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摘要摘要摘要摘要： 

针对“顾客满意悖论”现象，引入心理学中的承诺机制，探讨了顾客满意、顾客信任和顾客承诺对品牌忠诚度的

递推影响作用。研究发现，顾客满意、顾客信任不仅对品牌忠诚有直接的影响，还通过顾客承诺的中介作用间接

影响品牌忠诚。由此，欲建立品牌忠诚的企业，不仅要强调顾客满意和顾客信任，还要提高顾客情感承诺和持续

承诺，通过增加顾客转换成本和情感依赖，获得品牌忠诚，降低客户流失。 
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A Study on Brand Loyalty Formation Mechanism Based on Customer Commitment

 XU Biao, LI Xin-Dan, ZHANG Xun 

Nanjing University， Nanjing， China 

Abstract: 

The theoretical paradigm of customer loyalty formation mechanism based on customer satisfaction 
faces the challenge of Customer Satisfaction Paradox. This study uses the psychology concept of 
continuance commitment and affective commitment to explore the Brand loyalty formation mechanism. 
We find that Customer satisfaction, customer trust have a direct impact on brand loyalty, and customer 
commitment can mediate the relation. This tell us that the companies which want to have brand loyalty 
should not only increase customer satisfaction and customer trust, but also stress customer’s 
continuance commitment and affective commitment. Company could build brand loyalty and reduce 
customer turnover through increasing customer changing cost and emotional dependence. 
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