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Abstract

Under the pressure of fierce market competition, it has been the
most important target of enterprise that strives [or reservings customers
and making that become [aithful enterprise customer. Relevant resear-
ches indicate that the period of an organization getting profits from a
customer are from hall a year to two and a hall years and the cost an or-
ganization draw on a new customer is 5 times to reserve an old one, Still
have research discovers,if we can reduce 5% of the betrayed customers,
profit is likely to improve from 25% to 85%. It can be seen that,retain
and improve the customer brand loyalty to enterprise.is the most impor-
tant thing to the enterprises marketers.

It is not easy to create customers”’ brand loyalty and it is hard to
create cusotmer loyalty directly, but we should have a comprehensive
understanding of the various brand loyalty drivers,then we should create
and nurture these drivers. Then wen can realize the aim to build the cus-
tomers "brand loyalty. Therefore, we need to find some of the key factors
of industry—driven customer loyalty and the relationship between these
factors and cusotmers’ brand loyalty, then we can build brand loyalty
from these factors. By this means, enterprises can make [ull use of the
limited marketing resources.and also greatly enhance customers”’ hrand
loyalty,and it is the optimization use of enterprise resource in the field

of marketing,
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At present there are many researchand application models about the
brand loyalty drivers, and there are also some domestic research, but
these researches have not taken shape authoritatively, widely used re-
search model, brand operators hope there will be some research can sup-
port the management of domestic practice or can some research can in-
l'rbduce some foreign related research to the use of domestic practice.
However, we must recognize that a very important point is that these re-
searches and those after them,in essence,is static,and did not reflect the
changes in consumer brand loyalty with the passage of time. Because in
the study of Marketing, satisfaction and loyalty is widely regarded as a
dynamic phenomenon,which reflects an important research defects. The
dynamic nature is reflected in the research of the Olsen and Johnson
(2003) »who proposed a “loyal cumulative assessment” dynamic model.
Bolton and Lemon (1999) emphasized the importance of their model in
the field of service marketing from the dynamic perspective. Although
observing brand loyalty from the dynamic perspective is strongly ac-
knowledged, brand trust and brand loyalty to the impact of the brand
loyalty has not systematically from the point of the dynamic view.

In this context,we examined the effect from brand trust and brand
affect to the brand loyalty at the same time at in the context of dynamic,
In this study, the basic proposition is the function of brand trust and
brand affect in the formation of brand loyalty is constandly changing
with the passage of time or the accumulation of experience, More specif-
ically, we believe that because of the lack of knowledge of products or
services, brand affect plays the most important role in the early forma-
tion of consumers’ brand loyalty. However, as accumulation the pur-

chase experience,the impact of brand trust will be enhanced.



Consequently, this study decide to investigate the dynamic role of
brand trust and brand afftect on brand loyalty in the formation of the
brand loyalty. And at the same time in order to create the process of in-
tegration of a brand loyalty model, this study also investigate several
other regulation variables in the course ol formation of brand loyalty.
Our research method is a longitudinal study methods just as many schol-
ars call(Szymanski and Henard,2001),

In the fist chapter, we discuss the influence that brought by eco-
nomic environment of china and customer demand movement to the mar-
ket ,then we induce the theoretical and practical significance of the study
of formation of brand loyalty,and this chapter discusse brand loyalty in
terms of principles from resource exchange theory, prospect theory,and
mental accounting theory, On the basis of retrospection to the brand loy-
alty,brand trust and brand affect literature, this chapter point out the
core problem and research object of this research. At last part of this
chapter,we describe the research process by chart,

Chapters 2 provides a review of the relevant literature and presents
the conceptual framework and express the intrinsic link among these
variables. Finally.this chapter express the integrated dynamic model of
brand loyalty.

Building on various propositions suggested in chapter 2, chapter 3
further develops the conceptual model and identifies the specific hypoth-
eses for the study. This chapter develops a model of brand loyalty that
integrated brand trust,brand affect, Self — Regulatory State, the consis-
tency of the consumption experience and product involvement. Hypothe-
ses 1 and 2 express the relationship between brand loyalty and brand

trust, brand affect. Hypotheses 3— 7 express the regulated role for the
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variables of Selfl — regulatory State.the consistency of the consumption
experience and product involvement.

Chapter 4 provides an overview of the research methodology used
for the project. The research design, sampling frames, data collection
methods, questionnaire designs, manipulations of the independent fac-
tors,and measurements of the variables are described. Pretesting proce-
dures for the longitudinal study are also explained. Especially,all the a-
bove are presented separately for the study,

Chapter 5 presented a description of the study. A detailed explana-
tion of the model 10 be tested,research methods, questionnaire designs,
the data analysis and the model estimation and hypothesis testing meth-
od were described. The results confirmed the hypothsises are correct,

At last, chapter 6 discusses the research results,and point out the
contribution of this research, management implication, limitation of the
research and the {uture research directions.

In this research, we adopt scientific, normative empirical research
methods,advanced the research themes, develop the model and hypothe-
sis via literature review,and estimate the model and tested the hypothe-
sis. This paper has some innovation and contribution in the aspects of re-
search path,research design.and data analysis.

Firstly, although research on the brand loyalty in the marketing
field has been relatively rich in theory and model, but also on the decided
factors of the brand loyalty, there are modeles had been widely recog-
nized, but in the the past literatures of the brand loyalty,scholars like u-
sing of paper surveys, interviews to discuss the causes and effects of
brand loyalty, and several literatures pay attention to the development

process of brand loyalty itself. This study uses longitudinal context sim-



ulation experiments and focus on the process of the development of
brand loyalty and the changes of the decided factors of brand loyalty.
For the method in the research fields of brand loyalty is an innovative
study.

The results showed the importance of the brand loyalty study [rom
the dynamic perspective. We found that the decided factors to brand loy-
alty are constantly changing,and it is extremely necessary to take brand
loyalty as a dynamic concept,to study brand loyalty form the dynamic
perspective, Which can help eclarify the nature of brand loyalty. There-
fore,study the brand loyalty from dynamic perspective is useful comple-
ment to the existing theory of brand loyalty,to enrich and expand the
existing brand theory.

Secondly,according to the theoretical interpretation of this study.a
breakthrough in the field of brand loyalty of the self—regulatory theory
of Higgins hopes that the transfer of management from the perspective
of its customers further in— depth analysis with different evaluation of
brand loyalty of the different self — regulation focused customers. The
results showed that evaluation of brand loyalty for different self —regu-
lation focused customers are significantly different. Compared with pro-
motion focused consumers, the increase of brand trust role and decline of
the brand affect role in the process of the formation of brand loyalty is
much more significant {or the prevention focused. Self —Regulatory is an
important psychological research field, this study introduce this theory
to the marketing, which interprets the reason why different has different
opinions about the brand, At the same time, the use of this theory pro-
vides a new research direction in the marketing theory.

Thirdly ,although in the research areas of brand loyalty,some schol-
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