-)_001.pdf (p.1)
	Rina-Adi-Kristianti-(-010-)_002.pdf (p.2)
	Rina-Adi-Kristianti-(-010-)_003.pdf (p.3)
	Rina-Adi-Kristianti-(-010-)_004.pdf (p.4)
	Rina-Adi-Kristianti-(-010-)_005.pdf (p.5)
	Rina-Adi-Kristianti-(-010-)_006.pdf (p.6)
	Rina-Adi-Kristianti-(-010-)_007.pdf (p.7)
	Rina-Adi-Kristianti-(-010-)_008.pdf (p.8)
	Rina-Adi-Kristianti-(-010-)_009.pdf (p.9)
	Rina-Adi-Kristianti-(-010-)_010.pdf (p.10)
	Rina-Adi-Kristianti-(-010-)_011.pdf (p.11)
	Rina-Adi-Kristianti-(-010-)_012.pdf (p.12)
	Rina-Adi-Kristianti-(-010-)_013.pdf (p.13)
	Rina-Adi-Kristianti-(-010-)_014.pdf (p.14)
	Rina-Adi-Kristianti-(-010-)_015.pdf (p.15)
	Rina-Adi-Kristianti-(-010-)_016.pdf (p.16)
	Rina-Adi-Kristianti-(-010-)_017.pdf (p.17)
	Rina-Adi-Kristianti-(-010-)_018.pdf (p.18)
	Rina-Adi-Kristianti-(-010-)_019.pdf (p.19)
	Rina-Adi-Kristianti-(-010-)_020.pdf (p.20)
	Rina-Adi-Kristianti-(-010-)_021.pdf (p.21)

