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The theoretical paradigm of customer loyalty formation mechanism based on customer satisfaction b R
faces the challenge of Customer Satisfaction Paradox. This study uses the psychology concept of RS H R

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 b ERI
commitment can mediate the relation. This tell us that the companies which want to have brand loyalty F & VR)
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 PubMed
customer turnover through increasing customer changing cost and emotional dependence.

F Article by Xu, B.

F Article by Li, X. D.

Keywords: customer trust customer satisfaction customer commitment brand loyalty el [ N
rticle by Zhang, X.

WS H#9 2010-10-07 2B HE MWZER &4 H #A
DOI:
FHETH :

B K ARFE ARG T AIE (70932003) ;3 HFE ARRBMAESEBIIE (71102038, 70901037) ; #HH
MR LR K H I E % 4% H (708044) ; HHEM - ERZEESEBIIH (20100481105);: Rt
KGR B TS S % i H (112016)

WIRAEE - 0001966~ ), Ui, ILIRM AN . BIAUR (M A(111210003) TREFHABEi i, %, W LaisE
Sl WETUIT 1 A O F Rl AT N R

fEZ A
YE#& Email: xdli@nju.edu.cn

S 3k -

AT AP E
1. TOHH, BN SR O R A I R P e O ST N [9]. B AR, 2010,7(8): 1171-



2. JIBRZr, FEE AN RIS AY I 2 E S IR s [ 2 A g i 2 b R[] R Bk, 2009,6(12): 1670-
3. N, JEHR, ERR . EAE R TE b B RS i B = B LRI 5T [3]. 45 BE2A 4R, 2009,6(11):
1541-

4. SR, MR IETHRM B IR SS i s W R BT[], B EL2A4R, 2009,6(9): 1245-

5. MR, Y5753 T A 0 2305 B R R T 5 ——% 1 3 BA i i () ST 9 [9]. A B2 3R, 2007,4(4):
514-

6. [HIRAR.FETCBBEMA MMM ERILIIST: LU REASE R T S WO M A 0], B H2AR, 2009,6(7): 972-

7. E5ESRE X JEPP A BRI SO R g [I]. R, 2007,4(3): 318-

8. UIALIN, ZESLLRSS Jen A P 5 IR A AT S RS I]. SR, 2008,5(6): 903-

9. M, FERIE. P EAL SIS R BUEE RS AL SSHIERT 5T FE T S LA
[J]. EE2R, 2008,5(4): 583-

10. i, FEENAE, RSE TR S H SRR, & 8%k, 2008,5(3): 391-

11, WRoREE, B UK R SRR T mRW . BRI ]. SR, 2008,5(2): 33-

12, ARk, AL, FA SR 9 A I ) S HL S PR R K SRR ST [9]. AR, 2007,4(5): 654-

13. Claes Fornell, X4z, Je T fh i 25005 = B IS M 2R [J]. B HL249R, 2005,2(3): 372-

14. Eugene W.Anderson ; Claes Fornell; Donald R.Lehmann, X425, B AW RS . TS FlE %
(96 R——K A L R BLLI]. P EL244R, 2005,2(2): 115-

15. Eugene W.Anderson, Claes Fornell, Roland T.Rust, ¥I|4x>%, X8, FEGE. AR . A5/ AN A 3
TEF= AR SS M 22 I [3]. & BE2EH), 2005,2(2): 245-

16. Claes Fornell, Sunil Mithas, Forrest Morgeson, M.S.Krishnan, X4z 2%, 48, 870 %00 = 8 5 2=
¥ [3]. B EL2EH, 2005,2(5): 624-

17. Claes Fornell, X<, FEBE, 5756 U S R AL [I]. & 244K, 2005,2(4): 495-

18.  EJKEE, TR, Aok, sk SRt = e BR BN A OC R A LR BT AR I SHERF L[]
EIAR, 2005,2(6): 706-

19.  TREIBE, 6730 N2k 53 T A SR RS Bl b B s 5 AN I JR R [3]. B9 3244, 2004,1(L): 98-

XEIR

R
Bt | A | |
A
I3

il e | 2071

Copyright by & #i2#3)



