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Abstract 

Today, gaining customer satisfaction regarding a 

product or service is one of the fundamental 

necessities of quality management systems and 

excellence models. It is because providing 

appropriate services and products which secures 

customer satisfaction with regards to the provided 

services and prevents customers’ switching behavior 

orientation. We should always pay attention that 

retaining the existing customers is much cheaper 

than attracting new customers, which indicates to the 

importance of companies’ efforts toward reducing 

customers’ switching behavior which in turn, 

indicates to the necessity of identifying the effective 

factors on customers’ switching behavior more than 

ever. To this end, the aim of the present study is to 

examine the effect of inability to provide services on 

customers’ switching behavior in insurance industry 

(case study: Dana Insurance) and for this purpose 

385 of the customers of Dana Insurance Company 

were selected by using simple random sampling 

method for a population with unknown numbers and 

completed the research questionnaire. Content 

validity of this questionnaire was confirmed by 

experts in this field and its reliability was also 

confirmed by Cronbach’s alpha test which is equal 

of 0.84. In the end, data collected from research 

questionnaire was analyzed by using structural 

equations modeling test in LISREL 8.8 and results 

indicated that the model used in this study has a 

desirable goodness of fit. Model’s results also 

indicated that there is a significant relationship 

between inability to provide services and customers’ 

switching behavior in Dana Insurance Company. It 

was also indicated that emotional intelligence has a 

moderating role on the effect of inability to provide 

services on customers’ switching behavior in Dana 

Insurance Company. On the other hand, emotional 

commitment has a moderating role in the effect of 

inability to provide services on customers’ switching  

Behavior in Dana Insurance Company. Results also 

indicated that personality characteristics don’t have 

any moderating role on the effect of inability to 

provide services on customers’ switching behavior 

in Dana Insurance Company.  
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1. Introduction  

Today, understanding and reacting to customers’ 

switching behavior is an inevitable aspect in efforts 

for survival in a competitive market (Jamali, 2007).  

Simultaneously with the rise of customer-oriented 

movement and emergence of new angles in 

management studies, concept of customer behavior 

and change in customer behavior received so much 

of attention in studies related to organization; 

indicating that customers’ attitudes and behaviorsare 

changes considering the quality of services and the 

way they are provided in organizations and that they 

manifest in different positive and negative forms and 

eventually might lead to customers’ loyalty or 

customers might change their behavior and 

direction. In recent studies the relationship between 

perceived service quality and customer loyalty has 

been emphasized. Due to the positive and direct 

effect customer loyalty can have on organization’s 

profitability, paying attention to these types of 

behaviors can be one of the ways of increasing 

effectiveness of organizations which is of great 

importance (Zairi, 2000).  

Insurance companies like so many other service 

centers are aware of the fact that increasing the rate 

of customer retention can haveaconsiderable effect 

on their obtained profit. Customers’ switching 

behavior in insurance companies has a sensitive role 

as one of the issues and challenges in insurance 

industry. Dana Insurance Company as one of the 

insurance companies active in the field of insurance 

in our country, yearly makes some investments 

toward absorbing and retaining its customers and 

any sort of positive expectations out of these 

investments and costs requires the identification of 

the effective factorson customer behavior more than 

ever. Considering this, it seems that identifying the 

effect of inability to provide services on customers’ 

switching behavior can provide us with useful 

information for determining organizational goals 

and behaviors. The reason that researcher in this 

study has choose this topic as research problem is 

first of all his personal interest in this topic as well 

as sensing the research society’s need to studying the 
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effect of inability to provide services on customers’ 

switching behavior due to the fact that so far no 

study has been conducted on the topic of the effect 

of inability to provide services on customers’ 

switching behavior which reveals the necessity of 

conducting a study in this field. Therefore, with 

considering the above arguments and also the 

importance of succession in providing services and 

lack of change in customers’ behavior in Dana 

Insurance Company, for gaining higher levels of 

performance and providing better services and 

preventing customers’ switching behavior and 

following that attracting more customers, we can 

claim that the concern of the researcher of this study 

is also to study the effect of inability in providing 

services on customers’ switching behavior in Dana 

Insurance company. Therefore, main research 

problem is as following:  

How does inability to provide services affect 

customers’ switching behavior in Dana Insurance 

Company?  

 

2. Research theoretical framework  

Increased competition, dynamism and complexity of 

the environment, more prominent role of the private 

sector, increased customers’ expectations and 

emergence of new innovations in service industries 

of our country, have created so many 

transformations in organizations’ attitude toward the 

topic of customer and have made them aware of the 

importance of customer and the benefits they can 

have for them. the topic of retaining and reinforcing 

customers’ loyalty and the factors affecting it for 

companies who are concerned with retaining and 

developing their competitive place in market, is seen 

as a strategic challenge and companiesspend so 

much to understand and identify these factors and 

developing a practical solution for reinforcing them 

(Ghazizadeh et al., 2005).  

Today, is the age of loyalty which includes customer 

loyalty, employees loyalty, management’s loyalty, 

loyalty to society and principles, ideals, beliefs and 

… so many studies have shown that satisfaction is 

not the end key to success and profitability. In fact, 

marketing concepts that till yesterday were 

emphasizing on it, don’t recognize it as the key 

anymore. On the contrary, today, only those 

customers who feel a sense of belong toward an 

organization are considered as profitable and long-

term capitals (Gee et al., 2008).  

With the intensification of competition in financial 

markets of insurance industry, retaining and 

attracting customers and building loyalty and 

commitment in customers have turned into a critical 

strategy. Insurance industry should built stronger 

links with customers, in order to be able to 

successfully compete in a Tense environment. So 

many studies have shown that profitability in 

companies is closely related to retaining customers 

(Garland, 2002). The more a company can retain its 

customers, the more profit and savings in costs it can 

obtain. Retaining an existing customer is five times 

cheaper than attracting a new customer through 

advertisements and marketing. Losing a customer 

can have a negative effect on market share and 

profitability of a company (Morgan, 2007). It should 

be mentioned that considering the rational and 

managerial requirements, conducting such as study 

is necessary; hence, considering the above 

argument, necessity of conducting a study with the 

topic of effect of inability to provide services on 

customers’ switching behavior in Dana Insurance 

Company is felt.  

 

2.1. Customers’ switching behavior  

Customers’ switching behavior is considered as 

customers leaving a company (Hirshman, 1970), 

which refers to the decision of a customer for fully 

abandoning to buy a certain product or fully leaving 

a certain service (Bolton & Bronkhurst, 1995). In 

other studies, Garl (1995) defines customer’s 

switching behavior as when a customer a service 

provider for another one. Kioni & Parasarti (2002) 

and Richheld (1996) suggest that customers’ 

switching behavior reduces company’s profit and 

income. In addition, additional profit is lost, 

because, investment on customers (like consultation 

and advertisement costs) aer wasted and company 

needs more money for obtaining new customers 

(Call Gate, Stewart & Kinsla, 1996). Losing 

customers can have negative effects on a ban’s 

market share and profitability (Anne New &Belinx 

Kioni,1995). Numerous studies have shown that 

when a customer switches his behaviour regarding a 

service provider, potential for higher profit is lost, 

initial investment costs on customer is wasted and 

company is faced with extra costs for gaining a 

replacement for this customer (Fornell & Winerflat, 

2004).  

Price is one of the effective factors on customers’ 

switching behavior. Philip Kotler, master of 

marketing, believes that price is an amount of money 

which is paid for a product/service. In a more 

comprehensive definition of price, it refers to an 

amount of money which is paid by consumers for the 

benefits resulting from having a product/service 

(Kotler, 1997). Price is a characteristic which should 

be submittedor scarified to obtain a certain amount 

or level of products or services. Customers, usually, 

are aware of price in their purchasing behavior 

(Beckt et al., 2000).  

Reputation is another effective factor on customers’ 

switching behavior. Reputation is described as a 

social identity which is considered as an intangible 

and importance source and can contribute 

considerably to organization’sperformance and its 

survival (Hall, 1993). Aaker (1995) and Rost (2001) 

explain that reputation is the brand name of a 

company and refers to equality of customer’s rights 

and depends on company’s creditability and 



Helix Vol. 7(5): 1839-1847 

 

1841 Copyright © 2017 Helix ISSN 2319 – 5592 (Online) 
 
 

honesty. Reputation is a valuable and unique asset 

which is difficult to copy for competitors and 

provides a sustainable competitive advantage for 

companies (Wang et al., 2003). A good reputation 

can increase customer’s loyalty, especially in 

banking industry, when quality before purchase 

cannot be evaluated accurately (Anguin Welbach, 

2001).  

The quality of services also is considered as an 

effective factor on customer’s switching behavior. 

Services are to a great extent intangible and in 

general are simultaneously produced and consumed. 

Often, the interaction between a buyer and seller 

leads to provision of products/services to customers 

(Gronros, 2000). Since, the interaction between 

customer and service provider creates opportunities 

for customers for evaluating services, therefore, 

quality of serviced can to a great extent considered 

as a general perception of customer from superiority 

/ inferiority of organization and its services (Bitz & 

Huebert, 1994).  

Effective Advertising competition also can be 

effective on customer’s switching behavior. In the 

age of intense and full competitive pressures, 

effective advertising can increase the 

communicational channels between customers and 

other institutions. Sangiz (2007) have suggested 

advertising as a series of activities which increase 

sales or spread the image of a certain service, 

company or business. He also believes that one of 

the most primary goals of advertisement is to inform 

potential customers about the features of a 

product/service. Advertisements have an important 

role in attracting customers toward a business and 

also retraining the number of customers in reclining 

periods (Dan, 1995). Rost & Zahorick(1993) have 

shown that that advertising can improve utilization 

capacity in depression periods. 

Involuntary switching behavior is effective on 

customers’ switching behavior. Kioni (1995) have 

suggested factors beyond customers’ and service 

providers’ control as involuntary switching behavior 

reasons. Customers might unintentionally change 

their behaviors as soon as leaving their home, 

changing their jobs or due to the changes in the 

branches near their house. Therefore, relocation or 

other factors which are beyond customers or service 

providers’ control can even destroy highest levels of 

satisfaction. Ganesh (2000) suggests that 

involuntary and undesirable change indicates to 

highest customer’s switching behavior.  

Appropriate distance and location is a critical 

effective factor in evaluating organization’s 

performance by a customer. Kioni (1995) suggests 

that inappropriate location of the service provider is 

a fundamental factor which might lead to customers’ 

switching behavior. Kiaser (2002) concluded that 

location is a critical subject for housewives’ choices 

which is resulted from geographical area access to 

other banks.  

Costs of customers’ switching behavior can be 

defined as actual or perceived costs which are paid 

when providers are switched; however, it doesn’t 

occur while remaining with the current provider. 

Barriers to customers’ switching behavior result 

from high level of customers’ switching behavior. 

Costs of customers’ switching behavior reduce 

customer flexibility and reduceperspective pressures 

which are caused by competitor companies for 

Emigration (Patrick Javir & Demitri Yesilanti, 

2008).  

Demographic characteristics are used for 

distinguishing customers’ behavior of one sector 

from another sector. Customers’ demographic 

characteristics are categorized as age, income, 

education, culture or nationality (Ayo et al, 2001; 

Kiostar et al., 2007). These characteristics can aid 

threshold segmentation or customer’s tolerance 

thresholds which can affect customers’ repurchase 

inclination or behavior. Customers’ demographic 

characteristics can also affect their probability of 

selection. For example, Kolems (2007) has shown 

that in New Zealand, younger customers are most 

likely to change their behavior. Gen (2006) suggests 

that that due to job impacts, most probably 

consumers make use of electronic banking channels 

(Mital & Kamakiora, 2001).  

 

2.2. Emotional intelligence 

Exports have defined emotional intelligence with 

considering its characteristics and functions as 

following:  

Daniel Goleman: Emotional intelligence is a skill 

that the person possessing it can control his 

mentality through self-awareness, can improves it 

thought self-management, can understand it thought 

empathy and can increase his spirit and that of others 

though management of relationships (Babaee & 

Momeni, 2005: 43).  

Mayer & Salovey define emotional intelligence as 

emotional skills as correct expression of emotions, 

integration of emotions with cognitive processes, 

understanding emotions and applying them in 

various situations and controlling one’s emotions 

(Lyons & Schneider, 2005: 693-694).  

Emotional intelligence according to Reuven Bar-on 

definition refers to a set of skills, capabilities and 

non-cognitive abilities which affect our general 

ability in responding to environmental needs and 

pressure effectively (Mandell & Pherwani, 2003: 

389). Therefore, emotional intelligence can be 

defined as using the emotional capabilities of you 

and that of other in personal and group behaviors for 

obtaining maximum outcomes. Emotional 

intelligence and IQ are not contrasting capabilities, 

but, it can be said that they are distinguished. All of 

us benefit from a combination and mix of 

intelligence and emotion, those how have high IQ 

and very low emotional intelligence (or with low IQ 

and high emotional intelligence) are rather rare, in 
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spite of the fact that some cases exit (Dulewicz & 

Higgs, 2000: 347).  

 

2.3. Behavioral patterns (personality) in 

organization 

Think about people you know, they seem like people 

who are always impatient, very competitive, 

peevish, and busy and have so many demands and 

want to achieve them as quickly as possible. These 

personality characteristics in people are known as 

abehavior. On the contrary, in behavioral pattern of 

B, people don’t compete much, are not so much busy 

and are rather easy going and have a more Balanced 

and a more relaxed attitude toward life. However, 

people cannot be entirely placed in type A or type B 

and rather it is assumed that they are more inclined 

toward one of these two personalities (Dorodi, 2013, 

p. 104).  

 

2.4. Ability to provide services and emotional 

commitment  

Today, competition for improving service quality is 

known as a key strategic issue for organizations in 

service sector. Organizations that have reached a 

higher level of service quality have higher level of 

customer satisfaction as preface for achieving 

sustainable competitive advantage (Guo et al., 

2008).  

 

3. Research model and hypotheses 

The aim of the present study is to examine the effect 

of inability to provide services on customers’ 

switching behavior in Dana Insurance Company. 

Research conceptual model has been adopted from 

standard model in the following base article:  

Wen-Bao Lin, (2010)," Service failure and 

consumer switching behaviours: Evidence from the 

insurance industry ", Expert Systems with 

Applications 37 (2010) 3209–3218. 

Therefore, research hypotheses are presented as 

following:  

H1: Inability to provide services is effective on 

customers’ switching behavior in Dana Insurance 

Company.  

H2: Emotional intelligence has a moderating role in 

the effect of inability to provide services on 

customers’ switching behavior in Dana Insurance 

Company.  

H3: Personality characteristics have a moderating 

role on the effect of inability to provide services on 

customers’ switching behavior of Dana insurance 

Company.  

H4: Emotional commitment has a moderating role in 

the effect of inability to provide services on 

customers’ switching behavior in Dana Insurance 

Company.  

Research method: considering the fact that 

researcher in the present study seeks to examine the 

effect of inability to provide services on customers’’ 

switching behavior in insurance industry (Dana 

insurance), therefore, a relationship is studied. 

Hence, this study is a correlation type of study. On 

the other hand, since researcher seeks to study the 

status quo without any intervention in variables, 

therefore, this study is a descriptive type of study. 

Thisstudy also is a field typeof study in terms of 

research method and it conducted by using a survey 

method, one of the most important advantages of 

which is the ability to generalize the results and 

findings.  

Statistical population and sample: statistical 

population of this study is consisted of all the 

customers of branches of Dana Insurance Company 

in Tehran and the number of which is unknown. For 

determining, minimum required sample value, 

Cochran’s formula for unlimited population was 

used and 385 persons were determined as the 

minimum necessary sample volume and for assuring 

the return of sufficient questionnaires, sample size 

was considered as 400 people in this study and since, 

research population in this study is homogenous, 

hence, for sampling, simple random sampling 

method was used and for selecting sample 

individuals in each category, we have acted 

randomly.  
 

 

Table (1): Descriptive statistics of research variables 
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6
3

.4
 

3
6

.6
 

3
5

.6
 

6
4

.4
 

1
8

.7
 

5
6

.4
 

1
9

.5
 

5
.5

 

0
.5

 1
0

.6
 

1
6

.9
 

3
7

.9
 

3
4

 

 
Data collection: data collection was performed by 

using questionnaire. 400 questionnaires were 

distributed during a time frame of 2 week and in 

person among the research sample individuals and 

were returned back. Respondents were assured 

about confidentiality and that their information 

would not be disclosed in any manner. From the 400 

distributed questionnaires, 390 of them have been 

returned and from them, 385 completed 

questionnaires were used in analysis. Return rate of 

questionnaire is 97% on average. Considering the 

culture of research in our country, it is a satisfactory 

rate.  

 

4. Data analysis and research findings  

Results of model’s goodness of fit indexes: 

considering table (2), goodness of fit indexes 

including GFI, AGFI and RMSEA indicate that 

model’s results are reliable. GFI and AGFI Indexes 

both are estimated to be more than the acceptable 

value (0.90) which indicates to model’s goodness of 

fit. On the other hand, RMSEA standard error is also 

equal to 0.061 which is smaller than the acceptable 

level (0.08). Other model’s goodness of fit indexes 

are presented n table 4-6. According to the presented 

estimations, it can be concluded that the tested 

model in research population as a rather satisfactory 

and acceptable goodness of fit. Therefore, results of 

research structural model indicate that the model 

used in this study has a satisfactory goodness of fit 

and has an accentual adequacy for studying research 

hypotheses.  

Findings related to research hypothesis 1: 

Consideringdia grams (1) and (2), p-value of the 

relationship between these two variables is equal to 

19.37 which is larger than the level considered in 

this study (1.96); therefore, null research hypothesis 

indicating that inability to provide services doesn’t 

have any effect on customers’ switching behavior in 

Dana Insurance company is rejected and the 

opposite hypothesis is confirmed and therefore, we 

can say that inability to provide services is effective 

(P<0.05) on customers’ switching behavior in Dana 

Insurance company. Result of model in standard 

mode indicated that there is a significant relationship 

between inability to provide services and customers’ 

switching behavior in Dana Insurance Company. 

These findings are consisted with Erfane Gharavi 

(2012), Long (2001), Gerrard & Cunningham 

(2004), Makias Lopez et al. (2006)and Dongmi 

Zang(2009).  

 

Findings related to research hypothesis 2: 

Considering diagrams (1) and (2), p-value of this 

variable is 6.79 which is larger than the acceptable 

level of 1.96 in this study; therefore, null research 

hypothesis indicating that emotional intelligence 

doesn’t have a moderating role in the relationship 

between inability to provide services and customers’ 

switching behavior is rejected and the opposite 

hypothesis is confirmed and it can be said that 

emotional intelligence has a moderating role 

(P<0.05) in the effect of inability to provide services 

on customers’ switching behavior in Dahan 

Insurance company. Results of modelin standard 

mode indicated that emotional intelligence has a 

moderating role in the relationship between inability 

to provide services and customers’ switching 

behavior in Dana Insurance Company and this 

finding is consistent with Reza Asgari Robati 

(2012), Mark Call Gate & Rachel Hedge (2001), 

Michael D. Clemes (2007) andMaria Murray & 

Jeorge Ivanav (2008).  

 

Findings related to research hypothesis 3: 

Considering diagrams (1) and (2), p-value of this 

variable is 1.30 which is smaller than the considered 

value of 1.96 in this study, therefore, null research 

hypothesis indicating that personality characteristics 

doesn’t have any moderating role in the relationship 

between inability to provide services and customers’ 

switching behavior is rejected and we can say that 

personality characteristics don’t have a moderating 

role (p<0.05) on the effect of inability to provide 

services on customers’ switching behavior in Dana 

Insurance company. Model’s results in standard 

mode of research indicated that personality 

characteristics don’t have a moderating role on the 

relationship between inability to provide services 

and customers’ switching behavior in Dana 

Insurance Company. These findings are consistent 

with Maria Murray & Jeorge Ivanav (2008).  

Findings related to research hypothesis 4: 

Considering diagrams (1) and (2), p-value of this 

variable is 14.74 which is larger than the considered 

value of 1.96 in this study, therefore, null research 

hypothesis indicating that emotional commitment 

doesn’t have any moderating role in the relationship 

between inability to provide services and customers’ 

switching behavior is rejected and the opposite 

hypothesis is confirmed and we can say that 

emotional commitment hasa moderating role 

(p<0.05) in the effect of inability to provide services 

on customers’ switching behavior in Dana Insurance 

Company. Model’s results in standard mode 

indicated that emotional commitment has a 

moderating role in the relationship between inability 

to provide series and customers’ switching behavior 

in Dana Insurance Company. These findings are 

consistent with Suzanne M. Kioni(1995) and Kate 

Stewart(1998).  



Helix Vol. 7(5): 1839-1847 

 

1844 Copyright © 2017 Helix ISSN 2319 – 5592 (Online) 
 
 

Finally, results obtained from research hypothesis 

analysis are present in table (3).  

 

 

 

 

 

 

 

Table (2) – Statistics related to model’s goodness of fit 

Fit result 
Research 

values  

Ideal 

values  

Acceptable 

values 
Fit indexes  

Good fit  2.84 2 3 

Chi-square divided 

on the degree of 

freedom 

𝒳
2
/df 

Perfect fit  0.061 0.08 0.1 

Root Mean Squared 

Error of 

Approximation 

Root Mean Squared 

Error of Approximation 

(RMSEA) 

Good fit  0.94 0.95 0.9 Normed Fit Index 
Normed Fit Index 

(NFI) 

Good fit  0.90 0.95 0.9 
Non-Normed Fit 

Index 

Non-Normed Fit Index 

(NNFI) 

Good fit  0.93 0.95 0.9 
Comparative Fit 

Index 

Comparative Fit Index 

(CFI) 

Good fit  0.92 0.95 0.9 Incremental Fit Index 
Incremental Fit Index 

(IFI) 

Good fit  0.92 0.95 0.9 
Goodness of Fit 

Index 

Goodness of Fit Index 

(GFI) 

Perfect fit  0.91 0.9 0.8 
Adjusted Goodness 

of Fit Index 

Adjusted Goodness of 

Fit Index (AGFI) 

Perfect fit  0.017 0.05 0.08 
Root Mean Square 

Residual 

Root Mean Square 

Residual (RMR) 

Good fit  0.062 0.05 0.08 

Standardized Root 

Mean Square 

Residual 

Standardized Root 

Mean Square Residual 

(SRMR) 

 

Table (3) – Summary of research results 

Item  Hypothesis  Confirmed  Rejected  

1 Inability to provide services is effective on customers’ switching behavior 

in Dana Insurance Company. 

*  

2 Emotional intelligence has a moderating role on the inability to provide 

services on customers’ switching behavior in Dana Insurance Company. 

*  

3 Personality characteristics have a moderating role on the inability to 

provide services on customers’ switching behavior in Dana Insurance 

Company. 

 * 

4 Emotional commitment has a moderating role on the inability to provide 

services on customers’ switching behavior in Dana Insurance Company. 

*  
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Diagram (1) – Research model in standard mode

 
 

 

 
Diagram (2) – Research model in significant mode 

 

 

5. Conclusion and recommendations  

Based on the results of research hypothesis analysis, 

it is concluded that in Dana Insurance Company in 

Tehran, inability to provide services in effective on 

insurance customers’ switching behavior. 

Considering research hypothesis 1, “inability to 

provide services is effective on customers’ 

switching behavior in Dana Insurance Company.” 

Hence, it can be concluded that inability to provide 

services has a positive and significant effect on 

customers’ switching behavior in Dana Insurance 

Company and therefore, research hypothesis 1 is 

confirmed. Considering research hypothesis 2, 

“emotional intelligence has a moderating role in the 

effect of inability to provide services on customers’ 

switching behavior in Dana Insurance Company”. 

Hence, it can be concluded that emotional 

intelligence as a moderating variable in the effect of 

inability to provide services on customers’ switching 

behavior in Dana Insurance Company has a positive 

and significanteffect; therefore, research hypothesis 

2 is confirmed. Considering research hypothesis 3, 

“personality characteristics don’t have a moderating 

role in the effect of inability to provide services on 

customers’ switching behavior in Dana Insurance 

Company.” Hence, it can be concluded that 

personality characteristics as a moderating role in 

the effect of inability to provide services on 

customers’ switching behavior in Dana Insurance 

Company has a negative effect. Therefore, research 

hypothesis 3 is rejected. Considering research 

hypothesis 4, “emotional commitment has a 

moderating effect in the effect of inability to provide 

services on customers’ switching behavior in Dana 

Insurance Company.” Hence, it can be concluded 

that emotional commitment as a moderating role in 

the effect of inability to provide services on 

customers’ switching behavior in Dana Insurance 

Company hasa positive and significant effect. 

Therefore, research hypothesis 4 is confirmed.  
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Finally, considering the findings of the present 

study, the following recommendations can be made:  

 Results of the present study indicated that inability 

to provide services is effective on customers’ 

switching behavior in Dana Insurance Company; 

therefore, Dana Insurance Company is 

recommended to reduce the number of exceptions 

toinsurance liabilities and offer the insurance cover 

needed by the customer. This company is 

recommended to codify organizational values 

toward increasing service quality and customer-

oriented culture and supervise, control and evaluate 

departments’performanceaccording to company’s 

policies and goals.  

 Findings of the present study indicated the 

emotional intelligence has a moderating role in the 

effect of inability to provide services on customers’ 

switching behavior in Dana Insurance Company, 

therefore, this company is recommend that 

employees in service unit to adopt appropriate 

behavior toward customersand to respond customers 

quickly and also try to provide honest and accurate 

descriptions about the content of policies to 

customers and try to inform all customers about the 

services provided by this company.  

 Findings of the present study indicated that 

emotional commitment has a moderating role in the 

effect of inability to provide services on customers’ 

switching behavior in Dana Insurance Company; 

therefore, this company is recommended to make 

use of customers’ practical opinions and 

recommendations for providing appropriate 

responses to customers’ needs. Also, employees in 

insurance services department are recommended to 

try to respond to customers’ feedback on time and 

effectively. This company should provide the 

necessary trainings to employees for listening to 

customers and promoting customer-oriented culture.  
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