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ABSTRACT 
 
A study on factors affecting a customer’s 
switching intention to pure-play Internet 
bank using the Push-Pull-Mooring model 

 
Jihyun Choi 

College of Business Administration 
The Graduate School 

Seoul National University 
 
 
Despite the pure-play Internet banks are in their early growth stage and they are drawing 
public attention after the establishment, research in this field is still insufficient and also 
there are only few studies on user acceptance factors and switching intention to pure-play 
Internet bank. Therefore, this study examines the major factors affecting customer’s 
intention to switch to a pure-play Internet bank to suggest implications for both pure-play 
Internet banks and legacy banks in Korea. Also, this would be helpful for the new 
establishment to speculate their success possibility. In particular, this research investigates 
various factors influencing the user’s switching based on the Push-Pull-Mooring (PPM) 
model, which is typically used to explain human geography migration and service 
migration, in order to explain the switching behaviour instead of applying the theories that 
are often used in technology related studies such as models regarding the acceptance or 
adoption of technology. A total of 223 questionnaires were analysed and as a result, 
Alternative Attractiveness of pure-play Internet bank, Social Influence of pure-play 
Internet bank, and Inefficiency of legacy bank were found to have positive effects on the 
customer’s intention to switch to pure-play Internet bank from legacy bank. It is expected 
that this research can be useful, especially for pure-play Internet banks in Korea, which 
have been evaluated as having fewer actual users than the number of accounts and for 
those who wish to establish the pure-play Internet banks in the future. Also, it is expected 
that the results of this study pave the ways for the banking and financial industry to 
successfully grow and improve their services. 
 
Keywords: Legacy Bank, Pure-Play Internet Bank, The Push-Pull-Mooring Model, 
Perceived Unusefulness, Inefficiency, Alternative Attractiveness, Social Influence, 
Switching Intention 
Student Number: 2016-20636 
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A Study on Factors affecting a Customer’s switching 
intention to pure-play Internet bank using Push-Pull-

Mooring Model 
 
 
 
 
 

1. INTRODUCTION 
 
 

1.1. Rationale for Research 
               As a result of the development of ICT (Information and Communication 

Technology), the utilisation of CD (Cash Dispenser) and ATM (Automated Teller 

Machine) machines has been getting lowered. In addition, many consumers, mainly 

younger generation, handle banking services through Internet banking or mobile banking 

in these days (DeYoung et al., 2007). The relaxation of financial regulations and the 

development of ICT are changing the composition of the banking industry in the traditional 

concept, the pure-play Internet bank is one of those that uses the Internet as a main channel. 

Pure-play Internet banks have high market competitiveness in terms of price and interest 

rate advantageous by using low-cost processing through non-store business (DeYoung, R., 

2001). 

 

               The establishment of pure-play Internet banks in Korea was considered by 

various stakeholders in early 2000. Commercial banks sought to establish the pure-play 

Internet bank as a means of resolving channel conflicts with increasing use of Internet 

banking. Also, local banks sought it to overcome the limited business areas and industrial 

capital. Non-bank financial institutions that cannot enter the banking industry under the 

regulations of the Banking Act actively sought to establish the pure-play Internet bank as 

a way to advance into the banking industry (Yom, C., 2005). In 2015, discussions on the 
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establishment of pure-play Internet bank have progressed and as a result, the financial 

authorities chartered two pure-play Internet banks in Korea, K-bank and Kakao Bank, 

respectively in 2016 and 2017. These pure-play Internet banks, formed by the fusion of 

ICT and the banking (finance), are said to be the fruit of Fintech and are experiencing rapid 

growth in recent years (Kim S.J et al., 2017). As a beginning of Fintech innovation, the 

establishment of pure-play Internet banks will be a key milestone in the future of Fintech. 

 

               When using pure-play Internet bank, consumers have to search for their financial 

services and products directly through the bank website and process the service directly 

by themselves rather than receiving a consultation or services from bank employees at the 

branch. It is sort of a self-service system which requires consumers to put more efforts 

when using banking services, but instead the commissions or interest rates are relatively 

low compared to the legacy banks. Also, customers who use pure-play Internet bank can 

use deposits and withdrawals through ATMs located at convenience stores, and in most 

cases they are safe due to the fact that the principal and interest are guaranteed (Choi and 

Ham, 2015). Many experts point out that if the pure-play Internet bank can secure a certain 

number of customers based on price competitiveness and savings from not having offline 

branches, it is expected to obtain the large market share in banking industry (Kim and Park, 

2017).  

 

               The emergence of pure-play Internet bank has become a milestone which foresaw 

the change of market and also it serves as a momentum of the innovation now. Because of 

this, legacy banks are struggling to diversify their digital channels. In other words, it is 

causing quantitative and qualitative changes in the banking industry. From the initial 

establishment time of the pure-play Internet banks, which will bring new changes to the 

banking industry, the public attention in pure-play Internet bank in Korea has been a matter 

of great concern to the legacy banks and even consumers who are interested in finance 
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sector. Despite the fact that the pure-play Internet banks are arresting public interest even 

though they are in their early growth stage, there is an insufficient number of researches 

in this field. Therefore, this study identifies the major variables and factors that affect 

customer’s intention to switch to the pure-play Internet bank from the legacy bank in order 

to draw implications for the banking industry. In particular, this study investigates the 

relative importance of various variables affecting the user’s switching based on the Push-

Pull-Mooring (PPM) model, which has been typically used to describe human migration 

in geography and various business areas including marketing and e-business. 

 

1.2. Purpose of Research 

               The purpose of this study is to investigate and to understand the effects of legacy 

bank’s perceived unusefulness / inefficiency and pure-play Internet bank’s attractiveness 

/ social influence on the switching intention to the pure-play Internet bank from legacy 

bank. To this end, this study aims at designing a research model and conducting the 

analysis based on the Push-Pull-Mooring(PPM) model, which is a useful theoretical 

framework for explaining both human migration and service migration. The PPM model 

divides the factors affecting migration from the existing residence to the new residence 

into three categories: 1) Push effect 2) Pull effect 3) Mooring effect (Bansal et al., 2005). 

And it also explains that the migration is determined by interaction between those three 

categories. Preceding researches that examine the service switching on specific systems or 

services have demonstrated that PPM model is a theoretical basis for explaining service 

switching in that service switching is also a concept of migration (Antón et al., 2007; Hsieh 

et al., 2012; Zhang et al., 2012; Lai et al., 2012; Chang et al., 2014). 

 

               Although the legacy banks have non-facing channels based on digital scheme 

such as Internet banking, there are huge differences in many services including account 

opening process and authorisation process. Moreover, in the case of legacy banks, non-
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facing channels are used more as the additional services or optional parts rather than main 

channel. Two domestic pure-play Internet banks, Kakao bank and K-bank, are now 

chartered and involved in primary banking sector, not shadow banking sector. It means the 

legacy banks and two pure-play Internet banks are in the same banking sector and thus, 

the concept of migration could be applied in this study. Based on the PPM model, this 

study divides the factors into three categories, the negative perception on the legacy banks, 

the positive perception on the pure-play Internet bank, and three characteristics of bank 

users. The results of this study would explain the important features of legacy bank and 

pure-play Internet bank and provide a useful basis to the legacy bank, the pure-play 

Internet banks, and the related institutions. 

 

1.3. Structure of Research 

               This study investigates customers who have used both legacy bank and pure-play 

Internet bank in order to theoretically examine the factors affecting the switching intention 

to pure-play Internet bank. For this purpose, a research model was constructed, hypotheses 

were established and then survey and statistical analysis were conducted. 

 

               This study consists of six chapters which are as follows. Chapter 1 describes the 

background, purpose, and structure of this research, and Chapter 2 describes the preceding 

researches related to this study topic. In Chapter 3, the research model and hypotheses 

were constructed based on the literature review. Chapter 4 explains the subjects and 

methods of the study, and Chapter 5 verifies the hypotheses presented in the research 

model through statistical analysis and then summarises the analysis result. At the end, 

Chapter 6 presents discussion, implications of this study in terms of academic and practical 

aspects and presents limitations of the research and directions for future research. 
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2. LITERATURE REVIEW 
 
 

2.1. The Concept of Pure-Play Internet Bank 

               Pure-play Internet bank refers to a bank that uses the Internet as its main sales 

channel without offline branches. While legacy banks provide various services based on 

offline branches, they also provide the additional (or optional) services through the Internet 

and mobiles. However, the pure-play Internet bank is specialised in consumer finance 

using only Internet and mobile without any branches, in the form of independent 

corporation (DeYoung, 2001). There were only completely non-store type pure-play 

Internet banks in the early days. However, in recent years, there are several cases which 

have expanded the ATM networks in convenience store, Internet cafes, and kiosks as parts 

of offline channels instead of their own offline branches in order to strengthen the sales 

force. In other words, the pure-play Internet bank refers to the bank that does most of its 

business through electronic media such as Internet and mobile, without their own physical 

store. The pure-play Internet bank is a concept distinguished from the Internet banking, 

which is a type of legacy banks’ services that provides banking services through the 

Internet. 

 

               Since the establishment of ‘Security First Network Bank’ in August 1995, the 

first pure-play Internet bank in the world, the pure-play Internet banks have spread rapidly 

in the late 1990s and early 2000s, mainly in the United States, Japan, and the United 

Kingdom, due to the Internet and IT boom. As a result of the rapid development of ICT, 

the proportion of CD and ATM usage has increased dramatically and the concept of bank 

has changed as well. The pure-play Internet bank is known to have advantages compared 

to the legacy bank in price, accessibility and cost reduction. Even though the pure-play 

Internet banks have several strengths as mentioned above, the investment cost is high at 

the beginning of the establishment and if the customers are not ensured, there is also 
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concern about the insolvency (Liao, 1999; Shih, and Fang, 2004). The difference between 

pure-play Internet bank and legacy bank can be divided into three parts: before 

introduction, after introduction, and the general expectation. In the past, it was essential to 

visit the offline branch to open an account, but after the introduction, it is possible to open 

a bank account through the Internet without a visit to the branch and the expected effect 

of this is that it resolves the time and space constraints (Kim et al., 2017). Furthermore, 

the credit rating was based on the financial information(asset) before the introduction of 

pure-play Internet bank. But now, it is possible to evaluate the credit rating through 

utilisation of big data such as e-commerce information. Ultimately, it is expected that loans 

to medium-sized borrowers will be expanded. In the asset management part, the customers 

were able to receive the face-to-face consulting through the limited number of professional 

counselors in the past. However after the introduction of pure-play Internet bank, it has 

become possible to conduct automated portfolio analysis and consulting service using the 

proposal program and as a result of this, more customers will be benefit from asset 

management service (Suh et al., 2016). 

 
 

2.2. The Characteristics of Pure-Play Internet Bank and 
A Comparison with Legacy Bank 

               The types of pure-play Internet bank can be categorised depending on founders 

and establishments. First, the founders can be categorised as primary banking sector, 

industrial capital, bank+industrial capital, and venture capital. In the case of primary 

banking sector, the establishment takes place as a business unit, an independent 

corporation, or a separate corporation (mainly securities industry). The business units 

established by the primary banking sector include Hello Bank in France and Activo in 

Portugal. The form of independent corporation is WeBank in Italy and also ComDirect is 

the form of a separate corporation association (Carignani, 2004). In the case of 

bank+industrial capital, the form of establishment is divided into telecommunication 
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company alliance and portal company alliance, the example of the bank established by 

telecommunication company alliance is Jibun Bank in Japan. In the case of industrial 

capital, it is classified into distribution and automobile establishment types and in the case 

of distribution, Tesco Bank is an example (Suh, 2015). If venture capital is a founder, the 

form of establishment is a specialised business model type and Fidor Bank in Germany is 

an example of this type (Georgi and Mink, 2013). In addition, pure-play Internet bank is 

legally different from the Internet banking of legacy banks. As mentioned early, the 

Internet banking is one of the services provided by the legacy banks, but the pure-play 

Internet bank operates all kinds of banking services such as opening an account, submitting 

documents, deposit, loan, and biometric identification including face and fingerprint 

identifications through online channels. 

               Furthermore, as shown in <Table 1>, legacy banks use branches and offices 

while the pure-play Internet bank does not operate facing channels in principle. Regarding 

the non-facing channel, the legacy banks have Internet banking, mobile banking, call 

centre, ATMs and etc while the pure-play Internet banks normally have Internet banking, 

mobile banking, call centre, and ATMs operated under partnership. In terms of services, 

the legacy banks offer full banking services that can be used in both face-to-face and non 

face-to-face channels but the non face-to-face services are limted. The services provided 

by pure-play Internet bank are varied according to the banks. The legacy banks’ opening 

hours are normally from 9am to 6pm and several non-facing channels are available after 

their business hours but the services are limited. The pure-play Internet banks are available 

24 hours a day, 365 days a year in general. 

 

<Table 1> Differences between Legacy Bank and Pure-Play Internet Bank 
 Legacy Bank Pure-play Internet Bank 

Facing 
Channel 

-Branch, subbranch, office etc 
-The number is decreasing due to 
the merger and abolition, 
Dependence on revenue is high for 
facing channel 

-None 
-No facing services, Minimal office 
operation 
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Non-
facing 

Channel 

-Internet & Mobile banking 
-Call centre, ATM, CD machine 

-Internet & Mobile banking 
-Call centre, ATM(partnership) 

Service -Both facing and non-facing 
-limited non-facing services and 
products 

-Provide specialised service for 
each bank 
-Increase price competitiveness due 
to reduction of maintenance cost 
and management cost 

Opening 
Hours 

-9-16 on weekdays 
-After-hours online banking 

-24 hours a day for 365 days 

 

               <Table 2> shows the characteristics of pure-play Internet bank. First, it can 

operate at lower cost compared to legacy bank because there are no offline branches so 

labour costs and branch management costs can be saved accordingly. Cost savings lead to 

the high savings rates and low loan interest (Jeong-Il Choi. 2016). Second, there is no 

regional limit and it can operate 24 hours including holidays (the Internet banking services 

of legacy banks have a regional limit in some cases) (Y. S. Cho, 2015). Third, it is possible 

to provide personalised financial service through big data and it can also provide various 

digital-related services such as digital interest and asset management services (H. N. 

Moon., 2016). 

 
<Table 2> Feature of Pure-play Internet bank 

 Legacy bank Pure-play Internet bank 

Account 
Establishment 

-Customers will visit a bank -Internet, or mobile launched 
-Large customer accounts can 
be opened in cooperation with 
ICT companies 

Payment -The difference payment, of 
various financial institutions 
Difficulty expanding 
merchant of Debt payment 

-Easy payment manage various 
payment, methods 
-Associated services and 
Merchants can gain from 
Internet and mobile 

Transfer -This process requires such 
as bank name, account 
number, password and 
sercurity card, certificate 

-Available as a messenger and 
SNS in a Smart phone, Internet, 
mobile 
-Biometric etc. Authentication 
in smart phone 
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Loan -Credit rating based on the 
financial transaction 
Increased costs by randomly 
marketing 

-Credit rating by leverage your 
customer information of many 
industries, such as SNS 
-Personalised product 
recommendation for every 
customer 

Assets management -Counselor(PB) is limited 
and face-to-face consulting 
offers 

-Various professional and 
counseling available through 
Internet and mobile 
-Possible individual asset 
management by Automated 
programs 

Source: Y. S. Cho (2015) 
 

               Moreover, the necessity of pure-play Internet bank is as follows. First, as many 

banking customers have become accustomed to the Internet banking, their visit to the 

offline branch is noticeably decreasing. Second, there is a need for a new business model 

that can easily and cheaply accessed by customers, which is suitable for the Internet and 

mobile environment. Third, due to the low interest rates and low economic growth, the 

profit model of legacy banks in Korea is no longer able to earn high returns. Fourth, as the 

importance of big data and Fintech industry are highlighted recently, the financial industry 

is making a win-win relationship with the non-financial industry such as ICT. Fifth, 

customers prefer the Internet banking more than the bank windows so the necessity of 

pure-play Internet bank is being raised accordingly. Last but not least, customers who are 

familiar with the mobile environment expect a business model that provides differentiated 

services that are free of time and place (Ahn 2015). 

 
2.3. Comparison of Pure-Play Internet Banks in Korea 

 
<Table 3> Difference between Kakao bank and K-bank 

 Kakao Bank K-Bank 
Easy transfer Using Kakao talk contacts lists Send text messages using phone 

numbers 
Overseas 
transfer 

One-tenth of legacy banks’ fees No service 

Credit loan A minimal minus loan with 
linked with SGI Seoul 

Guarantee Insurance Company 

Credit rating through payment 
history using KT, BC cards etc 
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ATM 
machine 

Use existing bank ATM GS25 convenience centre ATM 
24hours free use 

Channel 100% Smartphone banking only Both smartphone and PC 
channels 

Features 
when sign up 

Can be linked with Kakao talk 
account 

Sign up with regular 
authentication 

Login method Finger print recognition or 
pattern login 

(No password) 

Password available 

 

               As shown in <Table 3>, the most important feature of Kakao bank is that it is 

possible to transfer money using the KakaoTalk address book. In the case of K-bank, it 

provides remittance services by sending a text message using a phone number. Especailly, 

in case of Kakao bank, it is advantageous to use overseas money transfer service at one 

tenth of the legacy bank’s fee. On the other hand, K-bank has yet to offer overseas money 

transfer service. Currently, if one sends 1 million KRW from the legacy bank, KRW 3-

4,0000 per case is charged as a fee. However, the overseas money transfer service of Kakao 

bank can be used with a fee of KRW 3-4,000 per case. On the other hand, K-bank is 

available free of charge at 24hours ATM at convenience store, and withdrawal service 

differs because Kakao bank needs to use ATM machine of the legacy banks. The key 

competitiveness of Kakao bank, which is different from K-bank, is that it can attract 40 

million KakaoTalk users, so that customers can easily transfer money by using KakaoTalk 

address book, even if the recipient is not a KakaoTalk user. However, unlike K-bank, 

which offers both PC and smartphone services, Kakao bank provides all financial services 

only through mobile phone. In terms of interest rates, K-bank has a single interest rate, but 

Kakao bank’s interest rates are subdivided according to the customer’s credit rating in 

order to provide differentiated interest rates and limits.  

 
2.4. Human migration and Service migration 

 
2.4.1. Migration theory and The Push-Pull-Mooring Model 

               Migration indicates "the movement of a person (a migrant) between two places 

for a certain period of time" (Boyle and Halfacree, 1998). The push-pull components of 
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the PPM model of migration has a long history, dating back to the nineteenth century. 

Ravenstein's "The Laws of Migration," presented to the Royal Statistical Society in 1885, 

laid the foundation for the push-pull model. (Ravenstein, 1885, 1889; Bansal et al., 2005). 

In 1881, Ravenstein determined seven characteristics of human migration through the 

survey of British people and called it ‘The Laws of Migration’. After, Herberle (1938) 

fully articulated the distinction between push and pull factors. It has been argued that the 

PPM model, in a modified form, represents the most important theoretical contribution in 

the migration literature to the present day (Jackson, 1986). According to the push-pull 

paradigm, there are factors at the origin that encourages (push) an individual to leave and 

factors at the destination that attract (pull) the individual toward it (Lewis, 1982). 

 

               Early studies related to migration looked at aggregate-level push and pull 

concepts. For example, Bogue (1969) asserted that push factors could include, for instance; 

loss of employment; ethnic affiliations; marriage and pull factors could include, for 

example, higher income; education; preferable living conditions. However, several 

researchers argued that this macro-analytic model is suitable for understanding broad 

patterns of migration flows, but does not account well for migration decisions of individual 

(Lewis 1982, Bansal et al., 2005). Accordingly, there was increased attention on a 

migrant's perceptions of push and pull factors (Bansal et al., 2005). Consequently, 

migration researchers began to focus their attention on individuals' subjective perspectives 

(De Jong and Fawcett 1981). In addition, Lee (1966) argued that the migration is not just 

determined as a result of simple plus and minus calculations, and there could be 

intervening variables such as personal anxiety and moving costs in the relationship 

between those two. Similarly, Longino (1992) introduced the notion of “mooring factor”, 

which Moon (1995) then incorporated into the Push-Pull model. Moorings refer to cultural, 

life-couse, and spatial issues that act to facilitate or hamper the migration decision (Bansal 



	 15	

et al., 2005). Moorings include all cultural, social and personal variables that moderate the 

decision whether to migrate. 

 

               The migration of human indicates not only the geographical movement to the 

new place. Changing the service provider can also be interpreted as the migration (Njite et 

al.,2008). Accordingly, the PPM model is well-known to provide a useful theoretical 

framework for explaining the determinants of not only the human cultural geographical 

movement but also the customer’s offline and online switching (Bansal et al., 2005; Hsieh 

et al., 2012; Zengyan et al., 2009). Various previous studies related to the switching have 

used the migration theory to understand the switching intention and switching behaviour 

of the customer. If migration describes the flow of people’s movement from one point to 

another, the service switching can be said to be the movement of customers between 

service providers. The application of the PPM model in the service sector can be started 

by Bansal et al. (2005) and they found that the PPM model could be utilised to understand 

customers’ switching behaviour in the service sector including hair styling and car repair 

service industry. After their research, the PPM model has extended its coverage. For 

example, Zhang et al. (2012) studied the customer’s switching to blog service providers 

and the result of their study confirmed that the satisfaction, one of the push factors has the 

strongest influence on the intention to switch. Also, Hou et al. (2011) studies the 

MMORPG players switching by using human migration theory. 

 

               Although the preceding researches have shown that the customer behaviour and 

marketing literature provide some useful insights into the customer’s switching 

phenomenon, only few studies have described the user’s switching between technology 

alternatives (e.g. pure-play Internet bank, social network services, etc). Therefore, by 

analysing the situation of banking sector and reviewing the literature, this study 

investigates whether the PPM model can be applied to grasp the switching from the legacy 
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bank to the pure-play Internet bank. Using the PPM model is important both theoretically 

and practically to investigate factors affecting the switching intention of the legacy bank 

and the pure-play Internet bank’s customers. These results help the legacy bank to prevent 

the customers from switching to the pure-play Internet bank, while the pure-play Internet 

bank to induce the customers’ switching. 

 

               Unlike other theories which include fixed factors such as Perceived Unusefulness 

and Ease of Use in TAM (Technology Acceptance Model) and performance and 

satisfaction in expectation confirmation theory, the push, pull, and mooring factors in PPM 

model are not fixed. Consequently, a number of studies have investigated the factors in the 

PPM model and the factors in the preceding studies are shown in <Table 4>. The push, 

pull, and mooring factors are different depending on the research topic. Therefore, the 

framework must consider the unique characteristics of the research context to further 

identify certain push, pull, and mooring factors. Based on the characteristic of this research, 

push, pull, and mooring factors were selected. According to Fu (2011), push and pull 

factors are normally symmetric. The push factors reflect the characteristics of legacy bank 

and the limitations of the legacy bank could strengthen the customer’s intention to switch. 

Pull factors reflect the characteristics of pure-play Internet bank and this study also 

considers the personal factors as mooring factor because they can intervene or strengthen 

the switching intention. 

<Table 4> - Preceding researches related to the Push-Pull-Mooring model  
Researcher Variables Research results 
Chang and 
Chen (2014)  

Regret, Dissatisfaction, Alternative 
Attractiveness, Switching Costs, 
Intention to Switch  

Alternative attractiveness 
increases the impact of regret and 
dissatisfaction on the switching 
intention and reduces the 
switching costs.  

Xu et al. 
(2014)  

Technical Quality, Information 
Quality, Entertainment Value, 
Socialization Support, Member 
Policy, Attraction from the 
Alternative Site, Setup Cost, 

Dissatisfaction with entertainment 
value and socialisation support  
has a significant effect on the 
switching intention compared to 
the dissatisfaction with technical 
quality and information quality. 
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Continuity Cost, Peer Influence, 
Intention to Switch  

Hsieh et al. 
(2012)  

Weak, Anxiety, Relative Ease of 
Use, Switching Cost, Past 
Experience, Switching Intention, 
Connection, Writing Relative 
Enjoyment, Usefulness, Relative  

Switching costs have direct 
effects and control effects on 
switching intention.  

Zhang et al. 
(2012)  

Satisfaction, Attractive 
Alternatives, Sunk Costs, 
Intention to Switch  

The sunk costs and the attractive 
alternatives have significant 
influence on the blogger’s 
switching intention. 

Hou et al. 
(2011)  

Enjoyment, Service Satisfaction, 
Perceived Sufficient Participant, 
Switching Costs, Social 
Relationship, Need for Variety, 
Prior Switching Experience, 
Attractiveness of the Alternative, 
Switching Intentions  

Pull factors (alternative 
attractiveness) and mooring 
factors (switching costs, weak 
social relationship, high variety, 
switching experience) have 
positive and negative effects on 
switching intention, respectively.  

Bansal et al. 
(2005)  

Quality, Satisfaction, Value, Trust, 
Commitment, Price Perceptions, 
Alternative, Attitude, Subjective, 
Costs, Switching Intention, 
Attractiveness, Toward Switching, 
Norms, Switching  

Service quality and satisfaction 
positively affects on switching 
intention. Negative attitude 
toward switching reduce the 
switching intention. 

Source: Y. S. Cho (2015) 
 

2.5. Switching Intention 
 
               Switching intention is a concept opposite to customer retention or repurchase 

intention. It means the intention to switch the service currently used to another service 

(Ganesh et al., 2000). Generally, when a product or service that is currently being used 

does not satisfy a one’s desire, he/she performs a switching action in order to select a 

product or service that satisfies his/her desire. It does not necessarily replace the goods or 

services of competitors, but it may also act as complementary to meet the needs of existing 

products or services (Lattin and McAlister, 1985). 

 

               Customer switching intention and switching behaviour are the central concepts 

in relationship marketing. It refers to the customer’s migration between service providers 

or firms (Keaveney and Parthasarathy, 2001). Although various studies related to 

customer’s switching, including automobile insurance (Anton et al., 2007), credit card 
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(Burnham et al., 2003), asset management service (Lopez et al., 2006), automobile repair 

(Bansal et al., 2005), and financial service (Ganesh et al., 2000) have conducted, only few 

studies in the IS field examine the issue of switching intention and behaviour (Ranganathan 

et al., 2006) and the online service switching has recently attracted the attention of 

researchers and practitioners (Kim et al., 2006; Zhang et al., 2009 Hou et al., 2011; Hsieh 

et al., 2012). Unlike some products or services (such as landline, haircut, and car insurance) 

where usage is tied to a single vendor at a particular time, consumption for some products 

or services (such as credit cards, SNS, and bank accounts) may not be tied to a single 

vendor. Thus, more switching is made in the latter case, but the total replacement is less. 

Even in the case of full replacement (or switching), the switching process is gradual, 

allowing multiple products to be used simultaneously for several periods of time (Anton 

et al., 2007). 

 
2.5.1.  The Concept of Switching Intention 

 
               Researches on customers’ switching intention in service industry have been 

conducted in various subjects. According to Keaveney (1995), switching intention is 

defined as ‘reduction of fixed customer’. Keaveney suggested the necessity of research on 

price and competitive strategy as well in order to understand the switching intention and 

switching behaviour. Intention is a very significant factor for an individual to do certain 

actions. Switching intention generally acts as a determinant of switching behaviour and 

when a switching behaviour is considered or planned, the switching intention is determined 

by information and analysis on costs and benefits in the process of action (Jones et al., 

2002).  

 

               There are more multi-brand loyals than sole-brand loyals and the number of 

variety seekers are rapidly increasing in these days. They are more likely to switch brand, 

even through they are satisfied with a specific product or service. In other words, if the 

continuous use intention is loyalty to a particular product or service category, the brand 
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switching intention is the loyalty to a particular vendor or brand. Therefore, it is necessary 

to point out that the switching intention and loyalty are not the opposite side of the coin, 

but different coins that means they are separate concepts and the intention of continuous 

use needs to be analysed separately from the switching intention. 

 

               Bansal and Taylor (1999) examined the effect of service quality and service 

satisfaction on switching intention and they asserted that the service quality has a direct 

impact on service switching intention rather than service satisfaction. However, as 

competition between companies and release of new products accelerates and a gap in 

service quality among competitors is gradually decreasing, the explanatory power of 

variables like satisfaction is getting limited. Moreover, the switching barrier is getting 

lowered due to the sales discounts and promotions and the customer’s impulse purchasing 

and experimental buying are also increasing. Accordingly, the companies need to put 

efforts to satisfy not only the functional aspects (Keller, 1993) but also the experiential 

aspects (Holbrook and Hirschman, 1982) to increase the continuous use intention and to 

decrease the switching intention. 

 

               There are three mainstream of research on understanding the switching intention 

of customers: 1) the heterogeneous characteristics between stayers and switchers 

(Keaveney and Parthasarathy, 2001) 2) using process models for customer service 

switching (Roos, 1999) 3) the factors that drive customers to switch. Among researchers, 

the last one has been attracting the most attention. For instance, Bansal and Taylor (1999) 

have investigated reasons for customer switching by cognitive models and Keaveney 

(1995) has investigated reasons for customer switching by critical incidents method. 

Moreover, the research in online environment is also attracting increasing attention 

compared with relationship marketing in offline environment. For example, Hou et al. 

(2011) examined the switching behaviour of MMORPG players and Kim et al. (2006) 
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investigated customer’s switching intention on portal email service. Many researchers 

have recently attempted to understand the association between customer satisfactions for 

service switching. However, due to distinction between online and offline contexts, online 

customer satisfaction was measured in multiple dimensions including: system quality, 

such as system performance, feedback mechanism; information quality, such as accuracy, 

consistency; and perceived service quality of IT (Information Technology) department. In 

particular, researches on the pure-play Internet bank have mainly been conducted from the 

perspective of accepting technology using TAM model. However, since the pure-play 

Internet bank is now seen as substitute for the legacy bank, research on the switching 

between them is also necessary. 

 
2.5.2. Factors affecting Switching Intention  

 
               The switching intention refers to the tendency or intention to exchange or shift 

from one method to the other (Lee et al., 2011). As the types of services become more 

diverse and competition becomes more widespread, the choice of service is widened and 

the service switching is easily decided. The factors influencing customer’s switching 

intention have been discussed as an important topic in various areas such as insurance, 

finance, and tourism. Switching intention analysis is a suitable approach to 

comprehensively understand the behaviour of pure-play Internet bank and legacy bank 

users as well because the switching process is influenced by not only the customer 

satisfaction and dissatisfaction but also various factors including switching costs, customer 

characteristics, and a lack of alternatives. 

 

               In the preceding researches, there were various factors that were identified as 

factors affecting the switching intention, as shown in <Table 5>. For instance, diversity 

seeking means individual’s tendency to have diverse experiences in selecting services and 

products (Kahn, 1995), it also can be seen as a tendency to choose alternative that is not 

familiar among many brands or services. However, these studies mainly focus on one-to-
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one relationship between customer and company. In order to understand the customer 

behaviour accurately, competitors should also be considered together. It is difficult to 

predict precisely whether a customer will leave or remain in the current financial institution.  

<Table 5> Factors affecting switching intention 
Variables Researcher 

Familiarity 
(Familiarity is the people’s knowledge 
of a product or service, based on their 
experience and previous contacts.) 

Gefen (2000); Paswan and Ganesh, (2003); 
Flavian et al., (2006); Casalo et al., (2008) 

Switching barrier 
(Even if the consumer does not satisfy 
with the present product or service, it 
tends to continue to use the existing 
one. This gap is explained as a 
switching barrier.) 

Klemperer (1987); Ping (1993); Sharma and 
Patterson (2000); Jones et al., (2000); 
Burnham et al., (2003); Lin et al., (2012) 

Subjective norm 
(The motivation driven by personal 
commitment which people feels it is 
necessary or necessary to comply with 
regulations.) 

Ajzen, (1991) 

Perceived value 
(It is based on elements and 
performances of experienced products 
/ services, and perceived preference or 
evaluation of users according to using 
experience.) 

Woodruff, (1997); McDougall and Levesque, 
(2000); Yang and Peterson (2004) 

Perceived usefulness Lai et al., (2012) 
Network effect Cheng and liu, (2007) 
Variety seeking McAlister and Pessemier, (1982); Simonson 

(1990); Van Trijp et al., (1996) 
Habit 
(Routine behaviors that repeat 
regularly and tend to occur 
subconsciously. It can be an automatic 
responses to specific situations.) 

Khalifa and Liu, (2007) 

Usability 
(Usability focuses on the effective, 
efficient and satisfactory task 
accomplishment.) 

Asimakopoulos G. and Asimakopoulos S. 
(2014) 

Innovativeness 
 

Raju, (1980); Roger (1995); Athanassopoulos, 
(2000); Roy Dholakia and Uusitalo, (2002); Lu 
et al., (2011); Park and Ryoo, (2013); 

Customer satisfaction Levesque and McDougall (1996); Balabanis et 
al., (2006); Kim et al., (2006); Antón et al., 
(2007); Manrai, L. and Manrai, A., (2007); 
Davis-Sramek et al., (2009); Bansal and Taylor 
(2015) 
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               As shown in <Table 5>, there are many factors that influence the switching 

intention. For example, a study by Davis-Sramek et al., (2009) demonstrated that customer 

satisfaction affects the continuing use of services and their intention to switch. Also, 

according to the diffusion of innovation by Roger (1995), the differences in users’ personal 

characteristics have a potential effect on the user’s behavioral intention and Hauser et al., 

(2006) investigated the effect of personal innovativeness on the acceptance intention. 

 
2.5.2.1.    PUSH Factors 

 
               The preceding researches verified that the push factors of the PPM affect the 

customers’ switching intention, but the potential variables that make up each factor may 

be different depending on service industries. Therefore, the variables investigated through 

the preceding researches on switching intention in various services industry as push, pull, 

and mooring factors <Table 6><Table 7><Table 7>. The main factors of the push effect 

are as follows.  

<Table 6> Push factors 
Variables Researchers 

Low socializing  Hou et al., (2014); Raacke and Bond-
Raacke (2008) 

Satisfaction  Mittal and Lassar, (1998); McKinney et 
al., (2002); Stimson and McCrea, (2004); 
Bansal et al., (2005); Zhang et al., (2008) 

High Price (Higher price than other 
service provider / Perceived price 
problem) 

Keaveney, (1995); Roos, (1999); Colgate 
and Hedge, (2001); Bansal et al., (2005); 
Wieringa and Verhoef., (2007) 

Privacy Concern (Concern about 
personal information collect, secondary 
use and poor management) 

Malhotra A. and Malhotra C., (2013); 
Hong and Thong (2013) 

Service Quality Zeithaml et al., (1996); Sivadas and 
Baker-Prewitt, (2000) 

Trust Lee and Turban, (2001); Sui and Baloglu, 
(2003). Kim et al, (2009); Chang and 
Chen, (2014) 

Perceived Usefulness Lee et al., (2011); Ho and Kwok, (2002) 
Anxiety Spielberger, (1985); Yen and Hsu (2015); 

Bravo, (2016) 
Low Efficiency Mathwick et al., (2001) 
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               The push and pull factors are two separate decisions made in each point of view 

within a specific period of time. The push factor is the cause of movement originating from 

the characteristics of the current place that negatively affects the quality of life in the 

current place (Moon, 1995). In terms of push factors in service switching intention and 

behaviour, as in the migration theory, it can be seen that the switching is determined by 

recognising the negative factors provided by the company providing services, such as the 

failure of service, the price issue, and the attitude of the employees (Lai et al., 2012). 

Switching can also occur because of the negative emotional judgment of individual about 

the service provider, such as low trust and low satisfaction. <Table 6> indicates the push 

factors investigated in the previous studies. Previous studies have emphasized the role of 

perceived usefulness on attitudes towards use (Davis et al., 1989). Davis (1989) argued 

that individual tends to undertake behaviour he/she will help his/her perform their job 

better and more efficiently. Regarding switching intention, Chen and Hitt (2002) argued 

that switching intention and attrition are influenced by usage behaviour. Based on these, 

Lee (2011) examined the role of perceived usefulness on the user’s attitude towards 

switching to online banking. According to that research, when users consider that the 

online banking is useful, they hold a more positive attitude towards switching from a 

physical to a virtual platform.  

 

2.5.2.2.   PULL Factors 
               The pull factor regarding the switching intention research in the service sector is 

mostly described by one factor, attractiveness of the alternative (Keaveney, 1995; Grace 

and O’Cass, 2001; Bansal et al., 2005; Zhang et al., 2008; Hou et al., 2011). If the 

individual feels that a new service provider offers better services, is more trustworthy, and 

is more friendly, he/she will switch to a new service provider. Many customers switch to 

a better service, even if the new service is more expensive or so (Keaveney, 1995). 

According to a demographic perspective, the destination that provides a better quality of 

life than the original residence is attracting to migrants (Lee, 1966). There are similar 
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views in the preceding researches regarding the service switching. Another service 

provider that offers superior customer service can attract customers (Keaveney, 1995; 

Bansal and Taylor, 1999; Jones et al., 2000; Bansal et al., 2005). Banking also belongs to 

the service industry and a new type of bank that provides better customer service than the 

current bank induces customers to switch. <Table 7> demonstrates the pull factors in the 

preceding researches. For example, peer influence has been regarded as an important 

predictor influencing the behaviour of adopting new technology. According to Hung 

(2003), the influence of peers plays a role in creating “opportunities to experience new 

activities, environments, or people” and when the multiple peers recommend the new 

alternative to the individual, he/she may switch to the new alternative. Like this, various 

factors were found to have pull effects.  

<Table 7> Pull factors 
Variables Researchers 

Alternative Attractiveness Lee, (1966); Moon, (1995); Keaveney, (1995); 
Bansal and Taylor, (1999); Sharma and Patterson, 
(2000); Jones et al., (2000); Patterson and Smith, 
(2003); Bansal et al., (2005); Kim et al., (2006);  
Cheng et al., (2009); Hou et al., (2014); Che and 
Cao, (2014); Hou, (2015) 

Peer Influence / Social 
influence 

Zengyan et al., (2009); Wangenheim and Bayón, 
(2004) 

Self-Efficacy Bandura, (1977); Stimson and McCrea, (2004) 
Regret Tsiros, (1998); Tsiros and Mittal, (2000); 

Keaveney et al., (2007) 
Customization Coelho and Henseler, (2012); Srinivasan et al., 

(2002) 
Perceived Usefulness Hsieh et al., (2012) 
Enjoyment Ahn et al., (2007) 

 
               Social influence is defined as “the degree to which network members are 

influenced by each other’s behaviour in social relationships” (Rice et al., 1990) or 

“perceived pressure by individuals to perform certain actions” (Venkatesh and Brown, 

2001). Social influence plays an important role, particularly in the acceptance of 

innovative services in the information technology sector (Taylor and Todd 1995), because 

in the case of innovative services, uncertainty about the technology and market is high that 

customers are less confident about their judgment and tend to rely on other people’s 
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information. Several studies related to the technology acceptance including TRA (Theory 

of Reasoned Action) model (Fishbein and Azjen,1975), TPB (Theory of Planned Behavior) 

model (Azjen, 1985; Taylor and Todd 1995), ETAM (Extended Technology Acceptance 

Model) model (Davis, 1989) regarded the social influence as the factor that affects the 

customer’s technology acceptance behaviour. In general, social influences can be 

classified into two types which are social norms and network effects (Hsu and Lu, 2004). 

The effect of social norms is the tendency, perceptions, and behaviour of group members 

to conform to norms (Lascu and Zinkhan, 1999) and the network effect indicates that the 

customer’s choice for a particular product or service is affected by the demand of others 

(Katz and Shapiro, 1992). Based on this, social influence has been used as one of the pull 

factors in several preceding researches. For instance, Boyd and Ellison (2013) argued that 

the symbiotic relationship between bands and fans once helped MySpace to expand by 

attracting many users, including those from Friendster, their greatest competitor. 

According to Zengyan (2009), a peer influence regarding choice of social network service 

is positively associated with a switching intention to an alternative social network service 

provider because the influence of peers can work through creating opportunities for new 

activities, environment, or people for an SNS user. Regarding the switching intention to 

the pure-play Internet bank, it is a business model that incorporates a new technology in 

order to induce the switching. Social influence also plays an important role as one of the 

pull factors.  

 
2.5.2.3.   MOORING Factors 

               Moon (1995) defined the mooring effect as a social and spatial factor that 

causes people to experience psychological happiness. When an individual simply wants 

to move, the push-pull factors are hard to be used to explain the willing and it is also 

determined by personal factors in addition to push and pull factors (Hou et al., 2011). In 

other words, the mooring factors may include not only individual characteristics, but also 

social factors that are determined by the group surrounding the individual or social 
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factors. <Table 8> shows the mooring factors found in the preceding researches on 

customer’s switching intention. 

<Table 8> Mooring factors 
Variables Researchers 

Switching costs  

 

 

Samuelson and Zeckhauser, (1988); Klemperer, 
(1995); Boyle and Halfacree, (1998); Maute and 
Forrester, (1993); Chen and Hitt, (2002); Patterson 
and Smith, (2003); Yang and Peterson (2004); 
Zengyan et al., (2009); Hou et al., (2011); Ray et al., 
(2012); Hsieh et al., (2012); Chang and Chen, 
(2014); Fei and Bo, (2014) 

Customer characteristics  Mittal and Kamakura (2001) 
Habit Verplanken and Aarts, (1999); Ye and Potter (2011); 

Polites and Karahanna (2012);  
Personal innovativeness Ye and Potter, (2011) ; Polites and Karahanna, 

(2012) 
System security (the 
degree of assurance 
volatility) 

Sung et al., (2016) 

Length of relationship Coulter K. and Coulter, (2002) 
Prior switching 
experience 

Lee, (1966); Ouellette and Wood, (1998); Ganesh et 
al., (2000);  Bansal et al., (2005); Hou et al., (2011); 
Hsieh et al., (2012);  

 
               Switching costs, which is one of the mooring factors used in the preceding 

research, reflects the expected cost of switching from the current service provider to 

another service provider. The switching costs consist of several components, such as 

uncertainty costs, sunk costs, and loss costs (Kim, 2011). Ray et al. (2012) pointed out that 

online users’ switching costs consist of user-related costs and supplier-related costs. 

Supplier-related costs include salary loss, service uncertainty costs, and brand-relational 

costs, while user-related costs include search costs, transfer costs, and learning costs. 

Several studies have found that costs have a significant effect on customers’ switching 

intention. In addition, Deng et al. (2010) investigated that the switching costs affect user’s 

loyalty to mobile instant messaging. According to the study of Tsai and Huang (2007), 

users who wish to switch from an online store to a mobile store can face a large switching 

barrier if the switching cost is high. The economic situation plays an important role in the 

movement of individuals and because of the high cost, individual gives up moving 
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sometimes (Boyle and Halfacree, 1998) and the moving cost has much in common with 

the switching cost (Hou et al., 2011). Switching cost represents the cost/sacrifice that 

occurs when a service provider is changed, which includes non-monetary costs/sacrifices 

such as uncertainty, time, effort, financial costs, and non-compliance. In the study of 

switching intention, the switching cost was found to be an important factor in mooring 

effect <Table 8>, and the high switching costs have a direct negative impact on the 

switching intention. In other words, the high switching cost is a factor that hinders the 

switching and the customer may not switch the service provider because of it. 

               According to Sharma and patterson (2000), switching cost consist of the physical, 

economic and psychological costs that the customer faces in changing a supplier. 

Switching costs are costs required to terminate transaction relationships and to initiate a 

new relation. If the customer feels it requires too high costs to switch to another provider, 

he/she will stay with the current service provider. Thus, the increase in switching costs 

makes it difficult for customers to switch from one provider to another. In many preceding 

studies, switching costs have been identified as factors that reduce the intention to switch 

and increase the continuous use intention (Hsieh et al., 2012). Looking at the previous 

studies, Hsieh et al. (2012) demonstrated the factors affecting the switching intention and 

behaviour to social network services by using PPM (Push- Pull - Mooring) framework. 

They set weak connectivity and writing anxiety as push factors, enjoyment, usefulness, 

and ease of use as pull factors and switching costs, prior experience as mooring factors. 

The results indicated that the push factors, pull factors, and mooring factors have a 

significant influence on the switching intention and the switching intention has a 

significant effect upon the actual switching behaviour. Also, the mooring factors were 

found to have a negative moderating effect on the relationship between push factors and 

the intention to switch. In the study conducted by Fuentes-Blasco et al. (2010), the effects 

of e-service quality on perceived value and e-loyalty and the moderating effect of 

switching costs were verified. The moderating effect on the relationship between the 
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perceived value and e-loyalty did not appear but it was found that the switching costs 

decrease e-loyalty. Chang et al. (2014) examined the switching cost by measuring the 

installation cost, sunk cost, etc and it was verified that the switching cost had a negative 

moderating effect.  

               Furthermore, according to Hou et al. (2011) individual’s prior experience 

facilitates or hinders the switching. For example, people who have had a successful 

migration experience tend to switch again because they have learned the skills of moving, 

which makes the next switch easier. The prior experience plays an important role not only 

in the migration to the new region but also in the switching intention to the service provider 

(Hsieh et al., 2012). Hsieh et al. (2012) verified that the prior experience is one of the 

factors influencing switching behaviour and they have shown that people without prior 

experience tend to stay in the current position. Another one of the mooring factors shown 

in the preceding researches is personal innovativeness. It refers to individuals' willingness 

to change (Hurt et al., 1977). A person is characterised as innovative, if he/she is early to 

adopt an innovation. Personal innovativeness is one of the variables that potentially affect 

how people respond to innovation. As a consequence, personal innovativeness epitomizes 

the risk-taking trait. Preceding studies regarding the mooring effect have focused primarily 

on the cognitive-based factors such as switching costs (Zhang et al., 2008).  

 
2.6. Summary 

               As shown above, various preceding studies related to switching intention have 

been reviewed. Based on this, perceived unusefulness and inefficiency were derived for 

the push factors. These factors are derived from the literature review and it is expected that 

these would give a positive effect on the switching intention to the pure-play Internet bank. 

Next, the push factors to be examined in this study are alternative attractiveness and social 

Influence perceived by customers on the pure-play Internet bank. These factors are likely 

to have a positive impact on the switching intention to the pure-play Internet bank as the 
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pull effect. In addition, factors related to the mooring effect examined in this study are 

switching costs, personal innovativeness, and mobile use habit. These factors are also in 

line with the mooring factors in the preceding researches.  

 

 

 

3. RESEARCH MODEL AND HYPOTHESES 
 

3.1. Research Model 
               When looking at the switching intention, not only strengths of the alternative or 

satisfaction affect the switching, but also there are other factors related with current service 

provider. According to the Push-Pull-Mooring model, the negative factors of the existing 

channels, the positive elements of new channels, and the factors that impede the switching 

to the new channel are combined to affect the switching intention. In other words, the 

factors related to the rational decision of the individual in switching intention are not only 

the appeal or satisfaction of the new alternative (pure-play Internet bank) but also the 

complaint about the existing channel (legacy bank), the switching costs and the individual 

characteristics. This study derives the factors influencing the switching intention from the 

legacy bank to pure-play Internet bank and investigates the relationship between them. The 

following research model was derived based on the PPM model, which is known as a 

useful theoretical framework for explaining the determinants of service switching. First, 

based on the PPM model and the literature review, this study suggests Perceived 

Usefulness, Inefficiency as push factors and Alternative Attractiveness, Social Influence 

as pull factors. For Mooring factors, this study suggests Switching costs, Personal 

Innovativeness, and Mobile Use Habit. This study proposes the mooring factors as 

moderating variables in the relationship between push/pull factors and switching intention. 

<Figure 1> illustrates the research model of this study. 
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<Figure 1> Research Model 

 
3.2. Hypotheses 

 
3.2.1. Push Effects: Perceived Unusefulness, Inefficiency 

               Push factors are ‘the factors that motivate people to leave an origin’ (Stimson 

and Minnery 1998) and ‘factors at the origin that are assumed to have a negative influence 

on the quality indicators of life’ (Moon 1995). Dissatisfaction with the legacy bank is a 

factor that influences customer’s switching to the pure-play Internet bank. Although the 

legacy banks use Internet banking as a digital strategy, the Internet banking is not the main 

channel of the legacy banks. Also, the legacy banks and pure-play Internet banks in Korea 

have very different products and services compositions as well. Moreover, since the 

customer cannot open account through the legacy bank’s digital channels, it takes time and 

efforts to go to the offline branch to open an account. Customers who are dissatisfied with 

the characteristics of legacy banks will seek for the alternative, the pure-play Internet bank. 

In other words, there will be the intention to switch. The more dissatisfied with the legacy 

banks, the more likely they will consider the pure-play Internet bank. While the factor 
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‘inefficiency’ is related with the accessibility of the legacy banks, the factor ‘perceived 

unusefulness’ is related to the legacy banks’ services and financial products’ composition 

as it is different from pure-play Internet bank although they both are banks. Thus, based 

on the literature review, this research hypothesized that the perceived unusefulness of 

legacy bank suggested as push factors would positively affect the switching intention to 

the pure-play Internet bank. 

Hypothesis 1a (H1a): The perceived unusefulness of legacy bank will have a positive 

effect (+) on the switching intention to the pure-play Internet bank.  
 

               Costs, benefits, time, and efforts are important factors for customers when they 

decide which channels to use (Baker et al., 2002). In the case of legacy bank, these factors 

may appear when searching for services or moving to the offline branch. Recently the 

government decided to abolish the use of the public certificate, and to completely eliminate 

the active X used in the security and payment processes. Moreover, the legacy banks are 

making efforts to offer convenience to customers through digital strategies such as 

simplifying the transfer process. However, since the roots and background of the pure-play 

Internet bank and legacy banks are different, legacy banks’ customers are required to go 

through processes such as face-to-face transactions in a variety of services including 

lending and opening bank accounts, so that customers tend to switch to relatively simple 

and accessible services provider. The legacy banks also utilise the Internet banking as non-

facing channel, but they have a disadvantage in that it takes a long time to use their services 

because they cannot open an account or use loan services through the Internet banking. 

Furthermore, customers still need to install the security software before using their mobile 

or Internet channels, and also customers should copy the authorised certificate issued by 

the legacy bank from their computer to the mobile phone and proceed the payment. If the 

customer gets an error while following this payment process, the process has to be gone 

through again. Recently, it has been improved to simplify the process in order to eliminate 
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the inefficiency, but it differs from the pure-play Internet bank. Therefore, this study 

hypothesized that the inefficiency of the legacy bank suggested as a push factor would 

have a positive impact on the switching intention to the pure-play Internet bank. 

Hypothesis 1b (H1b): The inefficiency of legacy bank will have a positive effect (+) on 

the switching intention to pure-play Internet bank. 

3.2.2. Pull Effects: Alternative Attractiveness, Social Influence 
               Pull factors have positive impact on people’s migration to new residence. In this 

study they are positive and attractive factors of the pure-play Internet bank which makes 

customers of legacy banks switch to the pure-play Internet bank. This study examined 

alternative attractiveness and social influence as factors of pull effect. In the migration 

theory, people’s decision to migrate is influenced not only by the factors related to the 

current place, but also by the factors related to the new destination. For example, people 

tend to move to the new place if the new place provides a better quality of life, such as a 

good education system or a good climate, than the original place. The pure-play Internet 

bank has no limit on time and space due to the simple process of loan application or 

24hours customer service centre. Even when opening an account, the customer can apply 

for a simplified procedure without visiting the branch directly. The trust of non-facing 

channels is getting increased because of the online shopping malls and etc. The advantage 

of using pure-play Internet bank, which is that customers can receive the desired service 

with a simple non-facing procedure, will affect the switching intention from the legacy 

bank to pure-play Internet bank. Therefore, this study hypothesized that the alternative 

attractiveness of pure-play Internet bank suggested as a pull factor would have a positive 

impact on the customer’s switching intention to the pure-play Internet bank. 

 
Hypothesis 2a (H2a): The alternative attractiveness of pure-play Internet bank will 

have a positive effect (+) on the switching intention to pure-play Internet bank. 
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               In migration theory, a pull factor not only includes the strength of a new residence, 

but also various elements that lead people to move to a new place. For example, when 

migrating, various social factors such as the recommendation of the peers or the influence 

of mass media advertisement also play an important role as pull factors. In the business 

field, social influence has been proved to be a factor influencing the technology acceptance 

and the electronic payment system in many preceding studies. Social influence includes 

both the impact of peers’ word of mouth and mass media. Mass media or peer influence 

including content that highlight the advantages of pure-play Internet bank generally 

influence the switching intention. Thus, the following hypothesis will be examined. 

 
Hypothesis 2b (H2b): The social influence of pure-play Internet bank will have a 

positive effect (+) on the switching intention to pure-play Internet bank. 

 
 
 

3.2.3. Mooring Effects: Switching Costs, Personal Innovativeness, 
Mobile Use Habit 

               Switching is a complex decision. Although push and pull factors are strong, 

customer may not choose to switch. Intervening variables including situational factors and 

personal factors can intervene customer’s switching intention (Longino, 1992; Moon, 

1995). On the other hand, some situational factors and personal factors can induce the 

switching intention as well. In other words, the mooring factors are all the contextual 

factors that make the service switching easier or hinder the switching. The switching cost, 

where is one of the mooring factors suggested in this study, is the cost/sacrifice that occurs 

when the service provider is switched. This contains non-monetary costs/sacrifices such 

as time and effort, non-compliance, and uncertainty, as well as financial costs such as 

monetary cost/sacrifice. In many studies regarding the switching intention, switching costs 

have been regarded as an important factor that constitutes the mooring effects and it has 

been proved that the high switching cost has a negative impact on switching intention. In 

other words, the high switching cost can be a factor that hinders the switching and the 
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customer may not switch the service provider although they are satisfied with the new 

residence. 

 
Hypothesis 3a (H3a): Switching costs will weaken the relationship between perceived 

unusefulness and switching intention to pure-play Internet bank. 

Hypothesis 3b (H3b): Switching costs will weaken the relationship between 

inefficiency and switching intention to pure-play Internet bank. 

Hypothesis 3c (H3c): Switching costs will weaken the relationship between alternative 

attractiveness and switching intention to pure-play Internet bank. 

Hypothesis 3d (H3d): Switching costs will weaken the relationship between social 

influence and switching intention to pure-play Internet bank.  

 
               Personal Innovativeness indicates the willingness of an individual to use the new 

technology. The higher innovativeness, the better the ability to proactively pursue new 

ideas and patience with uncertainty, thus making it easier to use new technology. There 

are many preceding studies which examine that the higher the pesonal innovativeness, the 

more positive attitude toward acceptance of new information technology and the greater 

the intention to use. As a result of studying user acceptance behaviour of mobile payment 

service, Kim et al. (2010) found that user convenience is higher when individual’s 

innovativeneness is higher. Based on this, Ye and Potter, (2011) and Polites and Karahanna, 

(2012) examined the effect of personal innovativeness on the relationship between 

independent variable and dependent variable as a mooring factor in their studies. Thus, 

this principle can be applied equally to the intention to switch to the pure-play Internet 

bank. In this study, we defined the personal innovativeness as the tendency of individual 

to accommodate pure-play Internet bank more rapidly than others, so the following 

hypotheses were derived. 

 
Hypothesis 4a (H4a): Personal Innovativeness will strengthen the relationship 

between Perceived Unusefulness and switching intention to pure-play Internet bank. 
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Hypothesis 4b (H4b): Personal Innovativeness will strengthen the relationship 

between Inefficency and switching intention to pure-play Internet bank. 

Hypothesis 4c (H4c): Personal Innovativeness will strengthen the relationship between 

Alternative Attractiveness and switching intention to pure-play Internet bank. 

Hypothesis 4d (H4d): Personal Innovativeness will strengthen the relationship 

between Social Influence and switching intention to pure-play Internet bank. 

 
               In addition to conscious factors like switching costs, switching intention may 

have unconsciousness as well. Polites and Karahanna (2012) regarded habits as 

unconscious factor. Habit is defined as ‘learned sequences of acts that have become 

automatic responses to specific cues, and are functional in obtaining certain goals or end-

states’ and it is mentally efficient and enables individuals to stay in the status quo 

automatically (Polites and Karahanna, 2012). When users become accustomed to using 

mobile (smartphone), they will not pay much attention to the characteristics of having 

mobile app or no offline branches to compare relative advantages with legacy bank. 

Furthermore, Khalifa and Liu (2007) verified that customers with online shopping habit 

tend to be more satisfied with online purchasing. Furthermore, there is a research that those 

who frequently use online banking have a high intention to switch to the pure-play Internet 

bank. Therefore, this study hypothesized the following hypotheses in order to examine the 

effect of mobile use habit on the relationship between push, pull effects and switching 

intention. 

 

Hypothesis 5a (H5a): Mobile Use Habit will strengthen the relationship between 

Perceived Unusefulness and switching intention to pure-play Internet bank. 

Hypothesis 5b (H5b): Mobile Use Habit will strengthen the relationship between 

Inefficency and switching intention to pure-play Internet bank. 

Hypothesis 5c (H5c): Mobile Use Habit will strengthen the relationship between 

Alternative Attractiveness and switching intention to pure-play Internet bank. 

Hypothesis 5d (H5d): Mobile Use Habit will strengthen the relationship between 

Social Influence and switching intention to pure-play Internet bank. 
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4. RESEARCH ANALYSIS 
 

4.1. Measurement Development 
               In order to measure the factors proposed in the research model, a total of three 

steps was performed. First, the items related to each latent variable were selected through 

the preceding research, and then corrected and supplemented for the study. The push 

factors examined in this study, perceived unusefulness and inefficiency, were developed 

based on studies of Lee et al., (2011); Ho and Kwok, (2002); Hsieh et al., (2012); 

Mathwick et al., (2001). The pull factors in this study, alternative attractiveness and social 

influence, were designed based on Bansal et al., (2005); Kim et al., (2006); Cheng et al., 

(2009); Hou et al., (2014); Che and Cao, (2014); Hou, (2015), Zengyan et al., (2009); 

Wangenheim and Bayón, (2004). The mooring factors, switching costs, personal 

innovativeness, mobile use habit, were developed based on the studies of Patterson and 

Smith, (2003); Yang and Peterson (2004); Zengyan et al., (2009); Hou et al., (2011); Ray 

et al., (2012); Hsieh et al., (2012); Chang and Chen, (2014); Fei and Bo, (2014); Ye and 

Potter, (2011); Polites and Karahanna, (2012); Verplanken and Aarts, (1999); Ye and 

Potter (2011); Polites and Karahanna (2012). Lastly, the dependent factor, switching 

intention to pure-play Internet bank, was designed based on Lattin and McAlister, (1985); 

Ganesh et al., (2000); Keaveney and Parthasarathy, (2001); Burnham et al., (2003); Bansal 

et al., (2005); Lopez et al., (2006) <Table 9>. 

 

               The questionnaire for this study was conducted in accordance with Churchill’s 

‘a paradigm for developing better measures’ procedure and all items adopted and modified 

and their operational definitions are shown in <Table 9>. Likert five-point scales were 

used and the questionnaire used in this survey can be found in Appendix A. 

<Table 9> Operational Definition 
Variables Operational Definition Related Researches 
Perceived 

Unusefulness 
The degree of perception that it 
is easier to understand and to 
join the Pure-Play Internet 

Lee et al., (2011); Ho and 
Kwok, (2002); Hsieh et al., 
(2012) 
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Banks’ composition of services 
and financial products with less 
efforts than that of legacy 
banks. 

Inefficiency The degree of perception that 
the payment process and 
processing time are long and the 
accessibility is poor. 

Mathwick et al., (2001) 

Alternative 
Attractiveness 

The degree of perception that 
the alternative service 
provider’s service level is high 
compared to the current service 
provider. 

Lee, (1966); Moon, (1995); 
Keaveney, (1995); Bansal and 
Taylor, (1999); Sharma and 
Patterson, (2000); Jones et al., 
(2000); Patterson and Smith, 
(2003); Bansal et al., (2005); 
Kim et al., (2006);  Cheng et al., 
(2009); Hou et al., (2014); Che 
and Cao, (2014); Hou, (2015) 

Social 
Influence 

The extent of influence through 
close friends, colleagues, and 
mass media etc. 

Zengyan et al., (2009); 
Wangenheim and Bayón, (2004) 

Switching 
Costs 

The amount of costs or sacrifice 
that will be required to change 
the service provider. 

Samuelson and Zeckhauser, 
(1988); Klemperer, (1995); 
Boyle and Halfacree, (1998); 
Maute and Forrester, (1993); 
Chen and Hitt, (2002); Patterson 
and Smith, (2003); Yang and 
Peterson (2004); Zengyan et al., 
(2009); Hou et al., (2011); Ray 
et al., (2012); Hsieh et al., 
(2012); Chang and Chen, 
(2014); Fei and Bo, (2014) 

Personal 
Innovativeness 

The tendency of individuals to 
accept the Pure-Play Internet 
Bank relatively early than 
others. 

Ye and Potter, (2011) ; Polites 
and Karahanna, (2012) 

Mobile Use 
Habit 

The tendency of individuals to 
accept the Pure-Play Internet 
Bank relatively early than 
others depending on the 
individuals’  mobile use habits 

Verplanken and Aarts, (1999); 
Ye and Potter (2011); Polites 
and Karahanna (2012) 

Switching 
Intention 

The tendency of individuals to 
switch to the pure-play Internet 
bank from the legacy bank. 

Lattin and McAlister, (1985); 
Ganesh et al., (2000); Keaveney 
and Parthasarathy, (2001); 
Burnham et al., (2003); Bansal 
et al., (2005); Lopez et al., 
(2006); Ranganathan et al., 
(2006); Kim et al., (2006); 
Anton et al., (2007); Zhang et 
al., (2009); Hou et al., (2011); 
Hsieh et al., (2012) 
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4.2. Data Collection 
          In order to examine how the four variables of push and pull factors affect the 

switching intention, the users who have used both the legacy bank and pure-play Internet 

bank (K-bank, Kakao bank) were selected as the target of data collection. As mentioned 

in the literature review, K-bank was the firstly launched pure-play Internet bank in Korea 

and it started to operate on 3rd of April, 2017. Kakao bank launched the service on 27th of 

July, 2017 and it is secondly launched pure-play Internet bank in Korea. They are both 

involved in prime banking sector. Kakao bank has surpassed the number of accounts of 14 

million on the first day of operation and surpassed 300 million in a month, attracting 

explosive popularity and interest. In this research, users who have used the pure-play 

Internet bank means people who have used either Kakao bank or K-bank. Appendix B 

contains screenshots of Kakao bank and K-bank. 

 
4.2.1. Preliminary Investigation 

               Preliminary survey was conducted to see whether the measures are useful in the 

study of legacy bank and pure-play Internet bank. The preliminary survey was carried out 

with the aim of confirming the construct validity, appropriate representation of terms, the 

degree of comprehension, and the avoidance of terms. First, the preliminary survey was 

conducted targeting 20 respondents extracted by convenience sampling. The reason for 

this is that it is necessary to verify the validity of the translated questionnaire because the 

environment and subject in the preceding research and this research are different. The 

survey was conducted for 7 days, September 24th to September 30th, 2017 and all responses 

were used for the analysis. In the preliminary survey, three items were found to be 

confusing because the expressions of terms were not clear so the adjustments were made 

accordingly. 
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4.2.2. Main Investigation 
               After confirming the items to be used through the preliminary survey, the main 

data collection was conducted through online and offline survey questionnaire for three 

weeks from 1st of October to 21st of October, 2017. After correcting and complementing 

the problems that were found in the preliminary survey, the survey items were confirmed 

as in <Table 10>. The survey consisted of 22 items and demographic characteristics. 

<Table 10> Measurement Items 
Constructs Items Measure 

Perceived Unusefulness PU1 legacy bank’s services and products composition are complex. 
PU2 I do not have a clear understanding of how to use a legacy 

bank to subscribe to or use services or products. 
PU3 It is complicated to join an account and issue a card in the 

service of a legacy bank. 
Inefficiency INE1 I feel uncomfortable visiting a branch when I visit a legacy 

bank. 
INE2 When I visit a legacy bank, I feel long waiting time and 

processing time. 
INE3 The process of using legacy bank services is long. 

Alternative 
Attractiveness 

AA1 I would be satisfied with pure-play Internet bank. 
AA2 Pure-play Internet Bank would benefit me more than other way 
AA3 Pure-play Internet Bank would be better than legacy bank 

overall 
AA4 Pure-play Internet bank service is easy. 
AA5 Pure-play Internet bank services can be used anytime, 

anywhere 
Social Influence SI1 People using pure-play Internet bank services receive high 

interest 
SI2 Socially, pure-play Internet bank services are perceived as 

convenient 
Switching Costs SC1 It would be hassle more and it takes time and efforts to swtich 

from legacy bank to in pure-play Internet Bank. 
SC1 I am worried that I will not be satisfied after switching to pure-

play Internet bank. 
SC3 I will lose benefits as a long-term customer (preferential 

exchange rate, points and etc) if I switch from the legacy bank 
to pure-play Internet bank. 

Personal 
Innovativeness 

INNO1 I am curious about new products / services. 

INNO2 I try to experience new products / services. 

INNO3 I want to use new products / services before others. 
Mobile Use Habits MUH1 I think using services in mobile(smartphone) has natural act for 

me 
MUH2 Whenever I think of using services, the mobile(smartphone 

app) comes to mind 
MUH3 I think services in mobile(smartphone) has become 

spontaneous for me 
Switching intention SwI1 I am positive about switching to an pure-play Internet bank 

service. 
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SwI2 I am willing to switch to an pure-play Internet bank 
SwI3 I have a desire to continue to use pure-play Internet bank 

services rather than legacy banking services 
SwI4 I am positive about using pure-play Internet bank continuously 

 
               Because the survey targeted the users who have used the pure-play Internet bank 

within one year, the subjects were selected through the screening question <Figure 2> in 

order to receive the responses from the appropriate respondents. 

 

<Figure 2> Screening in Survey Questionnaire 
Have you used the pure-play Internet bank within the past one year? 

Yes (  ) –> Begin        No (   ) –> Finish 
 

               In order to conduct the survey only for those who have used both the legacy bank 

and pure-play Internet bank, the survey asked the question “Have you ever used the pure-

play Internet bank within the past one year?” as a screening question. 

 

<Figure 3> Background knowledge check in Survey Questionnaire 
Please read the following information before starting the survey. 
 
Pure-Play Internet Bank is a bank that does business through online website and 
mobile app without offline branches. It is a system where customers acquire financial 
information and conduct transactions and customers can use financial services anytime 
and anywhere. It is a combined service and examples of pure-play Internet bank are K-
bank and Kakao bank. 
 
The legacy banks listed in the questionnaire refer to the banks belonging to the prime 
banking sector that existed before the start of the pure-play Internet bank. Examples 
include Shinhan Bank, Woori Bank, NH Nonghyup Bank, KB Kookmin Bank, and 
KEB Hana Bank. 
 
Yes (  ) 
  

              Also as shown in <Figure 3>, respondents were provided an explanation and an 

example of the legacy bank and pure-play Internet bank before starting the survey to make 

sure that they have the background knowledge and respondents were asked to respond to 

all the items according to their previous experience. Furthermore, it was designed to be 
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able to submit if responding all items without omission and the feature of the online survey 

platform was used to avoid the duplication of responses. 

 

               200 online and offline questionnaires were randomly distributed and 101 were 

reponded, and 45 survey questionnaires were conducted through the open survey platform 

‘Now N Survey’ (http://www.nownsurvey.com). The rest 85 questionnaires were asked to 

the survey agency ‘Panel Now’ (https://www.panelnow.co.kr) to conduct the survey. The 

response rate was 70% which means a total of 231 respondents participated in the survey, 

but among them, only 223 questionnaires were used for analysis because 8 responses were 

invalid. Google Survey’s form was utilised to survey 101 participants who were randomly 

selected from the university campus and public places and they were also asked to send 

the survey URL to the people surrounding them. 20 respondents among respondents were 

drawn to be provided gifticon. The questionnaire consisted of two parts as follows: 1) 33 

items using the Likert 5-point scale, 2) demographic information of the respondents. 

<Table 11> summarises the characteristics of survey participants. 

 
<Table 11> Characteristics of Respondents 

Classification Frequency (N) Response Rate 
(%) 

Age Age 20 - 24 19 8.5% 
Age 25 - 29 91 40.8% 
Age 30 - 34 47 21.1% 
Age 35 - 40 29 13% 
Age 41 - 49 22 9.9% 

Age 50 or older 15 6.7% 
Gender Male 116 52% 

Female 107 48% 
Education High School 26 11.7% 

Vocational College 13 5.8% 

Undergraduate 136 61% 
Graduate and above 48 21.5% 

Employment Student 64 28.7% 
Employee of Private 

Sector 
91 40.8% 

Professionals 15 6.7% 
Self-employed 22 9.9% 

Others 31 13.9% 
Residence Seoul 133 59.6% 
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Metropolitan City 19 8.5% 
The capital and 

Gyeonggi-do 
48 21.5% 

Yeongnam Region 9 4% 
Honam Region 7 3.1% 

Chungcheong Region 4 1.8% 
Others 3 1.3% 

Monthly average 
income (or pocket 

money) 

500,000 won or below 29 13.1% 
500,000-1,000,000won 41 18.5% 

1,000,000-2,000,000won 24 10.8% 
2,000,000-3,000,000won 60 26.6% 
3,000,000-4,000,000won 40 18.8% 
4,000,000won or more 29 13.1% 

 Mobile(Smartphone) 
use time per day 

Less than 1 hour 26 11.7% 
1 – 2 hours 47 21.1% 
2 – 3 hours 66 29.6% 
3 – 4 hours 31 13.9% 

4 hours or more 53 23.8% 
Total 223 100% 

 

               First of all, respondents are 52% male and 48% female. The majority of 

respondents were aged 25-29 40.8%, followed by 30-34 years-old 21.1%, 30-34 years-old 

21.1% and 35-40 years-old 13%, 9.9% for 41-49 years-olds, 8.5% for 20-24 years, and 

6.7% for those over 50 years old. Regarding the occupation, 40.8% of total respondents 

were employee of private sector, followed by student 28.7%, others 13.9%, self-employed 

9.9%, professionals 6.7%. Next, 61% respondents’ education background is undergraduate, 

followed by graduate school 21.5%, high school 11.7%, and vocational college 5.8%. 

More than half of total respondents live in Seoul (59.6%) followed by The capital and 

Gyeonggi-do 21.5%, metropolitan city 8.5%, Yeongnam region 4%, Homan region 3.1%, 

Chungcheong region 1.8%, others 1.3%. About the respondents’ monthly average income 

(or pocket money), 26.6% respondents answered that their monthly average income (or 

pocket money) is 2,000,000-3,000,000won, followed by 3,000,000-4,000,000 18.8%, 

500,000-1,000,000 18.5%, 500,000 won or below 13.1%, 4,000,000 13.1%, 1,000,000-

2,000,000 10.8%. Lastly, regarding the mobile(smartphone) use time per day, 29.6% of 

total respondents answered that they used the mobile(smartphone) 2-3 hours a day, 

followed by 4hours or more 23.8%, 1-2hours 21.1%, 3-4hours 13.9%, and less than 1 hour 

11.7%. 
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4.3. Methodology 
This study aims to analyse the sample obtained from the survey by following method. 

1) Understand the demographic and general characteristics of the sample through 

frequency analysis and understand the basic information of each variable through 

technical statistical analysis.  

2) Confirm the internal consistency of the measurement items through the reliability 

and validity tests, and then evaluate the validity of the items to measure the 

concept through exploratory factor analysis. 

3) Evaluate the discriminant validity between concepts through correlation analysis. 

4) Verify hypotheses through PLS (Partial Least Square) analysis 

Statistical programs SPSS 25 and Smart PLS 3.0 were used for data analysis. 

 

 

4.4. Validity and Reliability Tests 
 

4.4.1. Validity 
               This study uses exploratory factor analysis for convergent validity testing. 

Convergent validity is a sub-type of construct validity. Construct validity indicates that a 

test designed to measure a particular construct is actually measuring that construct. In order 

to do this, convergent validity takes two measures that are supposed to be measuring the 

same construct and shows that they are related. Based on the result of exploratory factor 

analysis, it can be concluded that the measures that are combined as one factor among the 

concepts are constructed. As a result of factor analysis, it seems that it is composed of 8 

dimensions and it appears that there is no specific issue with the measures. First of all, as 

shown in <Table 12> the test of KMO and Bartlett shows how well the correlation 

coefficients between the items are explained by the other items. KMO value in this study 

is high enough at 0.893 and Bartlett’s test of sphericity seems also appropriate because it 

has a significance probability of 0.000. 
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<Table 12> - KMO and Bartlett’s Test 
KMO and Bartlett's Test 
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .893 
Bartlett's Test of Sphericity Approx. Chi-Square 4357.143 
 df 300 
 Sig. .000 

 

               Additionally, varimax rotation was conducted for factor analysis. Among the 22 

items, AA5 was removed and all the rest 21 items were composed of 8 dimensions so that 

there is no specific problem regarding the composition of the items <Table 13>. 

 

<Table 13> - Rotated Component Matrix 
Rotated Component Matrix 

Component 1 2 3 4 5 6 7 8 
AA1 .858 .183 .159 .166 -.003 .038 .035 .182 
AA3 .843 .259 .122 .003 .014 .055 .135 .121 
AA2 .831 .310 .058 .086 .081 -.010 .091 .060 
AA4 .676 .263 .095 .202 .106 .084 .172 .321 
SwI3 .357 .803 .150 .135 .170 .082 .142 .084 
SwI4 .349 .799 .161 .137 .229 .088 .096 .152 
SwI2 .364 .789 .188 .180 .079 .134 .104 .145 
SwI1 .209 .784 .144 .238 .068 .072 .158 .332 

INNO2 .100 .102 .827 .342 .196 .132 .017 .081 
INNO1 .143 .188 .808 .259 .167 .093 .039 .107 
INNO3 .194 .213 .741 .237 .056 .195 .058 .168 
MUH1 .199 .143 .317 .779 .195 .097 .075 .109 
MUH2 .118 .258 .318 .773 .118 .147 .108 .141 
MUH3 .128 .232 .341 .721 .293 .040 .076 .114 

LEF2 -.004 .034 .065 .294 .843 .160 .164 .058 
LEF3 .138 .240 .059 .193 .766 .340 .167 .061 
LEF1 .041 .168 .323 .046 .747 .206 .064 -.010 
SC2 .040 .118 .108 .210 .263 .785 .158 .090 
SC1 .146 .151 .042 .248 .181 .773 .195 .130 
SC3 -.055 -.005 .322 -.231 .190 .656 .097 .043 
PU2 .015 .088 -.060 .079 .117 .230 .854 .008 
PU1 .294 .157 .038 .176 .010 .105 .752 .046 
PU3 .088 .126 .226 -.090 .392 .067 .684 .212 
SI2 .277 .191 .141 .189 .127 .095 .024 .806 
SI1 .237 .280 .157 .076 -.033 .143 .153 .767 

Extraction Method: Principal Component Analysis. 
Rotation Method: Varimax with Kaiser Normalization.a 
a Rotation converged in 8 iterations. 
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<Table 14> Correlation Matrix Among Factors 
Correlations 
 PU INE AA SI SC INNO MUH Sw

I 
AVE 

(Average 
Variance 
Extracted

) 
Push PU 1        .676 

INE .430*
* 

1       .785 

Pull AA .356*
* 

.241*
* 

1      .783 

SI .324*
* 

.259*
* 

.551*
* 

1     .821 

Moorin
g 

SC .430*
* 

.560*
* 

.211*
* 

.322*
* 

1    .658 

INN
O 

.251*
* 

.446*
* 

.386*
* 

.427*
* 

.410*
* 

1   .836 

MUH .309*
* 

.499*
* 

.417*
* 

.426*
* 

.366*
* 

.659*
* 

1  .853 

SwI .401*
* 

.415*
* 

.669*
* 

.571*
* 

.332*
* 

.487*
* 

.542*
* 

1 .865 

** Correlation is significant at the 0.01 level (2-tailed). 
 
               According to Chin (1998), discriminant validity is satisfactory if the square root 

of AVE (Average Variance Extracted) of a measure is larger than its correlation 

coefficients with the other measures. Generally, if the AVE is higher than 0.5, it is regarded 

as adequate (Fornell and Larcker, 1981). As shown in <Table 14>, all the scales met the 

criterion with AVE close to 0.7 and larger than all of the correction, which indicates that 

the discriminant validity of this research is satisfactory.  

 
 

4.4.3. Reliability 
 
               Reliability indicates the overall consistency of a measure. Reliability refers to the 

degree to which the same value can be achieved consistently if repeated measurements are 

performed on the assumption that the true value will not change. This implies the safety, 

consistency, accuracy, and predictability of the measurement, which means whether the 

measurement result is consistently measured or whether there is an error in the result 

(Agmon and Ahituv, 1987). According to Nunnally (1978), the cronbach’s alpha should 

be greater than 0.7. <Table 15> demonstrates the reliability in this study. The reliability of 
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Perceived Unusefulness is 0.767, Inefficiency is 0.864, Alternative Attractiveness is 0.907, 

Social Influence is 0.779, Personal Innovativeness is 0.898, Mobile Use Habit is 0.913, 

and Switching Intention is 0.947. All have cronbach’s a greater than 0.7, which is the 

normally agreed upon minimum value. Additionally, communality refers to the variance 

of variables explained by the extracted factors, and the data used in this study is regarded 

as acceptable due to the fact that the communalities of all factors are 0.5 or above. 

<Table 15> Relialiability 
Conce
pt 

Factors Varia
ble 

Nam
e 

Factor Analysis Reliability 
Rotated 
Compo

nent 
Matrix 

Communal
ities 

Rotati
on 

Total 

Sums of 
Squared

 % of 
Varianc

e 

Cronbach 
a 

Push Perceived 
Unuseful

ness 

PU2 .854 .814 2.068 8.270 .767 

PU1 .752 .722 
PU3 .684 .754 

Inefficien
cy 

INE2 .843 .858 2.495 9.979 .864 
INE3 .766 .851 
INE1 .747 .741 

Pull Alternati
ve 

Attractiv
eness 

AA1 .858 .859 3.431 13.726 .907 
AA3 .843 .829 
AA2 .831 .816 
AA4 .676 .726 
AA5 Deleted 

Social 
Influence 

SI2 .806 .845 1.726 6.903 .779 
SI1 .767 .798 

Moori
ng 

Switching 
Costs 

SC2 .785 .789 2.071 8.285 .746 
SC1 .773 .793 
SC3 .656 .637 

Personal 
Innovativ

eness 

INN
O2 

.827 .884 2.691 10.763 .898 

INN
O1 

.808 .825 

INN
O3 

.741 .761 

Mobile 
Use 

Habits 

MUH
1 

.779 .832 2.536 10.142 .913 

MUH
2 

.773 .845 

MUH
3 

.721 .812 

Switching Intention SwI3 .803 .876 3.307 13.227 .947 
SwI4 .799 .897 
SwI2 .789 .879 
SwI1 .784 .881 
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5. ANALSIS RESULTS 
 

5.1. Hypotheses Testing 
               The validity and reliability of each variable were obtained as mentioned above. 

Next, structural equation modelling (SEM) was conducted to investigate the effect of 

independent variables on dependent variable. Smart PLS 3.0 was used for this analysis and 

the path analysis result for the research model is shown in <Figure 4>. 

 
 
<Figure 4> Hypotheses Testing 

 
 
<Table 16> t-value and p-value 

t-value Sig. (p-value) 
t-value > 2.58 p < 0.01 
t-value > 2.33 p < 0.02 
t-value > 1.96 p < 0.05 

t-value > 1.645 p < 0.10 

               <Table 16> shows the criterion for t-value and p-value. The results of this 

research are as follows. First, Perceived Unusefulness, which is one of the push factors, 

did not affect the switching intention from legacy bank to pure-play Internet bank so the 

hypothesis H1a (β-value= 0.069 / t-value=1.214 / p-value=0.225) was rejected. On the 
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other had, Inefficiency, another push factor, had a positive (+) effect on the switching 

intention to the pure-play Internet bank so the hypothesis H1b (β-value= 0.136 / t-

value=2.096 / p-value=0.036*) was supported. However, it was also found that the impact 

of Inefficiency was little as seen through p-value (0.036*) of the H1b. To summarise, these 

results demonstrate that Perceived Unusefulness which consists the composition of 

services and service quality did not have an effect on switching intention, but in the case 

of Inefficiency, it can be seen that the physical distance or time that customers experience 

using the legacy bank had a positive effect on the switching intention to the pure-play 

Internet bank. Second, two pull factors, Alternative Attractiveness and Social Influence, 

were found to positively influence the switching intention. Thus, the hypotheses H2a (β-

value= 0.413 / t-value=7.279 / p-value=0.000***) and H2b (β-value= 0.188 / t-

value=3.493 / p-value=0.001***) were supported respectively. These results related to the 

pull factors are consistent with the preceding studies that Alternative Attractiveness and 

Social Influence positively affect switching intention.  

               In order to verify the moderating effects of mooring factors, the methodology of 

Chin et al. (1996) was referred. Referring their study, interaction terms (independent 

factors * moderating factors) were created in Smart PLS 3.0. and then, bootstrapping was 

performed with 1,000 resampling times. The result of whether the hypotheses are 

supported or rejected was statistically proved based on t and p values of the interaction 

terms. In this way, it was found that four hypotheses relating to mooring factors’ effect 

were supported, which are H3b (β-value= -0.076 / t-value=1.923 / p-value=0.046*), H3c 

(β-value= -0.179 / t-value=3.191 / p-value=0.01**), H5c (β-value= 0.123 / t-value=2.338 

/ p-value=0.035*), and H5d (β-value= 0.157 / t-value=1.858 / p-value=0.043*) 
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6. CONCLUSION 
 
6.1. Discussion 

               The environment of existing financial institutions has changed from offline to 

online. Also, since the financial crisis in 2008, the financial market has reached its growth 

limit, and as a solution, it has launched the new user-oriented financial service, Fintech 

services. Furthermore, IT companies that did not have opportunities to enter the financial 

market have started entering into a new mobile-based financial service industry in 

accordance with intensified competition among them and the user-oriented usage 

environment of smartphone. Accordingly, the financial service of legacy banks and 

financial business of IT companies co-exist thesedays. In addition to the legacy banks’ 

Internet banking and various additional services, two pure-play Internet banks were 

officially established at the end of 2016 and 2017 and started operating in the prime 

banking sector. In particular, pure-play Internet banks operating in Korea are not a concept 

of ‘complementary’, but rather ‘substitute’ or ‘replacement’ of existing legacy banks. 

However, unlike the explosion of the number of accounts opening, the problem of empty 

accounts is raised, and there are also questions about the direction of pure-play Internet 

bank. Based on these situations, this study is aimed at grasping the needs of customers and 

setting up the strategy. This study can be a basic research that reflects the reality to promote 

the development of domestic pure-play Internet banks and banking sector that have 

different characteristics from overseas cases. 

 

               The results of this study showed that the pull factors influence the switching 

intention of customers who have experienced both types of banks compared to the push 

factors. To be more specific, we examined the factors that affect the intention to switch 

from legacy bank to pure-play Internet bank and then explore how they affect. The results 

demonstrate that inefficiency of legacy bank, attractiveness of pure-play Internet bank, and 
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social influence of pure-play Internet bank have positive influences on customer’s 

switching intention.  

 
<Table 17> Summary of Results 

Path Path 
Coefficients  

p - value t – 
value 

Hypotheses 
Testings 

H1a Perceived Unusefulness 
->Switching Intention 

0.069 0.225 1.214 Rejected 

H1b Inefficiency 
->Switching Intention 

0.136 0.036* 2.096 Supported 

H2a Alternative Attractiveness 
->Switching Intention 

0.413 0.000*** 7.279 Supported 

H2b Social Influence 
->Switching Intention 

0.188 0.001*** 3.493 Supported 

H3a Switching Costs*Perceived 
Unusefulness 

->Switching Intention 

-0.011 0.880 0.151 Rejected 

H3b Switching Costs*Inefficiency 
->Switching Intention 

-0.076 0.046* 1.923 Supported (-) 

H3c Switching Costs*Alternative 
Attractiveness 

->Switching Intention 

-0.179 0.01** 3.191 Supported (-) 

H3d Switching Costs*Social 
Influence 

->Switching Intention 

0.033 0.567 0.573 Rejected 

H4a Innovativeness*Perceived 
Unusefulness 

->Switching Intention 

-0.002 0.987 0.016 Rejected 

H4b Innovativeness*Inefficiency 
->Switching Intention 

-0.026 0.789 0.268 Rejected 

H4c Innovativeness*Alternative 
Attractiveness 

->Switching Intention 

-0.034 0.547 0.603 Rejected 

H4d Innovativeness*Social 
Influence 

->Switching Intention 

-0.087 0.264 1.118 Rejected 

H5a Mobile Use Habit*Perceived 
Unusefulness 

->Switching Intention 

0.099 0.298 1.041 Rejected 

H5b Mobile Use Habit*Inefficiency 
->Switching Intention 

0.005 0.953 0.059 Rejected 

H5c Mobile Use Habit*Alternative 
Attractiveness 

->Switching Intention 

0.123 0.035* 2.338 Supported (+) 

H5d Mobile Use Habit*Social 
Influence 

->Switching Intention 

0.157 0.043* 1.858 Supported (+) 

Significance level: *:p<0.05   **:p<0.02   ***:p<0.01 
 

               First of all, we investigated whether the perceived unusefulness and inefficiency 

presented as the push factors have influence on the switching intention to pure-play 
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Internet bank. The results of this research demonstrated that the perceived unusefulness 

has no effect on the intention to switch to pure-play Internet bank. On the other hand, 

inefficiency positively influenced the intention to switch to pure-play Internet bank for 

reasons such as a lot of use procedures, a long time process, or low accessibility. The 

reasons why the perceived unusefulness does not affect the intention to switch is that the 

time or monetary expenditure of using legacy banks do affect the intention to switch, but 

it was a measure of dissatisfaction with the composition of financial products and services 

of legacy banks and the customer’s perceived unusefulness regarding the legacy bank’s 

services and products did not affect the switching intention. That means, the intention to 

switch increases because of the inefficiency of legacy banks. Customers do not have 

intention to switch because of the dissatisfaction regarding the legacy banks’ products or 

services in itself, but they do feel that they need to switch because of the inefficiency of 

legacy banks such as long process or low accessibility. However, additional factors 

regarding this factor need to be considered for more detailed measurements in the future 

research.  

 

               Secondly, the attractiveness of pure-play Internet bank and social influence have 

positive impacts on the intention to switch to the pure-play Internet bank. In other words, 

the recommendation of those who have used pure-play Internet bank and the influence of 

mass media influenced the intention to switch to the pure-play Internet bank. Thirdly, we 

measured the switching costs, personal innovativeness, and mobile use habit as the 

moderating factors. However, most of hypotheses related to mooring factors were rejected. 

Thus, we propose a future study to examine the moderating effects of other major research 

variables besides the suggested moderating variables in this study. The factors and sub-

components from the customer’s point of view, affecting the switching from legacy banks 

to pure-play Internet banks can be used as useful guide for the vitalization of not only those 
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legacy banks and pure-play Internet banks but also those of financial institutions that are 

transforming into IT based company. 

 

 

6.2. Theoretical Implication & Managerial Implication 

               This research has several theoretical implications and managerial implications. 

Regarding the theoretical implication, we found out that the positive factors of pure-play 

Internet bank are more influencing than the negative factors of legacy bank in switching 

intention of customers. As already mentioned in the discussion section, the pull factors of 

pure-play Internet bank have significant impact on switching intention while push factors 

of legacy banks have very small or no impact on switching intention. This indicates that 

the customers would like to switch to pure-play Internet bank because of the strength of it 

and the social and peers influence rather than the negative aspects of legacy bank. 

Furthermore, despite the domestic pure-play Internet banks are in their early growth stage 

and they are drawing public attention after the establishment, research in this field is still 

insufficient and there are only few studies on user acceptance factors, intention to use, and 

switching intention to pure-play Internet bank. Therefore, it is expected that the results of 

this study would be useful basis for the future researches regarding legacy bank, pure-play 

Internet bank, and switching intention. Through the literature review, it was found that the 

switching intention in IS field and business area takes the positive aspects of new service 

providers such as satisfaction on new service/service provider but many preceding 

researches argued that the competitiors should also be considered in order to understand 

the customer’s behaviour accurately. This study has several managerial implications as 

well. First, it is expected that the results of this study could be helpful for the new 

establishment to speculate their success possibility. There are two pure-play Internet banks 

in Korea at this moment however many other companies wish to enter the financial 

industry. This study would be useful for those who grasp the needs of customers and to 

figure out the direction. Second, this research can be a basic research that reflects the 
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reality to promote the development of domestic banking sector which has different 

characteristics from foreign countries. As mentioned above, there are few studies regarding 

the pure-play Internet bank but the difference between this research and the preceding 

studies is that this study examines the switching intention of customers in Korea. The 

switching intention may vary by country, culture, and region. Third, this research is useful, 

especially for pure-play Internet banks in Korea, which have been evaluated as having 

fewer actual users than the number of accounts and for those who wish to establish the 

pure-play Internet banks in the future. The results of this study would be able to pave the 

ways for the banking and financial industry to successfully grow and improve their 

services. 

 

6.3. Research Limitations and Directions for Future Research  
               Although our suggested antecedent model was largely supported in the analysis, 

we identified several limitations of this research while interpreting the findings. In this 

study, we propose the negative factors of legacy banks as push factors, the positive factors 

of pure-play Internet banks as pull factors, and the situational factors of the users as 

Mooring factors. However, in the future research, it is suggested that the theoretical and 

empirical studies on the switching to the pure-play Internet bank will be necessary in 

addition to the factors proposed in this study. 

 

               In addition, there are some limitations that can be further improved in future 

studies. First, the sample in this research is limited to Koreans. Factors affecting the user’s 

switching intention to pure-play Internet bank may vary by culture, region, and country. It 

is also significant to conduct a cross-cultural survey on this topic for a better explanation 

of the outcome from a global perspective. A study on the cultural differences of switching 

intention and switching behaviour is important for pure-play Internet banks and legacy 

banks to accommodate various individuals. Second, the dependent variables in this study 
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were constructed to measure switching intention rather than actual switching behaviour. 

This should also be considered in future studies, as there may be a gradual switching period 

in which the user completely abandons the use of the legacy bank and tries to switch to 

pure-play Internet bank and tries to use the legacy bank at the same time (Chang et al., 

2014). Finally, individual differences play an important role in the user’s switching 

intention. In this study, we considered the individual’s innovativeness to explore the user 

more deeply, but in future research, more attention should be paid to various individual 

differences other than the factors proposed in this study. 

 

               With the emergence of pure-play Internet bank, customers who use banks can 

receive various financial services using mobile (smartphone). Accordingly, one-stop 

financial services will be rev up in the near future. Additionally, as the banking and IT 

industries converge, new jobs will also be created and domestic IT competitiveness will 

be promoted. In order to succeed in the domestic financial market, pure-play Internet bank 

should approach many customers who use the Internet and mobile frequently with 

differentiated competitiveness from existing legacy banks. Integrated asset status inquiries 

with other financial institutions, quick and one-stop asset management, and safe financial 

transactions should be supported in the future. To this end, it is expected that various 

companies including insurance, securities, telecommunication, and distribution will 

participate and develop new financial services through convergence between industries. In 

the future, companies wishing to establish the pure-play Internet bank should examine 

various business analysis in advance considering various factors that affect the switching 

intention and switching behaviour. 
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APPENDICES 
 
APPENDIX A - Survey Questionnaire 
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Thank you very much for your participation. This survey questionnaire was 
designed to conduct academic research on the use of legacy banks and pure-
play Internet banks. 
 
Any personal details or answers will be treated as an anonymity as well as an 
absolute confidentiality. In addition, the investigated data are used for pure 
academic research purposes only. 
Your sincere response is very valuable in this study, so please reply with an 
honest. 
 
I am deeply grateful for your participation in this survey 
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 Professor: Jung Joo Jahng 

 



	 66	

Below is a brief description of pure-play Internet banks and legacy banks. Please read it carefully and 
answer the question. 

Please read the following information before starting the survey. 
 
Pure-Play Internet Bank is a bank that does business through online website and mobile app 
without offline branches. It is a system where customers acquire financial information and 
conduct transactions and customers can use financial services anytime and anywhere. It is a 
combined service and examples of pure-play Internet bank are K-bank and Kakao bank. 
 
The legacy banks listed in the questionnaire refer to the banks belonging to the prime banking 
sector that existed before the start of the pure-play Internet bank. Examples include Shinhan 
Bank, Woori Bank, NH Nonghyup Bank, KB Kookmin Bank, and KEB Hana Bank. 
 
Yes (  ) 

 
 
1.1. The following questions are about your experience with legacy bank’s services and products. 

Please indicate your level of agreement with the statements listed below. 
No. Perceived Unusefulness / Inefficiency Strongly                                  Strongly 

Disagree          Neutral               Agree 
(1) legacy bank services and financial products 

composition are complex.   <-①---②---③---④---⑤-> 
(2) I do not have a clear understanding of how to use a 

legacy bank to subscribe to or use services or financial 
products. 

  <-①---②---③---④---⑤-> 

(3) It is complicated to join an account and issue a card in 
the service of legacy bank.   <-①---②---③---④---⑤-> 

(4) I feel uncomfortable visiting a branch when I visit a 
legacy bank.   <-①---②---③---④---⑤-> 

(5) When I visit a legacy bank, I feel long waiting time 
and processing time.   <-①---②---③---④---⑤-> 

(6) The process of using legacy bank’s services is long.   <-①---②---③---④---⑤-> 

 
 
1.2. The following questions are about your experience with pure-play Internet bank’s services and 

products. Please indicate your level of agreement with the statements listed below. 
No. Alternative Attractivenss / Social Influence Strongly                                 Strongly 

Disagree          Neutral              Agree 
(1) I would be satisfied with pure-play Internet bank   <-①---②---③---④---⑤-> 

(2) Pure-play Internet bank would benefit me more than 
other way. 

  <-①---②---③---④---⑤-> 

(3) Pure-play Internet bank would be better than legacy 
bank overall. 

  <-①---②---③---④---⑤-> 

(4) Pure-play Internet bank’s services are easy.   <-①---②---③---④---⑤-> 
(5) Pure-play Internet bank’s services can be used 

anytime, anywhere. 
  <-①---②---③---④---⑤-> 

(6) People using pure-play Internet bank receive high 
interest. 

  <-①---②---③---④---⑤-> 

(7) Socially, pure-play Internet bank services are 
perceived as convenient. 

  <-①---②---③---④---⑤-> 
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1.3. The following questions are related to <Switching Costs>. Please indicate your level of agreement 
with the statements listed below. 

No. Switching Costs Strongly                                Strongly 
Disagree          Neutral             Agree 

(1) It would be hassle more and it takes time and efforts to 
swtich from legacy bank to  pure-play Internet Bank. 

  <-①---②---③---④---⑤-> 

(2) I am worried that I will not be satisfied after switching 
to a pure-play Internet bank.. 

  <-①---②---③---④---⑤-> 

(3) I will lose benefits as a long-term customer (preferential 
exchange rate, points and etc) if I switch from legacy 
bank to pure-play Internet bank. 

  <-①---②---③---④---⑤-> 

 
 
1.4. The following questions are related to <Personal Innovativeness>. Please indicate your level of 

agreement with the statements listed below. 
No. Personal Innovativeness Strongly                                Strongly 

Disagree          Neutral             Agree 
(1) I am curious about new products / services.   <-①---②---③---④---⑤-> 
(2) I try to experience new products / services.   <-①---②---③---④---⑤-> 
(3) I want to use new products / services before others.   <-①---②---③---④---⑤-> 

 
 
1.5. The following questions are related to <Mobile Use Habit>. Please indicate your level of 

agreement with the statements listed below. 
No. Mobile(Smartphone) Use Habit 

 
Strongly                                Strongly 
Disagree          Neutral             Agree 

(1) I think using services in mobile has natural act for me.   <-①---②---③---④---⑤-> 

(2) Whenever I think of using services, the mobile comes to 
mind. 

  <-①---②---③---④---⑤-> 

(3) I think services in mobile has become spontaneous for 
me 

  <-①---②---③---④---⑤-> 

 
 
1.6. The following questions are related to <Switching Intention>. Please indicate your level of 

agreement with the statements listed below. 
No. Switching Intention Strongly                                Strongly 

Disagree          Neutral             Agree 
(1) I am positive about switching to a pure-play Internet 

bank service. 
  <-①---②---③---④---⑤-> 

(2) I am willing to switch to a pure-play Internet.   <-①---②---③---④---⑤-> 
(3) I have a desire to continue to use pure-play Internet 

services rather than legacy banks services. 
  <-①---②---③---④---⑤-> 

(4) I am positive about using a pure-play Internet 
continuously. 

  <-①---②---③---④---⑤-> 

 
 

DEMOGRAPHIC QUESTIONS 
 

2. Thank you for your participation in the survey! 
Please answer the questios below so I can learn more about you. 

2.1. What is your age category? 
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20-24 years old (     )        25-29 years old (     )       30-34 years old (     ) 

35-40 years old (     )        41-49 years old (     )       50 years old or Above (      ) 

 
2.2. To which gender identity do you most identify? 

Male (     )     Female (    ) 
 

2.3. What is the highest degree or level of school you have completed?  
High School (     )      Vocational School (     )       Undergraduate (      )        Graduate or above (    ) 

 
2.4. What is your current employement status? 

Student (       )     Employee of private sector (      )      Professionals (     )     Self-employed (     )     
Others (     ) 
 

2.5. Where do you live? 
Seoul (       )  Metropolitan City (      )  The capital and Gyeonggi-do (     )   Yeongnam Region 

(     )  

Honam Region (     )   Chungcheong Region (     )     Others (      ) 

 
2.6. What is your monthly average income(or pocket money)? 

500,000 won or below (       )    500,000-1,000,000 won (      )  1,000,000-2,000,000 won (     )    

2,000,000-3,000,000 won (     ) 3,000,000-4,000,000 won(     )   4,000,000 won or more(     ) 

 
2.7. What is your average mobile(smartphone) use time (per day)? 

Less than 1 hour (       )       1 – 2 hours (      )        2 -3 hours (     )     

 3 – 4 hours (     )        4 hours or more (     ) 
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APPENDIX B – Screenshots of Kakao Bank and K-Bank 
 
 
Kakao Bank 

 
Source: http://m.nocutnews.co.kr/news/4822480 

 
 
K-Bank 

 
Source: http://blog.naver.com/koreafintech/221061595828 
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