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Abstract

With the prevalence of the Internet and Web technologies, various types
of electronic commerce unceasingly progresses and has profoundly changed
how businesses and consumer consumption are conducted. However, one
theme remains important to business survival and success either online or
offline: keeping customer loyal. In this thesis, we are interested in the
environment of online business to consumers (B2C).

Previous research on traditional retailing has shown that switching costs
have a direct effect on customer loyalty. However, when the situation comes to
online auction sites, consumers may go to other sites simply by clicking a
mouse. In other words, consumer switching behaviors are not unusual given
the high competition nature of B2C online auction sites. As a result, it may be
important to re-examine the relationship between switching costs and consumer
loyalty in the context of online B2C auction sites. In particular, we are
interested in the question: Is there any mediator between switching costs and
consumer loyalty? As a theoretical advance, we model dependency as the
mediator between switching costs and consumer loyalty.

In addition, the past studies do not give a thorough consideration of
loyalty in terms of behavior and attitude. Consequently, this study considers the
two aspects of loyalty: behavior loyalty and attitudinal loyalty. We developed a
model to capture the idea that switching costs affect consumer loyalty mainly
through dependency, and that it is dependency which, in turn, affects customer

loyalty.



To empirically test the proposed model, we aimed to take online
consumers as subjects who had shopped in the online clothing stores at Yahoo!
Kimo auction site. Data were collected by a Web survey, 440 questionnaires
were returned, excluding invalid questionnaires, resulting a total of 425 valid
questionnaires. We employed a structural equation modeling tool to verify our
research hypotheses. The research results showed that (1) switching costs had a
significant positive effect on dependency, (2) switching costs had no significant
effect on both behavior and attitudinal loyalty, (3) dependency had a significant
effect on both behavioral loyalty and attitudinal loyalty, (4) attitudinal loyalty
had a significant effect on behavioral loyalty, and (5) the effect of switching
costs on loyalty were fully mediated by dependency. Implications for theory

and practice are further discussed

Keywords: Switching Costs, Behavioral Loyalty, Attitudinal Loyalty,
Dependency
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