FE s~ R YR

Delivery flexibility, brand commitment, and

brand equity

fgor  RRE E
a8 ;Z i ;j;;lg}:;b i;';_

® E% R 101 £ 07 7



Bl
A% EMBA Estvir— 44 2 R end je o § A4RFI LA BMBA 2 F H pr o g

.

B AGE  BBE - Lo - R A OARCRE > 14 B T

B AREI R Gl s IMBA R L o GRS — 24 b7
TR A ERERARP AP RES R BERF L R 2 2
PRGUEE - S RES f RS A EEAA 0 A A BuhT R sk
B P Pl R P R R R XA RERYFE ADE S o

cERI BEwati- 3> DR AR NMUAR BREp B A
A3 RRERF > ANR- P30 FFFE O RER RSB LR ERERN
W A JRERLEEF 0 L < & EMBA k7

BEPERYEREABARTZE ARBZEHE > BY ’,f FAEN R
SRR AlE P AR E o4 > 1T RE Y p e iiﬁ‘*{f@%iﬁﬁﬁy ]
AERAA S MG R RAPRRERR O E KT S e A8 i
SHEFHLELT I EERE > RAKE B I ERE Y MRS
ZLEAY R FRRIRT A AR o VAR R R uT
FREFTERR IR L EER BRI RmE L ERF R 2R2TEL R P (2
FeatE s E S E S B )F c KR WA E kEE i F o BEAT R
AdERG- BRAEME L RERL AN EHFFAFETOEVHANE - H-

SHIRSRY b AR Rl

_‘{ IIIE;;, e

NN

2012 # 772 10p &7



WY LA EEEY - KGR R E

AT AL AA A B AL AR ST (F ] )

ZEPFRF 12012 £ 07

ERNE G 5 I D RRE

B2
&

AEY Rt GFE SRS REE SRR L T F E

FERPAFLHE OEREAE S SRAREN AR A RE KR 159 5 %

FEREHR S UABRHRAPHNEFREL ST AR ER G o
RoheT SBbscit (1) FEEE FREZAET 0 RE B LARME
WY PP ARG O L SRR (3) BAAE BHRELS &
MEEAF 5D P HEAFEE ALV EREFERS I RER 2

SR et - B ALY .

MaEs  BEEY CBRLAE - SRKE S SREE S22 50



Title of Thesis : Delivery flexibility, brand commitment, and brand equity
Name of Institute : Tungha University

Executive Master of Business Administration
Graduation Time : 07/2012

Sudent Name :  Wu Shun Yuan Advisor Name : Chang Kuo Hsiung

Abstract

This paper isto analyze the suppliers relativity among delivery flexibility (divided
into time, quantity and location flexibility), brand commitment and bran equity. The
study takes one FMCG company, 3rd party logistics company, and its most customers
as research objective and adapts questionnaire method. There are 159 effective
questionnaires collected and the study uses Linear Analysis Model to configure the
relationship among 3 variances. The study finds. 1. The bigger the delivery time
flexibility, the higher the Customer satisfaction. 2. The bigger delivery time flexibility,
the higher brand commitment. 3. The higher customer satisfaction and brand
commitment, the bigger brand equity. Through above finding, this study provides a
real reference for supplier selection 3rd party logistics and 3rd party logistics
company to increase its added value.
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- NEBRAH

o & (Relidbility) R4p £ 2 RIE o DU fr- RPLARR - & ALK
BRI FEAORRE 0 RRAEG R AT R iRl - RIEARF o AF
T & BiEe che & R (Composite Reliability, CR) {= Cronbach™ s a ik
EF e FEMAERT R4t % k2RI HA3 L 557 LR -

1. Cronbach’ s a & & A 7

Cronbach’ s a E&* kT - BHe T & BFAERF 2 - &4 -Ruekert&
Churchill (1984) #riEz e BHEE > B 43 073 098 2 fF o 4ok 3 RAXF >
FT A EAR F]p R 2 3 By AR R AT hE R Aok 3297 o
#E H Iz Cronbach’ s g & % 0908 pFF s+ 2 Cronbach’ s ¢ & % 0.898 >
&4 R & 2. Cronbach’ s ¢ i@ 2 0.955 0 &4 -k#2 Cronbach’ s o & &
0.962 - 544 4# 5 2. Cronbach’ s o & 5 0.929 - & &8 + k3l » FE M « 408

LR SMREE S FE A G BRI Y 4216 Ruekert & Churchill (1984)

LR (CR) 4% kfrd & BHhp 30— R4 & FFETH é#{wi
CRIEAF » &7 (FFE F¥in- R4 F - Fornell & Larcker (1981) £3:% > !
ERNMETEEBERZ LT N > SRRt 320 B EP2 CRES
0914 > pr@FEfr2 CREZ 0900 &M% & &2 CRIE: 0.956 5 &M K

CRiE: 0963 5-MiEs2 CRES 0934 fal ki Tl T 0% 3
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B T ek TRy e s R g R E S 3 Fornell & Larcker

(1981) #rizik2 th THE 0.7 &7 TFEEE T BRI R T BHRE
TEWIEE ) R AERS 8  Bf - RE
) 2
(E]nadlng)
EERRZHE 2 I CR= [(E luu{ling)z i EEITUF]
#3-2 AFTREFALERELGHE -CREAE E

e Flkf AL CR AVE
#cE &+ (Cronbach’s o = 0.908) 0.914 0.781
I "XXX, wfeg 22 @ > Lepr@p e feplied o 0.929* **
2. TXXX  fife & A2 @ » 232 B RIESPLF T - Xk Bk - 0.919***
3 TXXX, sipe g A2 » FEALTHESNILE - 0.797***
P& 44 (Cronbach’s o =0.898) 0.900 0.693
I TXXX ) fefe g 229 » joaf s @4 & o 0.896***
2. TXXX ) sife g A2 > Pegg s en | o 0.865***
3 TXXX  sifegc2d » FLAIRFER o 0.761***
4. "XXX, it s AP o HEA SR prenpE R o 0.800* **
M-k (Cronbach’s a = 0.955) 0.956 0.845
I PXXX, po- g Eg o4 o 0.894***
2. 2274 TXXX, &R 5%F &6 DR - 0.943***
oA g0 e TXXX ) 2B &g T 0.896***
4, 2273 3 TXXX ) @B S ehg iF o 0.942* **
%% & (Cronbach’s o =0.962) 0.963 0.838
L "XXX, a2 & &P a2 8 - 0.897***
.Y XXX, A& AP ERFIFARTE o 0.887***
Y TXXX, A% 2@ gRIIFw o 0.910%**
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4?}—%‘ FXXXJgrrm/ x o j‘\'gf PR E e

0.940***

5.MEE TXXX, ARk R o A0 R IR AR 0.942**
S % (Cronbach’s a =0.929) 0.934  0.740
I XXX, #- Rk nfgza @ o 0.809***
2. TXXX, &Rp Lot @ 0.869%**
3. TXXX, %R Lg% o 0.942+**
4, TXXX, - S 28R peho 0.889***
5, TXXX |, # - B @ P4 2ha %] LS4 o 0.782***

2 2
X (179) =537.568 ; & /d.f.=2.803; GFI =0.735; IFl =0.908 ; CFI

=0.907 ; RMSEA = 0.060

S SRR A

»x & (Validity) njﬁ,ﬁ S N P st c A ,T;

SLE 3 3o S

PEAMRETFENATTTET R R BER A

%P FE A4 0 ¥ g @tk (Convergent Vaidity) ™2 % )z

(Discriminant Validity) & #3®i% » %P Bagozzi & Yi (1988)

VKA ¢ PrET

#* SPSS g

s

¥

L eidg i > ¥ b 1 4 Bentler & Chou (1987) $#HR+ = #% fr;(z*.'zld.f.)_‘rﬁ%;‘%@ ’

K (ARl R RE e fe B AT H Ao 33

% 3- 3 pe Rptk

e 4 1 R
x”(Chi-square) g
x’1df, <3
fie if & 4p 1% (Goodness of Fit Index, GFI) >0.9
wrig 3¢ feif & 4p & (Incremental Fit Index, IF) >0.9
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Ve st e i & 4p H(Comparative Fit Index, CHI) >0.9

T 3epr iy T > 2842 % #)c (Root Mean Square Error of <0.1
Approximation, RMSEA)

1. ¥* (Chi-square) =+ = & :

F TR A2 R &S AR 0 F 2 AR 0 AT & i)
ARAF > H|UTHEE Ol BB A 7 TACE 3o 2 EBF S B E ELFIE AR EA B
i gs 0 Flt o S EnE pd Rt E R e AR R € R
W BEAR AR 0 R #ciE s S T R B AZIE 3 o
2. pieif &4 # (Goodnessof Fit Index, GFI) fo34 514 fieif & 4p % (Adjusted
Goodness of Fit Index, AGFI) :

feif RApIR(GF) LG8 @ it wra R L R 2 ek HohE > AFER
i R Ap R (AGH) R A4 GFl e p d B2 B ke i B TE T2 BKiE o
Yot B g FARIRIT 1o A FMfe @ RARG o Bl hiE R 4 ARg o ¥ AR
®EF GFI>09-

3. brigs peig AR dp R (Incrementa Fit Index, IFI) -

i pe i Ripth AR R g R o g frA B R Rk
(NFI) « 2o e R b B (NNFI) S 5 s it 2 + 5 @8 20 d & frsh 40
Btz @ pd Raprtdm kb @ ¥ T HREELNIF>09-

4. v gt peig &R 4p 1k (Compardtive Fit Index, CF) :

WG e Rt R A ARG RE R BRI R h 2 HAIR A AL
P LR ¥ RE S CRl>09-

5. T mprin T > E42 i #c(Root Mean Square Error of Approximation, RMSEA) :

RMSEA #rit £ eh3 7% £ L 3 1(RMR)ihip 3+ & » 15 Vg £ R 2 # 3
M E 4% R BRSZff ) a2 A R AR WA R R TR

i ¥ ¥ %% £ RMSEA <3+
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6. %45 Fornell & Larcker (1981) - Jyeacsck 5 MM 5% f 7 £ kg 5k 8
% L R 5P (Average Variance Extracted, AVE) i& 7 i72 » # ¢ AVE £4p1¢
B2 P T BRAN G L R B RN CH AR N AR E T R 2
Jearrc R o — ks AVE 225 0511 F 2k o AVE 2 4o

¥ loading®
AavE= |Lloading? +Y error|

gd 4327 i LRI P RELFFfFEF A 050 a7 2

T

A2
FAVREFL Y b pg Adp iRy ¥ OHY & 3-2 9400 02(179) =537.568 5 df.

=2803 ; CFI=0907>09 ; GFI=0.735 ; IFI=0908>09 ; RMSEA-=

0.080 » =84 485 f & KAEHCA chpesf A 4 el R 2 > AR 8§ § 2%
e OBTJ}L VLI %3%% 3-2 ¥ 1A ’rﬁi‘g_%ﬁ‘fiyrf‘ﬁféﬁﬁﬁ'ﬁ NN-A TR -
Tk T RS 2 AVE @A w5 0.781-0.693~0.845~0.838 - 0.740

L AVE fF <222 58 05, p v 4 2 BT L7 - RIE o
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Fri EiRRsLf

FrRBza o N nBR > SAT LA S BMARD 5L AF
- &9 4 TSPSS18.0, kiEfFaM A o FRFNF - E o hln
PR A TAmos180, &1 & 0 ke E g 254 H03] (Structural Equation
Models, SEM) - & T ¥ it it L TR FEFET c 6 - L 0 ¥ &

P RIMEHE BT ER R F R R -
R

AP OREREE L ST BiEG o 4B UEKEES  EFREE R LR &
WoARFBE MR > AT F 1% Person 4p B s 47 ke T AP M i licanA 47 o

OfEE RS L T avph 2 B o & 4L G G T e R e
MELEYy 0 d 2 4LT A LB Ee B2 Ap B Ry ) 1%0R F K

BoooE PR BRI KA G FIN L ER T A L

Y I eI S ST Y e

ik T gk AL 1 2 3 4 5
o X 5.988 0.796 1
. PER SR 4.928 1.232 0.761 1
N 5.431 0.996 0.412 0.474 1
QRO R = 5.288 1.096 0.363 0.506 0.841 1
LR E 5.324 1.065 0.334 0.432 0.788 0.819 1

URK AR EOREL 0.0l (BE) APMEE -
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A=

PR EAT Y 2 mFERTR N DS B2 M Tt MR e AR
AR SS T P PR R - R o Y A BREZ G
o ko ATHCR Y RcfoRic BB T o gttt B BRI A B EFE A
17 (Factor Analysis) 14 2 55 4 47 (Path Analysis) » & 4 » 3 8 578 anei + 2 42
RO EIT e B AJE - R PR BT M 0 i & AR I
REHC 2 P15 B 0k o § R ARG - AL T GRATE %

B A 47 PR Q] R (7RIS B EE ) ot -

Pz
il
N
k)
b
e
A
i
T
Y

- R
S AR A AMOS18.0 i (7 S H = AR R A 4781 > TR F L B
FET SHM 2 2] L ihlichod 429557 -
2 427 1B X(145) = 376.274 1 X'/df.=2595 ; GFI=0797 :
IFI=0940 ; CFI=0939 ;: RMSEA=0.1> ## {2 GFl gz} ¢35
WtRE i 6 e e R R PR F EIILHIRE o AT R

E Rl A I SR R

o 4- 2 BRI A 2 2] L
fie i 4p 1% ] 7t
x* (Chi-square) 376.274
2 1dt. 2.505< 3
fe i A& 4p 1% (Goodness of Fit Index, GFI) 0.797
bt 3% fe i & 4p 1% (Incremental Fit Index, IF) 0.940> 0.9
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Wit e & 4p 1 (Comparative Fit Index, CFl) 0.939>09

T 3o i T 2 2842 % 8 (Root Mean Square Error of 0.1
Approximation, RMSEA)

3 4- 3 ffﬁﬁﬁf 2 B R~ t BEE PR

SN BE 3 i P it
BEEME > BRA 0.122 0.958 0.338
HEHEY > 29 KE -0.147 -1.753 0.080
RS —> RE AR 0.382*** 2.972 0.003
PFR B — EOMOKE 0.245+* 2.770 0.006
mERE > BWOKE 0.785*** 10.202 0.000
BLE > FREE 0.338** 3.242 0.001
KGR > R E 0.536*** 4.697 0.000

3okl P<0.001 5 kx5 P<0.01 5 %% P<O.05 P (BEE) ARMEE -

- N BRKEZLESE

Bois e dpAn B TR BOA 4T 0 2 BB R T A T 2 B % RSB AT L i
DL 0 AT R RS R Aok 43977 o Bk Hla®Y » A fakiE
RS X EES A SR EFETAER Rt 2RISR S
#cig 5 0122 P& 5 0338 M AAEFM G > »r1uEX Hla? £ 5 & BX
Hib ¥ » a7 ik @ sidd S BBl g o o BP0 F 48 d B Hs 4
i i 5 0382 i 0.003 2 BF ¥k > #r gk Hib & = 5 iRk H2a @ o
AT AT E N Y BN L e B SR B A H R Ak
& 5-0147 P i 5 0080 &M A2 AEF M % #r02 BK H2a 7 & = 5 5K H2b
P AP HRHEEENY PEFES L IR SR B R

T#ciE 5 02455 £ 006 2 B F R E > TIUIBEK H2B = 2 5 B H3a P » A8
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THRABLREELI v BTSN REL - S iE s 0785 i 0.001
ZEFRE S TIBEX 5 BRH3DY AT RHBIREE I BT S

WEE %A BRI g 5 0388 it 0.01 2 A ¥k - #9123k H3b &

ﬁ

2o BRHAY AP RGERREL IR ESWIEE SRR

i & 0536 i 0.001 2 & ¥ -k » #7122k HA & = o
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AFET TS ELET T )R R

BN ARy TR Y ¥re Tl (Cross-Sectional Data) %45 3¢ % #ick # 2
Mo 2 @A R ) afed AR T R EERT A R T R
% 4idre T4 (Longitudinal Data) ki {74 47 ¢ Vi § ERA KRR
FOLE R T E A A T ok BB G T R i

RN AFPTENCBE AR RSP L ORF RHE SAR IR
PP SRS PR A E R R LT iR A 4T T TR 6L
AR FRL - RS R ERA RSP T AL PR KRR A
By AaLEk o

2o dNpEAEfeR @R EEEY  Ra AF T SRR R S
AL K AR 0 T R R R F PR g 2 T R )
PPART e r B E N F i FEEN S MR VIR LA A

- %{md—% ’ I%Egﬂ ‘L%Q\Q"ié\?m’”’w o

s KRG RREL ANANFEHEL RN AGELE - B - G o9 s
ji@f'?*;’gf ’ I/E if\\i’r'é' # 1\/%' {]‘i}i\: l"}ﬂa\ == ‘iﬁa‘?’]\’}’iﬂ Tl E )_L E F}’Apg

= Ak d g (Meyer & Allen, 1991) > F1pt & kAT 7 02 ¥ R e
T R R T RE Y L E S R P ey

REHH S FRZ PP RN Sk & o

30



\\\Xr
<l
q
%
A

N v‘;]gJe

T Ey 2 A5 (2011). A ESRERAFEAMAGHE ST oI R
3:{;. KTBE A ETHN, Fe i, 189-224.
o (2004). SEEGEA A cPnid A REUN R PR F R EM k2
z BPRFATF 4298, RMAAE A FpL3nmymishe.

320w ‘;H-;% (2010). R A%~ 2 RRRFHERAFELER P T2
Fr. 2P 5848, sz,

HEF. (2010). A& 2=f o R P FRREOAEIRLPY
RELZFEFR. F2 o@FE T RBHF AL Hh .

S (2008). PREE& G PEPS] ) f W4 A WLA L -ri TR b,
Mzt A FEEFRE LALH.

ke~ SEda. (2009). BESMALEM GHE R L BRI PE AN
B¢ vk, RAFRFAL, ¥ 5% -, T7-106.

gk, (193D, FFE~mE YR FFLOPERT. 4T LEL A,

EEESFLE Bﬁ@»@mm wﬁ%&ﬁ~ﬁ%ﬁﬁéﬁ%ﬁ&?%é
FATEE RM LR, G, B 3 ¥ e, 497-524.

FEECE, (2007). WA AE S EMEE S SRRLBRIMBPBET -2 F ¥
b ¢ EE WAL ~E %o, 23-40.

REE E ~ prAE. (2004). W p @ S Eo 8 B o il B T2

Sy
=g
|
Pt
_:%,

mb

y 3E

L

FE. SHEmET] SuEi- 8, 2542

31



- NER )]%

Agrawal, N., & Maheswaran, D. (2005). Motivated Reasoning in Outcome -bias
Effects. Journal of Consumer Research, 31 (4), 798-805.

Algesheimer, R., Dholakia, U. M., & Herrmann, A. (2005). The Social Influence of
Brand Community: Evidence from European Car Clubs. The Journal of
Marketing, 69(3), 19-34.

Arndt, J. (1967). Role of Product-Related Conversations in the Diffusion of A New
Product. Journal of Marketing Research, 4(3), 291-295.

Ashforth, B. E., Harrison, S. H., & Corely, K. G (2008). Identification in
Organizations: An Examination of Four Fundamental Questions. Journal of
Management, 34, 325-374.

Assael, H. (1992). Consumer Behavior and Marketing Action. MA: PWS-KENT.

Assadl, H. (1993). Marketing Principles and Srategy, 2nd edition: The Dryden Press.

Assael, H. (1998). Consumer Behavior and Marketing Action. Cincinnati, OH:
South-Western College Publishing.

Bagozzi, R. P, & Yi, Y. (1988). On the Evaluation of Structural Equation Models.
Academy of Marketing Science Journal, 16, 74-94.

Baldinger, A. A., & Rubinson, J. (1996). Brand Loyalty: The Link between Attitude
and Behavior. 36(6), 22-34.

Beamon, B. M. (1999). Measuring Supply Chain Performance. International Journal
of Operations and Production Management, 19 (3), 275-281.

Belk, W. R. (1988). Possessions and the Extended Self. Journal of Consumer
Research, 15, 139-166.

Bentler, P M., & Chou, C. P. (1987). Practical Issuesin Structural Modeling.
Sociological Methods and Research, 16, 78-117.

Bergami, M., & Bagozzi, R. P. (2000). Self -Categorization, Affective Commi tment
and Group Selfesteem as Distinct Aspects of Social Identity in the
Organization. British Journal of Social Psychology, 39, 555-577.

Bhattacharya, C. B., & Sen, S. (2003). Consumer -Company |dentification: A
Framework for Understandi ng Consumers' Relationships with Brands. The
Journal of Marketing, 67(2), 76-88.

Blackwell, R. D., Miniard, P.W., & Engel, J. F. (2001). Consumer Behavior . Tex.:
Harcourt College Publishers.

Bloch, P. H., Sherrell, D. L., & Ridgway, N. M. (1986). Consumer Search: An
Extended Framework. Journal of Consumer Research, 13, 119-126.

Bone, P. F. (1995). Word-of-Mouth Effects on Short-Term and Long-Term Product
Judgments. Journal of Business Research, 32(3), 213-223.

Brown, T. J, Barry, T. E,, Dacin, P A., & Gunst, R. F. (2005). Spreading the Word:

32



Investigating Antecedents of Consumers Positive Word -of-Mouth Intentions
and Behaviorsin a Retailing Context. Journal of the Academy of Marketing
Science, 33, 123-138.

Carlson, B. D., Suter, T. A., & Brown, T. J. (2008). Social versus Psychological Brand
Community: The Role of Psychological Sense of Brand Community. Journal
of Business Research, 61, 284-291.

Casalg, L. V., Flavian, C., & Guinaliu M. (2008). The Role of Satisfaction and
Website Usability in Developing Customer Loyalty and Positive
Word-of-Mouth in the e-banking Services. The International Journal of Bank
Marketing, 26, 399-417.

Cavero, S, & Cebollada, J. (1997). Brand Choice and Marketing Strategy: An
Application to the Market of Laundry Detergent for Delicate Clothesin Spain.
Journal of International Consumer Marketing, 10, 57-71.

Chaudhuri, A., & Holbrook, M. B. (2001). The Chain of Effects from Brand Trust and
Brand Affect to Brand Performance: The Role of Brand Loyalty. Journal of
Marketing, 65(2), 81-93.

Clark, G L., Kaminski, P. F,, & Rink, D. R. (1992). Customer Complaints: Adv ice on
How Companies Should Respond Based on an Empirical Study. Journal of
Services Marketing, 6(1), 41-50.

Daugherty, P. J., & Pittman, P. H. (1995). Utilization of Time -based Strategies.
International Journal of Operations and Product ion Management, 15(2),
54-60.

Daugherty, P. J., Sabath, R. E., & Rogers, D. S. (1992). Competitive Advantage
Through Customer Responsiveness. Logistics and Transportation Review,
28(3), 257-271.

Day, G S. (1971). Atti tude Change, Media and Word of Mouth. Journal of
Advertising Research, 11(6), 31-40.

Del Rio, A. B., Vazquez, R., & Iglesias, V. (2001). The Effects of Brand Associations
on Consumer Response. Marketing Science, 25, 740-759.

Dick, A. S,, & Basy, K. (1994). Customer Loyalty: Toward an Integrated Conceptual
Framework. Journal of the Academy of Marketing Science, 22, 99-113.

Ellis, B. T. (2000). The Development, Psychometric Evaluation, and Validation of a
Customer Loyalty Scale. (Unpublished doctoral dissertation) Graduate School
Southern Illinois University. Carbondale.

Farr, A., & Hallis, N. (1997). What Do You Want Brand to be When It Grow Up: Big
and Strong? Journal of Advertising Research, 37, 23-36.

Fawcett, S. E., Stanley, L. L., & Smith, S. R. (1997). Developing a Logistics
Capability to Improve the Performance of International Operations. Journal of

33



Business Logistics, 18(2), 101-127.

Feick, L. F, & Price, L. L. (1987). The Market Maven: A Diffuser of Marketplace
Information. Journal of Marketing, 51(1), 83-97.

File, K. M., Cermak, D. S. P, & Pricce, R. A. (1994). Word -of-Mouth Effectsin
Professional Services Buyer Behavior. The Service Industries Journal, 14,
301-314.

Fornell, C., & Larcker, D. F. (1981). Evaluating Structural Equation Model swith
Unobservable Variables and Measurement Error. Journal of Marketing
Research, 18(1), 39-50.

Fournier, S. (1998). Consumers and Their Brands: Developing Relationship Theory in
Consumer Research. Journal of Consumer Research, 24 (4), 343-373.

Gwinner, K. P, Gremler, D. D., & Bitner, M. J. (1998). Relational Benefitsin
Services Industries: The Customer's Perspective. Journal of the Academy of
Marketing Science, 26(2), 101-114.

Harris, L. C., & Goode, M. H. (2004). The Four Levels of Loyalty and the Pivotal
Role of Trust: a Study of Online Service Dynamics. Journal of Retailing,
80(2), 139-158.

Harrison, W., & Jean, L. (2001). The Measurement of Word -of-Mouth
Communication and an Investigation of Service Quality and Customer
Commitment as Potential Antecedents. Journal of Service Research, 4(1),
60-75.

Hawkins, D. I, Best, R. J., & Coney, K. A. (2001). Consumer Behavior: Building
Marketing Srategy: McGraw Hill Company.

hearne, M., Bhattacharya, C. B., & Gruen, T. (2005). Antecedents and Consequences
of Customer-Company Identification: Expanding the Role of Relationship
Marketing. The Journal of Applied Psychology, 90, 574-585.

Holmes, J. H., Lett, J., & John, D. (1977). Product Sampling and Word of Mouth.
Journal of Advertising Research, 17(5), 35-40.

Jacoby, J., & Chestnut, R. W. (1978). Brand Loyalty: Measurement and Management.
New York: John Wiley and Sons.

Jacoby, J., & Kyner, D. B. (1973). Brand Loyalty vs. Repeat Purchasing Behavior.
Journal of Marketing Research, 5, 1-9.

Jacoby, J., & Olson, J. C. (1978). An Attitude Model of Brand Loyalty: Conceptual
Underpinnings Instrumentation Research. In J. Jacoby and R. W. Chestnut
(Eds.), Brand Loyalty: Measurement and Management. New York: John Wiley
and Sons, 1-32.

Johar, J. S., & Sirgy J. (1991). Value-Expressive versus Utilitarian Advertising
Appeals. When and Why to Use Which Appeal. Journal of Advertising, 20(3),

34



23-33.

Jones, T., & Taylor, S. F. (2007). The Conceptual Domain of Service Loyalty: How
Many Dimensions. Journal of Service Marketing, 21(1), 36-51.

Jones, T. O., & Sasser, W. E. (1995). Why Satisfied Customers Defect. Harvard
Business Review, 77, 88-99.

Katz, E., & Lazarsfeld, P. F. (1955). Personal Influence. New York: Free Press.

Keegan, W., Moriarty, S., & Duncan, T. (1995). Marketing. New Jersey: A Division of
Simon and Schuster, 316-341.

Kim, A. C., Dongchul, H., & Aeung-Bae, P. (2001). The Effect of Brand Personality
and Brand Identification on Brand Loyalty : Applying the Theory of Social
Identification. Japanese Psychological Research, 43, 195-206.

Kinnear, T. C., Bernhardt, K. L., & Krentler, K. A. (1995). Principles of Marketing.
New York: HarperCollins Publishers.

Kleinelll, R. E., SchultzKleing, S, & Kernan, J. B. (1993). Mundane Consumption
and the Self: A Socialidentity Perspective. Journal of Consumer Psychology, 2,
209-235.

Kuenzel, S., & Halliday, V. S. (2008). Investigating Antecedents and C onsequences of
Brand Identification. The Journal of Product and Brand Management, 17,
293-304.

Lariviere, M. (2002). Inducing Forecast Revelation Through Restricted Returns.
Working paper, Northwestern University.

Lasswell, D. H. (1935/1965). World Politics and Personal Insecurity. New York: The
Free Press.

Lee, J,, Janghyuk, L., & Lawrence, F. (2001). The Impact of Switching Costs on the
Customer Satisfaction-Loyalty Link: Mobile Phone Service in France. Journal
of Services Marketing, 15(1), 35-48.

McEwen, J. W. (2005). Married to the Brand. Why Consumers Bond with Some
Brands for Life. New York: Gallup Press.

Meyer, J. P, & Allen, N. J. (1991). A Three-Component Conceptualization of
Organizational Commitment. Human Resource Management Review, 1 (1),
61-89.

Morash, E. A., Droge, C. L. M., & Vickery, S. K. (1996). Strategic Logistics
Capabilities for Competitive Advantage and Firm Success. Journal of Business
Logistics, 17(1), 1-22.

Mowen, J. C. (1995). Consumer Behavior, 4th edition. NJ: Prentice-Hall.

Murray, K. B. (1991). A Test of Services Marketing Theory: Consumer Information
Acquisition Activities. Journal of Marketing, 55(1), 10-25.

Qdin, Y., Odin, N., & Valette-Florence, P. (2001). Conceptual and Operational Aspects

35



of Brand Loyalty: An Empirical Investigate. Journal of Business Research,
53(2), 75-84.

Oliver, R. L. (1999). Whence Consumer Loyalty. Journal of Marketing, 63(33-44).

Plambeck, E., & Taylor, T. (2005). Sell the Plant? The Impact of Contract
Manufacturing on Innovation, Capacity and Profitability. Management Science,
51(1), 133-150.

Podnar, K. (2004). Corporate Reputation, Orgnizational |dentification and
Commitment., (Unpublished doctoral dissertation). Ljubljana: Faculty of
Social Sciences.

Podsakoff, P, & Organ, D. (1986). Self -Reports in Organizational Researches:
Problems and Prospects. Journal of Management, 12, 531-544.

Prus, A., & Brandt, D. R. (1995). Understanding Your Customers. Marketing Tools,
10-14.

Ravas, D., & van Rekom, J. (2003). Key Issuesin Organizationa Identity and
Identification Theory. Corporate Reputation Review, 6, 118-132.

Reilly, P. A. (1998). Balancing Flexibility -Meeting the Interests of Employer and
Employee. European Journal of Work and Organization Psycho logy, 7(1),
7-22.

Reynolds, T. J.,, & Gutman, J. (1984). Advertisting is Image Management. Journal of
Advertising Research, 24(1), 27-38.

Richins, M. L. (1983). Negative Word-of-Mouth by Dissatisfied Consumers: A Pilot
Study. Journal of Marketing, 47(1), 68-78.

Rodhain, A. (2006). Brands and the Identification Process of Children. Advancesin
Consumer Research, 33, 549-555.

Ronald, D., Jean, B., & Kari, T. (1989). Japan at Work: Market, Management and
Flexibility. Paris: OECD.

Ruekert, W. R., & Churchill, G A. (1984). Reliability and Validity of Alternative
Measures of Channel Member Satisfaction. Journal of Marketing Research,
21(2), 226-233.

Schiffman, L. G, & Kanuk, L. L. (1997). Consumer Behavior, 6th edition. Upper
Saddle River, NJ: Prentice Hall.

Scott, S. G, & Lane, V. R. (2000). A Stakeholder Approach to Organizational Identity.
The Academy of Management Review, 25, 43-62.

Sheth, J. N., Mittal, B., & Newman, B. |. (1999). Customer Behavior-Consumer
Behavior and Beyond. Mason, OH: Thomson South-Western.

Silverman, G. (1997). How to Harness the Awesome Power of Word -of-Mouth. Direct
Marketing, 60(7), 32-37.

Singh, J., & Sirdeshmukh, D. (2000). Agency and Trust Mechanisms in Consumer

36



Satisfaction and Loyalty Judgements. Journal of Academy of Marketing
Science, 28(1), 150-167.

Soderlund, M. (1998). Customer Satisfaction and Its Consequences on Customer
Behavior Revisited. International Journal of Service Industry Management,
9(2), 169-188.

Suarez, F., Cusumano, M. A., & Fine, C. H. (1995). An Empirica Study of Flexibility
in Manufacturing. Soan Management Review, 37(1), 25-32.

Tuskej, U., Golob, U., & Klement, P. (2011). The Role of Consumer -Brand
Identification in Building Brand Relati onships. Journal of Business Research.

Vickery, S., Calantone, R., & Droge, C. (1999). Supply Chain Flexibility: An
Empirical Study. The Journal of Supply Chain Management, 35 (3), 25-33.

Warrington, P, & Shim, S. (2000). An Empirical Investigation of the Relationship
between Product Involvement and Brand Commitment. Psychology and
Marketing, 17(9), 76-88.

Westbrook, R. A. (1987). Product/Consumption -Based Affective Responses and

Post-Purchase Processes. Journal of Marketing Research, 24 (3), 258-270.

37



