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ABSTRACT
ABSTRACT This study investigated the effects of service failure on consumers’ switching intention. Differences in switching
intention among consumers with different background variables across different service failure contexts were examined. 412 valid
guestionnaire responses were collected and statistically analyzed. The test for differences in switching intention among consumers
with different background variables across different service failure contexts produced the following results: 1. The difference in
switching intention among consumers of different genders, ages, and experiences of going abroad was not significant across different
service failure contexts. 2. The difference in switching intention among consumers of different education levels, occupations, and
monthly incomes was significant in the context of employee response failure. 3. The relationship between service failure and
consumers’  switching intention was supported in the contexts including core service delivery failure, employee individual behavior
failure, and other failure. Based on the above findings, this study also proposed suggestions for the practice and future research.
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