[image: image1.jpg]


7th Global Conference on Business & Economics

ISBN : 978-0-9742114-9-4

An Exploration of Cultural Differences in Consumer Switching
Swanson, Scott R.

Arno Kleimenhagen Chair in Marketing

University of Wisconsin-Whitewater

Department of Marketing

800 West Main Street

Whitewater, WI  53190-1790

swansons@uww.edu
Tel: 262-472-5472

Fax: 262-472-4863

Frankel, Robert

Kip Associate Professor of Marketing & Logistics

University of North Florida, USA

Sagan, Mariusz

Maria Curie Sklodowska University, Poland

An Exploration of Cultural Differences in Consumer Switching
Scott R. Swanson, University of Wisconsin-Whitewater, USA
Robert Frankel, University of North Florida, USA
Sagan, Mariusz, Maria Curie Sklodowska University, Poland
ABSTRACT
A greater understanding of service switching behaviors and the related word-of-mouth outcomes of these behaviors across customers in different countries will allow international managers to better develop and adjust appropriate strategies for these situations.  This research examines an extended list of reasons for switching service providers and the related initiation of word-of-mouth activities, with whom the switching incident is discussed, and word-of-mouth valence.  Samples from five countries were utilized to explore these issues.
INTRODUCTION

If differing cultural values manifest themselves within different consumer behaviors, defining relationships among variables that are sensitive to cultural influences should be an important part of cross-cultural research.  Culture shapes social interaction, and as service organizations continue to expand internationally it becomes important to understand potential differences in cultures to successfully serve consumer needs in a global environment.  An important component of [services] marketing involves understanding customer (dis)satisfaction, switching behavior, and ensuing word-of-mouth.
Wangenheim (2005) notes that there is very limited research regarding what happens after a customer has switched away from a service provider, although these customers may engage in activities such as negative word-of-mouth that can impact the switched from firm.  The nature of word-of-mouth communication lends it particular impact in bringing new customers to a firm, or discouraging others from purchase (Keaveney, 1995, Wangenheim and Bayón 2004).  Persuading others to not do business with an organization may increase the customer’s confidence in their decision to switch.  This use of negative word-of-mouth to defend the switching decision is a way to reduce the cognitive dissonance potentially caused by a concern that the wrong decision was made (Wangenheim 2005).  Which customers are more likely to engage in post-switching negative word-of-mouth?  Although cultural differences are likely to explain part of these differences, this research also looks at critical behaviors related to the switch: price, inconvenience, core service failure, service encounter failure, response to the service failure, competition, involuntary switching, and ethical problems (Keaveney 1995).  It has also been suggested that how a consumer interacts with groups such as friends and work colleagues may significantly differ based on cultural orientation (Lindridge and Dibb 2003).

In summary, this paper examines initiation of word-of-mouth activities, the level of negative post-switching word-of-mouth engaged in, with whom the switching incident is discussed, and word-of-mouth valence, with an extended list of reasons for switching across five cultures.

METHODOLOGY
Respondents were first asked to think about the last time they had changed service providers.  They then noted the service type and described the reasons which had caused them to switch.  Keaveney’s (1995) eight categories for switching services were provided and respondents were asked to check the reason(s) that best explained why they had switched from the service provider discussed in their critical incident.  Next, subjects were asked whether they had discussed the incident.  If the subject had discussed the incident, he or she was instructed to “list the individual(s) you discussed the situation you described with.”  The word-of-mouth valence measure was adapted from Chiou, Droge and Hanvanich (2002).  The word-of-mouth scale demonstrates strong internal consistency for the total sample (( = .88) as well as within each investigated culture ((Brazil = .84, (China = .84, (Poland = .83, (Russia = .86, (United States = .92).  

Our study includes samples drawn from Brazil, China, Poland, Russia, and the United States.  The countries were selected to provide global diversity by including cultures from Asia, Europe, South America, and North America.  Back translation was utilized to identify any content and wording errors and provide equivalent questionnaires across the countries where data was collected.  The questionnaire was also presented to professionals in each culture to further assess validity and amended with minor word changes as needed.  When no further changes were recommended, the questionnaire was finalized.  Cooperation of a variety of businesses in each country investigated was obtained to survey employees.  This resulted in 1,998 usable responses (nBrazil = 259, nChina = 177, nPoland = 353, nRussia = 351, nUnited States = 718).
RESULTS
Switching Experiences

Chi-square tests identified statistically significant differences between the countries for all switching behaviors other than price (see Table 1).  Switching due to inconvenience of the service provider was most likely to occur among the Chinese respondents.  Core service failures and inadequate responses to service failures were most likely to be reported by the Brazil and China sample subjects.  Unsatisfactory interactions with employees leading to switching were reported most often by respondents from China and Russia.  Switching attributed to finding a higher quality or more reliable service provider was least likely to be identified in the sample from Poland.  The service provider acting illegally, in an unsafe or an unethical manner was indicated most often by Brazilian respondents and having to switch due to the original service provider closing the business was most noted by the subjects in the China and Russian samples.
Word-of-Mouth

The majority (66.5%) of respondents indicated that they did discuss the reported service switching incident with others.  The switching incidents were most likely to be discussed with friends (63.8%), followed by family members (58.6%), and co-workers (16.7%).  What was discussed about the switched from service provider was generally negative (mean = 4.41, SD = 1.89).  Examining these variables across the five countries investigated indicates statistically significant differences do exist.  


Chi Square analysis ((2 = 33.21, p = .000) suggests that Russian subjects were significantly less likely (54.4%), and Chinese respondents significantly more likely (75.1%), to have discussed the switched from company than did those participants from Brazil (65.3%), Poland (68.0%), or the United States (69.9%).  With whom the incident was discussed also differed significantly based on the respondents country ((2Family = 52.04, p = .000; (2Friends = 10.88, p = .028; (2Co-workers = 111.05, p = .000).  Specifically, Chinese subjects appear to be much less likely (30.5%) to discuss the switching incident with family members relative to any of the other samples (Brazil = 57.6%, Poland = 59.7%, Russia = 59.7%, United States = 65.3%).  Discussing the switching incident with friends was likely for all of the cultures, although findings suggest that this was less likely in the United States (58.5%) than in the other countries investigated (China = 69.5%, Brazil = 67.3%, Poland = 66.2%, Russia = 68.1%).  As the social net expands to co-workers, greater discrepancies in discussing the switching incident are reported.  Least likely to have discussed the incident with co-workers were respondents from Poland (7.4%) and Russia (7.3%).  Subjects from Brazil and the United States were more than twice as likely to include co-workers in a discussion of their switching incident at 18.8% and 16.1% respectively.  However, the Chinese participants were most talkative with co-workers with 46.6% indicating that they had engaged co-workers in this discussion.


Not only were there apparent differences in word-of-mouth recipients across the investigated cultures, utilizing analysis of variance (ANOVA) the nature of the discussion was also found to differ (F4,1227 = 3.76, p = .005).  Duncan post-hoc analysis suggests that respondents from Poland were less negative in their comments (mean = 4.02, SD = 1.72) than the subjects from Brazil (mean = 4.60, SD = 1.93), China (mean = 4.48, SD = 1.68), or the United States (mean = 4.55, SD = 1.89).

CONCLUSION
This research extends previous findings on service switching by comparing five culturally diverse subject groups.  As service organizations become more globally diverse, understanding cultural differences becomes increasingly important for building effective customer relationships.  This research provides insight into how switching behaviors can vary from one culture to another, and responses to these switching incidents also differ.  Knowledge of the experiences that create customer (dis)satisfaction allows for the management of those expectations.  Additional research should help further develop managerial and theoretical insights into services switching.
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Table 1: Classification of Services Switching Critical Behaviors

	
	Brazil
	
	China
	
	Poland
	
	Russia
	
	United States
	
	Totals

	Service Switching Category
	N
	%
	
	N
	%
	
	N
	%
	
	N
	%
	
	N
	%
	
	N
	%

	     Pricing1
	97
	37.5
	
	62
	35.0
	
	130
	35.8
	
	107
	30.5
	
	263
	35.6
	
	659
	35.5

	     Inconvenience2
	50
	19.3
	
	53
	29.9
	
	45
	12.7
	
	64
	18.2
	
	89
	12.4
	
	301
	16.2

	     Core Service Failure3
	128
	49.4
	
	63
	35.6
	
	67
	19.0
	
	113
	32.2
	
	254
	35.4
	
	625
	33.6

	     Failed Service Encounter4
	75
	29.0
	
	68
	38.4
	
	72
	20.4
	
	112
	31.9
	
	170
	23.7
	
	497
	26.7

	     Response to Failed Service5
	117
	45.2
	
	62
	35.0
	
	56
	15.9
	
	76
	21.7
	
	192
	26.7
	
	503
	27.1

	     Competition6
	141
	54.4
	
	72
	40.7
	
	109
	30.9
	
	176
	50.1
	
	322
	44.8
	
	820
	44.1

	     Ethical Problems7
	66
	25.5
	
	20
	11.3
	
	9
	2.5
	
	9
	2.6
	
	31
	4.3
	
	135
	7.3

	     Involuntary Switching8
	16
	6.2
	
	22
	12.4
	
	17
	4.8
	
	35
	10.0
	
	33
	4.6
	
	123
	6.6


1(2 = 4.97, p = .290
2(2 = 38.29, p = .000

3(2 = 64.47, p = .000

4(2 = 28.44, p = .000

5(2 = 76.38, p = .000

6(2 = 42.46, p = .000

7(2 = 164.26, p = .000

8(2 = 22.73, p = .000
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