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Influencement of Switching Cost on Online Customer Loyalty:
Empirical Study on Network Bookstore under B2C Mode

Feng Qiang

(Department of Economics and Managem ent, Guangdong T extile Polytechnic, Foshan Guangdong 528041, China)

Abstract: In this paper, the conceptual model of network consumers switching costs effecting customer loyalty is constructed. Empirical study
shows that three kinds of switching costs have positive impacts on online customers b ehavior loyalty, and only financial switching cost and rela
tional switching cost have positive impacts on online customers attitude loyalty. And the mechanisms of the com position of these three kinds of
switching costs influencing customers behavior and attitude loyalty are different: benefit loss cost, personal relationship loss cost and brand rela
tionship loss cost have positive influences on customer s attitude loyalty; evaluation cost, learning cost, benefit loss cost and brand relationship
loss cost have positive influences on customers behavior loyalty.
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