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Abstract 
This paper studies switching behaviour in smart 

phone messaging services. This study aims to add 

knowledge about the factors affecting switching 

behaviour in smart phone messaging services. The 

empirical study is qualitative, and the data was 

collected with interviews using the laddering method. 

This study was carried out to find out the reasons behind 

customer decisions when choosing between smart phone 

messaging services. Using the Push-Pull Mooring 

framework, the findings of this study indicate that the 

switching decision regarding smart phone messaging 

service is influenced by three factors: the context of the 

message, the content of the message, and the features of 

the service. 

 

1. Introduction  
 

Factors that lead consumers to switch products or 

services to other substitute alternatives have long been 

an area of interest for researchers [1]. The process by 

which the consumer switches from one service provider 

to another, or an alternative service provider, is called 

exchange behaviour [2]. The study of consumer 

switching is a valuable research topic, because 

understanding the factors leading to it is at the heart of 

long-term and loyal customer relationships [3]. 

Behavioural change in the context of digital services 

has been studied quite abundantly in recent years. 

Topics include, e.g., telecom operators [4, 5], 

community services [6, 7], and cloud-based healthcare 

services [8]. Han, et al. [9] suggest that research on 

digital service switching behaviour can generally be 

divided into three categories: 1) process models 

describing exchange behaviour; 2) analysis of the 

differences between 'changers' and 'keepers', and; 3) 

studies on the causes and factors influencing exchange 

behaviour. 

Hsieh, et al. [10] used the Push-Pull-Mooring (PPM) 

framework to increase their understanding of the factors 

influencing exchange behaviour and their classification. 

They investigated blogging services, their features, and 

previous research on interchange behaviour, which 

factors could influence and explain the changing 

behaviour of blog services in the context. They explored 

the most important factors influencing blog interchange 

behaviour, and dividing those factors into push, pull and 

mooring factors according to the PPM framework. 

Later, Xu, et al. [11] built their research model on 

exchange behaviour in community services in a similar 

way to Hsieh, et al. [10]. Thus, Xu, et al. [11] used the 

PPM framework as the basis for their research model. In 

addition to this they explored what kind of factors can 

be seen to affect community service exchange 

behaviour.  

By understanding switching behaviour and the 

underlying factors, it would be possible for a company 

to create as strong and long-lasting customer 

relationships as possible [3]. Consequently, the resulting 

long-lasting and mutually trusting customer 

relationships are very important for successful business 

[10]. Compared to non-loyal customers, it is easier to 

sell new products and services to loyal customers. 

However, while switching behaviour has been 

extensively studied in the context of digital services, and 

digital services are increasingly being used for smart 

phone devices, studies of the changing behaviour in the 

context of smart phone services is sparse. Thus, our 

research question in the study is as follows: What factors 

affect consumer switching behaviour in the context of 

smart phone device messaging applications? We apply 

a qualitative research approach to study this and more 

specifically the interviewing laddering technique [12, 

13] and thematic content analysis [14, 15]. 

Next, we review the PPM framework literature and 

thereafter depict our research methodology. This is 

followed by the findings, discussion of the implications 

of our study and conclude with some limitations of the 

study and possible future research topics. 

 

2. Consumer Switching Behaviour: PPM 

Framework 
 



The most widely used model in the field of research 

on the exchange behaviour of information systems in an 

attempt to explain consumer switching behaviour and 

the underlying factors is the PPM framework [16]. PPM 

was originally developed to explain the causes of human 

migration and migration behaviour. Thus, the reference 

framework was intended to explain why people move 

from one place to another within a particular time [1]. 

The roots of this framework date back to the 1885s when 

the Laws of Migration [17] were presented. Since then, 

researchers of migration behaviour have used this work 

in numerous studies [10, 18]. The PPM framework itself 

consists of three different categories, which can be 

divided into factors influencing the migration decision 

of the people and thus the migration behaviour. These 

factors are divided into push, pull, and mooring factors 

[19]. Since then, Bansal, et al. [1] have successfully used 

this reference framework in the context of service 

exchange behaviour research, since the underlying 

factors of migration and exchange of services appear to 

be similar. 

The push factors are those factors that negatively 

affect the prevailing state and specifically encourage 

exchange because the current product or service is 

somehow unsatisfactory [16]. Bogue [20] suggests that, 

when people talk about migration, there are factors such 

as lack of jobs, low wage levels and natural disasters. 

Applying the PPM framework in the context of services, 

Bansal, et al. [1] suggested that the poor quality of the 

current service, poor value, low confidence, poor 

commitment, and high price are the push factors. 

Chuang and Tai [21], in turn, present their own literature 

review of service exchange behaviour, citing that the 

factors associated with the enjoyment of the current 

service are the most important pushing factors affecting 

switching behaviour. 

Pulling factors are factors that increase the positive 

image of an alternative product or service. Thus, the pull 

factors encourage the exchange, precisely because the 

replacement of the current state seems to be attractive 

[16]. Bogue [20] suggests that, when talking about 

people's migration, there are, for example, better job 

opportunities, a better wage level and a more pleasant 

climate. Bansal, et al. [1], for their part, suggest that in 

the context of services, the pulling factors of the PPM 

framework are very much related to the attractiveness of 

the alternative. Chuang and Tai [21] are in the same line 

of proposing that the most important pull factors for 

switching behaviour in the context of services are 

specifically related to the attractiveness of the 

alternative service. 

The mooring factors are factors that often do not in 

themselves cause exchange behaviour, but they can 

either promote or slow it down. The mooring factors 

often affect the switching behaviour by having either a 

positive or a negative effect on pushing or pulling 

factors [11, 19]. In the context of human migration 

behaviour, such mooring factors include distances 

between places of residence and the cost of migration 

[17]. For example, in terms of service switching 

behaviour, mooring factors include a negative attitude 

towards service exchange, high switching costs caused 

by exchange, minor experience in switching services, 

and subjective standards [1]. Chuang and Tai [21] argue 

that factors relating specifically to the cost of exchange 

are the most crucial mooring factors in terms of 

switching behaviour in the context of services. 

 

3. Research Methodology  
 

3.1. Laddering Interview Method 
 

A qualitative interviewing approach was used for 

this research. The laddering interview was chosen as the 

interview method. Tuunanen, et al. [22] suggest that 

laddering interviews can be used to identify and 

understand the factors that influence the use of digital 

services and their use. The laddering interview creates 

value chains consisting of attributes, consequences and 

values. By collecting these value chains from several 

interviewees, it is possible to create a unified network 

on the basis of these chains and to look at what 

interdependencies between different chains can be seen 

[12].  

During a laddering interview it is intended that the 

interviewer will try to ask questions such as "why is this 

important to you?" Thus guiding the interviewee about 

the characteristics of the product or service [13]. Stimuli 

are developed, i.e. themes that will be used to carry out 

interviews. These themes are intended to give the 

interviewers an indicative framework, as well as to 

awaken the interviewee's thoughts on the subject of the 

interview. The themes used in this study were based on 

literature [34, 35]. Four themes were applied in study: 

1) communication status; 2) message content; 3) 

application features; and 4) my theme. 

The first theme examines how the communication 

situation and the target, as well as the factors associated 

with them, affect what the message application the 

interviewee decides to use. The second theme deals with 

factors related to the content of the message and its 

effects on message application selection. The third 

theme focuses on the features of the message application 

itself and on how the features of the messaging 

application affect the choice of the message application. 

A fourth theme was used for some factors that not sit on 

any of those three ready-made themes. 

 

 

 



3.2. Data Collection 
 

We interviewed 25 participants from a university in 

Finland. The average age was 22 years with most of the 

interviewees being 24-26 years old (86%) which were 

56% men, 40% women, and 4% (i.e. one person) 

preferred not to report the gender. 60% of the 

participants reported to be working while the remaining 

40% were full time students. This follows what is 

common for business and information technology 

university students in Finland.  

The interviewer went through the themes one at a 

time and started by asking “How do things related to this 

theme affect what message application you are going to 

use?” On average, the interviewees came up with about 

4-5 ideas per theme. Next, each of the ideas were 

explored with further questions, so that the value chain 

behind each case was captured in its entirety. The 

interviewees were then asked, for example, “Why does 

this matter affect the choice of your messaging 

application?” Or “Why do you consider this matter 

important?” These questions were repeated until a 

complete value chain with feature, consequence, and 

value was recorded for each subject's message. If the 

interviewee's value chains branched, for example if the 

interviewee identified two consequences for a property, 

then both of these consequences were considered as a 

separate value chain and the underlying value was 

determined separately for both chains. When analysing 

the material, such branched chains were stored in their 

own chain. After the first theme was passed through 

with the interviewee, the same process was repeated 

with another theme. Figure 1 illustrates a sample 

thematic map.  

 

3.3. Data Analysis 
 

The data analysis was carried out following the 

thematic qualitative clustering approach presented by 

Tuunanen and Peffers [14]. This approach fits well for 

studies with 20-30 interviewees [14]. The purpose of the 

model is first to combine the material into a single 

entity, after which it is clustered and cut into smaller 

entities. Based on these smaller entities, the material can 

be divided into different themes into which the collected 

value chains can be divided. The data collected from this 

theme can be presented in graphical form using value or 

theme maps. These maps consist of value chains shown 

by the interviewees, with features on the left side of the 

map, consequences in the middle, and values on the 

right [15]. Within each theme, efforts were made to find 

connecting factors from the properties of the value 

chains, from the consequences and from the values. This 

allowed the value chains in each theme to be divided 

into such a form that it would be possible to draw a 

graphic thematic map. The numbers for each map items 

 
Figure 1. Nature of Communication

 
Thematic Map 



tell how many times these were mentioned in the data 

set for a specific thematic map. 

 

4. Findings 

 

4.1. Context of Communication 
 

The first theme comprises of value chains that 

correspond to the way the time and place of 

communication and whether the work or leisure time 

message affects the choice of the message application. 

A total of 21 value chains of the study were classified as 

part of this theme.  

Features: Interviewees reported that they 

communicate work-related messages with specific 

applications and, in turn, free-time messages with 

certain applications. They also reported that the time of 

communication may affect application selection. In 

addition, it was important for application selection if 

communication takes place in a place where there is no 

Internet connection. Most of the features of this theme 

in interviews were raised by the fact that work-related 

messages are sent in specific applications. 

Consequences: The interviewees presented the 

consequence of the value chain characteristics described 

above, that they limit the work messages to specific 

applications, as these applications support work and 

work-related communication. By limiting the use of 

applications in this way, the risk of sending work 

messages to the wrong people is also reduced. They said 

that focusing on workflows for specific applications 

would not focus on leisure messages during working 

hours, which in turn would improve concentration. By 

restricting work and leisure messages to specific 

applications, they find it easier not to think about work-

related messages in their free time. Interviewees said 

they preferred applications that they thought were well 

suited for leisure time communication. The time of 

communication was in turn influenced by application 

selection, as people are available in different 

applications at different times of the day. If 

communication takes place where there is no Internet 

connection, then it results in an application that can 

communicate without an Internet connection. You can 

then send the message you want.  

Values: Values such as saving time and effort, 

improving the quality and efficiency of work, making life 

easier, and avoiding frustration were reported. There is 

also a desire to avoid frustration. Also, the interviewees 

do not want their work tools to end up in the hands of 

false people to avoid problems. According to the 

interviewees, the fact that work messages are not kept in 

free time, in turn, promotes mental well-being and 

coping. Sending free-time messages suitable for leisure 

communication is perceived by the interviewees as 

facilitating life. Because people can be accessed at 

different times in different applications, the 

interviewees feel that application selection matters so 

that the message reaches its goals better. The final value 

in this theme is the achievement of peace of mind, which 

is also behind the fact that the selected application sends 

a message without an Internet connection. 

 

4.2. Nature of Communication 
 

The second theme includes value chains related to 

the way in which the sensitivity, urgency, importance, 

and officiality of a message affects the choice of a 

messaging application. A total of 129 value chains were 

included in this theme. This theme contains the most 

value chains of the four themes of this study. 

Features: In this theme, the characteristics of value 

chains are related to the nature of the message. The 

nature of the message refers to whether it is a sensitive 

message, an important message, an everyday or official 

message, or an urgent or urgent message. Interviewees 

report that application selection is affected by the nature 

of the message and that certain messages are sent in 

specific applications. In terms of the features of this 

theme, many references to interviews were given by the 

features that influence the choice of application in terms 

of the message's timeliness, formality, urgency, and 

importance. 

Consequences: Interviewees reported that certain 

applications are easy and convenient to communicate 

and because the selected application is widely used in 

their own social circles. In addition, they reported that 

everyday messages are being sent in applications that do 

not store messages. Interviewees also reported that 

sensitive messages are also sent with an application that 

does not store messages. An application that does not 

store messages is selected to send sensitive messages to 

interviewees because the messages do not end up in a 

third party. Instead, in the case of everyday messages, 

the messages do not want to be recorded because, firstly, 

the communication stays light, and secondly, the 

application does not get congested from the stored 

messages.  

The interviewees also report official messages in 

some specific applications, mainly because of social 

norms, but also because it is easy to design the message 

in the chosen application. The interviewees reported 

that, in certain applications, communications are not so 

hectic and fast, and because, when you know which 

application can find unexplored messages, it is easier to 

find messages. Instead, the interviewees reported urgent 

messages in applications where communication is fast-

paced. The interviewees reported about sending 

important messages in specific applications because in 

these applications it is easy to format the messages well. 



Sending important messages in specific applications 

makes it easier to search for messages, as well as 

checking things out of the application afterwards. In 

terms of the implications of this theme, many of the 

consequences were often raised in the interviews.  

Values: Interviewees reported that an application 

with easy and effortless messages is chosen for the 

reason that it facilitates the maintenance of social 

relationships, saves time and effort, facilitates life, helps 

the message reach its goals, and reduces the feeling of 

frustration. Interviewees do not want their messages to 

end up with third parties, because they firstly value their 

privacy. Secondly, they want to avoid problems, and 

thirdly they want to get peace of mind. They also said 

that when the application is not overloaded with 

messages, it avoids frustration and makes life easier.  

According to the interviewees, communication 

should be light, because in this case life and especially 

the maintenance of social relations is facilitated. 

According to the social norm, the interviewees said they 

were working, because even then life would be easier 

and misunderstandings diminished. The application, 

which is widely used in its own social circles, is chosen 

by the interviewees for the reason that such activity 

saves time and effort and makes life easier. Instead, an 

application that makes it easy to formulate a message is 

chosen by the interviewees because the message reaches 

its goals better.  

An application where communication is not fast-

paced is chosen by the interviewees because they are 

able to avoid the feeling of frustration. Instead, an 

application where communication is fast-paced is 

chosen by the interviewees because then the message 

reaches its goals better, the message gets faster, or in 

order to achieve peace of mind. Interviewees said they 

wanted a response quickly either because the message 

reached its goals, or because they could avoid the 

feeling of frustration. The ease with which the people 

searched for the messages was appreciated by the 

interviewees because it made life easier, save time and 

effort, and lessen the feeling of frustration.  

 

4.3. Message Subject 
 

The third theme, comprises value chains related to 

the manner in which the message's age, authority and 

number, and whether the recipient is a known or 

unknown person, influences the choice of the message 

application. A total of 65 value chains were included in 

this theme.  

Features: The features of this theme, that is, things 

that affect the choice of the message application and are 

related to the subject of the message, or the age of the 

recipient of the message. Also important is whether the 

recipient is already familiar or an unknown person, 

whether the subject of the message is for an official 

entity, or whether more than one person is the subject of 

the message.  

Consequences: The age of the recipient of the 

message affects the choice of the messaging application 

because people of different ages know how to use 

different applications. If the subject of the message is an 

unfamiliar person, the interviewees report that a specific 

application can be selected first because the unknowns 

only want to communicate in specific applications, 

which in turn can result in a better response to the 

messages of close people when knowing which 

application contains what messages.  

When communicating to an unknown person, a 

specific application may be chosen because it is easy to 

approach unknown persons or because the 

communication is natural in the chosen application. 

When communicating to unknown persons, a specific 

application can also be chosen because it is a social 

norm to communicate to unknowns with certain 

applications. If the subject of the message is a familiar 

person, the application selection is also influenced by 

the fact that communication is natural in the selected 

application, or that application selection is a social 

norm. When communicating to a person you know, a 

specific application can also be chosen for the reason 

that the application is widely used in its own social 

circles.  

When the subject of the message is an official body, 

a specific application can be selected first because the 

contact details communicated by official authorities 

direct them to certain applications. Even in this case, if 

the subject of the message is an official body, the choice 

of application may be influenced by the fact that it is a 

social norm to communicate to official bodies with 

specific applications. If the subject of the message is 

more than one person, an application is chosen where it 

is easy to send the same message to many people.  

Values: Interviewees said they wanted to 

communicate to unknowns in specific applications 

because they appreciate their privacy, and because they 

only communicate in certain applications to strangers, 

so they can respond better to the messages of close 

people, which in turn facilitates the maintenance of 

social relationships. An application where it is easy to 

approach unknowns is chosen because, first of all, by 

doing so, the message better achieves its objectives, 

secondly, avoids misunderstandings and thirdly, 

communicating with such an application facilitates life.  

The application, where communication feels natural, 

is also chosen by the interviewees for the reason that the 

message achieves its goals better, or that the activity 

saves time and effort. Communicating through an 

application where communication is natural also 

reduces misunderstanding. The application, which is 



widely used in its own social circles, is chosen because, 

in this way, working in the first place saves time and 

effort and facilitates the maintenance of social 

relationships.  

According to the interviewees, the fact that the 

contact details of the message item are easily found in 

an application makes life easier, and saves time and 

effort. Also, an application that makes it easy to send the 

same message to many people is chosen to make it 

easier for you to maintain social relationships, make life 

easier, save time and effort, and help your message 

achieve its goals better. According to the social norm, 

the interviewees report that they work in turn because 

they want to avoid misunderstandings. According to the 

interviewees, the fact that life is easier may, in turn, lead 

to a lesser feeling of frustration.  

 

4.4. Message Content 
 

The fourth theme, the content of the message, 

contains value chains that correspond to how the 

message is in text, image, video, or audio format, and 

whether the content of the message is ready in the 

application affects the choice of the message 

application. A total of 64 value chains were included in 

this theme.  

Characteristics: The value chain properties 

associated with message content and content format are, 

related to the form in which the message is sent, and to 

the content that is already being sent in an application. 

Interviewees reported that they send picture messages, 

voice messages, or text based messages with specific 

applications. They also reported that it affects 

application choice, whether it is a long or short text-

based message. They reported that application selection 

is often done based on the content of the message and 

the format of the content. Some of the interviewees said 

that if the content they are posting is already in an 

application, then they will send that content in the same 

application.  

Consequences: Interviewees reported that they post 

picture and video messages in specific applications, as 

these applications automatically store the images. Thus, 

the old content can be returned to later. When sending 

picture and video messages, application selection may 

also be affected by quality of the content. If the message 

contains attachments or a voice message, the selection 

of application is made if the application is considered 

suitable for sending the content. When sending long 

text-based messages, the choice of application may be 

influenced by the social norm by which they work. In 

the case of text-based messages and especially short 

text-based messages, application selection can be 

affected by the fact that selecting a particular application 

speeds up communication. Application selection is 

because certain types of applications are suitable for a 

certain type of communication, and in this case it is 

easier to convey their own feelings to the recipient of the 

message. Application choice is made according to the 

content of the message, also social norms, and because 

there is no need to vary so much between different 

applications. When considering the content of the 

message and the form of the content, the application 

selection can also be the result simply because the 

selected application is suitable for sending the desired 

messages and contents. This, in turn, can, according to 

interviewees, lead to an application being more 

comfortable.  

Values: Interviewees said that it is preferable that 

the application is more comfortable to use, and can store 

old photos. For the same reason, the interviewees also 

wanted their content to remain in good quality in the 

chosen application. The interviewees also report that it 

will be a good idea for them to be able to convey their 

feelings better to the recipient of the message. When the 

message is able to better express their own feelings to 

the recipient of the message, misunderstandings are 

reduced. By acting according to the social norm, they 

can avoid misunderstandings and make life easier. The 

fact that there is no need to vary between different 

applications saves time and effort. The speed of 

communication also saves time and effort but also helps 

the message reach its goals. The fact that the application 

is suitable for sending messages and content of any kind 

to facilitate life, save time and effort, help the message 

reach its goals, and reduce misunderstandings.  

 

5.5. Message Application Features 
 

The final theme comprises of value chains that 

correspond to the way in which the message application 

properties, as well as factors associated with these 

features, affect the choice of the message application. A 

total of 47 value chains of the study were classified as 

part of this theme.  

Features: The features of the messaging application 

and the factors associated with these features mean that 

the choice of a messaging application is first and 

foremost due to the ease of use of the application. Also, 

if the application works smoothly, and does not contain 

bugs affects the choice of the message application. If the 

application works well with other applications it may 

affect the choice of the message application. The 

interviewees also reported that they are trying to 

communicate with applications that are used by many 

others. Also, if the application can handle a wide range 

of communications and send a wide variety of content 

may influence the choice of the message application. If 

the recipient of the message ready in some application, 

this will also guide their application selection to a 



specific application. If it is easy to find messages in the 

application or if the application is visually pleasing, this 

can be the basis of application selection. Also, if you see 

from the application whether the message has been sent, 

you can redirect it to a specific application. According 

to the interviewees, the fact that the application encrypts 

messages, as well as the fact that there are no security 

issues in the application, can affect their application 

choice. The interviewees reported that it might also 

affect the choice of their messaging application, whether 

the application is free of charge.  

Consequences: Interviewees reported that when the 

selected application works well with other applications, 

has no bugs, and is easy to use, the application will 

become smoother. The interviewees try to communicate 

with applications they use a lot, and if that application 

can handle a wide range of communications and send a 

wide variety of content, they do not have to vary so 

much between different applications. The fact that the 

contact information of the recipient of the message is 

already in some application facilitates and speeds up 

communication. If it is easy to find messages in the 

application then this makes it easier to review the agreed 

things from the application afterwards. If the application 

is visually pleasing then the application will become 

more enjoyable. If the application can display if the 

message has reached its destination, the interviewees 

say this will make it easier to follow the message. An 

application that encrypts messages, and otherwise does 

not contain security issues, is chosen by the interviewees 

because the messages are not likely to end up in third 

parties. If communication with the application is free of 

charge, then naturally sending messages does not cause 

extra costs.  

Values: The smoother use of the application leads 

the interviewees feeling good or the use of the 

application does not burden the user. The smooth 

running of the application also saves time and effort and 

helps to avoid frustration. The fact that users do not 

have to vary between different applications also helps to 

avoid the feeling of frustration, but also makes life 

easier, and saves time and effort. With the ease and 

speed of communication, there are the same three 

above-mentioned values in the background. Facilitating 

and accelerating communication saves time and effort, 

makes life easier and reduces the feeling of frustration 

and also helps them to be more reliable. If it is possible 

to follow the application to see if the message is sent it 

gives peace of mind. Interviewees do not want their 

messages to end up with third parties because they value 

their privacy. When messages do not end up with third 

parties also gives peace of mind and helps them avoid 

problems. 

 

 

5. Discussion 

 

The findings of this study show that the choice of 

message applications across the board is influenced by 

which application choice saves the consumer's time and 

effort and makes his or her life easier. Similar results 

were obtained by Chang, et al. [23] when examining 

factors affecting consumer behaviour of mobile 

purchasing. According to them, the consumer's decision 

whether to buy products is influenced, among other 

things, by the way in which each consumer perceives it 

as the easiest. 

The findings of this paper show that there are 

numerous reasons why consumers feel the choice to 

save their time and effort and make their lives easier. 

One may wonder how many of the factors influencing 

the switching behaviour of digital services are precisely 

the fact that consumers are trying to save their time and 

effort and to make life easier in a certain way. For 

example, there is good reason to assume that when 

Hsieh, et al. [10] suggest that the consumer switch from 

one blog service to another because he or she feels easier 

to use another service over the other, there are the same 

values and goals, namely saving time and effort and life 

making it easier for the consumer. Thus, it can be 

suggested that consumer switching behaviour in the 

context of digital services, and in particular mobile 

services, is strongly driven by two factors in particular: 

saving time and effort and making life easier. 

However, it is worth pointing out that, although 

consumers today have the opportunity to satisfy a single 

need in many services, such as sending messages with 

many different messaging applications, this does not 

mean that unlimited freedom of choice between 

different services would only be a positive thing for 

consumers. The results of this study show that the 

constant variation between applications can cause a 

feeling of frustration, as a result of which the consumer 

tries to avoid constant variation between different 

applications. Although consumers nowadays have a 

very good chance to vary between different messaging 

applications, constant variation between different 

services or applications may seem frustrating to the 

consumer. 

The PPM framework explains the most frequently 

exchanged behaviour in exchange behaviour studies in 

the context of information systems [16]. The factors that 

explain switching behaviour are either push factors, i.e. 

factors that push the consumer away from the current 

product or service. Such as driving factors that pull the 

consumer into another alternative product or service or 

mooring factors that indirectly affect these pushing or 

pulling factors, but rarely in themselves, cause exchange 

behaviour [1]. 



Bansal, et al. [1] suggest that when speaking about 

services in general, the most frequent push factors that 

cause switching behaviour are the poor quality of the 

current service, the inadequate value of the current 

service, the current service low confidence in the current 

service, poor commitment to the current service, and 

high cost of the current service. In the context of digital 

services, the poor quality of the current service [24], 

general dissatisfaction with the current service [11, 25], 

as well as the lack of enjoyment provided by the current 

service [26, 27] are common pushing factors.  

 Instead, when talking about pulling factors in the 

context of services, Bansal, et al. [1] suggest that these 

factors are most commonly associated with the 

attractiveness of an alternative service. Also, in the 

context of digital services, the attractiveness of 

alternative services [6, 24] is a generic driving factor 

that causes interchange behaviour. Another common 

pulling factor in the context of digital services is the ease 

of use of an alternative service [10, 28]. According to 

the results of this study, when talking about smart phone 

apps, the pull factors are that the application fits into the 

context of communication, the application for sending 

the desired content and that it has a good level of 

functionality and usability. 

 According to Bansal, et al. [1], the mooring factors 

are, in the context of services, among other things, the 

negative attitude towards the exchange of services, the 

high exchange costs caused by the exchange, the limited 

experience of the exchange of services, and subjective 

norms. Also in the context of digital services, general 

mooring factors that affect switching behaviour are 

exchange costs [29, 30], past experiences of service 

exchange [10, 24], habits and habits [31], as well as 

subjective norms [28]. According to our findings, when 

talking about messaging applications used on smart 

phone devices, the mooring factors are, in turn, a 

negative attitude towards continuous variation between 

applications, and social norms that can guide application 

selection in a particular direction. 

The findings of this paper show that the application 

of the PPM framework in situations such as this one 

where consumers use multiple services or applications 

simultaneously or almost simultaneously can be 

challenging. It is natural for the factors that explain the 

behaviour of the switcher to be categorized according to 

the PPM framework in situations where the consumer is 

initially a customer of a single service provider or 

product manufacturer, whom he or she will then become 

a customer of another service provider or product 

manufacturer. That is, stop using the old product or 

service and replace it with a new one. On the other hand, 

in situations such as this, where the consumer uses a 

number of services to satisfy one need, and therefore 

does not completely switch from one service to another, 

but chooses the service that is best suited to each 

situation, the breakdown of the factors explaining the 

switching behaviour according to the PPM framework 

is challenging. 

The fact that the use of the PPM framework in such 

situations is challenging is evident, among other things. 

As can be seen from table 1, the pushing and pulling 

factors are almost identical and differ only in that the 

pushing factors look at why one of the messaging 

applications is switched off and the pulling factors, in 

turn, cause the switching to a particular application. 

However, the content of these reasons explaining the 

exchange is completely the same. This is because in 

situations like this one, it is challenging to determine 

whether the factor causing the change of behaviour is 

pushing or pulling. For example, whether an application 

does not fit or fits in the context of the communication 

or the transmission of the desired content, is in principle, 

a push or pull factor. 

Table 1.  Main results of the study broken down by the PPM framework 

Source Push Factors Pull Factors Mooring Factors 

Bansal 
et al. 
[1] 

Poor quality of current service 

The invalid value provided by the 

current service 

Low confidence in current 

service 

Weak commitment to current 

service 

The high cost of existing service 

The attractiveness of 

Alternative Service 

Negative attitude to service 

exchange 

High exchange costs due to 

exchange 

Little experience in changing 

services 

Subjective norms 

This 

study 

Application is not compatible 

with the communication context 

Application is not suitable for 

sending the desired content 

The application is not satisfactory 

in terms of functionality and 

usability 

Application suitable for 

communication context 

The app is suitable for 

sending the desired content 

The application is useful in 

functionality and usability 

Negative Attitude Between 

Continuous Applications for 

Variation 

Social norms guide application 

selection to a specific application 



Bhattacherjee and Park [32] show that it is very 

challenging to develop a completely theoretical model 

that is perfectly suited to the research field of consumer 

exchange behaviour. The PPM framework can be seen 

as better suited to explaining a change of behaviour in 

situations where the consumer is first a user of a 

particular product or service, then something that results 

in the consumer starting to use an alternative product or 

service. On the other hand, in situations such as this one, 

where consumers choose the most appropriate option for 

a given service from a variety of services, and not 

switching from one service to another to stop using the 

old service, the breakdown of the factors that explain the 

switching behaviour under the PPM framework can be 

challenging. 

 

6. Conclusion 

 

We applied the PPM framework to determine the 

push factors that influence the decision of the message 

application. Our theoretical implication was that in 

situations where consumers choose the most appropriate 

alternative for a particular use and situation from many 

services, and not switching from one service to another, 

stop using the old service, the breakdown of the 

behavioural factors using the PPM framework can be 

challenging. 

A limitation of this study is that the interviewees 

were only students from Finland. Further research 

relates may include age, cultural and socio-economic 

factors as an impact on the consumer's choice or 

exchange decision. Hence, it would be interesting to 

carry out a future study exploring cultural or socio-

economic factors. Future research can also determine is 

switching is impacted by switching costs.  

Finally, we see that it would be highly interesting to 

extend the scope of the study to other services that mix 

both mobile and digital, but also physical services such 

as the Amazon Go shop concept introduced by Amazon 

recently. In a Amazon Go store a customer experiences 

a mesh of both physical and digital experience of retail 

shopping [33] supported by artificial intelligence and 

different kinds of sensors monitoring the activities of the 

people inside of the store. If such retail stores become 

more widely available it will be a “billion-dollar” 

question to understand the reasons for consumers to 

switch between seemingly similar, but still different 

services. We argue that it will be a question of context, 

content, and features of such service that matter. 
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