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THE SCOPE OF AN INTEGRATED ANALYSIS  
OF TRUST, SWITCHING BARRIERS, CUSTOMER 
SATISFACTION, AND LOYALTY
 ▪ Muath Alkhurshan, Husam Rjoub

Abstract
This study investigated the impact of service quality, intimacy, trust, and playfulness on custom-
er loyalty. The integrated variables were investigated alongside their effect on customer loyalty. 
Variance-based structural equation modeling with PLS (PLS-SEM) was selected to assess the 
proposed hypotheses, with the analysis sample of the study including 627 questionnaires distrib-
uted to the sampled subjects. The positive effect of service quality, playfulness, intimacy, trust, 
and satisfaction was found, and a statistically significant impact was shown of switching barriers 
and trust on customer loyalty. Contrastingly, the results found no significant effect of customer 
satisfaction on customer loyalty. Our study offers a deeper understanding of some of the most 
important factors concerning customer satisfaction and loyalty and the effect of these factors on 
increasing market share and competitive advantage. The research goal of this paper is to examine 
the impact of service quality on business competitiveness. Enterprises need to understand what 
service quality is and how it will help provide a great competitive advantage, e.g. how service 
quality models could allow managers to identify where problems with quality lie. This will help 
managers determine where to improve the efficiency and profitability of the overall perform-
ance of the enterprise. For service industries, service quality increases competitive advantage and 
long-term profitability. Service quality will help organizations compete efficiently and differen-
tiate themselves from other enterprises striving to achieve the same goals. For this and other 
reasons, service quality should be seen as critically important for businesses. 
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1. INTRODUCTION
Mobile service providers in Jordan have improved considerably, including Zain (36%), Orange 
(33%), and Umniah (31%) (Department of Statistics of Jordan, 2017). The continuation of these 
companies has led to a wide range of high competition in attracting new customers and retaining 
current ones. Furthermore, factors such as the growth of the wireless internet, fourth-generation 
(4G) and broadband services will contribute to increases in subscriber numbers in the mobile 
telecommunication services market in Jordan.
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Increasing competition has been recorded in the last few years between various firms and com-
panies that operate in various sectors, prompting enterprises to increase their efforts to maintain 
their clients and to attract new ones. This circumstance requires the need for more effective 
strategic planning that can fulfill the needs and desires of various clients based on their diver-
gent interests. Retaining clients is also a long-term objective of firms wishing to survive in the 
market place (Boshoff & duPlessis, 2009). In this sense, Deng et al. (2010) asserted that the 
development of customer loyalty is a strategic goal. The loyalty of clients towards a firm and its 
services and goods motivates them to show consistent purchase behaviors despite competitors’ 
determined attempts to induce clients to change their purchasing behavior. Cheng et al. (2011) 
further emphasize that the key to achieving client retention is found in the satisfaction that re-
sults from creating and preserving long-term relationships with clients. Furthermore, Hong & 
Cho (2011) claimed that customer loyalty mirrors their psychological attachment to the products 
and attitudinal sponsorship towards the business, i.e. it indicates their willingness to be part of 
the organization that provides them with products and services. While working on strengthen-
ing client loyalty, business owners can retain clients and consequently, profits can be enhanced 
(Lee, 2010). Previous studies have also highlighted the significant role of service quality, trust, 
intimacy, and switching barriers as a tool to manage customer loyalty (Deng et al., 2010; Kheiry 
& Alirezapou, 2012). 

It is of great importance to maintain close relationships with the existing customers by increasing 
their satisfaction, as stronger connections will be built, thus enabling companies to deliver high-
quality services. Accordingly, service quality is the main contributor in maintaining these strong 
bonds with the targeted customers, and this can only be achieved by concentrating on the exist-
ing aspects that can be manipulated by service providers such as satisfaction, loyalty, and trust.  

The aim of this study is to explore the extension of existing marketing theories by inspecting a 
series of interdependence relationships between loyalty, satisfaction, trust, and many other ex-
ploratory variables. This aim indeed increases the complexity of our framework, which requires a 
superior method to handle such complexity. Hair et al. (2018) proposed variance-based structural 
equation modeling with PLS (PLS-SEM) as a test of the proposed hypotheses.

To date, investigations into this topic have been quite limited in the context of Middle Eastern 
countries. Hence, the current study will contribute to the existing literature by being the first 
study to examine the impact of customer satisfaction, customer trust, and switching barriers on 
customer loyalty as an integrated model in the Middle East. In addition, the research outcomes 
will provide a comprehensive explanation of the importance of customer trust, with switching 
barriers considered as an anchor to increase customer loyalty.

2. THEORETICAL BACKGROUND

2.1 Service quality, customer satisfaction, and customer trust 
The high penetration rate of the cellphone industry in Jordan has shifted the focus of the mobile 
industry toward facilitating network coverage, the upgrading of networks, service quality, and 
competitive pricing in the hopes of attracting and retaining customers. Cellphone service pro-
viders should keep their promises with customers and provide services based on customer per-
ceptions rather than customer satisfaction, as this will lead to high customer loyalty. The present 
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study involves an empirical investigation relying on primary data that were collected using a set 
of quantitative and qualitative methods.

Quality is defined and measured in accordance with the demands of markets through a subjective 
comparison by the client of expected and perceived performance of services or products (Danish 
et al., 2018). While the quality of services relates to the client’s general impression of the relative 
superiority and/or inferiority of an institution and its services (Didki et al., 2018), the establish-
ment and support of competitive limits depends on the high-level of service quality supplied by 
the provider (Yoo & Park, 2007).  The development of various tools for measuring service qual-
ity has been the most discussed subject pertaining to service quality in the marketing literature 
(Lee, 2010; Didki et al., 2018).

Definitions of service quality have always relied on the agreed description of indicators of qual-
ity, including assurance, reliability, tangibles, responsiveness, and empathy (Zeithaml et al., 
2008). Furthermore, several studies have affirmed the existence of positive correlations between 
service quality, customer satisfaction and loyalty (Budianto, 2019), with these variables found 
to be highly correlated. Managing service quality also leads to repeated sales, as it is capable of 
predicting customer’s future purchase intentions, thus increasing the service provider’s market 
share and returns by focusing on satisfaction to promote customer loyalty.

It should be highlighted that positive correlations between service quality and client satisfaction 
have been well-documented in different business areas. A higher quality of services will cause 
customers to be more satisfied with the services provided, and they will become more involved 
and engaged. One example of this process is how service quality has contributed to the increase 
in number of loyal clients in the metropolitan retail markets in Turkey. Turel & Serenko (2006) 
indicated in the same line of research how perceived service quality and perceived value affected 
the satisfaction of clients in the mobile services industry, which leads to the deduction that sat-
isfaction leads to client loyalty. In research that discussed the telecommunication service quality 
based on settlement service, technology innovation, communication guarantee, and value-added 
service, Jahanzeb et al. (2011) discovered that settlement related to an accurate and quick billing 
service increases client satisfaction. Taking all these results and factors into consideration, the 
study proposes that:

H1: Service quality has a positive impact on the satisfaction of mobile telecommunication serv-
ices users.

H2: Service quality has a positive impact on user trust in mobile telecommunication services.

2.2 Playfulness and customer satisfaction
Service organizations always focus on delivering more than just the basic service, in a process 
involving what is referred to as organizational satisfiers (Nien-Te et al., 2016). In this regard, 
playfulness means adding certain entertainment features to the products or services offered to 
customers (Tsai & Wang, 2017). These features might include new sounds and images (Pura, 
2005). Also, Liu et al. (2011) contended that playfulness includes two main criteria: (a) it is stable 
and not strongly influenced by the surrounding environment, and (b) customer’s personal expe-
rience with the product or service is a key factor in determining client’s satisfaction. Playfulness 
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is all-encompassing in everyday life. Nonetheless, characterizing playfulness is not an easy task 
(Nien-Te et al., 2016) since the expression (“play”) is used differently by both researchers and 
laymen.

There are two feasible approaches to addressing this field of study. First, playfulness is defined as 
a motivational characteristic of persons. Persons with a high level of playfulness have enhanced 
performance and superior emotional responses. Second, playfulness is described as a situational 
trait of the communication between people in a particular situation and the situational playful-
ness is emphasized.

Previous studies have also discovered that playfulness is positively related to satisfaction (Kalia 
et al., 2017). A high degree of playfulness leads to positive satisfaction and mood. Akin to a 
positive effect, attitudinal playfulness results in satisfaction; pleasure is affected by the playful 
experience, i.e. a positive subjective experience that becomes a vital ground in doing an activity. 
When an individual “feels good” about an activity, it is essentially motivating and makes him or 
her become more engaged. In this regard, individuals use mobile services and experience playful-
ness due to the fact that they are more absorbed and interested in their interaction. Playfulness 
is strongly correlated with expected services use, resulting in customers’ loyalty. Therefore, the 
present research suggests that: 

H3: Playfulness has a positive impact on the satisfaction of mobile telecommunication services 
users.

2.3 Intimacy and trust
Intimacy is defined as the perceived psychological closeness that customers hold towards the 
service (Lee et al., 2012). Organizations should establish intimate relations with their customers 
by caring for their needs and expectations (Zhang et al., 2018). It is also to be noted that service 
providers work on creating such an intimate (close) relationships with customers and maintain 
them as they realize the importance of those connections. With regard to social and emotional 
bonds, the most important aspect is to have a consecutive satisfying experience with the deliv-
ered service. Pontiskoski & Asakawa (2009) also stated that business dealings with customer 
intimacy strategy are client-centric in nature and their routine operations are dictated by the 
client’s needs. According to Liang et al. (2009), intimacy with clients can be summarised in five 
stages, namely consideration, communication, commitment, conflict resolution, and relief. Both 
companies and clients are seeking intimate relationships (Zhang, 2018) where long-term feelings 
develop into a long-lasting emotional bond. Intimacy is also relatively similar to empathy being 
one of the dimensions of service quality. First, empathy mainly focuses on the aspects of atten-
tion and individual care. Second, intimacy is considered as having a satisfying experience with 
the products or services, and this makes clients feel intimate with a service provider to find it 
reliable in terms of generosity and competence (Liu et al., 2011). Hence, this study suggests that: 

H4:Customers’ intimacy has a positive effect on the trust of mobile telecommunication services 
users.
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2.4 Customer satisfaction and loyalty
The definition of customer satisfaction deals with customers’ response to the state of accom-
plishment. Mobile service providers and service quality in the telecommunication industry have 
been measured in previous studies using the price structure, mobile devices, call quality, incon-
venience of procedures, value-added services, and client support (Orel et al., 2014). While the 
increased numbers of customers due to costs improve the efficiency of promotion and business 
condition (Deng et al., 2010), satisfaction influences positively clients’ future purchase intent 
(Huddleston et al., 2009). Also, satisfaction acts as the main predictor of client loyalty (Cheng et 
al., 2011) and trust (Dabholkar & Sheng, 2012). Several researchers such as Cheng et al. (2011) 
further argued that clients’ satisfaction is more crucial than profit-making, explaining the sig-
nificance of clients’ satisfaction as a measure of clients’ behavior (Cheng et al., 2011) and a crucial 
indicator of business efficiency (Sandada, 2013).

Furthermore, previous studies that investigated reasons affecting customer loyalty focused on 
the client’s switching behavior and his/ her satisfaction. It was discovered that having a high level 
of satisfaction is equivalent to staying with the current service provider. Based on the combina-
tion of the information analysis and a case study conducted by Deng et al. (2010), it was found 
that the client’s loyalty is a major predictor of the organizations’ sustainability revealing that loyal 
clients do not consider undesired advertising and they also make word-of-mouth advertisement 
and referrals. Accordingly, it is proposed that: 

H5: Customer satisfaction has a positive effect on the loyalty of mobile telecommunication serv-
ices users.

2.5 Trust and customer loyalty
The conception of trust entails many elements. The client’s trust is described as the confidence 
that clients have towards service providers (Boshoff & duPlessis, 2009). In this respect, Chang 
(2012) asserted that the client’s trust might be cognitive and affective in nature. Cognitively, 
customers are certain that the service provider is trustworthy and keeps its promises; affectively, 
customers do think that the service displays genuine concern about clients’ needs with an intent 
to increase returns. Service providers are trusted as the clients believe that the services or prod-
ucts provided are beneficial for them (Dabholkar & Sheng, 2012). It can be deduced that the 
development of customers’ commitment to the service provider is affected by clients’ trust due 
to the positive experience that they had with the services or products (Ratanavaraha et al., 2016). 
Hence, retailers should assure that clients are satisfied with the services in order to preserve their 
commitment.

It should also be emphasized that once clients trust the service provider, they become loyal 
(Deng et al., 2010). According to Hong & Cho (2011), the reliability of business is the key con-
tributor to attracting and maintaining loyal clients. Moreover, studies have also reported a posi-
tive correlation between the client’s trust and loyalty (Lin & Wang, 2006). In an investigation 
of clients’ relations in the Swiss financial system, Avramakis (2011) discovered that the client’s 
trust positively predicted loyalty. The same positive correlation was also found by Sirdeshmurk 
et al., (2012) who developed a theoretical basis for explaining the correlation between the client’s 
loyalty and trust in the airline retailing industry. Therefore, this study proposes that: 

H6: Trust has a positive effect on the loyalty of mobile telecommunication services users.
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2.6 Switching barriers and customer loyalty
Switching barrier refers to the act of switching from one provider to another when customers 
are dissatisfied or frustrated with the current service related to monetary, psychological, and 
social burden aspects causing them to switch to a new mobile service provider (Apostolos & 
Evangelos, 2017). Previous research in service industries (Chang & Chen, 2007) examined the 
costs incurred due to switching to another service provider (pre, set –up, post), post-switching 
submits to adapting and acquiring new processes, and uncertainty costs as the significant deter-
minants of switching. 

Although a positive correlation between switching barriers and clients’ retention has been dem-
onstrated in previous studies (Howshigan & Ragel, 2018), it should be highlighted that clients’ 
repurchase is not necessarily an indicator of loyalty as they may stop doing business for various 
reasons (Valenzuela, 2012). When evaluating the correlation between client loyalty and switching 
barriers, Colwell & Hogarth-Scott (2004) argued that “hostage” behavior might reduce the prob-
ability of long-lasting relations between clients and businesses as clients may leave the business 
once they no longer feel like a hostage in the relations. Contrastingly, other studies have revealed 
a positive correlation between client loyalty and switching barriers (Nesset & Helgesen, 2014). 
However, the probability of clients’ behavioral loyalty grows when the element of switching bar-
riers is high and specifically once the options of exit are limited. In light of this discussion, the 
study proposes that: 

H7: Switching barriers has a positive effect on the loyalty of mobile telecommunication services 
users.

3. RESEARCH OBJECTIVE, METHODOLOGY AND DATA
A questionnaire was developed to examine the aspects of switching barriers, customer satis-
faction, customer trust, and customer loyalty of Jordanian users of mobile telecommunication 
services. The questionnaire was developed based on the previous studies in which reliability 
and validity indicators have been reviewed. By employing Brislin’s back-translation procedure, 
the original survey items were translated into Arabic before being back-translated into English. 
Subsequently, the back-translated version of the survey items was reviewed by four management 
scholars and it was found to be equivalent to the original, indicating that the Arabic version was 
acceptable for use. Deng et al. (2010) tested and validated the scale of items for customer satisfac-
tion. The items to assess customer loyalty were based on the previous research conducted by Kim 
et al. (2004), while the items related to service quality, playfulness, intimacy, and trust were taken 
from Kheiry & Alirezapou (2012).

The final form of the questionnaire contained 29 items in total. For data scoring, a 5-point Likert 
scale was used to assess the views of respondents in the sample where the highest score (5) means 
“Strongly Agree” and the lowest (1) is for “Strongly Disagree”. Therefore, the rule of the means 
relies on the following classification: Less than 2.33 is indicative of Low; the value between 2.34 
and 3.66 is indicative of Medium; more than 3.67 is High.

The study population involved users of the Jordanian communication companies in Irbid city 
including users of Orange, Zain, and Umniah. There is a high number of the users of these 
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companies and there is no official frame to select sample members. A sample consisting of 1,000 
users were selected to collect data for the study. The sample members were selected randomly in 
front of each company. We accounted three individuals who entered the prospective companies 
and distributed the questionnaire to the fourth one to avoid sampling bias as much as possible. 
We also did so several times a day for the same reason. However, the data was collected in March 
2019 over three weeks to collect the data. 

Of the total number of questionnaires distributed in the study sample, 627 were valid for further 
analysis. The response rate was 62.7% which is comparable to a similar study in the same field. 
Table 1 shows the demographic characteristics of the respondents in which males (63.3%) formed 
the largest segment of the sample. Also, the highest percentage of the respondents (52.6%) were 
bachelor’s degree holders and the greatest proportion of the respondents (37.2%) were between 
21 and 30 years old. The responses from users of Orange, Zain, and Umniah were 39.7%, 31.7%, 
and 28.5%, respectively. 

Tab. 1 – Demographic characteristics. Source: Department of Statistics of Jordan (2017)
Variable Categories Frequency %
Gender Male 397 63.3

Female 230 36.7
Total 627 100.0

Age Less than 20 years old 63 10.0
21-30 years old 233 37.2
31-40 years old 151 24.1
More than 41 years old 180 28.7
Total 627 100.0

Level of Education High school or lower 57 9.1
Diploma 136 21.7
B.A. 330 52.6
Master 91 14.5
Doctoral 13 2.1
Total 627 100.0

Mobile Service Provider Orange 249 39.7
Zain 199 31.7
Umniah 179 28.5
Total 627 100.0

4. RESULTS AND DISCUSSION
Variance-based structural equation modeling with PLS (PLS-SEM) was employed to assess the 
proposed hypotheses. Even though there has been an extensive ongoing debate as to which 
circumstances are more or less suitable for PLS-SEM to be used as a method of analysis (Hair 
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et al., 2018), it is believed that PLS-SEM is the most suitable instrument for the current study at 
least for the following reasons. First, the aim of this study is to explore the theoretical extension 
of the existing marketing theories by inspecting a series of interdependence relationships among 
loyalty, satisfaction, trust, and other exploratory variables. A complex framework must be used 
to reach this purpose, thus a superior method is crucial to handle such complexity. Hair et al. 
(2018) maintained that PLS-SEM is advantageous in such case as it offers a superior statistical 
power where it is more likely to predict path relationships as significant when they have truly 
existed in the population (Hair et al., 2018). Second, as a nonparametric method, PLS-SEM im-
poses lesser constraints on data normal distribution, which is hard to be achieved in behavioral 
research (Hair et al., 2018). These criteria make PLS-SEM the most appropriate method for this 
research. Nonetheless, as advocated by Hair et al. (2018), the data analysis was conducted in two 
stages. The psychometric properties of the measurement model were assessed in the first stage; 
the structural model was evaluated in the second stage.

4.1 Measurement model
All measures employed in this study were constructed as reflective measures. Accordingly, assess-
ment procedures of reflective measurement were implemented, including reliability, convergent, 
and discriminate validity.  In line with Hair et al. (2018), Dijkstra-Henseler’s rho (ρA), Jöreskog’s 
rho (ρc), and Cronbach’s alpha (α) were utilized to assess the internal consistency (reliability). The 
recommended value for these measures is 0.7 and above (Hair et al., 2018). ADANCO software 
to estimate the structural and measurement models was used. As presented in Table 2, all of the 
constructs demonstrated a satisfactory internal consistency as the values of Dijkstra-Henseler’s 
rho, Jöreskog’s rho, and Cronbach’s alpha were well above the threshold value of 0.7. To examine 
the convergent validity, item loadings and average variance extracted (AVE) were also inspected. 
It should be noted that a satisfactory level of convergent validity is established when individual 
items weigh significantly and sufficiently on their assumed construct and that the AVE of con-
structs is well above 0.5 (Hair et al., 2018). As indicated in Table 2, all item loadings were sig-
nificant and ranged between 0.5 and 0.86 with only five items that had a loading of less than 0.7. 
Also, the AVEs ranged between 0.52 and 0.62 which were well above the suggested threshold. 
Accordingly, a reasonable degree of convergent validity of the scales was achieved. 

Tab. 2 – Reliability and convergent validity. Source: own research
Construct Dijkstra-Hensel-

er’s rho 
Jöreskog’s 
rho 

Cronbach’s 
alpha(α)

AVE Indicator Loading

Service 
Quality

0.7406 0.8157 0.7051 0.5282 A3 0.652

A4 0.6376
A5 0.8175
A6 0.7828

Playfulness 0.722 0.8415 0.7189 0.6393 B1 0.7692
B2 0.7919
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B3 0.8361
Intimacy 0.848 0.8884 0.8327 0.6667 C1 0.7156

C2 0.849
C3 0.8312
C4 0.8621

Trust 0.8275 0.8798 0.817 0.6479 D1 0.7005
D2 0.8595
D3 0.8292
D4 0.8213

Satisfaction 0.7532 0.8397 0.7446 0.5686 E1 0.7248
E2 0.8244
E3 0.6696
E4 0.788

Switching 0.7628 0.8222 0.7128 0.5452 F1 0.4978
F2 0.8467
F3 0.7276
F4 0.8287

Loyalty 0.7393 0.8256 0.7211 0.5438 G1 0.7283
G2 0.8087
G3 0.7658
G4 0.6359

Next, the square root of the AVEs was employed to examine the discriminant validity. When 
each construct demonstrates the AVE value, which is greater than its squared inter-construct 
correlation of other constructs, discriminant validity is maintained. It should be highlighted that 
the analyses of this study satisfied this condition as presented in Table 3 below. The cross-loading 
criterion was also used for further confirmation. This criterion suggests that each individual item 
should weigh greater on their assumed construct as compared to other constructs, which was the 
case of this study (Table 4). Accordingly, both criteria indicated that all constructs have shown 
satisfactory discriminant validity. 

Tab. 3 – Discriminant validity: the square root of the AVEs; squared correlations; AVE in the 
diagonal. Source: own research
Construct Playful-

ness
Intimacy Trust Satisfac-

tion
Switch-
ing

Loyalty Service 
Quality

Playfulness 0.6393       
Intimacy 0.2188 0.6667      
Trust 0.2021 0.6248 0.6479     
Satisfac-
tion

0.2758 0.4791 0.4674 0.5686    
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Switching 0.3255 0.5406 0.5 0.4568 0.5452   
Loyalty 0.3241 0.4017 0.448 0.3142 0.5312 0.5438  
Service 
Quality

0.4789 0.2238 0.3357 0.2988 0.3501 0.4029 0.5282

Tab. 4 – Discriminant validity: cross loading. Source: own research
Indicator Service 

Quality
Playful-
ness

Intimacy Trust Satisfac-
tion

Switch-
ing

Loyalty

A3 0.652 0.5468 0.2254 0.3001 0.2818 0.3617 0.4347
A4 0.6376 0.458 0.2556 0.3256 0.3093 0.295 0.3699
A5 0.8175 0.5368 0.4291 0.5125 0.4811 0.5164 0.5303
A6 0.7828 0.5024 0.4074 0.4896 0.464 0.4986 0.4955
B1 0.6331 0.7692 0.4179 0.4863 0.4516 0.5074 0.5306
B2 0.4987 0.7919 0.2637 0.2201 0.3606 0.381 0.3449
B3 0.5149 0.8361 0.4192 0.3428 0.4355 0.4646 0.4676
C1 0.2946 0.4274 0.7156 0.4988 0.4822 0.5244 0.4973
C2 0.3906 0.3982 0.849 0.6395 0.6117 0.5935 0.4957
C3 0.3739 0.2554 0.8312 0.7114 0.5665 0.5834 0.4982
C4 0.4686 0.4717 0.8621 0.7025 0.5932 0.6912 0.583
D1 0.4367 0.3187 0.47 0.7005 0.5036 0.5 0.4738
D2 0.5205 0.4218 0.655 0.8595 0.6081 0.6158 0.5604
D3 0.3828 0.3017 0.6821 0.8292 0.4993 0.5322 0.5027
D4 0.5147 0.3935 0.7144 0.8213 0.581 0.6162 0.6056
E1 0.4622 0.4183 0.4148 0.4698 0.7248 0.4543 0.4103
E2 0.4324 0.4072 0.5899 0.5817 0.8244 0.5342 0.4962
E3 0.3255 0.3781 0.4886 0.4508 0.6696 0.5069 0.3668
E4 0.4202 0.3819 0.589 0.5506 0.788 0.5462 0.4082
F1 0.3573 0.3583 0.4943 0.4785 0.5992 0.4978 0.3134
F2 0.4986 0.4985 0.6575 0.6278 0.533 0.8467 0.6053
F3 0.3696 0.3891 0.4883 0.472 0.4195 0.7276 0.5329
F4 0.5126 0.4434 0.552 0.5316 0.5286 0.8287 0.6372
G1 0.4598 0.4464 0.5344 0.4966 0.4631 0.5369 0.7283
G2 0.5034 0.4582 0.5448 0.5725 0.4851 0.6916 0.8087
G3 0.4601 0.3991 0.4256 0.4751 0.3545 0.4432 0.7658
G4 0.4505 0.3651 0.3262 0.4078 0.3199 0.4268 0.6359

Finally, since this study is cross-sectional in nature and based on a self-report survey, the variance 
of the underlining variables would be susceptible to common method bias (CMB) (Podsakoff et 
al., 2012). Hence, the correlation-based marker variable technique, one of the most stringent cri-
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teria to assess CMB, was utilized to examine this potential validity issue (Podsakoff et al., 2012). 
The bivariate correlations of the substantive variables were adjusted to the smallest correlation 
coefficient, and it was revealed that none of the significant correlations turned non-significant in 
adjusting for CMB. Moreover, the full collinearity approach was utilized, which is very effective 
in detecting CMV in PLS-SEM, as suggested by Kock (2017). The analysis revealed that none of 
the variables had a variance inflation factor above the threshold of 3.3.

4.2 Structural model (hypotheses testing)
The hypotheses of this study and the predictive validity of the model were assessed using the 
PLS algorithm and bootstrapping procedures. Based on the results presented in Table 5 and 
Figure 1, it was revealed that 57.9% of the variance in consumer loyalty was explained by trust 
and switching barriers. Similarly, 68% of the variance in consumer trust was explained by satis-
faction, intimacy, and service quality. Moreover, both service quality and playfulness accounted 
for approximately 34.2% of the variance in satisfaction. These figures suggested that the model 
explained substantial variance in the endogenous variables, thus substantiating the model’s pre-
dictive validity.

Fig. 1 – The estimation of the structural model. Source: own research

Based on the analysis, it was revealed that the effect of service quality on trust (path coefficient = 
0. 216, p <0.001) and satisfaction (path coefficient = 0.352, p <0.001) were significantly positive, 
confirming the predictions of hypotheses H1 and H2 respectively. The findings also indicated 
that the effect of playfulness on satisfaction was significantly positive (path coefficient = 0. 282, 
p <0.001), supporting hypothesis H3. Similarly, the effect of intimacy on trust was significantly 
positive (path coefficient = 0. 570, p <0.001), verifying hypothesis H4. Nonetheless, contrary 
to the expectations, the influence of satisfaction on loyalty was not statistically significant (path 
coefficient = 0. 01, p >0.05). Therefore, hypothesis H5 was rejected. It was further discovered 
that trust and switching barriers were significant predictors of loyalty with path coefficient = 0. 
305; p <0.001 and path coefficient = 0. 507; p <0.001, respectively. Hence, hypotheses H6 and 
H7 were empirically supported. 

Loyalty
R²=0.579

Service Quality

Playfulness

Intimacy

Satisfaction
R²= 0.342

Trust
R²= 0.680

0.304***

0.570***

0.01

0.216***

0.352***

0.282***

Switching Barriers

0.507***

Significant at * p < 0.1 ** p < 0.05 *** P < 0.01 (Two-tailed test)
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Tab. 5 – The estimation of the structural model. Source: own research
Effect Original 

coefficient
Standard bootstrap results
Standard 
error

t-value p-value 
(2-sided)

p-value 
(1-sided)

Playfulness → Satisfaction 0.282 0.046 6.155 0.000 0.000
Intimacy → Trust 0.570 0.038 15.137 0.000 0.000
Trust → Loyalty 0.304 0.052 5.844 0.000 0.000
Satisfaction → Loyalty 0.010 0.040 0.251 0.802 0.401
Switching → Loyalty 0.507 0.050 10.201 0.000 0.000
Service Quality → Trust 0.216 0.034 6.463 0.000 0.000
Service Quality → Satisfaction 0.352 0.046 7.715 0.000 0.000

4.3 Discussion
The results reported in this study also correlate with those of several previous studies (Turel & 
Serenko, 2006) in which it has been suggested that service quality is the key factor in customer 
satisfaction. This means that customers will be more satisfied when the service provider delivers 
a higher quality of goods and services. Similar to the study conducted by Turel & Serenko (2006), 
it can be suggested that service quality also determines how to induce customers satisfaction with 
their mobile service provider. 

The outcomes also suggest that there was a statistically significant effect of playfulness on cus-
tomer satisfaction; the quality of a good relationship induces customers to stay with the current 
service provider. Service quality was found to be an important factor for both satisfaction and 
trust in this study with statistical significance. The results of the study also confirmed a statisti-
cally significant impact of playfulness on customer satisfaction. Therefore, playfulness is a sig-
nificant contributor of customer satisfaction, a finding that is consistent with reports by Kheiry 
& Alirezapou (2012) in their studies.   

With regard to intimacy, the results indicated a statistically significant impact of intimacy on 
customer trust. This relationship implies that a higher level of intimacy signifies the presence 
of a high level of trust among customers, which is very significant for service providers. In this 
respect, Boshoff & du Plessis (2009) asserted that intimacy in the context of mobile telecommu-
nication services could be achieved by following through with agreements and keeping promises 
in terms of service delivery, showing confidence in the service provider, and assuring that the 
customers will receive high-quality services. These steps will result in increasing customer trust 
toward the mobile service provider.  

Furthermore, the findings showed that there was no statistically significant effect of customer 
satisfaction on customer loyalty. Instead, this study discovered a negative impact of satisfaction 
on customer loyalty. It should be highlighted that satisfaction does not always lead to customer 
loyalty, as it is natural to assume that satisfied customers will have a higher level of loyalty. As the 
current study focuses on measuring the overall satisfaction level among mobile service custom-
ers and its relationship with customer loyalty, this result is consistent with that of previous studies 
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(Turel & Serenko, 2006). This means that customers in the Jordanian telecommunication sector 
will not remain loyal to their mobile service providers.   

In terms of the association between trust and loyalty, the findings illustrate that there was a sta-
tistically significant effect of trust on customer loyalty. The study indicated a positive and signifi-
cant impact of perceived trust on customer loyalty, a finding that has also been confirmed in the 
existing literature (Deng et al., 2010; Kheiry & Alirezapou, 2012). These studies concluded that 
there is a need to emphasize the crucial role played by trust and switching barriers in determining 
the level of customer loyalty level.  

The findings also revealed that there was a statistically significant effect of switching barriers on 
the loyalty of mobile telecommunication service users.

4.4 Limitations
Despite certain limitations, the research value of the study is not undermined. First, the reliance 
on self-report measures for all key variables in the current study increases the possibility of com-
mon method bias. In order to overcome this drawback, previously validated scales were used 
in addition to conducting the correlation-based marker variable technique as one of the most 
stringent criteria to assess CMB. Second, due to the wide geographical distribution of mobile 
telecommunication branches throughout the kingdom, the distribution of questionnaires proved 
to be a highly time-consuming process; this may make replication of results under similar cir-
cumstances difficult. Third, although PLS-SEM offers greater statistical power, it has received 
many scholarly criticisms, such as those pertaining to the lack of quality indices and the inability 
to capture measurement error (Hair et al., 2018). Thus future research should employ other SEM 
approaches to offset such limitations (e.g., Amos). Finally, since this study is the first of its kind 
in Jordan, there is a limited benefit in comparing its findings with those of other studies whose 
context is vastly different. Therefore, it would be useful to investigate this topic in other sectors 
so that the generalization of the results across different industries can be made.

5. CONCLUSION
In our study, the business strategies of mobile telecommunication service providers were exam-
ined in terms of their ability to increase the loyalty of service users in Jordan. It has been revealed 
that the factors of service quality, playfulness, and intimacy have a positive effect on the trust and 
satisfaction of mobile telecommunication service users. Switching barriers also has a significant 
effect on customer loyalty. Not only do the customers look for superior service quality in mobile 
telecommunication services, but they also seek to develop intimate and trustworthy relationships 
with the service providers. Hence, a playfulness program is essential to distinguish a service pro-
vider from competitors. Long-lasting loyal relationships are more likely to be developed when 
the company is able to enhance and maintain customer satisfaction.

5.1 Managerial implications
Several managerial implications can be provided based on the research outcomes. First, mobile 
operators must maximize customer satisfaction by focusing on service quality. With regard to 

joc2020-2-v3b.indd   17 30.6.2020   15:06:39



Journal of  Competitiveness 18

switching barriers, mobile operators should offer client-oriented services to increase customer 
satisfaction and customer loyalty. Simultaneously, attempts to raise the switching barriers should 
include building a long-term communication with clients by investing in client relationship man-
agement. Second, the intimacy of the service provider-customer relationship should be main-
tained in the effort to establish the quality of services by educating customer service reps, as 
well as call center and front line employees. Finally, service providers should ensure trustworthy 
relationships by providing and updating a number of playful elements. 

While mobile operators have focused on improving the quality of call reception and distribu-
tion over the last few years via huge investments in equipment, call coverage, and clarity, overall 
service quality is not the only factor which increases high customer satisfaction. Mobile operators 
should dedicate their efforts toward developing value-added services for increased convenience 
and enjoyment for customers. In terms of the customer support field, providers should minimize 
nuisances for clients by processing customer complaints more quickly via an array of diverse 
channels and systems. With regard to the factors which essentially affect switching barriers, such 
as switching price, loss price, move-in price, and interpersonal connections, reward programs 
should be constantly developed, including price discounts and mileage programs. Moreover, 
interpersonal connections between clients and carriers are a feature that encourages clients to 
remain with a provider even though competitors try to pull clients to their side through offers of 
lower prices and other conveniences. Lastly, switching barriers was revealed as having a limited 
regulation effect on customer satisfaction and loyalty. Today, consumers are easily able to com-
pare the offers of competitive enterprises and choose the one that offers more adapted products. 
The individualization of services is a key competitive advantage. Finally, enterprises should make 
sure they are in constant communication with customers to improve the quality and accessibility 
of their services.
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