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ABSTRACT

This chapter reassesses the process of how store customers become loyal to their stores; what are the 
core subprocesses generating customer store loyalty, and what contributing moderators enrich the 
final outcome. A new empirical research is designed to identify and test a parsimonious model of core 
relationships and moderators. The result is an explanation chain that incorporates relational variables, 
trust, and commitment to the traditional transactional one, customer satisfaction, and the moderating 
factors of the relational variables. The findings reveal that 1) customer commitment is the major con-
tributor of explanation to true customer loyalty, significantly more than the contributed explanation of 
customer satisfaction, and 2) four cognitive attitudes and four affective attitudes significantly moderate 
the relational effects of trust and commitment on customer store loyalty and, thus, contribute, though in 
small amounts, to a stronger explanation.
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INTRODUCTION

In today’s overcrowded consumer markets, customers can more easily identify themselves with brands 
based on successful positioning and effective fitting of product values to consumer needs. Notwithstand-
ing, customers may not follow the same process when becoming loyal to stores where many brands, 
some of them competing, may complicate the B to C relationships and, thus, the way store customers 
become loyal.

The study aims at investigating anew the entire process of how store customers become loyal to their 
stores by not only describing the process but also attempting to explain it based on empirical research. 
Thus, this study of customer store loyalty focuses on 1) the explanation of true loyalty, 2) the under-
standing of a core process generating customer loyalty that is based on relational components in addi-
tion to transactional ones, and 3) the moderating effects produced by cognitive and affective attitudes 
shaping or modifying the core process. Thus, the following research questions are proposed: 1) what 
are the relational variables that necessarily mediate the relationship between customer store satisfaction 
and customer store loyalty? 2) What are the factors that moderate the effect of the mediating relational 
variables of the store satisfaction-loyalty relationship?

The conceptual framework that provides the basis to propose a conceptual model is first introduced 
and discussed. The research method and the results obtained are then presented, followed by a discus-
sion of the findings and derivation of some research and managerial implications. Suggestions for future 
research, some managerial implications and the study conclusions are finally offered.

CONCEPTUAL FRAMEWORK

The conceptual framework of this study focuses on true loyalty, the core process store customers use to 
achieve it, and the moderating forces and attitudes intervening in the process either as shapers of a com-
mon path in customer loyalty formation or modifiers of specific paths in customer loyalty implementation.

Customer Store Loyalty

Store customers develop loyalty in various representations. Some of these refer to behavior, like going 
to the same store every week because the store is close to consumers’ home, and others reflect attitudes 
like cognitive and affective. Past studies have focused on behavioral loyalty and helped build customer 
loyalty programs that encourage customers to repeat purchase in the same stores. Loyalty programs do 
not attempt to proactively influence customer attitudes. Customer loyalty involves both human behav-
ior and attitudes; “a favorable correspondence between relative attitude and repeat patronage” (Dick & 
Basu, 1994, p. 102).

Thus, following Dick and Basu (1994) and Oliver (2010), this study examines customer loyalty in 
its three dimensions, cognitive, affective and behavioral. Both behavior and attitudes act in unison to 
generate customer store loyalty, true loyalty. True loyalty requires a meaningful presence of both positive 
attitudes and behavioral experience in consumers. The absence of attitudes limits the human experience 
to “spurious” loyalty and the absence of behavioral experience limits the attitudes to “latent” loyalty 
(Dick & Basu, 1994). “Spurious” loyalty is often represented or exemplified by repeat purchase and 
customer retention - themes that have been the focal point of abundant research.



 

 

16 more pages are available in the full version of this document, which may

be purchased using the "Add to Cart" button on the publisher's webpage:

www.igi-global.com/chapter/explaining-customer-loyalty-to-retail-

stores/238383

Related Content

Online Privacy, Vulnerabilities, and Threats: A Manager's Perspective
Hy Sockeland Louis K. Falk (2009). Online Consumer Protection: Theories of Human Relativism  (pp. 33-

56).

www.irma-international.org/chapter/online-privacy-vulnerabilities-threats/27730

Innovation Resistance: A Rising Tide of Consumerism
Dursun Yenerand Mertcan Taçolu (2020). Handbook of Research on Contemporary Consumerism (pp.

155-175).

www.irma-international.org/chapter/innovation-resistance/238540

Model for Antecedents of Attitude and Price on the Purchase Intention of Consumers and Trade

of Counterfeit Luxury Products
Ghulam Muhammad Kundiand Yasir Hayat Mughal (2021). International Journal of Customer Relationship

Marketing and Management (pp. 17-30).

www.irma-international.org/article/model-for-antecedents-of-attitude-and-price-on-the-purchase-intention-of-consumers-

and-trade-of-counterfeit-luxury-products/287763

Investigation of the Philosophy Practised in Green and Lean Manufacturing Management
Adam Shariff Adli Aminuddinand Mohd Kamal Mohd Nawawi (2013). International Journal of Customer

Relationship Marketing and Management (pp. 1-12).

www.irma-international.org/article/investigation-philosophy-practised-green-lean/76278

Overall Equipment Effectiveness Improvement through Total Productive Maintenance in

Assembly Cell
Napsiah Ismail, B. T. Hang Tuah Baharudin, Yusaini Musaand Zulkiflle Leman (2013). International Journal

of Customer Relationship Marketing and Management (pp. 13-27).

www.irma-international.org/article/overall-equipment-effectiveness-improvement-through/76279

http://www.igi-global.com/chapter/explaining-customer-loyalty-to-retail-stores/238383
http://www.igi-global.com/chapter/explaining-customer-loyalty-to-retail-stores/238383
http://www.irma-international.org/chapter/online-privacy-vulnerabilities-threats/27730
http://www.irma-international.org/chapter/innovation-resistance/238540
http://www.irma-international.org/article/model-for-antecedents-of-attitude-and-price-on-the-purchase-intention-of-consumers-and-trade-of-counterfeit-luxury-products/287763
http://www.irma-international.org/article/model-for-antecedents-of-attitude-and-price-on-the-purchase-intention-of-consumers-and-trade-of-counterfeit-luxury-products/287763
http://www.irma-international.org/article/investigation-philosophy-practised-green-lean/76278
http://www.irma-international.org/article/overall-equipment-effectiveness-improvement-through/76279

