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Abstract

Due to the impact of COVID-19 in 2019, the global hotel industry has been severely impacted by the
disconnection of the tourism industry. However, even with the impact of the epidemic, the Japanese
hotel industry 5 investment in Taiwan has not stopped. What are the factors that drive the Japanese
hotel industry to defy the threat of the epidemic and choose Taiwan as its destination for foreign direct
investment? This is the research goal of this article. This article intends to adopt Push-Pull-Mooring
(PPM)migration theory to construct the possible factors of why the Japanese hotel industry chooses
Taiwan as its foreign direct investment destination. These factors consist of three effects to describe
Japan Okura hotel 5 migration. First, the push effect refers to factors that induce people to leave their
place of origin. Second, the pull effect refers to factors that attract people to a destination. Third, the
mooring effect refers to intervention variables for push and pull effects that facilitate or inhibit the
determination of movement. The finding is that push and pull factors still play an active role in
promoting Okura Hotel & investment in Taiwan, even if the influence of some factors is slightly reduced
due to the shift in international conditions. With the development of globalization and high technology,
mooring factors are no longer the reason that hinders Japanese Okuras investment in Taiwan.
Combined with push and pull factors, PPM migration model can fully explain why the Japanese hotel
industry chooses to conduct foreign direct investment in Taiwan, even if it is affected by COVID-19.

It5 just that COVID-19 has not stopped so far, and the unstable situation on both sides of the strait may
impact the original PPM model and affect the results of the analysis. It is worth further observation
and research by subsequent researchers.
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1. Introduction

1.1 Research Motivation

The Japanese Tourism White Book (2015) pointed out that the number of tourists visiting Japan
reached 10.36 million in 2013, ranking 27 in the world in the ranking of foreign tourists accepted
survey, and 8 in Asia. As the Japanese government will sign letters of intent for tourism with other
countries and the relaxation of related tourism rules, it is expected that more tourists will be brought to
Japan. Therefore, European and American hotels, which mainly target Asian tourists to Japan, are also
accelerating their investment in the Japanese domestic market.

At the same time, however, the Japanese’s income has declined due to factors such as the increase in
the consumption tax rate and the increase in import prices, which has affected the willingness of
accommodation and tourism in Japan. The round-trip travel on the same day just replaced it (Table 1)
Therefore, as the domestic tourism market in Japan is shrinking and the competition for
accommodation for foreign tourists is becoming increasingly fierce, how to obtain economies of scale
and scope through foreign investments has become a major issue in the hotel industry that is closely
related to the tourism industry.

Therefore, this study will first briefly review the foreign investment process of the Japanese hotel
industry, and then sort out the current status of Japanese hotel industry’s investment in Taiwan. Taking
the Okura Hotel, a representative Japanese hotel with great potential for internationalization, as an
example, we use the push, pull, and mooring theory (PPM) commonly used in international investment

by companies to analyze the main reasons why Okura Hotel invests in Taiwan.

Table 1. The Annual Number of People in Japan’s Domestic Accommodation Travel and

Domestic Same-day Round-trip Travel Unit: 10,000

Year 2010 | 2011 | 2012 | 2013 | 2014 | 2015 | 2016 | 2017 | 2018 | 2019 | 2020 | 2021/1~6

Donesti ¢ acconmodati on travel 31,753] 31,356| 31,555 32,042 30,771 31,299] 32,566 32 333] 29,105] 31,162] 5030 5 705

The sare-day round-trip travel 31,406] 29,896| 29,720{ 31,053 30,499 29,173| 31,542 32, 419] 27,073 27,548] 3,199 5 632

Source: Compiled from the annual editions of the “Survey on Travel and Tourism Consumption

Trends” by the Japan Tourism Agency

1.2 The Process of Foreign Investment in Japanese Hotel Industry

The wave of hotel construction brought about by the Tokyo Olympics in 1964 can be said to be the
starting point of the Japanese hotel industry’s official overseas Yoshihiko lijima (2001) divided the
stages of the internationalization of the Japanese hotel industry into the dawn period and the
development period.

According to Yoshihiko lijima’s classification of the internationalization stages of the Japanese hotel
industry, the early 1970s to the late 1980s were the dawn of the internationalization of the Japanese

hotel industry. In fact, after the Japanese government relaxed restrictions on Japanese foreign travel in
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1964, a wave of foreign travel by the Japanese emerged. In order to serve the Japanese who travel
overseas, Japanese hoteliers have successively invested overseas. The Tourism White Paper (1977)
pointed out that in 1975, the Asian region accounted for 52% of the number of Japanese tourists
traveling overseas, followed by the North American region with 33%. 97% of tourists who travel to
North America are concentrated in the United States, and 47% of those who travel to the United States
are the largest in Hawaii.

During this period, there was a boom in hotel construction in Japan due to the Tokyo Olympics and the
World Expo. In other words, it can be said that the internationalization of the Japanese hotel industry is
expanding at the same time as the Japanese domestic market is booming. After entering the period of
development after the 1980s, Oceania, where there were no hotels in the dawn period, also began to
have Japanese hoteliers settled in this area because of the beginning of the Japanese gradually coming
to the area for sightseeing.

Further observation reveals that whether in the dawn period or in the development period, the business
model of Japanese hotels is direct management; this is quite different from European and American
chain hotels which are mainly indirect management, and it can be said to be a major feature of the
Japanese hotel industry.

1.3 Okura Hotel 5 Investment in Taiwan

The Okura Hotel was founded by Okura Kishichiro in 1962, and is known as one of the “Sanya” in the
Japanese hotel industry. In 1966, four years after its establishment, Okura Hotel was invited by the
Indonesian government to start operating two hotels in Indonesia. Since then, they have been stationed
in countries or regions with a large number of Japanese tourists traveling overseas, and the business
model is mainly based on the direct management. However, since the mid-1990s, due to the collapse of
Japan’s bubble economy;, it has had to suspend foreign investments. It was not until 2002 that Okura
began to actively invest abroad, and Taiwan became an important base for its return to Asia. Okura
Hotel in Taiwan has officially opened its doors in 2012. Its business model adopts a joint venture with
local Taiwanese operators, and then Okura has full power to operate it. The following will analyze the
main factors of Okura’s investment in Taiwan based on PPM model commonly used in businesses

foreign investment.

2. Literature

In fact, though PPM migration model has been widely used in many fields, it is not just limited to
immigration theory. For example, Sarah Udall and Thomas A. Robins (2021) think that PPM is only
one of the theories of Nicaragua migrants immigrating to Coata Rica. Robert Stojannov et al. (2016)
found migration is used and will be used for climate change adaptation Bangladesh, but migration is
not solely for climate change adaptation, instead interweaving with all over factors influencing
migration — related decisions. In other words , the migration of people in not limited to the migration

residence. The marketing field also borrows the population migration theory to further explore the
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switching behavior of customers; educationalists also discuss migration of learning through migration
theory (Choung-Ho Su, 2018). Jawad Abbas et al. (2021) explored the factors affecting students in the
selection of the country (Germany and United Kingdom) to continue their higher education through
ppm, based on the internationalization of higher education in the current global competitive education
market. Hong Xu et al. (2021) adopted ppm theory to investigate the influence factors of users
switching behavior between different platforms to retain users and enhance the competitiveness of
enterprises. Johnathan P. Ehsani et al. (2017) related “push” and “pull” factors to drivers’ license timing
because an increasing number of countries are requiring an extended learner permit prior to
independent driving. Based on advanced information technologies merging as a leader in the fintech
industry, Coelho Yoon and Dongsup Lim (2021) explored the factors that influence customers’
intention to switch to internet-only banking services from transitional internet banking services, based
on ppm model. Furthermore, ppm are often used to identify the antecedents affecting user’ switching
intention from internet payment to mobile payment or proximity mobile payment (PMP) services
(His-Pen Lu & Yu-Shan Wang, 2020; Liu Fan et al., 2020; Hong-Lei Mu & Young-Can Lee, 2021).
Due to the rapid changes in new technologies and innovation, ppm was also adopted to prove why
individuals switch from traditional to augmented / virtual reality (AR/VR) content services (Sanghyun
Kim et al., 2020) or continued participation of crowd workers has become essential issues affecting the
growth of the crowd logistics platform (Liuan Huang et al., 2020). When the “green “concept has been
gradually accepted by the public, and thereby strongly promoting “green” business forms and social
innovation, ppm becomes a persuasive psychological model (Qing Ye et al., 2020). Ram N. Acharya
and Jay Lillywhite (2021) examined the role of push and pull factors in determining consumer trip
satisfaction and loyalty to agricultural fairs, and Zixin Dou et al. (2021) analyze the development trend
of the manufacturing industry of Guangdong — Hong Kong — Macao Greater Bay Area on the base of
ppm theory. Specifically, Kuo-Feng Wu et al. (2021) used ppm theory to explain long-term care
efficiency in each city in Taiwan when the government was facing the country’s aging population and
low birth rate. Under the impact of COVID-19, because the telelearning education is increasingly
urgent to solve the contradiction between medical students’ physical isolation and the need for on-site
clinical teaching, PPM theory is integrated into a comprehensive model to analyze the factors

influencing the choice of distance education by medical students (Xin Lin et al., 2021).

3. PPM Model

3.1 Push Factors

3.1.1 Rising Operation Costs and Shrinking Market Scales

President Okura Ogita said that in Japan, Okura’s land acquisition costs and construction costs account
for a high proportion of revenue. Affected by the declining birth rate and aging population, the number
of Japanese tourists traveling in the country is expected to continue to decrease, which will further

increase the personnel costs in Japan. When companies are deploying overseas, they must ensure that
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they can obtain cheap labor to reduce personnel costs. At this point, Taiwan has this advantage, which
in turn is able to attract Japanese companies.

In addition, Ogita also pointed out that although the number of foreign tourists visiting Japan has
increased, only 30% of foreign tourists will use Japanese local hotels, and the rate is still not high
enough. Therefore, it is imperative for Okura to ensure income through the expansion of overseas
business.

3.1.2 Exchange Rate Changes

Changes in exchange rates have a great impact on companies’ foreign investments. Compared with the
currencies of the host countries, the appreciation of the yen will make the yen look favorable and have
a positive impact on Japanese companies. Nakamura and Oyama (1998) also pointed out that Japanese
companies that make foreign direct investment in Asian countries are more sensitive to exchange rate
changes. Therefore, taking advantage of the opportunity of the yen’s appreciation, Okura’s
leap-forward deployment in Taiwan or even Asia has become a very reasonable behavior.

3.1.3 Encouragement from the Japanese Government and the Willing of Okura

It can be seen from Table 2 that the amount and ratio of purchases from Japan by Japanese wholesalers
who make foreign direct investment is increasing. Table 5,6 shows that Japanese non-manufacturers
who have made foreign direct investment have increased their employment in Japan, and the rate of
increase in domestic employment is higher than that of Japanese non-manufacturers who have not
made foreign direct investment. Therefore, the Japanese government hopes to encourage foreign
investment in the tourism industry that is more conservative in internationalization, and through its
spillover effect on Japan’s domestic economy, alleviate the negative impacts of economic activation
and employment opportunities on Japan due to the declining birthrate and aging population. Okura’s
external layout can be said to respond to the expectations of the Japanese government.

Okura was also forced to temporarily suspend its internationalization due to the collapse of the bubble
economy. It was not until 2002 that it restarted. The initial goal was to become a medium-scale
international hotel chain, rather than a super-large international hotel chain in Europe and the United
States. In order to build a global network, it is the important strategy to reduce investment risks and

prioritize investment in Taiwan, which is located in the nearest Asian and pro-Japanese.

Table 2. Amount and Ratio of Purchases from Japan by Overseas Subsidiaries of the Japanese

Wholesale Industry (million yen; %)

Year Import amounts Ratio of purchases
2004 21,519,477 34.4
2005 23,901,445 34.6
2006 29,605,208 36.6
2007 35,330,305 40.0
37
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2008 32,538,415 42.8
2009 23,840,652 44.1
2010 25,857,229 43.9
2011 23,505,185 41.9
2012 27,959,093 45.6
2013 28,609,687 39.3
2014 32,924,958 40.3
2015 32,740,844 40.0
2016 33,445,248 42.1
2017 37,185,572 44.2
2018 30,891,308 45.3
2019 28,370,429 46.0

Source: Compiled from the annual editions of the “Basic Survey of Overseas Business Activities” by

the Ministry of Economy, Trade and Industry of Japan.

3.2 Pull Factors

3.2.1 Growth Potential and Geography of Emerging Countries

As far as the Japanese hotel industry is concerned, Asia is mostly a market with a large population,
rising per capita income, and the most potential for development (Table 3). Secondly, in terms of
geography, Asian countries are not far away from Japan. Therefore, Asia has always been the region
where Okura hopes to build a hotel network. Taiwan, which has the above two characteristics and is in
an Asian hub position, has been designated by Okura as a key region in Asia. Since the resumption of
overseas investment in 2002, Okura has actively conceived the layout as an important outpost for to

return to Asia.

Table 3. Changes in Taiwan Daily Salary (Unit: USD)

Year Taiwan Japan
2004 1277 2788
2005 1342 2740
2006 1337 2595
2007 1352 2557
2008 1408 2894
2009 1276 3147
2010 1402 3374
2011 1545 3719
2012 1539 3731
38
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2013 1534 3030
2014 1558 2828
2015 1520 2511
2016 1512 2794
2017 1642 2712
2018 1723 2772
2019 1736 2822
2020 1844 2881

Source:  Compiled from the  “Basic  Statistical Survey of Lease  Structure”
http://www.mhlw.go.jp/toukei/itiran/, Ministry of Health, Labour and Welfare, and the “Survey

Statistics of Employees’ Salaries” by the Office of the Comptroller of the Executive Yuan

3.2.2 Various Cost Advantages in Taiwan

Dunning (1993) pointed out that cheap personnel expenses are the driving force for enterprises to
invest abroad. Sazanami and Chin (1994) further pointed out that the wage gap is an important
motivation for Japan’s investment in Asia. Taiwan’s land, acquisition costs, construction costs, and
personnel costs are all cheaper than those in Japan. Therefore, in the case of the same room price, for
Okura, more profits can be obtained.

3.2.3 Numerous People Eating Out and Preference to Japanese Sushi

Compared with European and American hotels, the hotel industry is less concerned about restaurants.
Japanese hotel industry has a larger proportion of banquets in overall revenue than accommodation,
making restaurants a very important part of the revenue structure. Therefore, all the restaurants in
Okura are directly operated, and catering-related advantages have been bred. Taiwan has a large
population of eating out. For Okura, this can give full play to his catering expertise. In addition, Taiwan
has more than one million tourists visiting Japan every year, and many of them are fans of Japanese
cuisine. Therefore, by investing in Taiwan, Okura will be able to provide the food service of Okura
Tokyo, Japan even without going abroad, and focus on the Japanese food market in Taiwan.

3.2.4 More Japanese Tourists and Stationed Personnel Visiting Taiwan

The number of Japanese tourists visiting Taiwan continues to rise each year. For the Japanese tourism
industry, Taiwan is of course a very important market. Especially in the context of more open airline
rights between Taiwan and Japan, Japanese tourists visiting Taiwan have a breakthrough growth. On
the other hand, the rebound in investment by Japanese companies in Taiwan in recent years has also
brought about the business needs of many Japanese business people. Therefore, entering Taiwan to
serve Japanese tourists nearby is a very reasonable action for the Japanese hotel industry, which has
been following Japanese tourists for a long time in an international business layout.

3.2.5 Lifting the Ban on Chinese Tourists and the Signing of the ECFA

In July 2008, Taiwan opened up Chinese tourists to sightseeing. If it can target the wealthy Chinese
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who come to Taiwan for sightseeing, so that they can continue to choose Okura series of hotels when
traveling in China, it is also one of important goals for establishing an Asian network through Taiwan.
The signing of ECFA is not only a declaration of the stability of cross-strait relations to the world, but
also for international business operators, it significantly reduces the political risks of landlords, which
are the most difficult to control in international investment (Miller, 1992, 1993). Stable cross-strait
relations can bring more international tourism and business people’s expectations, allowing Okura to
further confirm the necessity of establishing Taiwan.

3.2.6 Being Friendly to the Japanese and Loving the Atmosphere of a Japanese —style

“Kagaya”, which is deeply loved by the Taiwanese for its considerate service of Japanese hot spring
hotels, made Okura realize that in addition to showing the “functional services” of the hotel industry in
Taiwan, it can also provide hotels that are different from those of European and American hotels. It is
the unique “emotional service” of the Japanese hotel industry as its unique competitive advantage.

3.3 Mooring Factors

3.3.1 Switching Costs

The cost of migration is one of the important mooring effects. Boyle and Halfacree (1998) argued that
migrants may abandon the idea of migration because the cost of migration is too high. If the concept of
migration cost is compared with the concept of “switching cost” in marketing literature, switching costs
refer to the cost paid by customers to switch suppliers. Once a customer has a transaction with a certain
manufacturer, he begins to invest in the transaction relationship and future relationships. With being
accumulated, the relations benefits will get richer and richer. The move of switching manufacturers will
generate switching costs and create barriers to conversion, and this barrier is a manifestation of tie-in
strength (Klemperer, 1987, 1995). Therefore, this makes switching costs the most frequently mentioned
mooring factor that hinders switching behavior.

3.3.2 Group Cohesion

The community relationship reflected by friends and relatives is recognized as one of the factors that
affect the quality of life, and then has a mooring effect on migration (Flanagan, 1978; Moon, 1995). For
example, if you live with relatives and friends in your original home, you will have a sense of
belonging. Once you migrate to a strange country, you will gradually lose contact with these relatives
and friends due to the distance of time and space. Considering that you will not be accompanied by
relatives and friends after migration, individuals may give up migration. However if relatives and
friends move somewhere, the individual will also be affected and move to live with them.In other
words, group cohesion plays both the roles to hinder and facilitate migrants to do their switching
behavior. The concept is similar to the mooring theory and mooring factors refer to the individual and
social factors that may accelerate potential immigrants to leave their original homes, or keep them in
their original homes (Moon, 1995).

3.3.3 Variety Seeking

People actually have various reasons to migrate. Some people migrate because of the novelty and

40
Published by SCHOLINK INC.



www.scholink.org/ojs/index.php/jetmm Journal of Economics, Trade and Marketing Management \Wol. 3, No. 1, 2021

interestingness of the destination’s culture, entertainment, leisure, and environment (Bogue, 1977).
That is similar to the concept of “variety seeking”. For instance, consumers with a tendency to diversify
inquiry are willing to take risks and continue to try different brands to meet their desires. In other words,
consumers with such behavioral habits rarely have loyalty, and they will continue to try new products
to satisfy themselves. Therefore, a single product is no longer to satisfy such customers. On the
contrary, a combination of entire products is needed (Lattin & McAlister, 1985). This concept has also
been applied in consumer conversion studies and found that customers with this tendency have higher
intention of conversion (Bansal et al., 2005). Therefore, the stronger the diversified inquiry behavior,
the higher the chance of switching behavior.

3.3.4 Habits

W. Wood and D. T. Neal (2009) argued a habit is the reaction people repeated continuously. Nilsen et al.
(2012) showed that repeated behaviors formed the habits. J.A. Bargh (2002) also argued that a
cognitive habit is an automatic and subconscious behavior. L. Beck and I. Ajzen (1991) and |I.
Ramos-de-Luna et al. (2016) also recognized that a habit is considered a long-term behavior that is
hard to revise or adjust. J.B. Davy (1992) described a habit is a repetition of adaptation to the
environment. Hence, habits can be thought to occur as a result of repeated behavioral responses (A.
Sajjad et al., 2020). Furthermore, B. Verplanken and W. Wood (2006) set the definition of a habit as an
automatic response as people repeat their behaviors. Therefore, a habit is also defined as the memory
formed through a certain amount of repetitive learning or practice (F. Leclerc et al., 1995; P. Su, L.
Wang, & J. Yan, 2018). It is worth noting that the initiation of the behavior necessary for repetition is
clearly intentional if it can be reasonably assumed that habits may reflect a change in behavioral
intentions (T. G&ling et al., 2001), and habits are thought to stem from the identity of the target (N.
Hoang-Tung et al., 2017). That is why A. Sajjad et al. (2020) stated habits are often defined as the
learning of a sequence to achieve certain goals and results. Some studies have asserted habits are just
like a premise of intent (W. Hong et al., 2011; S. Karimi & Y. L. Liu, 2020; S. S. Kim et al., 2003),
while others consider habits as the moderators and usage of intention (Y. Guo & S. Barnes, 2011; P.
Nilsen et al., 2012). In other words, once a habit is formed, its impact on behavior will last for a long
time. Therefore, this study applies habits as a mooring moderating variable and explores whether it has

a significant impact on switching behavior (Figure 1).
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Bemg friendly o the Japanese and loving the am osphere of a Japanese - style

Figurel. Research Model

4. Discussion

The push factors refer to the negative factors that prompt people to leave their original residence,
including rising operation costs and shrinking market scales, exchange rates change, and
encouragement from the Japanese government and the willing of Okura. The pull factors refer to the
positive factors that attract people to move, including growth potential and geography of emerging
countries, various cost advantages in Taiwan, numerous people eating out and preference to Japanese
sushi, more Japanese tourists and stationed personnel visiting Taiwan, lifting the ban on Chinese
tourists and the signing of the ECFA, and being friendly to the Japanese and loving the atmosphere of a
Japanese -style.

However, the push-pull theory only considers the impact of the overall level on migration and ignores
the individual factors. That is because people may migrate due to the influence of individual factors,
and it has nothing to do with pulling factors or pushing factors. Or, even if the push and pull factors that
affect migration are very strong, individuals may still abandon migration due to personal or social
factors.

The mooring factors can complement the deficiencies of the overall level and explain the impact of
individual behavior, culture, and social identity on the migration decision. The mooring factors are
switching costs, group cohesion, variety seeking, and habits. Combining mooring factors with the
original push-pull theory becomes a “Push-Pull-Mooring theory (PPM)” that takes into account the
overall and individual levels at the same time, which will make it clearer to understand the investment
strategy of Hotel Okura Japan in Taiwan.

Although push factors and pull factors each represent the negative and positive factors of immigration

theory, both of them drive Okura Hotel to expand its investment in Taiwan, even in the difficult period
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of the tourism supply chain disconnection during the COVID-19 period. However, mooring factors are
exactly different from push and pull factors. Their effect refers to intervention variables for push and
pull effects that facilitate or inhibit the determination of movement. Among them, expensive switching
costs, traditionally relatively conservative customs and habits, and high-level group cohesion were all
mooring factors that hindered or hesitated Okura Hotel’s investment in Taiwan. It is worth noting that
the variable, variety seeking. Obviously, the creative ability of Japanese people or Japanese companies
is obvious to all. Therefore, variety seeking has become a potential facilitator that is different from
other mooring factors, but instead inspires Okura Hotel to invest in Taiwan. Considering the impact of
globalization after 2000 and the progress of modern information technology, not only will switching
costs be greatly reduced, even Japan’s existing group cohesion and habits will also be changed. The
result is that when mooring factors also stimulate switching behaviors and become positive facilitators,

it is not surprising that Japanese Okura Hotel chooses to conduct foreign direct investment in Taiwan.

5. Conclusion and Recommendation

5.1 Conclusion

This research uses PPM theory to analyze the investment in Taiwan by Okura Hotel, one of the three
largest hotels in Japan, in order to understand the main facts for the Japanese hotel industry’s
investment in Taiwan. These factors consist of three effects to describe Japan Okura hotel’s migration,
inclusive of the push effect, pull effect, and mooring effect. First, the push effect refers to factors that
induce people to leave their place of origin. Second, the pull effect refers to factors that attract people
to a destination. Third, the mooring effect refers to intervention variables for push and pull effects that
facilitate or inhibit the determination of movement. The finding is that push and pull factors still play
an active role in promoting Okura Hotel’s investment in Taiwan, even if the influence of some factors
is slightly reduced due to the shift in international conditions , like the variable of lifting the ban on
Chinese tourists and the signing of the ECFA. However, With the development of globalization and
high technology, not only has the original variety seeking ability to facilitate switching behavior
strengthened, but even the factors that have traditionally been regarded as obstacles have also been
weakened. In other words, when mooring factors When mooring factors are no longer the reason that
hinders Japanese Okura’s investment in Taiwan, and combined with push and pull factors, it can fully
explain why the Japanese hotel industry chooses to conduct foreign direct investment in Taiwan, even
if it is affected by COVID-19.

5.2 Recommendation

Coupled with the continued impact of the COVID-19 epidemic since 2019, the tourism supply chain
was broken, which would affect the Japanese hotel industry in the future. The impact on Taiwan’s
investment willingness is indeed worthy of further observation and research. In addition, the
relationship between the two sides of the Taiwan Strait is not as good as in the past, even if the mooring

factors that originally played an obstructive role have been weakened, and whether the push and pull
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factors that prompted the Japanese hotel industry’s foreign direct investment are further strengthened,
or whether there are new factors that can become a boost to switching behavior. It is an important

direction and challenge that cannot be ignored in future research.
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