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The mobile telecommunications service providers fzos the situstion that to meet the
customer loyalty, in order 1o morease the market share. Therefore, service providers:
should Be consciouws of the factors affecting customer loyalty m building siong
relationships. This study aims to investigate the effectiveness of relationz] bonds and
switiching barrier on customer loyalty types with repards to customer satisfacton
mebile telecommunication service providers. The ebjective af this stedy is to identify
the level, relationship and impact of relational bond and switching bearrier an cxstiomer
satisfaction and loyalty. Further, examine whether the impact of refational kond and
switching Berrier differs depending om the types of loyalty. Finally, examines the
medizting sole off satisfaction. This study was based on the costomer”s perspactives
and ther experiences with mobile telecommunicalions secvice in Batmicaloa Daia
were obtained from the sample 290 costomers, and syatified random sampling was
msed. The descriptive sfafistics, corelation, one way-smalysis of vamance znd
regression analysis were nsad te mnalyze the data

The results wers as follows: First, relztional bood znd switching barrier were
significardly positively impecied om loyalty and satisfaction, saticfaction
significantly posisively impacted en loyalty, the impact of relational bond and
switching barrier vary depending om the. types of loyalty and finally relationz] bood
and switching barrier impact en customer loyaky significantly through oostomer
satisfaction. The studly contributcs to existing theoretical and practical knowledge by
praviding evidemos about the refationships betwoen relationz), bonds ard switching
barier on customer foyelty, and between customer Swisfzcfion. The itk
communication -service providers, i Sri Lanke: if is growing repidly with high
compeiition between the service pooviders. Hemce, thas research Il}as the potentsz] 1o
oopdribute fo the overall telecommunication service providers i fprms of how 1o
maintain long-term relztionships between the servioe pravidirs and their customers.
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