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THE MODERATING ROLE OF PRICE 
SENSITIVITY AND THE MEDIATING 
ROLE OF SWITCHING COSTS IN THE 
MOBILE OPERATOR SWITCHING 
BEHAVIOR OF UNIVERSITY STUDENTS 
IN TURKEY

MODERATORSKA ULOGA CJENOVNE 
OSJETLJIVOSTI I MEDIJACIJSKA ULOGA 
TROŠKOVA PROMJENE U PONAŠANJU 
PROMJENE MOBILNOG OPERATORA 
KOD STUDENATA SVEUČILIŠTA U 
TURSKOJ 

Abstract
Purpose – The aim of this research study is to assess the 
effects of service quality and satisfaction on intentions 
of university students to switch operators, as well as the 
moderating function of price sensitivity in these effects. 
Furthermore, the influence of switching costs as a medi-
ator between operator switching intention and operator 
switching behavior is investigated.

Design/methodology/approach – A quantitative re-
search involving students from a Turkish university was 
conducted. The research hypotheses were tested using 
structural equation modeling (partial least squares re-
gression) using data from 425 students.

Sažetak
Svrha Cilj je istraživanja procijeniti učinke kvalitete us-
luge i zadovoljstva na namjeru studenata da promijene 
operatore, kao i moderatorsku ulogu cjenovne osjetlji-
vosti u tim učincima. Nadalje, istražuje se utjecaj troško-
va promjene kao medijatora između namjere promjene 
operatora i stvarnog ponašanja promjene operatora.

Metodološki pristup Provedeno je kvantitativno istra-
živanje u kojem su sudjelovali studenti jednog turskog 
sveučilišta. Hipoteze istraživanja testirane su pomoću 
modeliranja strukturnih jednadžbi (metoda parcijalnih 
najmanjih kvadrata) korištenjem podataka prikupljenih 
od 425 studenata.
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Findings and implications – The analysis revealed that 
service quality had a positive influence and satisfaction 
had a negative effect on operator switching intention, 
with price sensitivity acting as a moderator in the rela-
tionship between satisfaction and switching intention. It 
was also determined that operator switching cost plays 
a partial mediator role in the link between operator 
switching intention and behavior. Research findings will 
help organizations understand the elements that affect 
switching intentions and behavior. It is proposed that 
operator businesses pay attention to customer satisfac-
tion and implement retention and acquisition tactics.

Limitations – The research was limited to operator 
switching. Furthermore, the findings are specific to the 
survey participants and cannot be generalized.

Originality/value – The fact that the moderating role of 
price sensitivity and the mediating role of switching cost 
are investigated in this research highlights its signifi-
cance, while the findings in this context make significant 
contributions to the field by filling a gap in the literature.

Keywords: switching intention, switching behavior, 
switching cost, satisfaction, price

Rezultati i implikacije Analiza je pokazala da kvaliteta 
usluge ima pozitivan, a zadovoljstvo negativan utjecaj 
na namjeru promjene operatora, pri čemu osjetljivost 
na cijenu djeluje kao moderator u odnosu između za-
dovoljstva i namjere promjene. Utvrđeno je i da trošak 
promjene operatora ima djelomični medijacijski učinak 
u vezi između namjere promjene operatera i ponašanja 
promjene. Rezultati istraživanja pomoći će organizacija-
ma da bolje razumiju čimbenike koji utječu na namjere i 
ponašanje promjene. Predlaže se da operatori posebnu 
pozornost posvete zadovoljstvu korisnika te primijene 
taktike zadržavanja i privlačenja korisnika. 
Ograničenja Istraživanje je bilo ograničeno na promje-
nu operatora. Nadalje, rezultati su specifični za sudioni-
ke istraživanja i ne mogu se generalizirati.

Doprinos Činjenica da se u ovom istraživanju istražuju 
moderatorska uloga cjenovne osjetljivosti i medijacijska 
uloga troškova promjene naglašava njegovu važnost, 
dok nalazi u ovom kontekstu daju značajan doprinos po-
dručju popunjavanjem jaza u literaturi.

Ključne riječi: namjera promjene dobavljača, ponaša-
nje promjene dobavljača, troškovi promjene, zadovolj-
stvo, cijena
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1. INTRODUCTION

The shifting wants and needs of today’s cus-
tomers lead to brand competition, which af-
fects consumers and causes them to switch. 
Switching behavior is a topic that both brands 
and consumers are familiar with. Regardless of 
how devoted a consumer is, they may switch 
owing to a variety of causes. As a result, iden-
tifying the elements that influence consum-
er switching behavior is critical. The telecoms 
industry is one of the most active in terms of 
consumer switching. The sector, which is con-
stantly evolving in tandem with technological 
advancements, has an important place for both 
consumers and enterprises in this industry. In 
the telecommunications sector in Turkey, which 
was formed in the 1990s and was previously 
very competitive, the more intense rivalry be-
gan in 2009 with the practice of number porta-
bility between operators. With a population of 
around 85 million, Turkey now has more than 93 
million mobile customers. In terms of customers 
by operator, Turkcell leads with 38.23 million, fol-
lowed by Vodafone with 28.43 million, and Turk 
Telekom with 26.15 million (BTK, 2023). Given the 
large number of users in the sector, it is critical 
to evaluate their consumption habits. Consum-
er switching behavior has increased as a result 
of competition between brands in the telecom-
munications sector and the practice of number 
porting. 

In this context, the current research study is 
aimed at identifying the elements that influence 
user intentions and behaviors while switching 
operators. There is limited research on the top-
ic of switching intention and behavior in both 
national and international literature (Aydın et al., 
2007; Dülgeroğlu and Kurtuldu, 2017; Hartono 
and Wahyono, 2018; Dey et al., 2020). Satisfaction, 
service quality, and switching costs are common 
factors that influence users’ switching behavior 
(Mannan et al., 2017; Agu, 2022). Users who are 
dissatisfied with the service they receive or who 
believe service quality to be low are more like-
ly to switch intentions and behaviors. However, 

switching costs appear to be a significant barrier 
here. Operators place a premium on switching 
costs to keep their consumers from migrating to 
competitors, and they do so by imposing both 
financial and moral costs on those who want 
to switch operators. Users who do not wish to 
incur these fees abandon their plans to switch 
operators and remain with their existing opera-
tors (Picon et al., 2013). Price is another element 
in deciding whether to switch operators. The 
fact that the current operator’s services are ex-
pensive while competitor operators provide the 
same service at a lower cost affects switching 
intentions (Agu, 2022). At this point, a cost-ben-
efit analysis can be conducted, and a decision 
can be taken by weighing the switching cost 
against the price advantage gained. As a result, 
the goal of this research is to assess the impact 
of service quality and satisfaction on operator 
switching intentions, as well as to expose the 
moderating effect of customer price sensitivity 
on these impacts. In addition, the mediating ef-
fect of switching cost on the switching behavior 
of users intending to switch operators is investi-
gated. Although the moderating effect of price 
sensitivity has been studied in prior research, the 
moderating role of price in the context of oper-
ator switching has not been examined. Similar-
ly, the mediating role of switching costs, which 
are a significant barrier for users contemplating 
a switch, has not been investigated. As a result, 
the fact that both the moderating role of price 
sensitivity and the mediating role of switching 
cost are investigated in this research highlights 
its significance, while the findings in this context 
make significant contributions to the field by fill-
ing a gap in the literature. Furthermore, when 
researching the subject, few researchers are 
looking at operator switching behavior among 
university students (Rizwan et al., 2013; Durmaz 
et al., 2015; Kıral, 2019). Examining the behavior 
of university students as operator users in the 
present research exposes another aspect of its 
significance.

The paper begins with an explanation of the 
ideas of switching intention and behavior, 
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followed by a conceptual framework and liter-
ature evaluation to support the concepts that 
affect switching intention and behavior, as well 
as the presented hypotheses. The methods sec-
tion describes participants, procedures, mea-
surement tools, and data analysis techniques. 
Research findings and discussion are presented 
in the analysis and conclusion parts, respective-
ly, while the final portion includes both theoret-
ical and practical contributions. Finally, research 
limitations are discussed, with recommenda-
tions made for future research.

2. CONCEPTUAL FRAMEWORK AND 
HYPOTHESIS DEVELOPMENT

2.1. Switching intention and 
behavior

The link between intention and actual behav-
ior has been extensively investigated and de-
bated in recent years. Numerous researchers 
have found that intention has a major impact 
on actual behavior (Venkatesh et al., 2002; Lin 
& Wang, 2017). However, some researchers be-
lieve that intention does not always transfer 
into real behavior and that other factors may 
operate as a bridge between the two (Dodge & 
Jaccard, 2007). In terms of switching operators, 
while a customer with a high switching inten-
tion is more likely to switch, this is not certain 
to happen soon (Anton et al., 2007). Bansal et 
al. (2005) define switching intention as the likeli-
hood or certainty that customers would switch 
from their current service provider to a new one. 
Switching behavior is the act of switching from 
one service provider to another (Bansal & Tay-
lor, 2014). This notion also explains the behavior 
of service consumers who quit their previous 
service providers and switch to another service 
provider (Siddiqui, 2011). Switching behavior can 
take the form of switching between different 
services under the same brand (internal switch-
ing) or moving to a different, alternative brand 
(external switching) (Hartono & Wahyono, 2018). 
When the literature on switching behavior is 
evaluated, numerous factors influence custom-
ers’ switching behavior.

Keaveney (1995) classified these factors as pric-
ing, poor service delivery, inability to obtain ser-
vice, employee reactions, competition, ethical 
issues, and unpleasant aspects. Customers may 
now obtain information more quickly thanks 
to advancements in technology, making the 
switching process even easier. For example, a 
consumer who wishes to switch operators or 
transfer numbers can do so over the phone 
from anywhere without having to visit an op-
erator dealer. Therefore, it is necessary to ana-
lyze the switching intentions and behaviors of 
consumers. The remaining research presents 
the factors that influence customers’ intention 
and behavior to change operators. Hartono and 
Wahyono (2018) discovered that switching in-
tentions have a considerable favorable effect on 
switching behavior. Lin and Wang (2017) came 
to a similar conclusion in their research, claim-
ing that social network site users with switching 
intentions participate in switching behavior. In 
this regard, the following hypothesis was pro-
posed.

H1. Operator switching intention has a signifi-
cant effect on operator switching behavior.

2.2. Satisfaction

Satisfaction and dissatisfaction are significant 
ideas that should be stressed and understood 
because they affect consumer behavior. Sat-
isfaction is an emotional response that occurs 
when a product or service expected and per-
ceived performance are compared (Bhattach-
erjee, 2001). This notion refers to the feelings of 
joy or disappointment that come when a per-
son compares perceived product performance 
to expectations. Consumers rate the items and 
services they receive in two ways. First, the bet-
ter the level of pleasure with the product and 
service, the greater the intention to use and 
continue using it. Second, if users are dissatis-
fied with the product or service, they are more 
likely to switch to alternatives that they believe 
will satisfy them (Kim et al., 2004). Satisfaction 
is attained in two ways: transactionally and cu-
mulatively. While transaction-specific happiness 
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refers to immediate satisfaction with a service 
provided by a service provider, cumulative sat-
isfaction refers to contentment with the com-
plete purchase and consumption made by the 
service provider (Hansen 2012). Mannan et al. 
(2017) found these three elements to be effec-
tive in user satisfaction: financial, technological, 
and customer service.

Customers who are dissatisfied with the perfor-
mance of a product or service may believe that 
other products and services will match their ex-
pectations (Matzler et al. 2015). In other words, 
people who are dissatisfied with a product or 
service are more likely to switch to another one 
(Lin & Huang, 2014). Furthermore, happiness and 
the number of alternatives motivate customers 
to switch to other services (Hartono and Wahy-
ono, 2018). When additional variables are not 
considered, pleased customers are reluctant 
to migrate to another brand (Picon et al., 2013). 
However, even if a customer is satisfied, they 
may switch. Many prior research studies have 
discovered a considerable negative association 
between customer satisfaction and switching 
behavior (Ye & Potter, 2011; Hsu, 2014). In their 
research of the Bangladeshi telecommunica-
tions market, Mannan et al. (2017) found that 
customer satisfaction has a negative effect on 
switching intention. In this regard, the following 
hypothesis is proposed.

H2: Satisfaction has a significant effect on oper-
ator switching intention.

2.3. Service quality

The growing importance of the service indus-
try in the global economy, along with strong 
rivalry, has prompted scholars to explore the 
idea of service quality regularly. Customer ser-
vice quality is defined as the lack or superiori-
ty of specific service performance (Lovelock & 
Wirtz 2004). Grönroos (1990) defines service 
excellence in two dimensions: technical and 
functional. Parasuman et al. (1988) described 
service quality in five dimensions: tangibles, reli-
ability, responsiveness, assurance, and empathy. 

When service quality is seen to be high, there 
are positive relationships between service users 
and service providers; when thought to be bad, 
users have unfavorable attitudes and behaviors 
toward service providers (Bell et al., 2005). Ac-
cording to Bahia and Nantel (2000), bad service 
quality happens when there is a mismatch be-
tween expectations for the service received and 
actual performance.  When clients perceive low 
service quality, their intention to switch increas-
es, whereas it decreases in the opposite scenar-
io. According to Jabeen et al. (2015), consumers 
may switch to other services as a result of poor 
service quality, causing them to stop using 
these services. Rizwan et al. (2013) investigated 
the switching behavior of Nokia phone custom-
ers and discovered that excellent service quali-
ty leads to reduced switching intention. In this 
respect, the following hypothesis was created:

H3: Service quality has a significant effect on 
operator switching intention.

Service quality impression also influences 
whether users are satisfied with the service they 
receive. User perceptions of the operator’s call 
and service quality have a beneficial impact on 
their satisfaction (Chuang, 2011). Customer satis-
faction can be attained by providing high-qual-
ity services/products that meet the needs of 
the customers. According to Senanu and Nar-
teh (2023), customer happiness is primarily de-
termined by service quality. In their research of 
mobile services in Saudi Arabia, Althonayan et 
al. (2015) discovered that service quality has a 
positive association with customer satisfaction, 
while customer satisfaction has a negative link 
with switching intention. In this situation, the 
following hypothesis was put forth:

H4: Service quality has a significant effect on 
satisfaction.

2.4. Switching cost and mediation 
effect

Using switching costs to keep consumers from 
switching behavior is a strategy that brands 
heavily employ. Switching costs include all the 
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costs that a consumer incurs if they prefer the 
product, service, or brand used now over anoth-
er one. Operators may incur expenditures such 
as time, labor, and fees arising out of service pur-
chase agreements (Lin and Huang, 2014). Burn-
ham et al. (2003) divided switching costs into 
three categories: procedural, financial, and rela-
tional switching costs. Procedural costs include 
time and labor costs associated with changing 
operators, whereas financial switching costs in-
clude compensation and loss of benefits and 
discounts provided by the present operator. Re-
lational switching costs are psychological and 
emotional losses incurred as a result of breaking 
ties with a present operator or brand.

Perceived switching costs are positively related 
to continuous usage behavior. When factors 
such as time, effort, and cost of moving to an-
other operator are considered, switching be-
havior is likely to be avoided (Lin and Huang, 
2014). If switching costs are low, service quality, 
pricing, and dissatisfaction all have a beneficial 
impact on users’ switching intentions. Many re-
searchers have found a negative link between 
switching costs and switching intentions (Jones 
et al., 2000). As a result, high switching costs 
diminish consumers’ willingness to migrate to 
another service provider (Blut et al., 2014). Cus-
tomers who are dissatisfied with their current 
operator may switch if they believe the switch-
ing costs are minimal (Picon et al., 2013). As a 
result, switching costs and the attractiveness 
of switching are major predictors of customer 
switching intentions. In the research, brands at-
tempt to limit customers’ switching intentions 
by emphasizing switching expenses rather 
than their satisfaction with the service they re-
ceive (Wieringa & Verhoef, 2007). According to 
Ranaweera and Prabhu (2003), switching cost 
acts as a mediator and moderator of switching 
behaviors, as well as service quality and satis-
faction. In this regard, the following hypotheses 
were developed:

H5: Operator switching intention has a signifi-
cant effect on operator switching costs.

H6: Operator switching costs have a significant 
effect on operator switching behavior.

H7: Switching costs have a mediating role in 
the effect of operator switching intention on 
switching behavior.

2.5. Price and moderation effect

Price, as one of the four marketing principles, 
symbolizes the cost of obtaining a product or ser-
vice. Narteh (2018) defines price as the monetary 
value assigned to goods and services sold by the 
company that generates them. When consumers 
compare a company to its competitors, they con-
sider price, which includes both monetary and 
non-monetary expenditures.  Consumers have 
two perspectives on the price of a product or 
service. The first is that high prices indicate good 
quality, but low prices indicate value for money 
(Teas & Agarwal, 2000). In both circumstances, 
customers will switch if they are displeased with 
the pricing or if they locate an identical product 
or service at a lower price elsewhere (Homburg 
et al., 2005). Similarly, Bansal et al. (2005) observed 
that pricing is an essential factor in consumers’ 
motives for switching vendors. 

Price is also an essential factor influencing cus-
tomer satisfaction. When service quality is seen 
as excellent, there is positive perceived mone-
tary value, which in turn enhances satisfaction 
(Tsai & Lee, 2007). Many research studies on 
telecommunications services have revealed 
that price is the most important predictor of 
consumer satisfaction (Chen & Cheng, 2012). 
When the literature is evaluated, some research-
ers investigate the moderating influence of 
price (Narteh, 2018; Miao et al., 2023). Narteh 
(2018) found that pricing plays a moderating 
impact on the effects of service quality factors 
on satisfaction. Saaed et al. (2011), on the other 
hand, discovered that price had a determining 
effect on consumers’ switching intentions, with 
a negative link between the two. Because price 
remains the most crucial influence on custom-
er intentions, most businesses emphasize their 
pricing tactics to compete with one another. 
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Although a pleased consumer can bear a price 
rise, it is believed that a price increase will lower 
customer retention and negatively impact new 
customers. In this regard, the following hypoth-
eses were proposed.

H8: Price sensitivity has a moderating role in the ef-
fect of satisfaction on operator switching intention.

H9: Price sensitivity has a moderating role in the 
effect of service quality on operator switching 
intention.

FIGURE 1: Research model

Source: Author’s own research.

3. RESEARCH METHODOLOGY

3.1. Participants and procedure

The goal of this research is to investigate the 
operator switching intention and behavior of 

students at the Gümüşhane University, hence 
the population of the research is 21,267 students. 
The preference for university students is driv-
en by the fact that this sample uses more than 
one GSM operator (Barutçu, 2007) and that uni-
versity students are the customers at which the 

TABLE 1: Demographic statistics of the sample

Variables Classification Frequency %

Gender
Female	 217 54.5
Male 181 45.5

Age

18-20 182 45.7
21-23 166 41.7
24-26 40 10.1
27-29 8 2
30 years and older 2 0.5

Education level
Associate degree (two years) 194 48.7
Bachelor’s degree (four years) 197 49.5
Postgraduate (Masters’ and Ph.D.) 7 1.8

Family income

12,000 TL (300 EUR) and lower 135 33.9
12,001-18,000 TL (301-450 EUR) 120 30.2
18,001-24,000 TL (451-600 EUR) 51 12.8
24,001-30m000 TL (601-750 EUR) 49 12.3
30,001 TL (751 EUR) and higher 43 10.8

Note: TL: Turkish Lira.

Source: Author’s own research.
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operators direct the most campaigns (Kıral, 2013). 
The number of students was gathered from the 
Gümüşhane University Student Affairs Depart-
ment. Because it was not possible to reach the 
full research population, a convenience sampling 
strategy was chosen over a non-random sam-
pling method. The data was obtained using the 
questionnaire approach; before being used, the 
produced questionnaire form was evaluated for 
facial validity by two academics, followed by a 
pretest with 15 students. Following the face-to-
face survey application, in February-March 2024 a 
total of 425 students completed the survey which 
was chosen as the data collection method. How-
ever, after the questionnaires were reviewed, 27 
were found to be incomplete and erroneous, so 
398 student questionnaires were taken into ac-
count. Table 1 presents descriptive information 
about the survey participants.

Table 1 shows that the participants are quite sim-
ilar in terms of gender, with the majority of them 
aged 18 to 23. Furthermore, it is observed that 
there are more associate and bachelor’s degree 
level participants in the research, with the bulk of 
these participants earning 18,000 TL or less.

It can be seen from Table 2 that survey partici-
pants primarily utilize Turkcell, Vodafone, and Turk 
Telekom operators. Furthermore, it is observed 
that nearly half of the participants had previous-
ly changed operators; the majority of them use 

postpaid operators, and internet access is the 
most significant service for almost all of them.

3.2. Measures

The survey form used for data collection is divid-
ed into three parts. The first section contains de-
scriptive questions to determine the participants’ 
operator usage status, the second section con-
tains questions to determine their demographic 
information (such as gender, age, education level, 
and monthly income), and the third section con-
tains scale items related to the variables included 
in the research model. The service quality vari-
able used in the research was included in 3 items 
(Jan & Matolia, 2019), the satisfaction variable was 
included in 4 items (Tuan, 2012), the switching 
cost of variable was included in 5 items (Aydın & 
Özer, 2005), the switching intention variable was 
included in 3 items (Kim et al., 2006), while the 
switching behavior variable was measured with 
4 items (Aslam & Frooghi, 2018).  In addition, the 
“Does the price an operator charges for the ser-
vice it offers affect your purchasing decision?” 
question was asked of the participants to mea-
sure the price sensitivity of consumers. A 5-point 
Likert-type scale (1: Strongly disagree–5: Strongly 
agree) was employed in the research.

3.3. Data analysis

SPSS 25, AMOS 24, and JAMOVI statistical pack-
age programs were used to analyze the data 

TABLE 2: Operator information of participants

Questions Options Frequency %

Which GSM operator are you currently using?

Turkcell 147 36.9
Vodafone 140 35.2

Turktelekom 107 26.9
Others 4 1.0

Have you ever changed GSM operators before?
Yes 198 49.7
No 200 50.3

Tick the type of your mobile line?
Postpaid line 277 69.6
Prepaid line 121 30.4

Which of the following is most important to you?
Minutes 21 5.3
Internet 377 94.7

SMS 0 0
Source: Author’s own research.
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TABLE 3: Details about confirmatory factor loadings

Construct Item
Standardized 

factor  
loading

Cronbach 
alfa (α)

AVE CR

Service 
quality
(SQ)

The network (coverage area) of the 
GSM operator I use is wide.

0.728

0.787 0.561 0.792
The GSM operator I use responds 
quickly to my complaints.

0.668

The GSM operator I use provides 
quality services.

0.841

Switching 
intention
(SIN)

I am considering changing my current 
GSM operator.

0.856

0.879 0.711 0.880
I am likely to switch to another GSM 
operator.

0.884

I am determined to switch to another 
GSM operator.

0.786

Switching 
behavior
(SBE)

When my contract with my current 
GSM operator expires, I will probably 
switch to another operator.

0.696

0.855 0.593 0.852

I often think about changing the GSM 
operator I use.

0.693

I do not expect to stay with my current 
GSM operator for a long time.

0.866

I am likely to change the GSM operator 
I use for a GSM operator that offers 
better service.

0.811

Satisfaction
(SA)

I am satisfied with the GSM operator I use. 0.776

0.866 0.629 0.871

Choosing the GSM operator I use is a 
wise choice.

0.863

I think I made the right decision by 
choosing this GSM operator.

0.784

If I had a chance to choose again, I 
would choose the same GSM operator.

0.745

Switching  
cost
(SC)

If I switch to another GSM operator, the 
service may not be as good as I expect.

0.833

0.884 0.606 0.884

Even if another GSM operator offers me 
favorable offers, I am not sure that it 
will be better for me.

0.807

Switching to another GSM operator will 
incur monetary (financial) costs.

0.761

I would have to spend a lot of time and 
energy to change my GSM operator.

0.692

If I switch to another GSM operator, I may 
not be able to use some of the services I 
used to use with the old operator.

0.791

Source: Author’s own research.
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gathered during data collecting. First, frequen-
cy analysis was performed to show the par-
ticipants’ demographic information, followed 
by normality analysis to establish whether the 
data was normally distributed. Subsequent-
ly, reliability analysis was undertaken to assess 
the reliability levels of the research scales, and 
Cronbach’s alpha values were calculated. Then, 
Confirmatory Factor Analysis (CFA) was used to 
confirm the research scales’ factor structures, 
and composite reliability (CR) and average vari-
ance extracted (AVE) values were calculated us-
ing factor loadings. Finally, Structural Equation 
Model (SEM) research was performed to run the 
research model and test the hypotheses.

4. RESULTS

4.1. Reliability and validity of 
measures

First, normality analysis was used to assess wheth-
er the data obtained was normally distributed. As 
per research, kurtosis and skewness values are 
employed to assess data normalcy. According to 
George and Mallery (2010), for data to be consid-
ered normally distributed, kurtosis and skewness 
values must be between +1.5 and -1.5. Given that 
the lowest value obtained in the normality analy-
sis is -1.977 and the highest value is 1.107, it can be 
concluded that the data follows a normal distri-
bution. Following the normality analysis, CFA was 
done using the Maximum Likelihood Estimation 
(MLE) approach to validate the research model 
and estimate factor loadings. 

Goodness-of-fit values are used to determine 
whether the measurement model is structurally 
valid. The most preferred goodness of fit values 
are x2/df<5, GFI>0.90, AGFI>0.85, CFI>0.90, RM-
SEA<0.08, NFI>0.90, IFI>0.90, TLI>0.90 (Bagozzi 
& Yi, 1988). As a result of the CFA, the goodness 
of fit values of the research model were deter-
mined as x2/df: 2.216, GFI: 0.923, AGFI: 0.898, CFI: 
0.961, NFI: 0.932, IFI: 0.961, TLI: 0.953, RMSEA: 0.055. 
Based on the values in the literature, the research 
model can be seen to fit the data well, accord-
ing to its goodness of fit values. After model fit, 
convergent, discriminant, nomological, and facial 
validity were determined to ensure the structural 
validity of the research model (Hair et al., 2010). 
The basic values taken into account at this stage 
are factor loadings, AVE, and CR values. While fac-
tor loadings should be over 0.50, the AVE value 
should be over 0.50 and the CR value should be 
over 0.70 (Fornell & Larcker, 1981; Hair et al., 2010). 
Standardized factor loadings, α, AVE, and CR val-
ues are provided in Table 3.

Table 3 shows factor loadings, AVE, and CR val-
ues to be higher than the base values, indicat-
ing structural validity. For discriminant validity, 
the square root of each construct’s AVE value 
must be bigger than its correlation coefficient 
values with other constructs (Chin, 1998). While 
two experts completed face validity before data 
collection, the correlation between the two 
structures indicates that nomological validity 
was attained. Given all of these findings, it was 
established that the structural model was valid.

TABLE 4: Discriminant validity of constructs

  Mean Std. deviation SQ SA SIN SBE SC

SQ 3.3476 0.95845 0.748

SA 3.2802 0.97013 0.599** 0.793

SIN 2.4983 1.20632 -0.307** -0.550** 0.843

SBE 2.6759 1.11698 -0.259** -0.493** 0.744** 0.770

SC 3.1803 0.86293 0.229** 0.348** -0.246** -0.319** 0,778

Note: Correlation is significant at the 0.01 level (2-tailed).

Source: Author’s own research.
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4.2. Mediation analysis

In the research, a mediation analysis was per-
formed using the AMOS program to investi-
gate the mediating role of switching costs in 
the effect of operator switching intention on 
switching behavior. To discuss mediation in a 
research study exploring the mediation role, 
the independent variable must have significant 
effects on both the dependent and mediator 
variables and the mediator variable must have 
significant impacts on the dependent variable 
(Baron & Kenny, 1986). According to Yılmaz and 

Dalbudak (2018), full mediation happens when 
a significant link between the independent and 
dependent variables becomes negligible with 
the mediator variable. Partial mediation occurs 
when the relationship declines. Additionally, the 
Bootstrap confidence interval value is utilized 
to assess mediation relationships. For a mediat-
ing variable to play a mediating role, both the 
Bootstrap lower and upper limit values must be 
more than or less than zero (Preacher & Hayes, 
2008). The tested research model is provided in 
Figure 2.

FIGURE 2: Mediating effect model

 

Source: Author’s own research.

direct and indirect effects utilized in the eval-
uation of the hypotheses and in the Bootstrap 
values.

Table 5 shows the outcomes of the research hy-
potheses created as a consequence of the test-
ed research model, as well as the values for the 
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TABLE 5: Hypotheses testing

Hypotheses
Direct 
effect

Indi-
rect 

effect

Medi-
ating 
effect

Bootstrap 
lower 
limit

Bootstrap 
upper 
limit

P-value Result

H1: SINSBE 0.912 *** Supported

H2: SASIN -0.720 *** Supported

H3: SQSIN 0.159 0.046 Supported

H4: SQSA 0.699 *** Supported

H5: SINSC -0.317 *** Supported

H6: SCSBE -0.077 0.026 Supported

H7: SINSCSBE 0.025 Partial 0.006 0.054 0.048 Supported

Note:*p<0.05; **p<0.01; ***p<0.001 

Source: Author’s own research.

Table 5 indicates that H1, H2, H4, and H5 are 
statistically significant at p<0.01, whereas H3, 
H6, and H7 are significant at p<0.05. The hy-
pothesis results show that service quality has a 
positive (β=0.159) and satisfaction has a nega-
tive (β=-0.720) significant effect on operator 
switching intention. However, service quality 
also has a positive significant effect on satisfac-
tion (β=0.699). While it was concluded that the 
operator switching intention had a positive sig-
nificant effect on operator switching behavior 
(β =0.912), it was determined to have a negative 
effect on the operator switching cost (β=0.317). 
Additionally, a negative significant effect of 
operator switching cost on operator switching 
behavior (β=-0.077) was found. Finally, it was 
determined that the operator switching cost 
partially mediated (β=0.025) in the relationship 
between operator switching intention and be-
havior. In addition, when looking at the Boot-
strap values for the mediation role, both values 
can be seen to be greater than 0 (lower limit 
0.006; upper limit 0.054).

4.3. Moderation analysis

The moderator variable affects the direction and 
strength of the link between the independent 

and dependent variables. As a result, the current 
research investigated a moderating influence 
of price sensitivity in the correlations between 
service quality and satisfaction, and intention to 
switch operators. In this context, a moderation 
analysis was performed using the AMOS pro-
gram to determine the moderating influence of 
price. Figure 3 depicts the paths taken through-
out the moderation analysis.

To eliminate numerous correlation difficulties, 
all variables to be employed were translated 
into standardized form (Z score) before analy-
sis, and interaction terms were then established 
(Gürbüz, 2019). Table 6 shows the hypothesis re-
sults from the moderation analysis performed in 
the AMOS program.

FIGURE 3: Moderating effect model

 

Source: Author’s own research.
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TABLE 6: Moderating effect hypotheses

Hypotheses
Stand. 

estimate 
S.E. C.R. P-value Result

H8: SAPRSIN 0.112 00.63 1.987 0.047 Supported

H9: SQPRSIN -0.093 0.065 -1.673 0.094 Not Supported

Source: Author’s own research.

According to the results Table 6, price sensitiv-
ity does not play a moderating role in the re-
lationship between service quality and opera-
tor switching intention, whereas it does in the 
relationship between satisfaction and operator 
switching intention. Price sensitivity significant-
ly modifies the link between satisfaction and 
operator switching intention (β=0.112, p=0.047, 
p<0.05). Price sensitivity does not significant-
ly influence the link between service quality 
and operator switching intention (β=-0.093, 
p=0.094, p<0.05). According to these findings, 
H9, which investigated moderation relation-
ships, found no significant relationships, so the 
relevant hypothesis was not supported; howev-
er, H8 found significant relationships to support 
the relevant hypothesis. Figure 4 shows the re-
sults for the moderating role of price sensitivity.

FIGURE 4: Moderating effect of price sensitivity on 
the relationship between satisfaction 
and switching intention

Source: Author’s own research.

As can be seen in Figure 4, as the user satis-
faction with their current operator declines 

and their price sensitivity rises, their intention 
to switch operators grows. In other words, as 
the user satisfaction with their current opera-
tor grows and their price sensitivity diminishes, 
their intention to switch operators diminishes. 
As a result, both low and high price sensitivity 
moderate the link between satisfaction and 
switching intention. Furthermore, when the 
chart is reviewed, it becomes clear that stu-
dents with high price sensitivity have a higher 
switching intention than those with low price 
sensitivity. Sensitivity to the pricing given by op-
erators determines the impact levels of factors 
influencing operator switching intention. A user 
may decide to switch operators merely because 
their level of happiness is low, without regard 
for any other reasons. However, in this process, 
the high cost of the service received from the 
existing operator, or the adequacy of the pric-
ing given by other competing operators, may 
moderate the influence of satisfaction on the 
intention to switch operators. As a result, it was 
established that users’ price sensitivity moderat-
ed the influence of satisfaction on the intention 
to switch operators, hence H8 was supported.

5. DISCUSSION AND 
CONCLUSION

5.1. Discussion

In this research study, we attempted to deter-
mine the effects of service quality and satisfac-
tion on university students’ operator switching 
intentions, as well as the moderating role of 
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price sensitivity in these effects, and the me-
diating role of switching costs in the effect of 
operator switching intent on switching behav-
ior. According to the findings of the investiga-
tion, university students’ operator switching 
intentions positively influenced their operator 
switching behavior; however, satisfaction with 
the operator used had a negative impact on 
their switching intention. As a result, the higher 
the satisfaction with the service provided by the 
operator, the less likely the intention to change 
operators. Similarly, the higher the intention to 
switch the operator, the more probable it be-
comes that the intention will be acted upon. 
Hartono and Wahyono (2018) found that switch-
ing intention had a significant favorable effect 
on switching behavior. Given previous research 
demonstrating a positive association between 
intention and behavior (Madahi & Sukati, 2016; 
Hartono & Wahyono, 2018), the findings are con-
sistent with the extant literature.

Another finding revealed that service quality 
had a positive impact on both satisfaction and 
switching intention. The quality of service re-
ceived from the operator has a direct impact 
on satisfaction, and this finding supports the 
research premise. Similarly, a significant effect 
of service quality on switching intention was 
found. Although some researchers in the liter-
ature conclude that there is a negative relation-
ship between service quality and switching in-
tention, in their research of consumer switching 
behavior in Afghanistan, Jan and Matolia (2019) 
concluded that service quality has a positive 
effect on brand switching intention. Kim et al. 
(2004) found that the perceived service quality 
of the operator used had a positive impact on 
satisfaction.

Similarly, Althonayan et al. (2015) noted that 
the perceived service quality of Saudi mobile 
service users positively influences their level of 
satisfaction. When examining the data obtained 
within the scope of both hypotheses, it is possi-
ble to conclude that the results obtained in this 
study are consistent with those reported in the 
literature. When the findings for switching cost, 

as another important variable in the research 
model, were examined, the operator switching 
intention was found to have a negative signifi-
cant effect on switching cost, and the operator 
switching cost had a negative significant effect 
on switching behavior. Based on this result, it is 
possible to conclude that the user who intends 
to switch does not consider switching costs; 
however, when switching costs rise, switching 
behavior diminishes. Furthermore, when ex-
ploring the mediating role of switching cost, 
it was determined that switching cost plays a 
partially mediating role in the effect of switch-
ing intention on switching behavior; in other 
words, switching cost accounts for a portion 
of this effect. Dodge and Jaccard (2007) stated 
in their research that intention does not always 
lead to behavior, and that other factors may op-
erate as a bridge between intention and behav-
ior. According to Ranaweera and Prabhu (2003), 
switching cost serves as a mediator and moder-
ator of switching behavior. Given the switching 
costs of operators, it is not always easy for an 
individual who intends to switch operators to 
convert that desire into switching behavior. Blut 
et al. (2014) discovered a negative association 
between switching intention and switching 
costs, owing to the high switching costs. Con-
sidering the findings in the literature, the results 
obtained within the area of switching costs are 
consistent with the literature. 

When the results for price and its moderating 
role are examined, price sensitivity is found to 
play a moderating role in the effect of opera-
tor satisfaction on operator switching intention; 
however, no moderating role for price sensi-
tivity in the effect of perceived service quality 
on switching intention could be determined. If 
students are satisfied with the operators they 
use and have low price sensitivity, they are less 
likely to switch operators. In the contrary cir-
cumstance, the intention to switch operators 
grows. Price sensitivity influences the relation-
ship between satisfaction and operator switch-
ing intentions. In other words, students with 
high price sensitivity are more likely to switch 
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operators due to satisfaction than students 
with low price sensitivity. Many research studies 
found in the literature suggest that price plays 
a moderating effect between different variables 
(Narteh, 2018; Miao et al., 2023), but the mod-
erating role of price has not been investigated 
in the context of operator switching. As a result, 
while the results obtained in terms of the price 
moderating role support the research, they add 
significantly to the literature in terms of shifting 
operators.

5.2. Implications

This research study has significant theoretical 
contributions to the literature by concentrating 
on students’ operator switching intentions and 
behaviors. In addition, the fact that the research 
was conducted on a sample of university stu-
dents with there being limited research in the 
literature examining the operator switching 
behaviors of university students (Rizwan et al., 
2013; Durmaz et al., 2015; Kıral, 2019), this makes 
the contributions of the paper even more im-
portant. Although research on switching oper-
ators could be found in the literature (Kaur Sahi, 
2016; Dey et al., 2020), the moderating role of 
price sensitivity in the effects of satisfaction and 
service quality on switching intention, as well as 
the mediating role of switching cost in the ef-
fect of switching intention and behavior, have 
not been investigated. Therefore, the model 
created and the results obtained in this context 
make important theoretical contributions to the 
extant literature. In the present research study, 
the positive effect of service quality on satisfac-
tion, the negative effect of satisfaction on the 
operator switching intention, and the positive 
effect of switching intention on switching be-
havior were confirmed. The research makes the-
oretical contributions to the body of literature 
by determining the moderating role of price 
sensitivity in the relationship between satisfac-
tion and operator switching intention, as well as 
determining that the operator switching cost 
plays a partial mediating role in the relationship 

between intention and behavior to change op-
erator.

This research has both theoretical and practi-
cal contributions. The findings of the study will 
help operator companies to understand the 
factors affecting the switching intentions and 
behavior of university students, who constitute 
an important customer base. In this context, 
given the negative influence of satisfaction on 
operator switching intention, it is proposed 
that operator businesses pay attention to cus-
tomer satisfaction and implement retention 
and acquisition tactics. Furthermore, given the 
moderating impact of price, clients should be 
offered inexpensive services to assure their con-
tentment and prevent switching intentions. I 
light of the findings about the mediating effect 
of switching costs, the weight of these expens-
es can be raised by emphasizing them so that 
customers are unable to readily move opera-
tors. Because switching costs make it difficult 
to switch to another operator, operators can 
construct loyalty programs to keep their current 
customers and focus on client relationships. 
Businesses must convince their clients that the 
benefits they provide outweigh the switching 
costs. Companies can enhance the perceived 
quality of their services by generating service 
innovations, strengthening key activities, and 
providing individualized services. Customers’ fi-
nancial perceptions can be improved by lower-
ing service prices or providing greater value for 
the same price. To raise customer happiness, it 
may be suggested that they improve the level 
of service provided and give incentives such as 
discounts or promotions.

5.3. Limitations and future 
research

In addition to the theoretical and practical 
contributions it makes, this research study has 
significant limitations. First and foremost, the 
research was limited to operator switching. 
Second, because the data was collected us-
ing the convenience sample approach, the re-
search findings cannot be generalized, and they 
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involve the customers who participated in the 
research. Another limitation is that the sample 
and data collection focused on students of the 
Gümüşhane University. Some of the elements 
influencing operator switching intention and 
behavior from prior literature were considered 
in this research. Therefore, it is suggested that 
future research on this subject include vari-
ables such as trust, loyalty, and brand value in 

addition to the variables employed in this re-
search. In addition, alternative sample and da-
ta-gathering procedures can be used to make 
research findings more generalizable. Finally, 
while only discount sensitivity was considered 
a moderating variable in the research, future re-
search can look at the moderating functions of 
demographic characteristics, including gender, 
income, and age.
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