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Objective: The objective of this study is to design scenarios that can examine
brand switching behavior in customers within the sports equipment industry
and identify and analyze the influencing factors. Methodology: In this
research, first, a literature review was conducted to identify the factors
influencing brand switching behavior in customers. Then, a questionnaire
was designed and distributed to examine the current status of these factors in
the sports equipment industry in the country. Seventy experts from the sports
equipment industry responded to this questionnaire. Subsequently, using the
fuzzy cognitive map technique, the systemic relationship between the factors
was identified, and forward and backward scenarios were developed to
improve the structure. Findings: The results of the study indicate that among
the 10 identified factors, the quality of products and services offered in sports
equipment is the most important factor in implementing a systemic structure
to prevent brand switching. The identified factors are: trust, competitive
pricing, customer attitudes, customer satisfaction, reliability, quality,
customer relationship management, word-of-mouth advertising, knowledge
management systems, and government regulations. Conclusion: Focusing on
the quality of products and services offered in the sports equipment industry
can serve as an effective strategy to reduce brand switching among customers
and provide a distinct competitive advantage for brands.
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EXTENDED ABSTRACT
Introduction

In the modern business world, heightened competition and the influx of new competitors across
various sectors have provided consumers with numerous alternatives for their needed goods and products
(Firdaus & Budiman, 2021). The increasing intensity of competition has led to more substitute choices for
consumers, affecting customer loyalty to a brand and potentially decreasing a brand’s customer base over
time. Therefore, studying customer behavior concerning brand switching or loyalty is essential. Customer
behavior involves the psychological processes customers undergo to recognize their needs, identify tools
to satisfy these needs, and make appropriate purchase decisions (Hidayat et al., 2021). Understanding when,
how, and why customers use different products is crucial for manufacturers, companies, and marketers
(Chigwende & Govender, 2020). The sports equipment industry has seen significant growth and competition
in recent years. With the diversity of brands and factors influencing brand switching, it is challenging for
manufacturers to secure and maintain consumer loyalty. Loyal customers not only provide a sustainable
competitive advantage but also contribute to market expansion, reduce marketing costs through positive
word-of-mouth, and more. Thus, understanding why consumers switch brands and identifying the factors
influencing this behavior is critical. This study aims to identify the factors affecting brand switching in
the sports equipment industry and to provide strategies to reduce this behavior through scenario planning.

Methodology

The present study is an applied research project aimed at identifying the factors influencing brand
switching in the sports equipment industry and developing scenarios to mitigate this behavior. Initially, a
comprehensive literature review was conducted to identify the key and recurrent factors affecting brand
switching among customers in this industry. Based on these identified factors, a detailed questionnaire
was designed to evaluate the current status of these factors within the sports equipment industry in the
country. The respondents of this questionnaire were 70 experts from the industry, selected through
purposive sampling. The criteria for selection included a minimum of five years of relevant work
experience or the publication of at least two articles in the field of sports brand management. Respondents
were asked to rate the current status of each factor on a five-point Likert scale ranging from very weak to
very strong.

The data collected from the questionnaires were used to construct a fuzzy cognitive map (FCM)
to identify the systemic relationships between the factors. FCM is a mathematical tool that represents and
analyzes complex systems, allowing for the inclusion of uncertainty and imprecision in the relationships
between variables. The FCM was developed through several stages, including the identification of factors,
the establishment of relationships between them, and the computation of the map using specialized
software. Finally, forward and backward scenarios were developed using the FCM to provide a systemic
view of how to improve the structure and identify which factors would improve if certain factors were
enhanced. This scenario planning approach helps in understanding the potential impact of changes in
specific factors on the overall system.
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Findings

The study identified ten key factors influencing brand switching in the sports equipment industry:
trust, competitive pricing, customer attitudes, customer satisfaction, reliability, quality, customer
relationship management, word-of-mouth advertising, knowledge management systems, and government
regulations. Among these, the quality of products and services was found to be the most crucial factor in
preventing brand switching. High-quality products and services create a positive perception among
customers, enhancing their loyalty and reducing the likelihood of switching to other brands.

Customer attitudes emerged as a significant factor with the highest centrality degree in the fuzzy
cognitive map analysis. This indicates that customer attitudes have a substantial influence on the other
factors within the system. Positive customer attitudes towards a brand can lead to increased customer
satisfaction and trust, which are essential for retaining customers. Conversely, negative attitudes can
trigger brand switching behavior, highlighting the importance of managing customer perceptions
effectively.

The analysis also revealed that customer relationship management plays a vital role in influencing
brand switching behavior. Effective communication and interaction with customers, addressing their
feedback and complaints, and providing excellent customer service are critical for maintaining customer
loyalty. Companies that invest in robust customer relationship management systems are better equipped
to understand and meet customer needs, thereby reducing the chances of brand switching.

Government regulations and knowledge management systems were identified as factors that could
indirectly influence brand switching. Government mandates that enforce international standards can
improve the overall quality of products, while effective knowledge management systems within
organizations can enhance employee capabilities and customer interactions. These improvements can lead
to higher reliability and customer satisfaction, which in turn can positively impact customer attitudes and
reduce brand switching behavior.

Discussion and Conclusion

The primary goal of this study was to identify strategies to prevent brand switching among
customers, particularly in the context of the sports equipment industry, to leverage the potential of loyal
customers amidst the return of international brands. The research identified ten factors influencing brand
switching behavior through a comprehensive literature review and expert surveys. A fuzzy cognitive map
was constructed to visualize the systemic relationships among these factors.

The FCM analysis showed that customer attitudes, quality, and customer relationship management
are crucial factors in preventing brand switching. The centrality of customer attitudes suggests that
improving this factor could have a substantial impact on reducing brand switching. The backward scenario
analysis indicated that changes should start with government regulations, which can enforce international
standards and support knowledge management systems within organizations. Enhancing knowledge
management can improve customer relationship management, ultimately leading to better product quality
and customer satisfaction, which positively affects customer attitudes towards the brand.



The forward scenario analysis suggested that improving customer attitudes can lead to enhanced
government regulations, knowledge management systems, reliability, and overall quality. These
improvements can foster customer trust and satisfaction, reducing the likelihood of brand switching.

In conclusion, focusing on the quality of products and services offered in the sports equipment
industry can be an effective strategy to reduce brand switching among customers and provide a distinct
competitive advantage for brands. Future research could explore the temporal aspects of these changes
and incorporate neural network models to predict behavioral patterns in brand switching factors.
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