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Abstract: One of the new issues that marketers are facing is the effect of self-congruity on switching intention. 

The purpose of this study is to review the relationship among four dimensions of self-congruity (actual, ideal, 

social and ideal social congruity) and switching intention. This study only aims to review the former researches 

in examining the relationship among four dimensions of self-congruity and switching intention. The study has 

some recommendations and directions for the future studies. There are different variables such as geographical 

and psychological moderators that can moderate the relationship between self-congruity dimensions and 

switching intention. In the future, the researchers aim to collect the data by using survey questionnaires. The 

data will then be analyzed using statistical package for social science (SPSS). Pearson correlation coefficient, 

multiple and hierarchical regressions will be used in testing possible hypotheses. 
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I. Introduction 
Two types of congruity were identified in previous studies: (i) self-congruity, which is highly related to 

knowledge of the congruity, and (ii) functional congruity, which is highly related to self-expressive features of 

the congruity (Hung and Petrick, 2011). 

Kressmann et al. (2006) noted that in marketing context, self-congruity is known as the existed match 

among self-concept of the customers and perceived product image. Self-congruity hypotheses were examined in 

early investigation but the current studies try to employ more complicated self-congruity measures and to test 

them according to the impact of different elements like ownership, conspicuousness and the self-consciousness 

(Ross, 1971). 

During the past few years, there was more understanding of significance for retain of the current 

consumers (Lewis, 2000). It was verified that the long term economic success of the firm is related positively to 

the repeat patronage because it causes lower marketing expenses, more sales and also more profitability for 

them (Lindgreen and Davis, 2000). Every industry with competitive nature does different attempts to get the 

repeat business. Decreasing the customer switching is currently as one of the important challenges for all 

industries, providing certain competitive advantages for them (Aad et al., 2008). 

While the role of switching intention is quite apparent in marketing and consumer behaviors, rare 

studies in recent years have examined the relationship between self-congruity and switching intention (Han and 

Hyun, 2012). One of the contributions of this study, which makes it different from previous works, is that it 

reviews the relationship between all four dimensions of self-congruity (actual, ideal, social and ideal social self-

congruity) with switching intention while the previous studies only focused on the effect of only two dimensions 

of self-congruity on switching intention. 

This study aims to answer the question on whether there is a negative significant relationship between 

four dimensions of self-congruity (actual, ideal, social and ideal social self-congruity) and switching intention. 

In addition, the study’s objective is to review the relationship between four dimensions of self-congruity (actual, 

ideal, social and ideal social self-congruity) and switching intention.  

From academic perspective, this study can broad the literature in the effect of self-congruity on 

switching intention and contributes to a growing body of research that examines the effect of self-image theory 

on switching intention. Furthermore, this study extends the body of knowledge of image congruity. 

In overall, this work makes a new perspective in self-congruity theory for future studies by reviewing the 

relationship between four dimensions of self-congruity (actual, ideal, social and ideal social self-congruity) and 

switching intention.  

 

II. Literature Review 
This section consists of literatures, which are centered on the study variables, in order to develop a 

conceptual framework. In this study, the relevant literature was totally reviewed. This section consists of two 

main topics together with the subtopics as well. The main topics are as follows: switching intention, self-

congruity, and conceptual framework. Self-congruity has been divided into four subtopics including: (1) actual 
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self-congruity (2) ideal self-congruity (3) social self-congruity (4) ideal social self-congruity. In this section, the 

relationship between self-congruity dimensions and switching intention is explained. 

 

Switching Intention 

Shen et al. (2006) explained switching intention as the fact that consumers prefer a service or product to the 

other one. Based on Jindal and Liu (2006), the customer switching is the destructive and active response for the 

dissatisfaction shown by the relationship break with a certain object. In addition, Ranaweera and Prabhu (2003) 

explained the customer switching as a decision for stopping the purchase of a certain service of a firm. Also, 

according to a research on consumer defection within banking industry, Worm et al. (2006) defined the 

defection or switch as the relationship ending between service provider and the customer.  

 

Self-congruity 

Self-congruity is the extension of mismatch or match among the individuals’ perceptions of the brand and 

product (Sirgy, 1982). There are existed various definitions related to self-congruity. Holman (1980) noted that 

the self-image is the way individuals like to be seen. Jamal and Goode (2001) mentioned that same as 

individuals, all the products have their own personality images that are defined by price, physical aspects and 

advertisements. The product evaluation of the consumers is done by matching of the product image in opposite 

to her/his self-image and so the self-image congruity judgment will be developed (Johar and Sirgy, 1991). These 

days, the consumers more tend to buy specific products due to the symbolized meaning for them from those 

products. When customers enjoy a product, it means that they appreciate the product and so they are motivated 

about how they feel about themselves. 

 

Actual Self-congruity 

The impact of actual self-congruity on the customer behavior was recorded by many researches done in 

environment of retail stores and consumer goods. Within the consumer goods context, many studies tried to 

show the existed relationship between actual self-image and a product user image, provided a proper ownership 

or product (Sirgy et al., 1997). Within retailing, investigations from Dornoff and Tatham (1972), Babin and 

Attaway (2000), and Sirgy (1982) showed that there is a relationship between actual self-image and retail 

pattern image provided for a chosen store. 

 

Ideal Self-congruity 

The ideal self-congruity is the extent of match between retail pattern image and the ideal self-image of 

customer. The ideal self-image is a certain part of private self. An individual might see him/herself as timid and 

have little confidence but they still may not prefer the self-perception. They might want to be sensitive but at the 

same time self-assured. Like you might consider, always there is a discrepancy between ideal and actual ideal 

self.  Ideal self-motivates attitude is related to the self-esteem need (Sirgy et al., 2000). Individuals have the 

ideal images for their own and understand the images by retail outlets and patronize stores which are related to 

them and might enhance their own self-esteem.  

 

Social Self-congruity 

The congruity of social self is the extent of existed match between a retail patron image and customer social 

self-image. The social self-image might be inconsistent or consistent with ideal and actual self. The social self-

image is a part of public self and not private self. The social self-image affects the behavior related to social 

consistency motive (Sirgy et al., 2000). Individuals will be motivated to keep the image other people have for 

them. So they do not feel comfortable if they function in ways that are not consistent with how they think other 

will see them. For instance, an individual might feel uncomfortable to visit a video store that rents some X-rated 

movies. The reason is they are scared to be seen by the people who know them. They think others will see them 

as a person quite reserved and not a sexual type individual. 

 

Ideal Social Self-congruity 

The ideal social self-congruity is the extent of the existed match between ideal social self-image of the 

customer and the retail patron image. Ideal social self-image like social self-image is a part of public self as 

well. Upscale clothing boutique’s patrons might need to be observed by other people as classy. Therefore, their 

ideal social self-image is like this. Ideal social self-image can affect the individual’s behavior by the motive of 

social approval (Johar and Sirgy, 1991). 

 

Relationship between Actual Self-congruity and Switching Intention 

Many experts in marketing and hospitality tried to study the important role of the self-congruity in defining 

the post purchase behavior of the customers (Back et al., 2005). Beginning in 1950s, the self-congruity theory 
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was applied inside marketing area. Gardner and Levy (1955) studied the self-congruity theory related to 

customer behavior. They reviewed the impacts of brand meaning related to customers and showed that product’s 

human aspects will respond highly to the psychological needs of consumers. Therefore, the first hypothesis is as 

follows: 

H1: There is a negative significant relationship between actual self-congruity and switching intention. 

 

Relationship between Ideal Self-congruity and Switching Intention 

The impact of ideal self-congruity on the customer behavior was recorded by many studies conducted in the 

field of retail stores and consumer goods. Related to consumer goods, many investigations could show the 

availability of the relationship between ideal self-image and product user image, provided a suitable ownership 

or product (Malhotra, 1988). Related to retail evidence for the existed relationship it was developed by Sirgy 

(1980) and, Sirgy and Samli (1985). The second hypothesis is: 

H2: There is a negative significant relationship between ideal self-congruity and switching intention. 

 

Relationship between Social Self-congruity and Switching Intention 

The impact of social self-congruity on the customer behavior was recorded in many investigations developed 

in the field of retail stores and consumer products. Related to consumer products, many investigations have 

shown availability of relationship between the social self-image and the product user, developing a suitable 

ownership or product (Sirgy, 1982). In retailing, Sirgy and Samli (1985) and Sirgy et al. (1991), developed 

some proofs to show the impacts of socials self-congruity related to retail patronage. So, the third hypothesis 

would be: 

H3: There is a negative significant relationship between social self-congruity and switching intention. 

 

Relationship between Ideal Social Self-congruity and Switching Intention 

The impact of ideal social self-congruity on customer behavior was recorded in many investigations 

conducted about the retail stores and consumer goods. Related to consumer products, many investigations 

shown that there is a relationship between the ideal social self-image and product user image which provides a 

proper ownership or product (Sirgy, 1982). Sirgy and Samli (1985) and Sirgy et al. (1991), have revealed 

impacts of ideal social self-congruity on retail patronage. Based on these studies, the fourth hypothesis is: 

H4: There is a negative significant relationship between ideal social self-congruity and switching intention. 

 

Conceptual Framework 

The conceptual framework shown in Figure 1 illustrates the relationships among study variables based on 

the previous researches that were discussed in the literature review. The framework reviews the links among 

self-congruity dimensions (actual, ideal, social and ideal social congruity) and switching intention.  

   

 

 

 

      Self-congruity Dimensions                    Figure 1: Conceptual Framework 

This section briefly discussed the relevant literature pertaining to the study variables and designed the 

formulation of the research structure. Five variables namely switching intention, actual self-congruity, ideal self-

congruity, social self-congruity and ideal social self-congruity were clarified in this section.  

 

III. Methodology 
Choosing the correct methodology process for searching the information on literature review is an 

important aspect in the study. It helps to understand, widen or  enhance  the  knowledge  related  the  subject  

matters  discussed  in  this study.  The correct design of methodology used not only to carry the project study 

process smoothly and effectively but also to obtain and achieve its objectives. 

Switching intention 

Actual self-congruity 

Ideal self-congruity 

Social self-congruity 

Ideal Social self-congruity 
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The main purpose of this study is to review the relationship between self-congruity dimensions (actual, ideal, 

social and ideal social congruity) and switching intention. In this section, methodology, which has been used to 

conduct this research, is explained comprehensively.  

 

Research Design 

According to Boyer et al. (2005), a research design is the detailed blueprint that acts as guidance in a 

research study towards its objectives. The present study will follow positivist paradigm and then utilize 

quantitative method. According to Maiyaki  and Mokhtar (2010), a  descriptive research is a research that  

examines the characteristics of a  sample of  population of people who have influences on the background of the 

problems. The present study also will follow the suit. This study plans to adopt survey approach for collecting 

the data in the future. The  researcher will use quantitative  method  in  designing  questionnaires, sampling and 

also to translate numerical  data  from questionnaires into significant narrative information as suggested by 

Pasternack et al. (2008). 

 

Variables and Measures 

The research framework consists of five variables among which four are independent variables and one 

dependent variable. Independent variables consist of actual self-congruity, ideal self-congruity, social self-

congruity and ideal social self-congruity. Dependent variable is switching intention. In the following lines, each 

variable measurement is explained comprehensively.  

 

Dependent Variable 

Switching Intention 

Items for measuring switching intention will be adapted from Chih et al. (2012). The scale is consisted of 

four items. Seven point likert scale will be used which measured from 1 = “strongly disagree” to 7 = “strongly 

agree”. Table 3.1 shows items for measuring the switching intention variable.  

 

Table 3.1: Measurement items of switching intention 
Switching Intention 

Definition: Switching intention refers to propensity to terminate the primary supplier (buyer–seller) 

relationship. 

Source 

No Items 

1. In the near future, I intend to intensify my efforts to find a better hotel.  
Chih et al. 

(2012) 
2. In the last year, I have considered seriously switch to other hotels. 

3. I have decided to stay less in this hotel in the future. 

4 I think other hotels can offer better service. 

 

Independent Variable 

Self-congruity Dimensions 

In this research, key measurements of constructs are borrowed from the past studies. It will try to employ 

one of the two main approaches for measuring the self-congruity (Sirgy et al., 1997). First approach will employ 

a formula of gap scoring in order to compete with the self-concept and perceived image of product measurement 

(Johar and Sirgy, 1991). Next approach will capture directly the self-congruence measures. It tries to be highly 

valid and also predictive for evaluating the consumer behavior (Kressmann et al., 2006). This research will use 

the second approach for measuring the ideal, actual, ideal social and social self-congruity. The self-congruity 

will be assessed by using scenario direction and twelve statements of self-congruence. The mentioned variables 

use a seven point rating scale which ranges from 1 = “strongly disagree” to 7 = “strongly agree”. Future 

participants will all be instructed for responding the statements of self-congruent. 

Items for measuring actual and ideal self-congruity will be adapted from Sirgy and Su (2000). For measuring 

social and ideal social self-congruity items will be adapted from Han and Hyun (2012). Table 3.2 shows the 

items for dimensions of self-congruity. 

 

Table 3.2: Measurement items of self-congruity dimensions  
Actual Self-congruity 

Definition: Actual self-congruity refers to how people see themselves. 

No Item Source 

1. The image of the typical customer of this hotel is similar to how I am.  
Sirgy and Su 

(2000) 2. The image of the typical customer of this hotel is similar to how I see myself. 

3. The image of the typical customer of this hotel is similar to how others believe that I 
am. 
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4. The image of the typical customer of this hotel is similar to how others see me. 

 Ideal Self-congruity 
Definition: Ideal self-congruity refers to how people would like to see themselves. 

 
Sirgy and Su 

(2000) 5. “The image of the typical customer of this hotel is similar to how I would like to be”. 

6. “The image of the typical customer of this hotel is similar to how I would like to see 
myself.” 

7. “The image of the typical customer of this hotel is similar to how I would like others to 

see me.” 

8. “The image of the typical customer of this hotel is similar to how I ideally like to be 
seen by others.” 

 Social Self-congruity 

Definition: Social self-congruity refers to how people think others see themselves. 

Han and Hyun 

(2012) 

9. The image of the typical customer of this hotel is similar to how I am. 

 Ideal Social Self-congruity 

Definition: Ideal social self-congruity refers to how people would like others to see 

themselves. 

 

Han and Hyun 

(2012) 

10. “The typical customer at this restaurant has personality characteristics similar to mine 

as perceived by others.” 

11. “The typical customer at this restaurant has an image similar to how I would like other 

people to see me.” 

12. “The typical customer at this restaurant is very much the kind of person I would like 

other people see me as.” 

 

Questionnaire Design 

The questionnaire will be consisted of two sections and each section will measure respondents’ ideas and 

perceptions towards each variable studied. Section A, will consist of twelve questions for measuring 

respondents’ opinions toward self-congruity dimension (actual self-congruity, ideal self-congruity, social self-

congruity and ideal social self-congruity). This section will consist of four questions for actual self-congruity, 

four questions for ideal self-congruity, one question for social self-congruity and three questions for ideal social 

self-congruity. Section B will consist of six questions to discover the respondents’ opinions toward switching 

intention. Both sections will use a seven point Likert scales from strongly disagree to strongly agree.  

 

Future Work 

This study reviews the relationship between four dimensions of self-congruity (actual, ideal, social and ideal 

social self-congruity) and switching intention. This study has some recommendations and directions for the 

future studies. There are different variables such as geographical and psychological moderators that can 

moderate the relationship between self-congruity dimensions and switching intention. Future studies are advised 

to use switching cost and customer involvement variables as moderators in their theoretical model. This study 

also measures self-congruity dimensions directly, using the global measurement method developed by Sirgy et 

al. (1997). However, there has been a considerable debate over whether to use the direct score formula or gap 

score formula in measuring self-congruity dimensions. Future research could measure self-congruity by using 

the gap score formula or could employ both the direct score and gap score formulas and compare the upcoming 

results. 
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