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Abstract: This study investigates to find the impact of service value on service satisfaction and behavioral 

intentions. The study was cross sectional and causal in nature. Data was collected from the passengers of 

Daewoo Bus Service, Faisal Movers and Skyways. 250 questionnaires were got filled and data was analyzed 

through correlation, regression and mediated regression analysis. Questionnaires were adopted from already 

developed questionnaires. It was concluded that service value is an important variable and has direct and 

positive influence on satisfaction and behavioral intentions. Moreover, the service value also reduces the 

switching behavior of the customers and stops them to select another competitor. Switching behavior also 

mediates the relationship of service value and customer satisfaction. Higher the service value lower will be the 

switching intentions of the passengers of bus services. All bus services must focus on creating more service 

value to retain the customers for a longer run to increase the profitability. Bus services must not ignore the 

importance of switching behavior and must focus on increasing the satisfaction and behavioral intentions and 

try to reduce the switching behavior.  

 

I. Introduction 
In the current era, there has been high competition within market that persuades companies to arrange 

multiple factors to satisfy customers in an effective manner. In addition, cost of customer acquisition is also very 

high as compared to that of customer retention that persuades marketers to take measures for supporting 

customer satisfaction and reducing customer switching behavior. This study has been aimed at finding 

relationship between service quality, customer satisfaction and behavioral intentions. Service environment has 

become an important aspect for customers to consider while visiting a service store. It is also expected that 

service environment plats important role in delivering services according to specifications and demands of 

customers.  It is old saying that there is no chance for creating first impression, and in this respect, service 

environment can be viewed as a factor that creates first impression on customers regarding service quality.  
However, this aspect of service environment has been conflicted within service quality literature because it may 

include multiple tangible aspects (Hooper et al., 2013). Service value is often described as servicescape. This 

particular study has been conducted to evaluate that how service value serves as an antecedent to service 

satisfaction. For this reason, service value literature has been explored while evaluating its influence on 

behavioral intentions and switching barriers.  

The term servicescape was first introduced by Bitner (1992) and after this, several studies have been 

conducted to analyse the influence of servicescape on post purchase behavior and intentions of customers 

including customer satisfaction (Johnson et al., 2004), service quality (Reimer and Kuehn, 2005), organizational 

image (Baker et al., 1994), and behavioral intentions (Harris and Ezeh, 2008; Hooper et al., 2013). On the 

whole, all these studies have revealed a positive influence of servicescape on these service dimensions. This 

emphasizes the role and influence of servicescape on service quality delivered by organizations. In the recent 

past, theoretical aspects of servicescape have been extended to include other dimensions such as switching 
barriers and behavioral intentions (Vilnai-Yavetz and Rafaeli, 2007; and Hooper et al., 2013). However, it is 

important to note that most of studies have been conducted in the western aspects. The literature stream about 

servicescape and its evaluations is rare in perspective of Pakistan. This suggests that there is literature gap on 

this topic that needs to be filled by further studies. Moreover, there are still certain ambiguities regarding 

influence of servicescape on switching barriers and behavioral intentions.   

This study has been conducted to analyse the impact of service value on service satisfaction and 

behavioral intentions while analyzing the mediating role of switching barrier within retail sector of Pakistan. 

Furthermore, these objectives are developed for this study: 1) to analyse the theoretical aspects of servicescape 

and its influence on behavioral intentions including customer satisfaction, 2) to examine the service value 

delivered by organizations in the retail sector of Pakistan, 3) to assess the impact of service value delivered by 

retail organizations on customer satisfaction, 4) to evaluate the influence of service value delivered by retailers 
on switching behavior of customers, and 5) to propose recommendations to retailers in Pakistan for improving 

service value.  
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II. Literature Review 

Service value 

The term „service value‟ originated in 1950s by Feigenbaum (Milakovich, 2005). Mittal and Gera 

(2012) defined service value as the tradeoff between perceived sacrifice and perceived benefits. This definition 

of service value can provide more critical insights of behavioral intensions. For some researchers, service value 

is imperative for influencing behavioral intentions (Choi et al., 2004; and Pura, 2005; Lu et al., 2011). Within 

marketing literature, scholars have noted that service value is the overall customers‟ assessment of product‟s 

utility that is based on the perception of what is delivered and what is received (Mittal and Gera, 2012).  

 

Behavioral intention 

This term was found by Fishbein and Ajzen (1975). The term behavioral intentions refers to the 

likelihood of an individual that he or she will engage and pursue a particular behavior (Balabanis et al., 2006). 
Prior literature has suggested that undersigning behavioral intentions is important for marketers to get detailed 

insights to customer satisfaction and repurchase intentions (Balabanis et al., 2006; Huang et al, 2007; and 

Ranaweera & Prabhu, 2003; Lu et al., 2011). In this respect, this paper has explored behavioral intentions in 

context of service value.   

 

Service satisfaction 
Within traditional marketing literature, customer satisfaction has been explained as the overall 

assessment of service quality and product attributes by customers (Balabanis et al., 2006). In this regard, 

customer satisfaction can be explained as antecedent of service quality. However, the dominate literature reveals 

that service quality is the cognitive judgment of customers about product or service whereas satisfaction is 

related with effective assessment of customers (Cronin et al., 2000; Lu et al., 2011).  

 

Switching barrier 

When switching aspects are considered by customers, alternative attractiveness is one of important 

concept described in marketing literature (Yim, Cjan, & Hung, 2007).  It is basically the estimate of customers 

of the likely satisfaction derived from an alternative relationship with another product or service provider 

(Patterson & Smith, 2003). Competitors attract customers to switch towards them by offering attractive benefits 

such as high service quality, brand image and low rates (Yim, Cjan, & Hung, 2007).   

 

Service Value, Service satisfaction, Behavioral intention and Switching barrier 

Service quality has been defined as the judgment of customers about the overall excellence of the 

services that has been conceptualized as the evaluation that is based on the difference between perceived 

performance and customer expectations (Mittal and Gera, 2012). The service quality can take place at different 
levels that range from customer evaluation at particular levels of attributes to abstract levels of quality 

evaluation and linking customer perception to the overall perception of quality (Lin et al., 2008). On the other 

hand, perceived value has been explained as the overall customers‟ assessment of product‟s utility that is based 

on the perception of what is delivered and what is received (Yim, Cjan and Hung , 2007; Molinari, Abratt and 

Dion, 2008).   

Customer satisfaction has been explored as the effective state of customers with positive feelings that 

results from overall experience of consuming the products and services (Greenland, Coshall and Combe, 2006). 

Satisfaction can be related with the transaction or with the overall image of the company. The transaction 

satisfaction is the one in which customers are more likely to be satisfied with the particular transaction whereas 

cumulative satisfaction determines the overall evaluation of customers with the company.   Lin, Lee and Jen 

(2008) defined behavioral intentions as the perceived likelihood or probability of individuals that they will 
engage in the behavior. Simply, intention determines the amount of effort that is inserted by individuals for 

attaining a particular goal or meeting a specific need. In most of previous theories, behavioral intentions have 

been explored as predictor of behavior of individuals for engaging in a particular behavior (Ledden, Kalafatis, 

and Samouel, 2007).   

The switching behavior refers to the intentions of customers to switch from one service provider to the 

other (Chang, and Chen, 2008). Customers develop intentions to switch from one organization to the other 

because of several factors such as price, cost and benefits.  

 

Service value and Customer satisfaction 

Chiou (2004) has demonstrated that customer perceived value is the determinant of customer 

satisfaction in service industries. Several authors have explained that positive perceived value of customers 

results in higher customer satisfaction within service organizations (Park, Robertson and Wu, 2006). Several 
researchers have explored that service perceived value determines the repurchase intentions of customers (Ha 
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and Jang, 2010; Lianga and Zhangb¸ 2011). In this respect, perceived value is often considered as synonyms of 

customer satisfaction. In this respect, it is expected that higher perceived value results in customer satisfaction 

and lower intentions to switch the organization.  

 

Service value and Behavioral intentions  

In several studies, behavioral intentions have been discussed in relation to positive and direct 

association between customer satisfaction and behavioral intentions (Jen, Tu and Lu, 2011; Chang and Chen, 

2008). Ha and Jang (2010) suggest that satisfaction with particular product is influenced by the post purchase 

behavioral intentions of customers. In the same vein, Kim et al. (2009) have explored that customer satisfaction 

is positively influenced with the return intentions and positive word of mouth regarding the services offered by 

an organization. This implies that behavioral intentions are related with the perceived value of customers.  

 

Service value and Switching barrier 

In this respect, switching behavior is also influenced by switching cost that may also serve as switching 
barrier. Ha and Jang (2010) defined switching cost as the cost in monetary and nonmonetary terms that mat 

change from one supplier or service provider to the other.  However, switching barriers may also include 

economic, psychological, and physical dimensions. In addition to this, continuity costs, sunk costs and learning 

costs may also be referred as the switching barriers. Han, Kima and Hyunb (2011) suggest that customers 

perceive switching cost either in positive or negative manner. In this respect, Jones et al. (2007) suggest that 

switching cost is depending on the type of barrier, switching barriers may differ from customers to customers. 

This implies that switching barriers do not apply in a consistent manner to all customers across all services.  

 

III. Research Method 
The study was cross sectional and causal in nature. The purpose of the study is hypothesis testing. Data 

was collected from the passengers of Daewoo Bus Service, Faisal Movers and Skyways. 250 questionnaires 

were got filled and data was analyzed through correlation, regression and mediated regression analysis. 

Questionnaires were adopted from already developed questionnaires. 

 

Theoretical/Conceptual framework of the study 

Figure 1 presents the conceptual framework of the study. 

 
 

Study Hypotheses 
On the basis of literature evidence, following hypothesis has been developed: 

By studying the literature, following hypothesis has been proposed for the study: 

H1: Service value has positive impact on the customer satisfaction.  

H2: Service value has a significant influence on behavioral intentions. 

H3. Service value has negative influence on switching behavior.  

H4: Switching behavior mediates the association between service value and customer satisfaction. 

H5: Switching behavior mediate the association between service value and behavioral intentions.  
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IV. Data Analysis 
If model has more than two dependent variables Structural Equation Modeling is better technique to 

analyze the data. AMOS was used to analyze the data. After meeting all the requirement of CFA path analysis 

was run. 

 
 

 

 
From table 1 and 2 it is clear that service value has a positive impact on customer satisfaction. The 

values are in line with the parameters of acceptance of hypothesis 1. Same is of second hypothesis which states 

that service value has a significant influence on behavioral intentions. As per the values of table 1 and 2 

hypothesis turnout to be true. Third hypothesis i.e. service value has negative influence on switching behavior. 

As per p value and CR the negative influence is determined which makes the third hypothesis to be true as well. 

Next two hypothesis relates to mediation analysis. As shown in table 1 and 2 that switching behavior has no 

impact on behavioral intentions, one of the prerequisite of the mediation. Mediation for hypothesis 5 cannot be 

run proving hypothesis not true. 

 
 

Mediation Analysis (Bootstrapping-2000)  

   

 Beta Direct 

affect 

significance  

Bias Corrected 

Percentile 

Method 

Upper 

Bound  

Lower 

Bound 

ASS<---SB<---SV -.037 .001 .001 .017 .064 



Impact of service value on service satisfaction and behavioral intentions: Mediating role of .... 

DOI: 10.9790/487X-17414751                                 www.iosrjournals.org                                                51 | Page 

Mediation for hypothesis 4 i.e. switching behavior mediates the association between service value and 

customer satisfaction was run. Values of indirect and direct affect prove a partial mediation of switching 

behavior. 

 

V. Conclusion 
Service value is an important variable and has direct and positive influence on satisfaction and 

behavioral intentions. Moreover, the service value also reduces the switching behavior of the customers and 

stops them to select another competitor. Switching behavior also mediates the relationship of service value and 

customer satisfaction. Higher the service value lower will be the switching intentions of the passengers of bus 

services. All bus services must focus on creating more service value to retain the customers for a longer run to 

increase the profitability. Bus services must not ignore the importance of switching behavior and must focus on 

increasing the satisfaction and behavioral intentions and try to reduce the s witching behavior.  
Future studies may focus branding, brand equity and fares to understand the studied concept in multiple 

dimensions. 
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