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Abstract: Business practice shows that brand in essence is a kind of "commitment" which creates value for
stakeholders and can get value from it. At present, most researches explore the consumption psychology and
behavior from the view of brand loyal (or purchase intention) and pay the less attention to the brand value
commitment. Even in the few related studies, they are qualitative ones. Therefore, by virtue of the Organization
Commitment Theory and Commitment Foci, this study divides the brand value commitment into Attitude
Commitment by the way of organizational behavior and Behavior Commitment by the way of social psychology.
Attitude commuitment mcludes orgamzational commitment, affective commitment, quality commitment, economic
commitment and relationship commitment. Behavioral commitment includes purchase commitment, reputation
commitment, tolerance commitment and continuance commitment. By questionnaires, this study analyzes the
influence of consumer brand attitude commitment on their behavior commitment. And it confirms that consumer
brand attitude commitment have a significant positive impact on their purchase commitment, public praise
commitment and continuance commitment; while the organizational commitment, affective commitment, quality
commitment and relationship commitment have significant positive impacts on consumer brand behavior

commitment.
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INTRODUCTION

Business practice shows that brand mn essence 1s a
kind of "commitment" which creates value for
stakeholders and can get value from it (Zhang et al,
2010). There are some representative views and
conclusions: Duncan and Moriarty (2000) indicated that
the stakeholders’ relationship affects directly on the
brand building effectiveness. ITn order to create better
consumer value, it must rely on the other stakeholders’
participation, contribution and support. It also showed
that the stakeholders’ interactive relationship has a
significant mmpact on their brand awareness. The close
relationship between the enterprise and stakeholder can
weaken the mfluence which the crisis may bring to the
company or the brand. Meanwhile, the stakeholders’
relationship affects directly their method and extent to
support the brand and the stakeholders’ interactive
relationship also influences the connection between the
company and consumers. On the interactive relationship
between enterprise brand and stakeholder, Zhang et al.
(2008) put forward the concept of “ecologic brand

relation” and comsidered that good brand relation
contribute to stakeholders’ positive cooperative mtention,
reputation intention, role-overlapping mtention and the
tolerance on the brand crisis. Brand relation has been the
important role in condensing the stakeholders, creating
the social capital and setting up the enterprise’s
competitive advantage in the brand building process.
Tim and Shawn (2000) believed that the stakeholder
behavior is the underlying rationale between the
corporate social responsibility and financial performance
(CSP-FP). Once the high brand value commitment has
been formed, it promotes the stakeholder to mvest and
support more positive (such as work, capital, resource,
purchase power and reputation) and creates brand value
directly and indirectly. Meanwhile, the high brand-value-
of the stakeholder makes

themselves easier tolerate the occasional product’s defect

commitment awareness

or the worse work and reduce complain and their
tendency to leave (Dawar and Pillutla, 2000; Lee and
Chang, 2011; Tian et al, 2012). Thus, the stakeholder
behavior is the intermediate variable to explain the relation
between the brand value commitment (corporate social
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responsibility) and the business performance. Based on
the empirical study, this study hopes to explore the
mnfluence of consumer brand attitude commitment on their
behavior commitment and reveal the nternal mechamsm
of brand value commitment and business performance.

BRAND VALUE COMMITMENT DIMENSION
AND RESEARCH HYPOTHESIS

Concept and classification of commitment and
organizational commitment: Commitment 13 defined as
“a responsibility, something that you have promised to
do” in the Oxford English Dictionary. It means that the
acceptor makes a promise for the future, while in the real
life the commitment actually 1s a way that the individual
obtains the limited stability in the infinite and changing
world and requires a safe and orderly life by nature
(Zhang, 2004). As a kind of psychological phenomenon,
organizational commitment 1s the same as the attitude
variable and shows the significant mmpact on the
individual behavior in the orgamnization.

Organizational commitment is a concept in modern
organizational behavior and it also called “Psychological
Contract”. Brefly, 1t 15 the acknowledgment and
involvement extent of the individual on some certain
organization and it is the attitude or guidance to connect
the individual and the organization, or the process to
make the mndividual goal reconciled to the orgamzation
goal. There are two popular views on the
organizational commitment: One is behavior commitment,
the other 1s attitude commitment. Behavior commitment
starts from the social psychology and concerns that
how individual influences the attitude to consist with the
behavior. Attitude commitment starts from the
organizational behavior and pays more attention on
how individual cultivates the firm faith on the orgamzation
value, brings the intention of struggling for the group’s
benefit and trains the willing of staying in the enterprise
without leaving.

In order to divide the orgamizational commitment
dimension, Becker put forward the concept of
“commitment foci” to explain who (what goal) the
members promise to. These goals mclude the tangible
objects (such as organization, profession and labor umon)
and abstract objects (such as performance). Like
organizational commitment, professional commitment and
supervisor commitment also have an effect on the
individual behavior in the orgamization Professional
commitment can be taken as affective commitment,
continuance comimitment and normative comimitment,
which respectively represents the career identity and
affective attachment, career mmvolvement and the difficult
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to change career, the degree of unwilling to change
career for the social norm. When the commitment foci is
the immediate boss, the supervisor commitment i1s set.
Supervisor commitment i1s affective commitment,
continuance commitment and normative comimitment,
identity on the
attachment, the loss
brought by the supervisor’s change, the degree of
unwilling to change the supervisor for the social
norm (such as “the supervisor helped me before and T
should repay him™).

which respectively represents the

supervisor and emotional

Brand value commitment dimension on the consumer:
Based on the definition of organizational commitment,
attitude and
identification on the brand and thus derives a certain
behavior tendency. Brand value commitment can explain

brand value commitment is consumers’

the reason why the consumers prefer one brand and it is
a target to test the comsumer loyalty. Brand value
commitment can be divided into two types: Attitude
commitment by the way of organizational behavior and
behavior commitment by the way of social psychology.
Whether the brand satisfies the consumers’ value
desire and expectation decide the formation of attitude
commitment. The higher value satisfaction the consumers
obtain from the brand, the higher attitude commitment the
consumers will have. In lmne with the orgamzational
behavior way and consumers’ value desire; consumer
value commitment dimension can be generalized as
organizational commitment, affective commitment, quality
commitment, economic commitment and relationship
commitment. Organizational commitment refers to the
consumers’ brand identification on the value idea,
corporate 1mage and social responsibility. Affective
commitment refers to the brand value identification and
emotional sustenance. Quality commitment refers to the
brand quality identification and confidence. Economic
commitment refers to the reasonable cost performance and
use-cost. Relationship to the

satisfaction on the employee service attitude and
behavior.

commitment refers

Consumers brand behavior commitment dimension: To
the correlation between the brand value
commitment and enterprise performance, it should
construct not only the brand attitude commitment
dimension but also the brand behavior commitment

reveal

dimension of consumers, to explore the mfluence of
consumer attitude commitment on their behavior
commitment. Therefore, this study the
consumers’ brand behavior commitment dimension from
the brand loyalty.

confirms
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There are relevant literature about the loyalty and
brand loyalty: Oliver (1997) regarded loyalty as “a
product or service that the consumers keep buying what
they prefer in the future, although situation-influence
and marketing effect will change consumers’ purchasing
behavior”. Jacoby and Kyner (1973) considered that
consummers’ personal preference would affect their
repetitive purchasing behavior m a certain period.
Jones and Sasser (1993) took the explicit behavior of
loyalty for three types: Repurchase intention, primary
behavior (actual purchase) and secondary behavior
(recommendation). Newman and Werbel (1973) put
forward that loyal consumers would buy the same
brand repetitively without looking for other brand.
Jacoby and Chestnut (1978) gave the fuller defimtion
onn brand loyalty: “Brand loyalty 1s a nonrandom
behavioral response which will exist for along
a psychological (decision, evaluation)
purchasing process on the brand commitment after
some decision umt thinks over one or more than one
brand”.

On the basis of the researches above, Chaung (2006)
put forward six parts of the brand loyalty: (1)
Nonrandomness: It refers to the consumers’ special
preference on the product and brand and it makes clear
that the purchasing behavior is not aimless. (2) Behavioral
response: It means the actual purchasing behavior what
consumers must show up. (3) Long-existence: It 1s the
sustainability of the purchasing behavior, which is more
than twice purchasing behaviors in a certain period. (4)
Thinking over more than one brand: The consumers have
several opportunities to choose brand and they must
make the evaluation and choice from these different
brands. (5) Psychological commitment process: The
consumers must evaluate all kinds of brand, hold their
view and attitude on each brand and make the decision
according to their brand preference and attitude and carnry
out the final purchasing behavior. The psychological
commitment 18 developed from the process before, so the
psychological 1mplicates the comsumers’ repurchase
intention. (6) Recommendation behavior: The consumers
recommend the brand and product what they prefer to
their friends and family and they also have the tolerance
on the crisis and tendency to leave. If the good
interaction has been formed, it can create the brand value
directly and indirectly and tolerate the accidental
product’s defect or the worse work and reduce complain
and their tendency to leave (Duncan and Morarty, 2000,
Dawar and Pillutla, 2000). There will be not much harm to
the enterprise brand value because of the crisis. Dawar
and Pillutla (2000) discovered in the Expectation-Evidence
that if consumers™ have the high expectation on a special

time and
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brand or product, there will be not much harm to the
enterprise’s right, no matter how the enterprise deals with
the crisis.

In lme with the social psychological way and
consumers’ value desire, consumer behavior commitment
can be generalized as purchasing commitment
(repurchasing intention), public praise commitment
(recommendation intention), tolerance commitment
(erisis tolerance intention) and continuance commitment
(leaving tendency). Purchasing commitment refers to the
repuwrchasing intention and attituide because of
consumers’ brand recognition; Public-praise commitment
1s the recommendation degree; Tolerance commitment is
consumer’s tolerant degree on the brand cnisis by their
brand preference. Continuance commitment is the degree
what unwilling to change brand by consumer’s brand
preference. These four behavior intention is the most
important indicator to judge consumers’ loyalty. The
higher value commitment the consumers have, the
stronger repurchasing behavior intention the consumers
will hold, the higher recommendation intention they will
own, the higher tolerant intention on the products” defect
they will have and the lower leaving tendency they will
possess. Thus, the following researches are deduced:

Consumers’ brand behavior commitment and impact

H1: There is significantly positive impact of consumers’

attitude  commitment on their cooperation
commitment

H2: There is sigmificantly positive impact of consumers’
attitude  commitment on their public-praise
commitment

H3: There is significantly positive impact of consumers’

attitude commitment on their tolerance comimitment

H4: There is significantly positive impact of consumers’
attitude commitment on theirr continuance
commitment

Consumers’ brand attitude commitment and impact

H5: There is  significantly  positive impact of
organizational commitment on consumers’ brand
behavior commitment

H6: There 1s sigmficantly positive impact of atfective
commitment on consumers’ brand behavior
comumitment

H7: There is significantly positive impact of quality
commitment on consumers’ brand behavior
commitment

HS: There 1s significantly positive impact of economic

commitment on consumers’ brand behavior

commitment
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H9: There is significantly positive impact of relationship
brand behavior

commitment on consumers’

commitment
RESEARCH DESIGN AND METHOD

Operational definition and measurement items: Based on
the questiomnaires of swvey company, related
measurement items that put forward by Bhattacharya and
Sen (2003), Fournier (1998), Algesheimer et al. (2003),
Davis (2003), Wang (2006) and Zhang (2004) and
consumers’ value desire, this study defines the
operational definition of the variable on consumer’s
attitide commitment and behavior commitment and
designs the measurement items on the consumers’
brand attitude commitment dimension (mcluding
organizational commitment, affective commitment,
quality commitment, commitment
relationship commitment) and behavior commitment
dimension (including purchasing commitment, public-
praise  commitment, tolerance commitment and
continuance commitment). The questionnaire that formed
from the measurement items will adopt the Likert
Seven Point Scale and 1 stands for totally disagree, whule
7 stands for totally agree.

EConoImic and

Sample selection: Sample selection requires that all
respondents have actual brand-value-commitment
experience; otherwise they can not make judgment.
Usually, people use the shampoo and they have the
experience in using shampoo. That 15 the respondents can
understand the meamng of measwe items. This
questionnaire is by the way of sample selection.

Questionnaire preceding measure and revision: In order
to guarantee the questionnaire’s exactness, there is a
pretest. By giving a few questionnaires to some particular
persons, it uses the Reliability Analyze of SPSS,
calculates the correlation coefficient of the item-to-total,
does the valid reliability analysis and considers taking out
the item-to-total correlation which less than 0.5. Due to
the fewer items on the latent variable and the caution of
the research process, this study will adjust the item
on the exploratory factor analysis after collecting all the
formal questionnaires. Thus, all the lower items of the
Ttem-to-total will be reserved temporarily.

Questionnaire investigation: This study puts the
“questionmaire on awareness and behavior of
consumers’ brand value commitment” on a
particular system of  network questionnaire

(http: //www.diaochapai.com). The swvey objects are the
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Table 1: List of questionnaires and the recall
Survey copies  Recall copies
{copy) (copy)

152 152

Effective copies
Recall rate  (copy)
100P%0

Effective rate
1002

152

students, friends and classmates. And the time 1s from
March 27th, 2010 to September 20th, 2010. Tt gets list of
questionnaires and the recall (Table 1).

DATA ANALYSIS AND RESULTS

Descriptive statistics analysis: This study analyzes the
questionnaire by the descriptive statistics analysis of
SPSS17.0 and gets the respondents” sample distribution.
In this survey, 75% respondents are female, 80.3%
respondents are 20-29 vears old; 86.8% respondents are
bachelor degree; 69.7% respondents are students, while
10.5% are company employees; in the shampoo brand
distribution, the popular brands are Head and Shoulders,
Rejoice, Pantene, L, the respective rate 1s 21.7, 20.4,19.1
and 11.2%.

Reliability analyze on latent variable: Firstly, this study
analyzes the Cronbach’s & value by the reliability analysis
of SPSS and gets the reliability analysis result (Table 2).
The table shows that all the Cronbach’s ¢ value are more
than 0.6 and indicates all the measure items are reliable.
And then, this study uses the Reliability analyze of SPSS
and calculates all measure items’ item-to-total correlation
(Table 3). Due to the fewer measure items and to be
cautious, although the item-to-total correlation of X1, Y2
and Y4 1s less than 0.5, 1t will decide whether delete these
three variables after domng the confirmatory factor
analysis.

Validity analyze on latent variable

Content validity: This questionnaire is basis on the
theory, takes some scholars’ questiomnaire and measure
items for reference and revises the content aimed at the
respondents. Thus, this study meets the requirement on
the measure items and content validity of latent variable.

Construct validity: Tt contains convergent validity and
diseriminant validity. The way to check the convergent
validity 18 to judge the standardized factor loading of
measurement mode. If the coefficient is more than 0.6, it
will show that there are high degree corresponding
latent variables of some explicit variables (measure
items) and that means this study is high convergent
validity. Using the pearson related coefficient 1s the way
to check the discriminant validity. If the related coefficient
is less than 1, it will have the discriminant validity. The
specific test and analysis of the construct validity are as
follow.
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Convergent validity test: This research adopts the
Confirmatory Factor Amnalysis (CFA) and gets the
Standardized Factor Loading in all latent variables
and explicit vanables (Table 4). To unprove the
validity of the variables, it should delete the variables
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which are less than 0.6. From Table 4, the explicit
X1, X2, Y2 and Y4 will be deleted for their standardized
factor loading of are lower than 0.6. Other coefficients
are higher than 0.6, which means the degree is high
(or acceptable).

Table 2: The reliability of the latent variable
Brand organizational

Brand affective Brand quality Brand economic Brand relationship  Brand behavior

Construct commitment (x1) commitment (xx2)  commitment (x3)  commitment (xx4)  commitment (xx5)  commitment y)
Measure item number 4 3 3 2 5
Cronbach ¢ 0.729 0.832 0.827 0.669 0.829 0.708

Table 3: Ttem to total comrelation of measure items and its comesponding latent variables
Latent variable Explicit variable (index or item)

Itern to total correlation

Brand organizational commitment (xx1) X1: TIam somewhat familiar with this brand. 0.409*
XK2: Tthink this brand serves attentively. 0.500
X3: Tthink this brand is reliable. 0.672
K4:  Tthink this brand has a positive image. 0.520
Brand affective commitment (3c2) K5: This brand is very important for me. 0.708
X6:  Using this brand helps me reconcile. 0.699
X7: This brand is one of my favorite brands. 0.669
Brand quality commitment (xx3) X8: The product quality of this brand is to be trusted. 0.682
X9: The product using effect of this brand is consistent with its commitment value. 0.725
X10: This brand’s product is used very comfortable. 0.658
Brand economic commitment (xx4) X11: Ithink the price of this brand is reasonable. 0.502
K12: 1think the product of this brand is cost effective. 0.502
Brand relationship commitment (3oc5) K13: Tthink the employee (or salesman) of this company is good. 0.710
K14: T can feel the “whole-hearted service” commitment from their employees. 0.710
Brand behavior commitment (yy) Y1: Twill stick to buy the product of this brand. 0.606
Y¥2: Tam willing to communicate the experience with the salesman and give 0.458*
the reasonable suggestion.
Y3: Iwill recommend iy friends and families to buy the product of this brand. 0.551
Y4: I can tolerate the occasional carelessness and the brand crisis of this brand. 0.212%
YS: Provided that there is the product of this brand in the store, I would not 0.571

buy the similar product of other brand.
*Variable which the itemn to total correlation is lower than 0.5 and will be deleted

Table 4: Standardized factor loading of latent variables and explicit variables

Latent variable Explicit variable (item) Standardized factor loading (1) p-value
Brand organizational commitment (xx1) X1: I am somewhat familiar with this brand. 0.370% 0.000
®2: T think this brand serves attentively. 0.435% 0.000
X3: Tthink this brand is reliable. 0.983 0.000
X4: Ithink this brand has a positive image. 0.740 0.000
Brand affective commitment (xx2) X5: This brand is very important for me. 0.816 0.000
X6: Using this brand helps me reconcile. 0.780 0.000
X7: This brand is one of my favorite brands. 0.774 0.000
Brand quality commitment. (3x3) ®8: The product quality of this brand is to be trusted. 0.833 0.000
®9: The product using effect of this brand is consistent 0.771 0.000
with its commitment value.
¥10: This brand’s product is used very comfortable. 0.732 0.000
Brand economic commitment. (3cet) K11: T think the price of this brand is reasonable. 0.700 0.000
®12: T think the product of this brand is cost effective. 0.717 0.000
Brand relationship commitment (xx5) X13: I think the employee (or salesman) of this company is good 0.873 0.000
X14: I can feel the “whole-hearted service” commitment from 0.813 0.000
their employees.
Brand behavior commitment (vy) Y1: Iwill stick to buy the product of this brand. 0.834 0.014
Y2: I am willing to communicate the experience with the 0.519* 0.019
salesman and give the reasonable suggestion.
Y¥3: Twill recommend iy friends and families to buy the 0.668 0.016
product of this brand.
Y4: T can tolerate the occasional carelessness and the brand 0.220* 0.000
crisis of this brand.
Y¥5: Provided that there is the product of this brand in the 0.694 0.015

store, T would not buy the similar product of other brand.
*Variable which the item to total correlation is lower than 0.6 and will be deleted
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Discriminant validity test: This research contains

brand organizational commitment, brand affective
commitment, brand quality commitment, brand
economic commitment and brand relationship

commitment. And it will calculate whether these five
arguments have the discriminant validity. From Table 5, it
shows every pearson correlation coefficient is lower than
1 (p=<<0.001), that means each argument have difference. In
conclusion, the standardized factor loading by the
confirmatory factor analysis and Pearson correlation
coefficient measure up and the measure items meet the
construct validity.

Structure mode analysis

Structure diagram: There are 19 explicit variables in the
primary mode of this research. After deleting 4 measure
items by the item-to-total correlation coefficient and
confirmatory factor analysis, there are 15 explicit variables
to measure 6 1mplicit variables and check the mode’s
structure relationship and the hypothesis.

Goodness of fit and modification of overall model: Firstly,
through calculating the proposed model by the method of
AMOS 5.0, it gets the Goodness of Fit Index (GFI) of
absolute goodness of fit, value added goodness of fit and
parsimenious fit. Making a comparison with ideal
index, it finds that most indices can not fit. Secondly,
through looking for the covariances of Modification
Indices m AMOS Output, it modifies two suitable indices
for SEM.

Table 5: Pearson correlation coefficients of the independent variable

The specifics are: Releasing error variable and
latent which  both
relationship, which 1s there 1s much large reduce on
the Chi-square value and there 1s positive change
on the expect parameters change value. On the part of
the release parameters hypothesis, as
amends a parameter, 1t will do the model test, check
the decline of Chi-square and accept the amendment
on the decline. All the former error variable and latent
variable (can greatly reduce the chi-square value or
greatly positively change expectations parameter
value of the covariant relationship) will be amended till
there i1s not any data (increase the path among the

variable have  covarant

soon as 1t

variables or set the covariant relationship between the
variables) to be modified in the
modification index. It shows the hypothesis model
diagram 1s an acceptable path diagram. Thus, it gets
the goodness of  fit, added
goodness of fit and parsimomous fit of the overall
model’s goodness of fit (Table 6). And the fitness of this
model is ideal through comparison the index result
and the ideal value.

error need

absolute value

Estimate parameters: Through calculating the overall
model and relevant data by the method of AMOS 5.0, it
gets the standardized estimates of Ax, Ay (Table 7) and the
result of the testable structural model of vy, P group
(Table 8). According to Table 7 and 8, it draws the SEM
model of consumers’
behavior intention (Fig. 1).

brand value commitment and

Brand organizational Brand affective Brand quality Brand economic Brand relationship
Construct cormmitment commitment cormmitment commitment commitment
Brand organizational commitment 1
Brand affective commitment 0.B0F*#+ 1
Brand quality commitment. 0. TG0 0.BTO### 1
Brand economic commitment 0504+ 0.527#%** 0.67 1
Brand relationship commitment 0,359 0.557#%* 0.505%## 0.468H## 1
#p<0.05;**p<0,01; #+#p<0.001
Table 6: Goodness of fit of the SEM model
Goodness of fit index Achial value Tdeal vahie Goodness of fit
Absolute goodness of it
CMIN/DF 1.869 1-3 Ideal
RMR 0.163 <0.08 Not ideal
GFL 0.911 =>0.80 Ideal
AGFI 0.843 =>0.80 Ideal
RMSEA 0.076 <0.10 Ideal
Value added goodness of it
NFL 0.906 =>0.80 Ideal
RFI 0.855 =>0.80 Ideal
IFL 0.954 =>0.90 Ideal
CFI 0.953 =>0.90 Ideal
Parsimonious [it
PNFI 0.587 =>0.50 Ideal
PCFI 0.617 =>0.50 Ideal

Meaning of upwards capital letters see service manual of AMOS
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Table 7: The standardized estimates of CFA

Path Estimate value (1) p-value Path Estimnate value (3) p-value
X3 xx1 0.952 0.000 Y1y 0.771 0,000+
X xx1 0.765 0.000%* Y3<—yy 0.666 0.000%*
X5 xx2 0.844 0.000%+ Y5<--yy 0.682 0,000
K- xx2 0.787 0.000% axl<-->xx2 0.705 0.000 %
X7 xx2 0.732 0.000%+ xx1<=-->xx3 0.617 0,000
X8o---xx3 0764 0.000%+ xxl<=-->xx4 0.408 0,000
KO- xx3 0.864 0.000% o 2<--mxx3 0.807 0.000 %
X10<-—-xx3 0.729 0.000%+ XX2<-->xx4 0.428 0,000
X11<--—-xx4 0.611 0.000%+ XX2<--2xx5 0.374 0,000
K12<—- x4 0.823 0.000% ax3<--mxxd 0.591 0.000 %
X13<---xx5 0924 0.012* XX3<--2xx5 0.365 0,000
X14=---xx5 0.768 0.000%+ xx4=-->xx5 0.391 0,000
#p<0.05; ##p<0.01

Table 8: Path coefficient and test table of the SEM model

Path ME-=-E1(y10) N==-£2(y2) M= 3(y3) nE==-Ed(yd) ME==L5(y5)
Estimate value 0.241 0.763 0.335 0.124 0.156
p-value 0.005 0.000** 0.000%* 0.250 0.030*

#p<0.05; **p<.0.01

Brand
organizational
commitment § 1

0.408%*

:>0.705**
>0.807**

Brand affective
commitment & 2

Brand quality

0.

0.

241%x

Consumer's brand
behavior

763%*

commitment & 3

Brand economic
commitment & 4

0.374%** 0.365%*

Brand relationship
commitment & 5

0.

335%* commitment N

0.156%

Fig. 1: SEM model on brand attitude commitments and behavior commitments of consumer

Hypothesis test: From Table 7, the correlation coefficient
of consumers’ loyalty and puwchasing commitment
(repurchasing commitment), word-of-month commitment
(recommendation to buy) and continuance commaitment 1s
0.771, 0.666 and 0.682. When the p-value is lower than
0.01, 1t shows that there 13 significant positive impact of
consumers’ brand aftitude commitment on their
repurchasing commitment, recommendation commitment
and continuance commitment. The higher the brand value
commitment 1s, the stronger the consumers’ repurchasing
and recommendation intention is and the lower the
preference to buy other brands. So, the hypothesis of H1,
H2 and H4 establish. Because the standardized factor
loading of tolerance commitment (crisis tolerance) is lower
than 0.6, this item is deleted and H3 does not establish.
From Table 8 and Fig. 1, the correlation coefficient of
brand organizational commitment and consumer loyalty
and behavior 13 0.241. It 1s sigmficant at 0.01 and 1t shows
that there i3 significant positive impact of brand

449

organizational commitment on consumers’ loyalty and
behavior. So, the hypothesis of HS5 establishes. The
correlation coefficient of brand affective commitment and
consumer loyalty and behavier 15 0.763 and it 1s
significant at 0.01. That shows there is significant positive
impact of brand affective commitment on consumer
loyalty and behavior and H6 establishes. The correlation
coefficient of brand quality commitment and consumer
loyalty and behavior is 0.335 and it is significant at 0.01.
That shows there 1s significant positive impact of brand
quality commitment on consumer loyalty and behavior
and H7 establishes. There 1s not sigmficant impact of
brand economic commitment on consumer loyalty and
behavier and HE does not establish. The correlation
coefficient of brand relationship commitment and
consumer loyalty and behavier 1s 0.156 and it 1s
significant at 0.05. That shows there is significant positive
impact of brand relationship commitment on consumer
loyalty and behavior and H9 establishes.
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CONCLUSION

This study constructs the attitude commitment and
behavior commitment dimension of the brand value
commitment and explores the impact of the consumers’
brand attitude commitment on their behavior commitment.
The research makes a conclusion as follow: there is
significantly positive impact of consumers’ brand attitude
commitment on their purchasing commitment, public
praise commitment and continuance commitment; there 1s
significantly positive inpact of organizational, affective,
quality and relationship commitment on consumers’
brand behavior commitment. Although there is no
demonstraion on the tolerance commitment and
economic commitment, this study provides the
foundation for the theory of brand value commitment and
qualitative analysis to some extent. Brand creates the
value for the stakeholders and the brand gains the
commitment from the value. In fact, the process of the
brand building is that of creating the wvalue by the
stakeholders (Duncan and Moriarty, 2000, Zhang et al.,
2008, 2013a; Jones, 2005).

This research provides the following management
enlightenment for managers: (1) Tt should be keeping great
insight into consumer’s value requirement and desire,
orgamzing and setting up suitable communication
mechamsm and having a fully understanding on
consumers’ brand value desire and expiration. Tt should
be helpful for guiding and improving the brand
management policy, management method and business
strategy. (2) It should be satisfying consumers’ value
requirement and expectation. Consumers fix their brand
perception (confidence, identification, satisfaction and
loyalty) by how satisfied they felt on the brand, which
have the impact on their continued support, participation,
cooperation and consuming behavior. Meanwhile,
consumers’ word-of-month advertising will influence
other consumers and their behavior. Thus, it 15 much
mnportant to set up the brand value commitment,
internalize  consumers’ knowledge, thought and
information to the orgamzational resource and strength
the consumers’ loyalty and behavior mtention.

For example, the far east brand growth has the basic
path step by step among “leadership characteristic,
corporate culture, value commitment, organization, system
and structure, management behavior and stakeholder
value creation, satisfaction and active cooperation of
stakeholder and brand growth”. At the same time, it
concludes the five mechanisms of the Far East brand
growth which are the establish the corporate culture of
value commitment, adhere that the employees are the core
to promote brand growth, import the model of total brand
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management, establish a good interaction between brand
and stakeholders and do owr best to create value for
stakeholders (Zhang et al., 2013b).

The shortages of the study are as follows: (1) There
is less measure items on the latent variable and it should
addenda some items to enhance the reliability of the
questionnaire, (2) It should do the separate and further
research on the relationship variables because of the plain
variable analysis and measure items, (3) The limited
questionnaire situation and the fewer samples probable
influence the result. Thus, mn the future, it should focus
more on the dimension, antecedents
development of the brand value commitment.

and scale
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