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A Study on Brand Loyalty Formation Mechanism Based on Customer Commitment
XU Biao LI Xindan 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 con-
cept 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.

Key words: customer trust; customer satisfaction; customer commitment; brand loyalty

0l « MORGEN [ o
REICHHELD" , . , .
;JONES ¥ . B,
. 85% ~ 95% ; , ,
TORSTEN = , .
. ’
. 2010-10-07
(70932003) 3 (71102038,70901037)
(708044) ; (20100481105)
(112016)

« 1675 -



8 11 2011 11
1 b
1.1 N e 3
CARDOZO™ “ ” : D s
. OLIVE 7 , >
. N ~ ;@ ’
1) 2 :@ ;@ .
] [12
;@ ’ ’ °
2
R i8<9]’
[10] [11.12]
1.2 ’
. DWYER . KENNEDY ¥ ,
[13] , )
) . [19]
b o
[14]
s LlSJ’ ,
s [16] s
1.3
, 1
; . LAR-
, ZELERE ™ , »
) . MOR-
2 i GAN M .
. ) ’
“ ”o @
s [3]\ [8]‘
[5] .
H b
o . ®
1.4 ’

+ 1676 -



1T

[1.16,21,22]

’
’
’
’
[8]
’
°

°

. MACINTOSH

DELGADO-BALLESTER ™Y

CHAUDHURI ™

’

N
““ ’”
’
s
o
[22,26,27]
’
[17
o
2
R . .
’
*
6a
o
’
o
2
.

[23]

« 1677 -



11 2011 11

6b
3
3.1
SHERRIFF ™
4
. S
3
Cy)
(Co
3 o
3
2
3.2
IT
N 4
DELL, N
LG,
150
1200 ,
466,

+ 1678 -

~

T

) 8
GORDON""

ZEITHAML

2 s

.SONY . N

”»

10 1T

1 500

734,

’

’

[29]

61.17%., ,
b
b b
4
4.1
734
, 1, Cronbach’s
a O 7 [30] s
o b
’
1
Cronbach’s « Cronbach’s «
0. 828 0. 790
0. 909 0.812
0. 906
734 2
s 367 .
SPSS13.0
o ’
MSA 0.7, 0.
01 s MSA
0.8, DBartlett s 5
’ b 20
2
1 2 3 4 5 1y
(T1) 0.709
(T2) 0.741
(T3) 0.752
(T4) 0.793
- 5.666 20.756
(T5) 0.792
(T6) 0.856
(T7) 0.815
(T8) 0.681
(L1) 0. 686
(L2) 0.768
(L3) 0.812 3.844 15,472
(L) 0.792
(L5) 0.719
(S1) 0.721
(S2) 0. 740 2,455 12,251
(S3) 0.783
(Car) 0.735
(Caz) 0.734 2.292 11.511
(Caz) 0.695
(Cer) 0. 886
(Ce2) 0.763 3.021 13.551
(Ces) 0.816




1T —

(r =0.702, p<<0.01);

. 367 . (r =
AMOS 0.631,p<C0.01),
(CFA), Harman (r =0.286,p < 0.01),
b 4 N
’ ° 1 2 3 4 5
3, ’ 5 1. 1,825 1.161  1.000
’ 2 L740 1342 0,668 1000
, 0.01, 3 5010 1,332 0.471% 0,493%% 1,000
i 4 3315 L1471 0253 0,236%% 0,452 1.000
5 4514 1288 0.603%% 0,702 0,631 0,286 1,000
3
XZ df XZ/ df AXZ ’
584,212 199 3.941 1
3780.821 209 18.090 3 196.609 * * , AMOS
RMSEA  CFI IFI NEFI  TLI .
0.064  0.958 0.958 0.942  0.950
0.155  0.676 0.676 0.664  0.642 ° .
¥ = 929.771,
A N SN p<0.1.p<C0.05,p<C0.01(
, df =200,NFI = 0.921, RMSEA = 0.071,
’ CFI = 0.936,TLI = 0.927, .
4.2 ,
4 N o s ’
o . 2,
(r = 0.668, .
p < 0.0, . 2a, 2b. 3 ;
(r =0.471, p << 0.01), N N
(r = 0.253,p < 0.0, s 1.
(r = 0.603,p < 0.01); 4a. 4b. 5 3 N
(r =
0.493,p<0.01), s 6a. 6b o
(r = 0.236,p < 0.01), S5,
@D [Cal[Cue ][ Cu ]
© 0.303%% AR
[c4 ]
> BUE ‘ 0323w+
S, -
0.188%** :
D, (L2 -ED
@D 0.713%% S @
@ oaesees
@ 0.380 0.138%%* @
52 i R ‘ e
| s2 | & o mtsnin
~
[ Ca | [ Ca|[Ca ]

« 1679 -



8 11 2011 11

1680

5
C.R.
1 0. 713" 19.225
2a 0.303 5. 431
2b 0.188 2.998
3 0.083* 1.952
4a 0. 380 *** 6. 544
4b 0.168 2.656
5 0.465 9.634
6a 0,323 7.006
6b 0,138 2.493
.1
b
1 N
b
b
b b
2
b
2 N
s H ’
2
*
3
2

’ ~
~
’ ~
~ °
’ ’
.
o
’
°
’ 0
o b b
’
’
’
’ 1)
o
~ ’
’ ~ ’
~ .
’ ’
’ ~

[1] CROSBY L A, TAYLOR J R. Psychological Com-
mitment and Its Effects on Postdecision Evaluation
and Preference Stability among Voters[J]. Journal of
Consumer Research,1983,9(4):413~431.

[27] REICHHELD F F. Loyalty-based Management [ J7.
Harvard Business Review,1993, 71(2) :64~73.
[3]JONES T O,SASSER W E. Why Satisfied Customers
Defect [J]. Harvard Business Review, 1995,73(6) :

88~101.

[4] TORSTEN G J, WOLFGANG R, ANDREAS S.
Customer Retention, Loyalty, and Satisfaction in the
German Mobile Cellular Telecommunications Market
[J]. Telecommunications Policy,2001,25(1) 249~
269.

[5] MORGEN R M,HUNT S D. The Commitment Trust
Theory of Relationship Marketing [ J ]. Journal of
Marketing, 1994, 58(3) :20~38.

[6] CARDOZO R N. An Experimental Study of Consum-
er Effort, Expectation and Satisfaction[ ] ]. Journal of

Marketing Research,1965,(2) :244~249.



1T —

[7] OLIVER R L. Measurement and Evaluation of Satis-
faction Processes in Retail Setting[ J]. Journal of Re-
tailing,1981,57(3) : 25~49.

[8]

[yl ,2008,20(11) :25~30.

[9] HENNIG T T.GWINNER K P,GREMLER D D.
Understanding Relationship Marketing Outcomes: An
Integration of Relational Benefits and Relationship
Quality[J]. Journal of Service Research,2002,4(3)
230~248.

[10] MCDOUGALL G, TERRENCE U. Customer Satis-
faction with Services: Putting Perceived Value into
Equation[ J]. The Joumal of Services Marketing,
2000,14(5) :392~410.

[11] ROMAN S. The Impact of Ethical Sales Behavior on
Customer Satisfaction, Trust and Loyalty to the
Company: An Empirical Study in the Financial Serv-
ice Encounters[ ] ]. International Journal of Service
Industry Management,2003,14(2):217~231.

[12] ,

. ,2006(6):111~118.

[13]DWYER F R, SCHURR P H, OH S. Developing
Byuer-Seller Relationships[]]. Journal of Marketing,
1987,5(2):11~27.

[14] HONG Y H. Factors Influencing Consumer Percep-
tions of Brand Trust Online[ J]. The Journal of Prod-
uct and Brand Management, 2004, 13 (4/5):329 ~
342.

[15] URBAN G L,SULTAN F, QUALLS W ]. Placing
Trust at the Center of Your Internet Strategy[]].
Sloan Management Review,2000:39~49.

[16] GANESAN S. Determinants of Long-term Orienta-
tion in Buyer-seller Relationship[J]. Journal of Mar-
keting,1994,58(2) :1~19.

[17] GORDON F. The Service Quality - loyalty Rela-
tionship in Retail Services: Does Commitment Mat-
ter [J]. Journal of Retailing and Consumer Serv-
ices,2005,12 (2):99~111.

[18] KENNEDY M S, FERRELL L K, LECLAIR D T.
Consumers’ Trust of Salesperson and Manufactur-
er: An Empirical Study[]J]. Journal of Business Re-
search,2001,51(1) .73~86.

[19] ,

[JJ.
,2006,178(8) :3~9.
(207 LARZELERE R E. HUSTON T L. The Dyadic

Trust Scale: Toward Understanding Interpersonal

Trust in Close Relationships[]J]. Journal of Mar-
riage and the Family,1980,42(3) :595~604.

[21] SINGH J, SIRDESHMUKH D. Agency and Trust
Mechanisms in Consumer Satisfaction and Loyalty
Judgments[ J]. Journal of the Academy of Marketing
Science,2000,28(1) :150~167.

[22] BOVE L L, JOHNSON L W. Customer Relation-
ship with Personnel; Do We Measure Closeness,
Quality or Strength [J]. Journal of Business Re-
search,2002,54(3) :189~199.

[23] MACINTOSH G,LOCKSHIN L S. Retail Relation-
ships and Store Loyalty: A Multi-Level Perspective
[J]. International Journal of Research in Marketing,
1997,14(5) .487~497.

[24] DELGADO-BALLESTER E,

MAN J L. Brand Trust in the Context of Consumer

MUNUERA-ALE-

Loyalty[J]. European Journal of Marketing, 2001,
35:1 238~1 258.

[25] CHAUDHURI A,HOLBROOK M B. The Chain of
Effects from Brand Trust and Brand Affect to Brand
Performance: The Role of Brand Loyalty[J]. Jour-
nal of Marketing.2001,65(2): 81~93.

[26] HENNIG T T, KLEE A. The Impact of Customer
Satisfaction and Relationship Quality on Customer
Retention: A Critical Reassessment and Model De-
velopment[ J]. Psychology &. Marketing, 1997, 14
(8):737~1763.

[27] , ,

[l +2003,6(8): 70~
74.

[28] SHERRIFF T K, LESLIE S Y. The Moderator
Effect of Monetary Sales Promotion on the Relation-
ship between Brand Trust and Purchase Behaviour
[J]. Journal of Brand Management, 2008,15(6):
452~464.

[29] ZEITHAML V A,BERRY L L,PARASURAMAN
A. The Behavioral Consequences of Service Quality
[T]. Journal of Marketing, 1996,60(2):31~46.

[30] NUNNALLY J C. Psychometrics Methods [ M .
NY: McGraw-Hill, 1978.

(1966~ ), s o
( 210093) , N
. E-mail; xdli

o N

(@nju. edu. cn

« 1681 -



