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B AT 7IdolnR], M8 aFAg =] B34 Most organizations recognize customer satisfaction as
ol IAE BEslelal o2 A5 EA5tE Aot} wet one of the most essential factors that ensure their
A B ATdneE 32 AR e U] A9 success and prosperity. Many corporations realize that

they can make their revisit their store and/or reuse their
products and services by fulfilling customer satisfaction.
The switching costs draw much attention from the
managers and marketing experts as one of the key
factors that have an considerable effect on customer
loyalty. The purpose of this study is to understand the
role of switching costs, and analyses the effects of
corporate image on customer Loyalty according to
switching costs and the structural relationship among
The findings of the study provide
integrated theoretical framework of switching costs and
it's antecedents. And this study can be used as a
marketing strategic tool to deter customer defection
with help of a rewarding program to increase the

these factors.

benefits of customer retention.
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