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switching behaviour among Indonesian fuel consumers through

the PPM framework. Data were collected from 394 respondents

using purposive sampling and analysed using Partial Least

Squares—Structural Equation Modelling (PLS-SEM). The findings

show that push and pull factors significantly shape switching

intention, which in turn strongly predicts actual switching

behaviour. In contrast to traditional PPM assumptions, mooring

factors do not exhibit a significant influence in this context. These

results suggest that in habitual and low-complexity services,

switching behaviour is predominantly intention-driven. This study

extends the PPM framework by demonstrating its context-

dependent applicability and providing empirical evidence that

mooring factors may play a limited role in routine, low-

involvement consumption decisions such as fuel purchasing.
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1. INTRODUCTION

Fuel is an essential need for daily mobility, including personal transportation, public
transportation, and industrial activities. In Indonesia, the fuel retail market is dominated by a
national retail fuel brand, accounting for approximately 95-96% of national fuel sales
(Puspapertiwi & Pratiwi, 2025). This dominance implies that most Indonesians rely on the
national retail fuel brand to fulfill their routine fuel consumption needs. However, in February
2025, the Attorney General’s Office of Indonesia disclosed findings related to alleged
irregularities in fuel quality management involving the dominant fuel retailer (Puspapertiwi &
Pratiwi, 2025). This disclosure raised significant public concern regarding fuel quality and
corporate governance. Expressions of consumer dissatisfaction and skepticism regarding fuel
quality were widely disseminated across social media platforms. Social media sentiment
analysis indicated that negative consumer sentiment reached 98%, reflecting heightened
public concern (Wisesa, 2025). This situation increased consumers’ willingness to consider
alternative fuel providers to ensure the perceived quality and reliability of the fuel they
purchase.

An empirical investigation is therefore required to determine whether consumers in the
national fuel retail market have actually switched providers following recent fuel retail
controversies in Indonesia. However, existing studies examining fuel consumer behaviour in
Indonesia remain limited, particularly with respect to actual switching behaviour. While the
expansion of alternative fuel providers increases the likelihood of brand switching, prior
research has focused primarily on switching intention rather than actual behaviour. For
instance, Robitha & Nursalin (2025) found that the fuel retail market issue significantly
increased consumers’ intention to switch to alternative providers. However, whether such
intentions translate into actual behaviour or merely reflect a temporary response to market
conditions remains unclear. Understanding actual consumer behaviour in the fuel retail
market context is therefore essential for identifying the determinants of brand switching and
extending current knowledge on how switching intention translates into actual behaviour in
habitual consumption settings.

The push-pull-mooring (PPM) framework, developed by Bansal et al. (2005), has been
widely used to examine consumer switching behaviour across various marketing contexts,
such as marketing channels (Haridasan et al., 2021; Zhou, 2016), mobile applications
(Nugraha & Syafaruddin, 2023; Sun et al., 2017; Zeng et al., 2021), and payment methods
(Isnitahnia et al., 2019; Yunita & Munandar, 2023). Empirical evidence shows that the PPM
framework effectively explains variations in switching intention and behaviour (Marx, 2025).
The model conceptualizes switching decisions as the outcome of negative experiences with
the current provider (push), the perceived attractiveness of alternatives (pull), and situational
or psychological barriers that anchor consumers to their existing provider (mooring).
However, empirical studies integrating actual switching behaviour into the framework
remain scarce (Krishnan & Raghuram, 2024; Marx, 2025). As a result, prior studies have
provided limited insight into how such intentions translate into actual consumer behaviour.
This limitation is particularly relevant in habitual and low-involvement consumption contexts,
where intentions may not necessarily lead to action.

To address these gaps, this study integrates actual switching behaviour into the PPM
framework and investigates consumer switching behaviour in the Indonesian fuel retail
market. This study enhances the understanding of consumer switching behaviour by
investigating switching behaviour in habitual and low-involvement contexts, thereby
broadening the applicability of the PPM framework and contributing to existing literature.
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2. LITERATURE REVIEW

2.1 The Push-Pull-Mooring (PPM) Framework

The PPM framework, developed by Bansal et al. (2005), aims to elucidate the decision-
making process underlying consumer switching behaviour by applying human migration
theory within a marketing framework. In this context, consumers are conceptualized as
“migrants” transitioning between service providers influenced by a combination of push, pull,
and mooring factors. Push factors represent negative evaluations of the current provider,
such as dissatisfaction, perceived risk, and poor service quality, which motivate consumers
to consider leaving (Krishnan & Raghuram, 2024; Zeng et al., 2021; Zhou, 2016). Pull factors
reflect the attractiveness of alternative providers, including superior benefits, perceived
usefulness, and reputation (Krishnan & Raghuram, 2024). Mooring factors refer to personal,
social, and structural constraints, such as switching costs, habits, and relational ties, that can
either inhibit or facilitate switching decisions (Bansal et al., 2005; Ojiaku et al., 2018).

Extensive research in marketing has employed the PPM framework to explain consumer
switching behaviour across a wide range of service contexts over the past two decades
(Krishnan & Raghuram, 2024; Marx, 2025). Prior studies examining switching behaviour in
shopping channels (Haridasan et al., 2021; Zhou, 2016), mobile applications (Kim et al., 2006;
Sun et al., 2017), payment systems (Isnitahnia et al., 2019; Yunita & Munandar, 2023), airline
services (Jung et al., 2017), and digital platforms Zeng et al. (2021) consistently show that
dissatisfaction with existing services and the attractiveness of alternatives are central drivers
of switching intention. Despite this extensive body of research, most empirical studies
applying the PPM framework concentrate on switching intention rather than actual switching
behaviour (Marx, 2025). Moreover, empirical applications of the PPM framework have
predominantly examined high-involvement contexts, where switching decisions involve
contractual obligations, learning costs, or network effects. As a result, current knowledge
provides limited insight into whether and how switching intentions translate into actual
switching behaviour.

In contrast to high-involvement services, fuel retailing represents a habitual and low-
involvement consumption context characterized by routine purchasing, low cognitive effort,
and minimal structural switching barriers. Consumers typically face few procedural or
financial constraints when choosing alternative fuel providers, as purchases are transactional
and location-based. Consequently, the role of mooring factors may differ in fuel retailing
compared to other service contexts (Robitha & Nursalin, 2025). While mooring effects often
play a significant moderating role in high-involvement services (Haridasan et al., 2021;
Krishnan & Raghuram, 2024), their influence may be weaker or operate differently in habitual
consumption settings. This contextual distinction highlights the need to empirically examine
switching behaviour in the fuel retail market using the PPM framework.

2.2 Hypotheses Development

Push factors indicate adverse conditions that encourage consumers to look into
alternative options (Bansal et al., 2005). These factors pertain to the customer’s internal
motivation to switch, including dissatisfaction with services or products, perceived low
quality, and system-related issues (Krishnan & Raghuram, 2024). Prior studies consistently
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demonstrate that push factors, particularly dissatisfaction with service quality, system
performance, and information transparency, significantly increase consumers’ switching
intention (Lu & Wung, 2021; Nugraha & Syafaruddin, 2023; Zhou, 2016). From a theoretical
perspective, negative evaluations weaken consumers’ attachment to the current provider
and reduce perceived switching risks, thereby increasing the likelihood of switching intention.
In the Indonesian fuel retail context, publicly reported quality-related issues may heighten
consumer scepticism regarding fuel reliability and information credibility, which can function
as a strong push mechanism. When consumers perceive fuel quality and related information
as inadequate or unreliable, they are more likely to seek alternative providers that are
perceived as more trustworthy. Based on this reasoning, the following hypothesis is
proposed:

Hia: Push factors have a significant positive effect on switching intention among fuel retail
consumers.

Pull factors refer to the positive attributes of alternative providers that attract
consumers to switch (Zhou, 2016). Within the PPM framework, pull factors operate by
increasing the perceived benefits of the alternative option, thereby enhancing the
attractiveness of switching. In service contexts, these factors may include superior service
quality, better facilities, enhanced reliability, technological innovation, and more attractive
loyalty programs. Prior research consistently demonstrates that the attractiveness of
alternative and perceived value significantly increases consumers’ switching intention (Marx,
2025). When alternative providers are perceived as offering higher quality, greater
convenience, or superior overall value, consumers are more likely to reassess their current
provider and develop intentions to switch (Robitha & Nursalin, 2025). In competitive markets,
the presence of credible and appealing alternatives strengthens the pull mechanism by
reducing uncertainty associated with switching decisions. In the Indonesian fuel retail
market, the growing presence of alternative providers may enhance perceived attractiveness
and encourage consumers to consider switching. Based on this reasoning, the following
hypothesis is proposed:

Haa: Pull factors have a significant positive effect on switching intention among fuel retail
consumers.

Behaviour intention is widely recognized as the most immediate antecedent of actual
behaviour. According to behavioural theories, intention reflects an individual’s readiness to
perform a specific action (Ojiaku et al., 2018). However, Bagozzi (1992) stated that intention
alone s insufficient to guarantee action, emphasizing the situational constraints in translating
intention into behaviour. In service switching contexts, consumers who develop a strong
intention to switch providers are more likely to engage in actual switching behaviour,
particularly when structural barriers are minimal (Sheeran, 2002). In habitual and low-
involvement consumption settings such as fuel retailing, switching intention may directly
influence actual switching behaviour, as purchasing decisions are routine and typically
involve low procedural constraints. Therefore, consumers who intend to change fuel
providers are more likely to translate that intention into actual switching behaviour. Based

on this reasoning, the following hypothesis is proposed:
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Hsa: Switching intention has a significant positive effect on actual switching behaviour among
fuel retail consumers.

Within the PPM framework, mooring factors capture personal, social, and structural
influences that anchor consumers to their current provider or facilitate switching, including
switching costs, habitual dependence, and perceived inconvenience (Bansal et al., 2005). In
many service contexts, particularly high-involvement services such as telecommunications
and digital platforms, mooring factors have been shown to influence switching intention by
increasing resistance to change (Marx, 2025). High switching costs and entrenched habits
may cause consumers to remain with their current providers despite dissatisfaction or the
attractiveness of alternatives (Chang et al., 2023; Hermawan et al., 2025; Marx, 2025).
However, the operation of mooring factors may differ in habitual and low-involvement
consumption contexts such as fuel retailing. Fuel purchases are typically routine transactional
and location-based, involving minimal contractual obligations or procedural switching
barriers. As a result, traditional mooring factors, such as switching costs and relational
attachment, may exert a weaker constraining effect on switching decisions compared to high-
involvement services. Recognizing the theoretical relevance of mooring factors in the PPM
framework, this study assesses whether these factors moderate the influence of push and
pull factors on switching intention in the context of fuel retailing. Accordingly, the hypotheses
are presented as follows:

Hib: Mooring factors moderate the relationship between push factors and switching intention
among fuel retail consumers.

Hab: Mooring factors moderate the relationship between pull factors and switching intention
among fuel retail consumers.

Switching intention is widely recognized as a proximal antecedent of actual switching
behaviour. However, prior research suggests that the translation of intention into behaviour
may be contingent upon mooring factors, which represent psychological and situational
barriers such as switching costs, perceived risks, and habitual attachment (Chang et al., 2023;
Lu & Wung, 2021). In high-involvement service contexts, strong mooring barriers can weaken
the intention-behaviour relationship by constraining consumers’ ability to act on their
preferences (Marx, 2025). In contrast, in habitual and low-involvement consumption contexts
such as fuel retailing, switching decisions are often routine, transactional, and associated with
relatively low procedural barriers. Consequently, the constraining role of mooring factors in
translating switching intention into actual behaviour may be weaker or operate differently
compared to high-involvement services. Nevertheless, given the theoretical importance of
mooring factors within the PPM framework, this study examines whether mooring factors
moderate the relationship between switching intention and actual switching behaviour in the
fuel retail context. Accordingly, the following hypothesis is proposed:

Hsb: Mooring factors moderate the relationship between switching intention and switching
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behaviour among fuel retail consumers.

Based on the proposed hypotheses above, this study develops a conceptual framework
grounded in the PPM framework. The framework posits that push and pull factors directly
influence consumers’ switching intention, which subsequently affect actual switching
behaviour. In addition, mooring factors are proposed to moderate the relationships between
push and pull factors and switching intention, as well as the relationship between switching
intention and actual switching behaviour. Figure 1 illustrates this conceptual framework.

Push Factors

Switching H3a Switching
Intention Behaviour

.. N\ H1b
" H3b
H2b ™ ™\,

Mooring Factors

Pull Factors

Figure 1. Conceptual Framework based on PPM Framework
Source: Adapted from Bansal et al. (2005)

3. METHODS

The present study employed a quantitative method to investigate whether consumers of
a national fuel retail brand switch to other fuel provider brands based on the PPM framework.
3.1 Population and Sample

The target population of the present study is Indonesian fuel consumers who have
experience purchasing fuel from the dominant national fuel retailer and are domiciled in Jakarta,
Bogor, Depok, Tangerang, and Bekasi (Jabodetabek) area. The Jabodetabek area was selected
due to its high vehicle density, extensive fuel consumption, and intense competition among
fuel retailers, where both state-owned and private fuel providers operate extensively. This
competitive market structure increases the likelihood of observing consumer switching
behaviour and makes the region a relevant context for examining fuel retail switching.

A purposive sampling was used to ensure that respondents met specific criteria relevant
to the research objectives. Respondents were required to be at least 17 years old to ensure
independent decision-making ability (Amalia et al., 2021), have purchased fuel from
alternative providers within the last three months, and be aware of publicly reported fuel
quality issues. The sample size was determined based on Cochran’s sample size formula
(Khalid, 2024) because the target population size of the present study is unknown and the
population is quite large in the Jabodetabek area. Therefore, the minimum sample size
required in the present study is 384 respondents with a confidence level of 95%.

3.2 Questionnaire Design and Data Collection
A questionnaire that consists of 26 items was developed based on prior research to
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assess the proposed research framework within the target population, as summarized in the
operationalization of variables presented in Table 1. The questionnaire comprised an
introduction section, respondent profile information, and measurement items of observed
variables. Push factors were measured using six items related to product and system quality,
information, and services. Pull factors were assessed using twelve items capturing alternative
attractiveness and perceived usefulness. Mooring factors were assessed through four items
that reflect switching costs and perceived risk. Switching intention was evaluated with three
items, whereas actual behavior was measured using a single item. Actual switching behavior
was measured using a single-item indicator because it represents a concrete and
unambiguous behavioural outcome rather than a multidimensional psychological construct
(Allen et al., 2022). Single-item measures are appropriate for assessing specific and
observable behaviours that can be accurately recalled by respondents without the need for
elaborate scale development. Responses to all items were recorded on a six-point Likert scale
ranging from strongly disagree (1) to strongly agree (6).

The data collection process was conducted through an online questionnaire developed
in Google Forms and distributed across social media channels such as Telegram, WhatsApp,
X, and Instagram during the period of May—June 2025. The online survey method was
selected to facilitate data collection and broaden access to the target respondents.

Table 1. Operationalization of Variables

Construct Number of Items Sources
Push Factors
System and Product Quality

Information Quality 6 Lin & Wu (2021)
Service Quality

Pull Factors
Alternative Attractiveness 12 Zhou (2016); Zeng et al. (2021)
Perceived Usefulness

Moorlr.1g F.actors Lin & Wu (2021); Zeng et al.
Switching Cost 4 (2021)
Perceived Risk

Switching Intention 3 Kim et al. (2006)

Actual Switching Behaviour 1 Bansal et al. (2005); Marx (2025)

3.3 Data Analysis

The analysis employed Partial Least Squares Structural Equation Modeling (PLS-SEM) by
using SmartPLS version 4.1.1.2 (Ringle et al., 2024). According to Hair et al. (2017), the
purpose of PLS-SEM is to investigate the existing theoretical framework. Therefore, this
method was considered suitable for the current study, which seeks to analyse switching
behaviour through the PPM model. The analytical procedure based on PLS-SEM consisted of
two main phases, beginning with the evaluation of the measurement model and followed by
the examination of the structural model (Hair et al., 2017).

4. RESULTS
4.1 Respondent Profile
A total of 412 data were collected, of which 18 were incomplete. Consequently, 394
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respondents were valid and met the minimum sample size requirements for further analysis.
Table 2 indicates that the majority of respondents were female, comprising 67% (n=263),
followed by males at 33%. Over half of the respondents (57%) belonged to the 21-30 age
group, whereas those aged over 40 represented only 7% of the respondents. The majority of
respondents were students, including university students, comprising 233 respondents (59%),
followed by employees at 18% and civil servants at 17%. Nearly 50% of respondents resided
in the Jakarta area (n=169), followed by Bekasi, Bogor, Depok, and Tangerang. The majority
of respondents (59%) report an income below 4 million rupiah.

Table 2. Profile of Respondents

Profile Total Percentage
Gender
Male 131 33%
Female 263 67%
Age Group
17-20 78 20%
21-30 225 57%
31-40 62 16%
>40 29 7%
Occupation
Student 233 59%
Employee 69 18%
Civil Servant 66 17%
Entrepreneur 9 2%
Unemployed 5 1%
Others 12 3%
Domicile
Jakarta 169 43%
Bogor 50 13%
Depok 49 12%
Tangerang 43 11%
Bekasi 83 21%
Income (Rp)
< 4,000,000 232 59%
4,000.001-6,000.000 51 13%
6,000,001-8,000,000 32 8%
8,000,001-10,000,000 32 8%
>10,000,000 47 12%

4.2 Measurement Model Test

Construct reliability and validity were evaluated through measurement model analysis.
The results displayed in Table 3 show that indicator loadings fall within the range of 0.547 to
0.924. Although several indicators demonstrate loadings slightly above the minimum
recommended threshold, they were retained due to their theoretical relevance and contribution
to content validity. In addition, Hair et al. (2017) explained that outer loading values less than
0.7 is still accepted when the Average Variance Extracted (AVE) value is more than 0.5. The
results indicate that all constructs achieve adequate internal consistency, as reflected by
Cronbach’s alpha (a) and composite reliability (CR) values exceeding recommended levels. In
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addition, AVE values for all constructs surpass the acceptable criterion, indicating that
constructs explain a substantial proportion of variance in their respective indicators. These
findings support the reliability and convergent validity of the measurement model. Actual
switching behaviour was measured using a single-item indicator capturing a specific
behavioural action, “I have switched from existing fuel provider to another fuel provider in
the last 3 months”. In line with PLS-SEM procedures, single-item constructs are excluded from
the measurement model assessment because reliability and validity measures do not apply
to single-indicator variables (Hair et al., 2017).

Table 3. Measurement Model Test Results

Items A a CR AVE
Push Factor (PUSH) 0.834 0.878 0.546
Experiencing problems in subsidy system. 0.708
Subsidizing service mechanism is inefficient
and confusing.
The information of fuel quality is inaccurate. 0.711
Struggling to find detailed information on the

0.749

quality of fuel products. 0.683
The assistance offered by the gas station staff
o . 0.785
is insufficient.
The attentiveness of the gas station staff to be
. 0.793
inadequate.
Pull Factor (PULL) 0.922 0.934 0.546
Other fuel providers seem to have more 0.788
profitability.
The quality of other fuel providers seems to
0.754
be better.
The promos provided by other fuel providers 0.762
seem to be more advantageous. )
Other fuel providers are more appropriate for
0.840
my needs.
Utilizing fuel from alternative fuel providers
. . 0.830
enhances my driving efficiency.
Utilizing fuel from alternative fuel providers
contributes to reducing vehicle operation 0.658
expenses.
Utilizing fuel from alternative fuel providers
L 0.808
enhances the vehicle's performance.
Using fuel from alternative fuel providers
0.827
offers more advantages.
Effortlessly find alternative fuel providers' gas 0.547
stations in the neighbourhood. )
Does not have problems purchasing fuel at 0.624
alternative fuel providers' gas stations. '
The payment procedure at alternative fuel 0.676
providers' gas stations is clear. '
The transactions at alternative fuel providers' 0.688

gas stations are straightforward.
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Items A a CR AVE
Mooring Factor (MOOR) 0.881 0.916 0.732
Switching from one existing fuel provider to
another fuel provider costs money.
Switching fuel brands from the existing fuel
provider to another fuel provider will be more 0.849
expensive.
Switching from the existing fuel provider
would be disadvantageous for me, since the
safety protocols of other fuel providers are
still unproven.
Switching from the existing fuel provider
would be disadvantageous for me, since other 0.872
fuel suppliers are not yet fully trustworthy.
Switching Intention (SI) 0.867 0.919 0.790
Considering switching from the existing fuel
provider to another fuel provider.
The likelihood of switching from the existing
fuel provider to another fuel provider is quite 0.917
high.
Determining to switch from the existing fuel
provider to another fuel provider.

0.780

0.915

0.822

0.924

The distinctiveness of the constructs was examined through a discriminant validity
assessment (Hair et al., 2021). To ensure that each construct captured a conceptually unique
phenomenon, the Heterotrait-Monotratit (HTMT) ratio was employed, as it has been shown
to provide a more sensitive evaluation of discriminant validity than traditional approaches
(Ab Hamid et al., 2017). The HTMT values reported in Table 4 are all below the recommended
cut-off value of 0.85, indicating that the constructs are sufficiently differentiated from one
another (Ab Hamid et al., 2017; Hair et al., 2014). These findings provide evidence that the
measurement model demonstrates satisfactory discriminant validity.

Table 4. The HTMT Results

AB MOOR PULL PUSH S|
AB
MOOR 0.081
PULL 0.718 0.096
PUSH 0.502 0.255 0.602
S| 0.749 0.087 0.811 0.589

4.3 Structural Model Test

The structural interactions between the constructs were assessed via bootstrapping
techniques. A summary of the hypothesis testing results is provided in Table 5. The findings
indicate that push factors positively affect switching intention, hence offering empirical
confirmation for Hla. The interplay of mooring factors and push factors does not significantly
influence switching intention; thus, H1b is unsupported. Moreover, pull factors exhibit a
robust positive correlation with switching intention, hence supporting H2a. The moderating
effect of mooring elements on the association between pull factors and switching intention
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is not substantiated, resulting in the rejection of H2b. Moreover, the intention to switch is a
substantial predictor of actual switching behavior, hence corroborating H3a. The interplay
between mooring factors and switching intention does not significantly influence actual
switching behavior. Consequently, H3b is unsupported.

Table 5. The result of Hypotheses Testing

Hypotheses Original T . P Values Results
Sample Statistics

Hia Push factors = Switching Intention 0.177 4.027 0.000 Accepted
Hip M(?or x Push factors = Switching 0.045 0.930 0.353 Rejected
Intention
Haa Pull factors = Switching Intention 0.635 14.736 0.000 Accepted
Hapb Mgor x Pull factors = Switching -0.057 1.197 0.231 Rejected
Intention
Hsa Sw.|tch|ng Intention = Switching 0.703 22 581 0.000 Accepted
Behaviour
Hsp Mc.)orxSW|tch|ng Intention = Switching 0.009 0317 0.752 Rejected
Behaviour

The explanatory power of the structural model is assessed using the coefficient of
determination (R?) (Hair et al., 2021). The results show that the model explains 56.3% of the
variance in switching intention (R? = 0.563) and 49.4% of the variance in actual switching
behaviour (R? = 0.494). It indicates moderate to substantial explanatory power of the model
(Hair et al., 2021).

5. DISCUSSION

The results of this study partially support the PPM framework (Bansal et al., 2005) and
are consistent with prior research on consumer switching behaviour. The significant role of
push factors confirms that dissatisfaction remains a central driver of switching intention,
particularly when consumers perceive deficiencies in system reliability, information clarity,
and service responsiveness. In line with previous studies, dissatisfaction weakens consumers’
attachment to their current provider and motivates them to reassess alternative options (Kim
et al., 2006; Lu & Wung, 2021; Robitha & Nursalin, 2025; Zeng et al., 2021). In the fuel retail
context, uncertainty surrounding product quality and inconsistent information can
undermine trust, thereby strengthening the push mechanism that encourages consumers to
consider switching providers.

In addition, the findings demonstrate that pull factors play a dominant role in shaping
switching intention. The attractiveness and perceived usefulness of alternative providers
appear to exert a strong influence on consumers’ evaluations, consistent with prior PPM-
based studies identifying pull forces as key determinants of switching decisions (Haridasan et
al.,, 2021; Lu & Wung, 2021; Marx, 2025). When alternative providers are perceived as
offering superior quality, reliability, or assurance of product integrity, consumers are more
likely to develop switching intentions even in the absence of extreme dissatisfaction (Lu &
Wung, 2021). This suggests that in essential service industries such as fuel retailing, perceived
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trustworthiness and quality assurance can substantially enhance the pull effect, reinforcing
consumers’ motivation to switch.

The findings reveal a key theoretical insight: the moderating influence of mooring factors
on the link between push and pull forces and switching intention is not supported. This
evidence departs from previous PPM research focusing on high-involvement service
environments, such as mobile application adoption (Chang et al., 2023; Sun et al., 2017),
multichannel shopping (Haridasan et al., 2021), banking (Nugraha & Syafaruddin, 2023),
telecommunication (Hermawan et al., 2025), and airline services (Jung et al., 2017), where
mooring factors have frequently been shown to act as significant constraints on switching
behaviour. These contrasting findings highlight that the influence of mooring factors is not
uniform across service types but varies depending on contextual characteristics (Krishnan &
Raghuram, 2024). In this context, the absence of significant mooring effects can be explained
by the habitual and low-involvement nature of fuel purchasing. Fuel consumption is typically
routine, transactional, and location-based, involving minimal contractual obligations,
learning costs, or procedural barriers. As a result, traditional mooring factors such as
switching costs and perceived risk may be less salient in shaping consumers’ switching
decisions in this context.

Furthermore, the strong relationship between switching intention and actual switching
behaviour reinforces the view that intention serves as a primary determinant of behaviour in
low-complexity consumption settings. Consistent with behavioural theories (Ajzen, 1991;
Bagozzi, 1992), when consumers have a clear intention to switch providers, they are more
likely to translate that intention into action when situational barriers are minimal. In fuel
retailing, switching can occur seamlessly during routine refueling activities, reducing the
influence of psychological or structural constraints. Consequently, mooring factors appear
insufficient to disrupt the intention-behaviour linkage, highlighting the context-dependent
nature of the PPM framework (Krishnan & Raghuram, 2024).

6. CONCLUSION

This study extends the PPM framework by demonstrating that its explanatory
mechanisms are highly context-dependent. Specifically, the findings show that in habitual and
low-involvement consumption settings such as fuel retailing, switching intention serves as a
direct and dominant driver of actual switching behaviour, while mooring factors, such as
switching cost and perceived risk, play a limited role. This refines prior PPM research, which
has largely emphasized the moderating importance of mooring factors in high-involvement
may diminish when switching barriers are minimal and consumption decisions are routine.

The findings imply that managers in the fuel retail industry should prioritize early-stage
interventions by addressing push-related issues through reliable systems, transparent
information, and assured service quality, while also strengthening pull effects by enhancing
product credibility and perceived value. Reliance on habitual consumption patterns or
assumed switching barriers alone is insufficient to prevent customer defection in increasingly
competitive fuel retail markets.

The findings should be interpreted in light of several limitations. The dominance of
younger respondents and students in the sample may have influenced the results, as this
segment tends to display lower brand commitment and greater switching flexibility. Such
characteristics could help explain the pronounced intention—behaviour linkage and the
relatively weak role of mooring factors observed in this habitual consumption context.
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Nevertheless, the demographic concentration may constrain the applicability of the findings
to older or more brand-attached segments who potentially experience stronger switching
barriers. Additionally, the cross-sectional nature of the study and the use of self-reported
measures restrict the capacity to track behavioural changes over time and may be affected
by recall bias.

Future research should utilize longitudinal designs to investigate the transformation of
switching intentions into permanent switching behaviour over time. Researchers might
investigate further mooring variables, including trust recovery, brand attachment, or moral
judgment, which could have more significant moderating effects in contexts of crisis-driven
switching. Comparative studies across countries or service industries with elevated switching
barriers would enhance PPM theory by elucidating boundary conditions. Integrating objective
behavioural data, including transaction records and loyalty program usage, may enhance the
empirical validity of measuring switching behaviour.
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