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Analysis on Effects of Switching Barriers of Customer L oyalty

Zhang Yancai'? ,Han Yugi*

Abstract : Through establishing the structural equation model ,this paper researches the relations between negative and positive switching barri-
ers and customer loyalty and uses the L ISREL tool to analyze convenient sample data. The results show that negative switching barriers have
negative effectson customer sati Saction and customer loyalty and positive switching barriersimpinge postively on customer sati faction and cus-

tomer loyalty. These conclusons are adverse to Julander’ s. Finaly ,it explains the reasons
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