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The purpose of this study is to examine the factors and identify the
structure of consumers® brand switching behavior. The study was conducted from various angles, and
the following three results were obtained.

First, in the case of bundled brand switching, it was found that the level of evaluation had some
influence. And the evaluation of candidate brand is more important than the brand under
constructing.Second, | studied service similarity in bundled brand switching, and found that
similarity affects brand switching, while some similarities have no effect.Third, 1 constructed and
tested a model that extended the framework of the loyalty model. As a result, we were able to
construct a new model that is skeptical of previous models.
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