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ABSTRACT
The tourism market is unceasingly expanding with the rapid growth in tourist population. In order to solicit customers, domestic
tourism providers usually engage in price competitions. However, their malicious price competitions have hindered the improvement
of tourism quality (Tsaur, Sheng-Hshiung & Chang, Te-Yi, 1995) and increased the occurrence of customer complaints and disputes
between customers and tourism agencies. As a result, service failure of tourism agencies and switching of customers have become
increasingly serious. How to reduce customers’ switching intention is thus an important issue for tourism service providers. The
purpose of this study was to investigate the relationship between service failure and customers’  switching intention. This study used
locus of control as a moderator to further examine whether the relationship between service failure and customers’  switching
intention would be moderated by locus of control. A question-naire survey was administered to people who have received services
from tourism agencies. Valid responses were analyzed using regression analysis. The empirical findings from hierarchical regression
analysis were as follows: 1.Service failure context 1 (before tour) did not increase consumers’  switching inten-tion. 2.Service failure
context 2 (during tour) increased consumers’  switching intention. 3.Service failure context 3 (during tour) increased consumers’
switching intention. 4. The effect of locus of control on consumers’  switching intention was not signifi-cant. 5.Locus of control did
not moderate the relationship between service failure and consumers’  switching intention. Keywords: service failure, switching
intention, locus of control
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