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ABSTRACT

To explore the influences of multiple referencelmand assessment and build relationships among, them
this research used “expectancy disconfirmationndbrpreference and alternative attractiveness” as th
comparison result and “customer satisfaction, biagdlty and repurchase intention” as the resuthraind
assessment, and chose “brand consumers of mohitenaoication service providers” as the research
subject. Having empirical analysis, expectancy aliicmation and brand preference presented positive
relations to customer satisfaction, and brand peefee had a positive effect on repurchase intentidrie
alternative attractiveness revealed negative oelatito repurchase intention. In addition, expegtanc
disconfirmation and brand preference affected relmase intention through single intervening variable
customer satisfaction or dual intervening variablescustomer satisfaction and brand loyalty and
brand preference did not regulate the influencealtdrnative attractiveness on customer satisfaction
whereas, brand preference adjusted the effecterhaltive attractiveness on repurchase intention.
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1. BACKGROUND might not leave(Heskett etal,1994;Schneider and
Browen,1999). Therefore, customer satisfaction
It has gradually become the consensus of adould not be used as the only factor to explain the
walks of life that improving customer satisfactionenhancement of brand equity, there must exist some
can help business make profits. Since customéiterference factors between customer satisfaction
satisfaction not only builds relationships with theand retained willingness, such as expectancy
old customers, but also is a cost-saving way fadisconfirmation paradigm (Sirgy, 1980), switching
fighting for new customers, it is an effective waycost (Ranaweera and Prabhu, 2003), and brand
for enterpriseenhancing their profitability to retain preference (Hellier et al,2003). Past studies widel
old customers and keep them have a higher retaineged models to explore the results of the assessmen
willingness. In the relevant literature explorifeet formed by the reference points under different
customer satisfaction and brand equity, Hellieslet scenarios. In the literature of studying satistagti
(2003) pointed out that customer satisfactiorxpectancy disconfirmation paradigm thought that
resulted from the measurement of products anglistomers took the pre-purchase expectation as the
service to meet their desires, expectations anéference point of assessing the post-purchase
demand, and it was the overall level of customegatisfaction(Oliver, 1980 [1]. In the literature of
pleasure and contentment. Customer satisfactignudying consumer behavior and social psychology,
was widely identified as the underlying determinangwitching cost was deemed to be the reference
of long-term customer behavior (Oliver, 1980), anghoint of customers comparing products with other
the more satisfied customer was, the higher redaindrands’ and had an effect on the consumer’s
willingness was (Anderson and Sullivan, 1993assessment (Rusbult, 1980; Ping, 1993)[2]. Some
Fornel, 1992). Several studies, however, indicatestudies on brand preference literature pointed out
that customers with high satisfaction might nothat the consumer used self-concept as a reference
keep on staying and customers with low satisfactiopoint to assess whether the brand user image match
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with self-image, which affected their satisfaction 2.1.2 Brand loyalty
purchase intentions. Prus & Brandt (1995) suggested that the brand
loyalty was driven by the customer satisfactiorg an

2  LITERATURE REVIEW &HYPOTHESES brand . IOyaIty reflected a |0ng-term choice
probability for the brand or company and was

21 Literature Review comprised of both customers' attitudes and
. . behaviors. Customers’ attitudinal component
2.1.1 Customer satisfaction represented notions like: repurchase intention or

Since customer satisfaction was introduce®Urchasing additional products or services from the
into marketing by Cardozo(1965), customeSaMe company, willingness of reco_mmending the
satisfaction has become an important indicator omPany to others, demonstration of ~such
business performance, as well as the guidingP™mitment to the company by exhibiting a
indicator of the development of new products an sistance to switching to another competitor. On
correction power of new services. The satisfactiof'® Other hand, the behavioral aspect of brand
of a customer depended on the result of the use GY@lty represented repurchasing, —purchasing
the goods conforming to the expectation of th@dditional products or services from the same

customer ( Cardozo,1965; Oliver,1980 . If the company and recommending the company to

. others. In measuring brand loyalty, Gronholdt,
result exceeded the level of expectation, they wer artensen & Kristensen (2000) regarded four

satisfied; on the contrary, they were dissatisfie imensions as repurchase intention, willingness of
Hemple (1977) believed that customer satisfactioﬂ . P ’ 9 .
recommending the company to others, price

was decided at the degree of realization of thﬁ)lerance and wilingness of cross-buying[s]
product or service benefits the customer expecte tcording to the model proposed by Jacoby &

and it reflected the consistent level of theChestnut (1978). Oliver (1999) mentioned that

expectation and actual result. In addition, cusmm(?o alty presented as the consumers' attitudesyfirst
satisfaction was not only the attitude but also ther¥d t%gn external purchasing behaviors. and that
post-purchase evaluation, which reflected the éxte P g. L

: e : : rand loyalty had 4 stages: cognitive loyalty,
of like or dislike after consuming CXPETIENCE tective loyalty, Behavioral intentions loyalty dn
(Woodside and Daly, 1989)[3]. Therefore,  : yaiy, yalty
customer satisfaction was decided at the degree gtion Ipyalty. . "

This research claimed that both cognitive

realization of the product or service benefits th .

customer expected, and it reflected the consiste? ;\fgrznar;?feage(f:\éﬁefacj%ﬁa(geb{;gitligﬁalx(\le))l:gn d
level of the expectation and actual result. Thellevlo alty could be measmfred throuah two dfmensionS'
of customer expectation based on somgy&Y 9 '

foundations, namely the company's tangiblecognitive loyalty and affective loyalty, while

. . ) ) > "~ Ffepurchase intention was considered as another
commitment intangible commitment, reputation

. . . variable to explore.
and past purchasing experiences. The enterprises

committed themselves to improving customers2.1.3 Repurchase intention
expectations and meeting their needs to produce Janes & Sasser(1995) explained that

customer  satisfaction.  Therefore, Customelrepurchase intention was the derivative behavior of

safisfaction was considered as the Customer g tomer loyalty. Kotler indicated that the custome

overall attitude towards a product / service ; ; . : ' .
experienced satisfaction or dissatisfaction after
(Solomon, 1991)[4]. b

purchasing products or services, and the customer's

Tangible commitret internal psychological change affected the
:;}:mmumg ;ubsequent pehaviors. If the_ (_:ustomer was satjsfied
+ Coatract it was more likely to have willingness to buy again

* Other e of commmunication I | namely repeating to purchase or recommending

others to buy.
2.2 Relationships Among Variables And

Intangible commitment

* Price

HoTeRERES

« Other tangihle asssts Hypoth

Word of mouth

- Experts fefal e | 221 Relationships ~ among expectancy

i disconfirmation,  brand  preference,

Consuing exgerience alternative attractiveness and customer
satisfaction

Fignre 1, Theoretical concept of customer satisfaction
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Expectancy disconfirmation played ancontinuity of relationship would be reduced when
important role in studying satisfaction, and it veas the customer perceived higher alternative
major predictor variable (Churchill & Suprenant,attractiveness.

1982). Customer satisfaction depended on the result Based on the aforementioned depiction, the
of the use of the goods conforming to theollowing hypotheses were proposed in this study:

expectation of the custometOliver, 1980; Yi, H1: The positive disconfirmation and
1990 ) , and positive disconfirmation would satisfaction of customers for specific brand
produce satisfaction, while negativePresented positive relation.

disconfirmation would lead to dissatisfacton  H2: The brand preference and satisfaction of
(Oliver, 1980). Churchill and Suprenan982) customers for specific brand appeared positive
found that there was a positive relationshiﬂelat'ogj h | . . d
between satisfaction and disconfirmation in the .H ” The alternative attraptlveness an
survey of determinants of customer satisfactior‘?at'SfaCt'on Of customers for specific brand showed
and that disconfirmation was the significant'€dative relation.

determinant of satisfactionOlson & Dover,1976; 2.2.2 Relationships among expectancy

Bearden & Teel, 1983; Oliver, 1993 [6]. disconfirmation, brand preference,
Therefore, the higher positive disconfirmation was, alternative attractiveness and repurchase
the more satisfied the customer would be. intention

Morgan and Hunt (1994) stated that brand In relationship marketing framework, White

trust was an important driving factpr fo_r th_eand Schneider (2000) assumed that the level of
customer maintaining a Iong-term relat|opsh|p W'tn:ustomer expectations had customers in different
the service prowder_s, and it meant that _h|ghendbra commitment levels because of disconfirmation of
trus;_generated higher retained wﬂlmgngss. IrPhe different service aspects, and the empirical
?hd(:ltl_ont,h\lor?eiland Sas;s_f;r (1995k) ?ISO pomted ?r% ults stated disconfirmation could predict the
that, in e highly Competlive market environmentye, o o repurchase intention. Disconfirmation was
It was I|kely_ for dissatisfied customers to Converf o4, ced into the control variables of the seavic

service providers, however, higher brand preferenc&sessment model by Yim et al. (2007), and the

WOUI% reduc_?hthefpossmnny Olf gon\éertlrr]lg sebrV|c tudy found disconfirmation was positively related
providers. erefore, we claimed that bran o repurchase intention.

p;feference and zatlﬁlflactlon had a binary interactio In the empirical research of the service
effect on retained willingness. assessment model, Yim et al. (2007) suggested that

Altéernatlvfe attra]f:tlvgness vgasharguslq to. be e higher brand preference for specific service
antecedent of satisiaction, and the obligation Qf,q " “the higher repurchase intention was.

current relationship would decrease whe ccording to the concept of the person-

alternative attractiveness improved the overa ot - DA .

. X . ) rganization fit, O'Reilly et al. (1991) mentioned
satlsf.acnon _(Th'baUt & Kelley, 1959; Johnson,y a4 yhe organization preference (Tom, 1971) and
1982; the Ping2003). Johnsdri982) argued that |oyaity were influenced by the organization image
satisfaction was the result of a comparison reference[8].

relationship’s rewards and costs to those available ajternative  attractiveness  affected  the

from other relationships, in addition to the reveard jepyrchase intention, and the consumer would have
and costs in the present relationship, and th@ore repurchase intention when he perceived less
relative payoffs or equity between the relationshigyternative attractiveness, (Rusbult, 1980; Impett,
partners. Ping(2003) indicated that alternative Beals, & Peplau, 2002). Yim et al. (2007) pointed
attractiveness reduced satisfaction. Regret theogut that the higher alternative attractiveness was,
showed that if the choice of alternative led to aghe lower repurchase intention was.

better (worse) result, customers felt sorry (pldase Based on the aforementioned depiction, this
when they assessed the resiitell, 1982; Loomes research put forth some hypotheses as follows:

& Sugden,1982 . Marketing study found that the H4: The positive disconfirmation and
performance of the alternative would reduce théepurchase intention of customers for specific dran
post-purchase evaluation of selected brands, ssichpresented positive relation.

satisfaction assessment (Inman, Dyer, & Jia, 1997; HS5: The brand preference and repurchase
Taylor, 1997), or decide whether customer#tention of customers for specific brand appeared
continue this service relationship (Lemon, Whitepositive relation.

&Winer, 2002)[7]. Therefore, satisfaction and the
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H6: The alternative attractiveness and H8: The customer satisfaction and brand
repurchase intention of customers for specific Branloyalty of customers for specific brand appeared
showed negative relation. positive relation.

H9: The brand loyalty and repurchase
intention of customers for specific brand showed
positive relation.

Dharmmesta (1999b) claimed that the loyalty
included four stages: cognitive loyalty, affective3, FRAMEWORK AND METHODS
loyalty, conative loyalty and action loyalty, arht
satisfaction belonged to affective loyalty, whileg 1 Research Framework
commitment belonged to conative loyalty or action
loyalty, therefore, satisfaction could be regarded Based on the above research background,
the antecedent variable of commitment. Previougotivation, and the research question, this study
findings generally supported that satisfaction

2.2.3 Relationships among customer satisfaction,
brand loyalty and repurchase intention

improved the level of loyalty, for example, Morgar Hs
and Hunt (1994) showed that overall satisfactio S— 14
had a positive relationship with loyalty, and ire th disconfirmation mo ] H7 i J'
satisfaction research, Zulganef (2006) pointed o Customer we | Brmi | H® | Repurchase
. . . rand preference A i .

that the overall satisfaction was positively redate satisfaction loyalty intention
brand loyalty. i

In the survey of customer satisfaction ir r et ”

Swedish, Anderson and Sullivan (1990) found th%roposed research framework as follows:
customer loyalty was positively related to '

repurchase behavior. Reichheld & Sasser (1990) Figure 2. Research framework
suggested that the loyalty of satisfied consume
would be improved, which meant the probability of
repurchasing increased. Taylor & Baker (1994) The research questionnaire questions referred
took different types of service industries as théo the relevant empirical research literature: to
samples and indicated that the quality of servicBleasure the customer satisfaction, we referred to
and repurchase intention presented positivéle questionnaire items of Oliver (1980,1993);
relation[9]. brand loyalty was measured by using the items
Westbrook (1987) found that satisfaction wagleveloped by Oliver (1999) according to
often regarded as the mediating variable of posguestionnaire items of Jacoby & Chestnut (1978) ;
purchase behavior, linking the beliefs of priorepurchase intention was measured by using the
selection of products to cognitive architectureitems developed by Hellier (2003). To measure the
consumer communication and repurchase intentiogXpectancy disconfirmation, we referred to the
In the post-purchase behavior pattern, Franckeitestionnaire items of Oliver(1980); Yi &
(1983) mentioned that consumers would have tHea(2003); Yim et al(2007), the items of brand
willingness of re-purchasing when they weredreference were taken from Martensen (1993) and
satisfied with the product or service[10]. Therefor Oliveret al. (1992); the questionnaire items of
consumer satisfaction and willingness to buylternative attractiveness used the items of Jehes
appeared remarkably relation, and the probabifity @.(2000). All questionnaire items were measured
repeating to purchase the same brand products wa using Likert seven-point scale. First, we tok 2
higher. Engel et al. (1968) believed that thétudents of China University of Mining and
experience of dissatisfied consumers could caudegchnology as the object of questionnaire. After
brand switching. deleting the items whose exploratory factor analysi
Based on the aforementioned depiction ofvas too low, we confirmed the final questionnaire
relationships among customer satisfaction, braniéems.
trust and brand commitment, this study proposed3 Research Subject, The Design Of The
H7 ~ H9: Questionnaire And Recycling

H7: The customer satisfaction and repurchase  Tnis research chose “students of China

intention of customers for specific brand presentegniversity of Mining and Technology, Xuzhou
positive refation. Normal University, Pengcheng College” as the

research subject and used quota sampling approach.
A total of 600 questionnaires were distributed, and

2 Measures
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582 questionnaires were collected finally througtstandard, which meant the hypothesis testing model
the group discussions and surveys, including 6f research had a higher fit.

invalid questionnaires and 576 valid quesuonnalresZLZ2 Hypothesis testing results

4. DATA ANALYSISAND RESULTS The path coefficient and P value of each
variable were showed in the table 1.The results

To conduct descriptive statistical analysisindicated that, expectancy disconfirmation had a
reliability and validity analysis, structural eqigat ~POSitive effect on customer satisfaction, which
modeling, and regression analysis, SPSS 15.0 afdPported H1, conforming to the result claimed by

AMOS 7.0 statistical package were used. Oliver (1980), Churchill and Suprenant (1982)
.Brand preference positively affected customer
4.1 Reliability And Validity Analysis satisfaction, which supported H2, and it was

) ) ] consistent with the result found by Yim et al
In this study, the internal consistency of the(2007)_ The path coefficient of alternative

questionnaire was mesured by the Cronbach's guractiveness to the customer satisfaction was
coefficient, composite reliability and extractedo_048, P value> 0.1, so H3 was not supported. The
variables. First, the reliability of the scales wasyath coefficient of expectancy disconfirmation to
analyzed with Cronbachis coefficient. According repyrchase intention was -0.045, P value> 0.1, so
to Cuieford (1965), the scale existed intemnaly was also not supporte@rand preference was
consistency when Cronbachts coefficient was positively related to repurchase intention, which
greater than 0.7, W_hl_le the internal consistencg Wapported H5, conforming to the result showed by
low when the p_oeff|C|ent was less than 0._35. Basegim et al (2007), O'Reilly et al (1991). Alternagiv

on the reliability analysis results of this studyggractiveness was negatively related to repurchase
Cronbach's a coefficient of the ~expectancy iptention, which supported H6, conforming to the
disconfirmation ~was  0.798, ~ Cronbach'su  reguit found by Rusbult (1980), Thorbjornsen et al
coefficient of the brand preference was 0.91%5002) cCustomer satisfaction positively affected
Cronbach's o coefficient of the alternative e repurchase intention, which supported H7, and

attractiveness was 0.867, and Cronbach's it \yas consistent with the finding of some scholars
coefficient of the customer satisfaction was 0.88 Morgan and Hunt, 1994; Zulganef, 2006;

Cronbach'su coefficient of the brand loyalty was Fullerton, 2005). In addition, the customer

0.862, and Cronbach'sy coefficient of the gaiisfaction and brand loyalty appeared positive
repurchase intention was 0.887. Overall, allg|ation, which supported H8, conforming to the
Cronbach'sa coefficients of _scales in this §tudy result showed by Geyskens et al (1999), Bloemer,
were greater than 0.700, .WhICh meant the internal,q dekerken- Schréder (2002). The brand loyalty
consistency reached a satisfactory level. and repurchase intention presented positive
To  ensure  the  integrity  and rgiation, which supported H9, conforming to the
comprehensiveness of the variables, this study Usggk 1t claimed by Doney & Cannon (1997),
measurement items of the variable summarized Bjoemer & Odekerken-Schréder (2002).
relevant theories and literature. In addition, the

q uestionnaire was deSig ned after aski ng eXper" Table 1. Path coefficients and hypothesis testing results

opinions and distributed after pretest. Therefore Sretetpett i I R
this study had a high validity of content ant™ Ezperaney sscontemation - o Yes
structure. —customer satisfaction
brand preference D 45ERE H2 Tes
i ) i —customer satisfaction
4.2 Relationships Among Variables And sbermative atiractivensss o - Mo
H ypOtheS| S Te§| ng —customer satisfaction
. i Ezpectancy disconfirmation s H4 Na
4.2.1 Assessment analysis of model fit —tepurchase itetinn
. . brand preference 011 HS Tes
To assess and analyze model fit, this stuc —repurchase itention
used three assessment indicators recommended alternative atvactiveness - Hi Tes
Bagozzi and Yi (1988): preliminary fit criteria, —repurchass intention
overall model fit, fit of internal structure of meid customes ebisfacton D75 il Vs
. . —repurchase mtention
The statistical results of this study showed thaf, ., ... cctcion —brand loaly — s e
x2 | df, GFI, RMR, RMSEA, AGFI, NFI, RFI, IFI, . .
. yalty —repurchase intention " H3 Tes
TLI, CFI, PNFI, PCFI and PGFI met the testinc 2 ,

Fp < 05, M < 0L MR < 001
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4.2.2 Structural model testing results

The structural model testing results o
each variable were showed in Figure 3:

0.111*

0.085*  Repurchase

the findings were generalized to other brand

1[rnarkets under different competitive environments.

Therefore, the follow-up study should consider the
characteristics and differences of different
industries and then make the research framework.
In addition, this study used the three main refeeen
types of consumers across different research fields
which can be brought into variables taking other

mtention

0151RE

Figure 3.Structural model testing results
4.2.3 The impact analysis of each variable on
repurchase intention

The effect of each variable could be divided
into direct effect, indirect effect and total effeand
the total effect was equal to the direct effecsplu
indirect effect. As shown in Table 2:

‘able 2. The impact analysis of rach variable on repurchase intention
Indirecteffect
Effect Customer [2]
B Directeffect Customer Total effect
Varicable satisfaction’ | Brand loyalty
satisfuction
Brand lapalty
Expectanc
- 7 — 0.338 0.022 — 0.360
disconfirmation
Brand 0111 0.308 0.0z0 0.437
preference . . - } [3]
Alternative — — —
-0.151 -0.151
attractweness
Customer — —
. 06a75 0.043 0.718
satisfaction
Brand loyalty 0.083 — — — 0.083

It could be seen in the framework of this
study that customer satisfaction was the key factor
of improving repurchase intention, and it affected
repurchase intention directly or indirectly througZIrS]
multi-path. To produce the greatest custom
satisfaction, the antecedents of customer
satisfaction should be taken into consideratiomn, an
brand preference had the greatest effect on
repurchase intention among its antecedents
including direct effect and indirect effect. And
expectancy disconfirmation had greater effect on
repurchase intention, only including the indirect
effect which appeared notably through the path of
customer satisfaction, so brand marketers should]
pay attention to customer satisfaction besides
expectancy disconfirmation in order to improve
repurchase intention. Alternative attractiveness ha
less effect on repurchase intention, only includin%]
the direct effect, therefore, brand marketers could
improve repurchase intention when they face to the
challenge of alternative attractiveness in thertitu

5. FOLLOW-UP STUDY

customers
assessment model.

as the reference besides brand
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