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 Commitment is a key component of an organization's successful long-term 
relationships. Commitment is defined as an enduring desire to enhance the favorable 

trends in customer. Accordingly, the aim of this study is to provide a model that relates 

the factors affecting commitment to the brand. This study considers a conceptual model 

that is determinant of customer commitment. To test the hypotheses, a questionnaire of 

32 questions designed that is valued 0to100 and distributed among the population, 

including customer Pars khazar. The method used in this research is descriptive - 
survey. The path analysis method was used to test the hypotheses, and the AMOS 

software is used for statistical analysis of data. The results of the study show the 

significant impact of variables on customer commitment; however, the switching cost 
has had the greatest impact on commitment among them. 
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INTRODUCTION 

 

The marketing management literature has seen a significant emphasis on both services marketing (Zeithaml, 

V., 2000)and relationship marketing (Sheth, J., A. Parvatiyar, 2002) over the past decade. For the most part, 

these two streams of literature have developed without much overlap, even though the area of relationship 

marketing was pioneered by a prominent services marketing scholar (Berry, L., 2002) and it has been argued 

that services industries are natural venues for the study of organization to consumer relationships. In addition, 

service marketing scholars (Zeithaml, V.,et al., 1996) and relationship-marketing scholars (Morgan, R., S. Hunt, 

1994) are interested in many of the same loyalty-related dependent variables. Recently, a number of scholars 

have attempted to study the nature of service relationships there by merging two fields of study (Gruen, T.,et al., 

2000). the relationship marketing perspective, customer commitment is seen as being the key determinant of 

customer retention and loyalty (Gundlach, G.,et al., 1995). Customers with strong affective commitment will 

stay in the relationship because they want to, based on their positive affect toward the supplier [24] On the other 

hand, calculative commitment reflects (Young, L., & K. Daniel, 2003) economic man” and relates to a “rational, 

economic calculation” (Gilliland, D.I., & D.C. Bello, 2002). (Iaccobucci, D., 1998) And (Kumar, N.,et al., 

1994) describe this commitment as an attachment for instrumental reasons. Such commitment represents some 

kind of constraining force that binds the customer to its supplier out of need (Bansal, H.S.,et al., 2004). While 

affective commitment represents a positive motivation, calculative commitment chiefly represents a negative 

motivation for continuing the relationship (Gounaris, S.P., 2005). Cooperation refers to “the extent that the work 

of the buyer and seller is co-ordinated” (Metcalf, L.E.,et al., 1992). According to (Håkansson, H., 1982), 

cooperation is a characteristic of the interaction process and together with conflict forms the relationship 

atmosphere. (Kalafatis, S.P., 2002) Points out that the conceptualization of cooperation by the IMP group, which 

sees cooperation as a result of exchange episodes, is consistent with the conceptualization of  (Anderson, J.C., & 

J.A. Narus, 1990) who defines cooperation as “similar or complementary coordinated actions taken by firms in 

interdependent relationships to achieve mutual outcomes or singular outcomes with expected reciprocation over 

time”. Cooperation aims at both achieving mutual goals and maintaining the long-term relationship (Smith, J.B., 

& D.W. Barclay, 1999). Recently, (Payan, J., & G. Svensson, 2007) distinguish between cooperation as “a 

broad working orientation” and coordination as “specific joint activities”. Cooperation is both an antecedent 

(Mavondo, F.T., & E.M. Rodrigo, 2001) and a consequence of commitment (De Ruyter, K., & M. Wetzels, 

1999). The present research conceptualizes cooperation as a working orientation (Payan, J., & G. Svensson, 

2007) and positions the concept as an antecedent of commitment. Studies on the relationship between 
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cooperation and the components of commitment are very scarce. (Sharma, N.,et al., 2006) Test these 

relationships when checking for the Nomologicalvalidity of their proposed commitment framework and 

establish the positive impact of cooperation on all four commitment components. Recently, conceptual 

frameworks have been developed that integrate industrial buyer purchasing value and satisfaction (Woodruff, 

R.B., 1997). To date, however, only a small number of studies have provided empirical evidence of the causal 

links between purchasing value and satisfaction (Brady, M., J. Cronin, 2001). The proposed relationship 

between purchasing value and industrial buyer satisfaction is supported by value disconfirmation experiences. 

When a single purchase of a product or service is made, the customer expects to receive a benefit greater than 

the cost; that is, the customer expects to receive value. Any unexpected reductions or increases in the cost 

incurred or benefit received constitute alterations in the purchasing value. Alterations in purchasing value cause 

increases or decreases in OB satisfaction, which in turn influence subsequent customer value expectations, 

purchasing behavior and overall customer satisfaction (Voss, G.B.,et al., 1998).Thus, OB perception of overall 

service values positively impacts overall satisfaction with customer service. The proposition that value has a 

direct positive effect on buyer-supplier commitment is consistent with the early works of (Jacoby, J., & L.B. 

Kaplan, 1972), which established that financial risk is the major risk perceived by customers purchasing life 

insurance. Since then, few studies have examined aspects of the value-commitment association (Sinha, R., & 

W.S. DeSarbo, 1998). However, recent evidence by (Erdem, T., & J. Swait, 1998)provides direct support for the 

causal link between buyer purchasing value and supplier–buyer commitment. Service quality is a complex 

construct that is one of the most investigated constructs in the marketing discipline (Iaccobucci, D., 1998). It is 

generally viewed as an overall evaluation of the service provided (Taylor, S., T. Baker, 1994). It has also been 

viewed as a multidimensional construct formed from the consumer’s evaluation of a number of service-related 

attributes (Brady, M., J. Cronin, 2001). The service quality literature has seen a substantial debate on the nature 

and dimensionality of the construct. Most of this debate centered on the dimensionality of the SERVQUAL 

scale and the appropriateness of measuring service quality as a gap between customer expectations and customer 

evaluations of performance (Parasuraman, A.,et al., 1991). The result of this debate was general agreement that 

it is not necessary to measure consumer expectations of service performance in measuring the service quality 

construct (Zeithaml, V.,et al., 1996).In addition, continuance commitment in a relationship is also a function of 

the dependence resulting from a scarcity of available alternatives (Allen, N., J. Meyer, 1990). Scarcity of 

alternatives leads to a situation where customers are truly trapped in the relationship even though they may not 

recognize the existence of a relationship (Barnes, J., 1997). Both the sacrifice and scarcity of alternatives 

perspectives on continuance commitment have beenthe subject of considerable research in 

organizational/business to business marketing situations (Gilliland, D.I., & D.C. Bello, 2002). Trust is an 

essential relationship model building block and can be understood as a belief that one relationship partner will 

act in the best interests of the other partner (Wilson, D.T., 1995). Based on a meta-analysis of studies about 

trust, Geyskens, Steenkamp, and Kumar (1998) point out that most of these studies build on interpersonal 

research and define trust as “the extent to which a firm believes that its exchange partner is honest and/or 

benevolent” or some variant thereof. Moorman et al.'s (1992) definition, similarly to that of (Doney, P.M., & 

J.P. Cannon, 1997), reflects two components of trust: credibility and benevolence. Credibility reflects the 

customer's belief that the supplier has sufficient expertise to perform the job effectively and reliably, while 

benevolence reflects the extent of the customer's belief that the supplier's intentions and motives are beneficial 

to the customer even when new conditions arise about which a commitment has not been made (Ganesan, S., 

1994). (Young, L., & K. Daniel, 2003)Propose that trust includes cognitive and emotional elements which both 

play an important role in the functioning of business-to business relationships. Most conceptualizations of trust 

focus on the cognitive elements, assuming that people assess the characteristics of situations and then decide 

whether or not to trust (Young, L., 2006)switching cost makes changing providers more expensive (Iaccobucci, 

D., 1998). As this cost increases, customers are less likely to change suppliers (Sharma, N., & P.G. Patterson, 

2000). This is why some suppliers expend considerable effort in building switching costs into their marketing 

strategies. That is, an industrial buyer's loyalty to a particular industrial supplier or supplier's brand will be 

greater with greater switching costs. Continuance commitment is rooted in side-bets (Becker, H.S., 1960), 

switching costs (Gilliland, D.I., & D.C. Bello, 2002), contractual arrangements (Anderson, E., B. Weitz, 1992) 

and scarcity of alternatives (Allen & Meyer, 1990). A partyis likelyto be committed to a relationship if it faces 

concrete switching costs or if the benefits that it receives from its partner are not easily replaceable from other 

potential exchange partners (Bendapudi, N., L. Berry, 1997). Continuance commitment is a psychological state 

brought forward by apperceived lack of choice or perceived switching costs. When a marketing relationship is 

builton continuance commitment, customers remain loyal to their relational partner because they fee l bound to 

that relational partner (Fullerton, G., 2003). Recently, conceptual frameworks have been developed that 

integrate industrial buyer purchasing value and satisfaction (Woodruff, R.B., 1997).To date, however, only a 

small number of studies have provided empirical evidence of the causal links between purchasing value and 

satisfaction (Cronin, J.J.,et al., 2000).Proposed relationship between purchasing value and industrial buyer 

satisfaction is supported by value disconfirmation experiences. When a single purchase of a product or service is 
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made, the customer expects to receive a benefit greater than the cost; that is, the customer expects to receive 

value. Any unexpected reductions or increases in the cost incurred or benefit received constitute alterations in 

the purchasing value(Sheth, J., A. Parvatiyar, 2002). 

 

Conceptual framework and hypotheses: 

Research Objectives: 

Main Objectives: 

- Examining effective factors influencing customer commitmentto brand. 

 

Sub Objectives: 

1- Identifying factors influencing customer commitmentto brand. 

2- Measuring any of the factors influencing customer commitmentto brand. 

3- Rating any of the factors influencing customer commitmentto brand. 

4- Extracting the conceptual model about the factors influencing customer commitmentto brand. 

5-Developing and drawing inclusions from the extracted conceptual model about the factors influencing 

customer commitmentto brand. 

 

Research hypotheses: 

H1.Theres significant and positive influence cooperationin customer commitmentto brand. 

H2.Theres a significant and positive influence purchasing valueincustomer commitmentto brand. 

H3.Theres a significant and positive influence product quality incustomercommitment to brand. 

H4.Theres a significant and positive influence alternative scarcityincustomercommitment to brand. 

H5.Theres a significant and positive influence trustincustomercommitment to brand. 

H6.Theres a significant and positive influence switching costincustomrecommitmentto brand. 

 

The proposed model: 

 
 

Graph. 1:The Conceptual model of examining the effective factors(Cooperation, Purchasing value, Product 

quality, Alternative scarcity, Trust, Switching cost)customer commitment to brand(taken 

from:Shu.2011,Tomaž&Barbara, 2010,Sang &Hyung.2008,Gordon.2005). 

 

Theoretical frameworkfor research: 

 

MATERIALS AND METHODS 

 

Considering the subject of this research, the universe of this study is the customer commitment to 

brandcasestudycomparativenoodle(Pars khazarbrand) customers. The sampling method and sample volume was 

determined by Morgan table .The universe was 700 people and sample volume was determined 248persons. 

Samples were collected by the simple accidental sampling method .A closed questionnaire was used for 

collecting data and the questions were categorized into 6 sections with a value of 0-100.For analyzing data ,path 

analysis was used. 

 

Kolmogorov- Smirnov test: 

 To use path analysis and regression method, errors must have a normal distribution .To examine this; 

Kolmogorov-Smirnov test is being used. 
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Table 1: One-Sample Kolmogorov-Smirnov Test 

 Error 

N 248 

Kolmogorov-Smirnov Z .318 

Asymp. Sig. (2-tailed) .074 

 

In the table above, since p-value = 0.074 and p > 0.05, the hypothesis of being normalized is accepted. 

A primary sample of 248 people were examined to do this research and as for getting sure of its 

reliability,cronbachs Alpha was used.As it’s shown in the table below, α =0.915,which proves the reliability of 

the questionnaire. 

 
Table 2:  Reliability Statistics 

Cronbach's Alpha N of Items 
.915 32 

 

In the table above, cronbachs alpha = 0.915 and α> 0.70,then it can be said that this questionnaire is 

reliable.In this model,the impact ofvariables such as Cooperation,Purchasing value, Product quality, Alternative 

scarcity, trust, Switching cost on the dependent variable of customer commitment to brand is 

examined.therefore,the model is illustrated as following: 

 

 
 

Graph 2: The regression coefficients of independent variables in Pars khazar 

 

In the figure above, 0.82 demonstrates regression coefficient between customer commitment to brand and 

Cooperation and 1.43 demonstrates the variance of reliability variable. 

 

Regression coefficients of variables in First: 

The table above shows the calculated regression coefficients of independent variables on dependent 

ones.According to this table ,the regression coefficient of the variable Cooperation is 0.82.Also,the calculated 

regression coefficient of Purchasing value is = 0.79,Product quality  =0.67,Alternative scarcity =0.87,trust = 

0.93and switching cost = 0.95. Considering the last column of this table which shows p- value related to 

independent variables coefficients being significant hypothesis.Cooperation0.011,Purchasing value 

0.005,Product quality  0.000, Alternative scarcity 0.000,trust 0.000,switching cost 0.007.because all of these p – 

values < 0.05 ,as a result ,it can be concluded that all of these coefficients are significant.In the second 

column,this table shows standard error and the third column shows the critical value ,which is attained through 

dividing the coefficient estimation by the standard error. 
 
Table 3: Regression coefficient of independent variables Pars khazar 

   
Estimate S.E. C.R. P 

commitment <--- cooperation .820 1.195 .211 .011 

commitment <--- purchasing value .792 1.421 .165 .005 

commitment <--- product quality   .670 1.452 .147 .000 

commitment <--- alternative scarcity .871 1.276  .193 .000 

commitment <--- Trust .933 1.396 .158 .000 

commitment <--- switching cost .950 1.311 .179 .007 
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Structural equation: 

In this article ,independent variables like cooperation is shown by X1, purchasing value X2Product quality  

X3,Alternative scarcity X4,trust X5,switching cost X6, and the dependent variable of commitment is shown by Y 

.According to the regression coefficients,the linear regression model begging fitted to data,is as follows: 

Y = 0.19 + 0.82 x1 + 0.79 x2 +0.67 x3 + 0.87 x4 + 0.93 x5 + 0.95 x6. 
 

Standardized Regression Weights: 

The standardized coefficients of independent variables have been shown in the graph below. 

 
 

Table 4: the standardized coefficients of variables 

   
Estimate 

commitment <--- cooperation .84 

commitment <--- purchasing value .78 

commitment <--- product quality   .69 

commitment <--- alternative scarcity .85 

commitment <--- Trust .95 

commitment <--- switching cost .98 

 

As h
i
s obvious from the table above, the variable of switching cost has the most impact and Product quality 

has the least impact on the variable of commitment. 

 

Comparing the independent model and the proposed model: 

In order to examine the suitability of the model,the following criteria are used .the nearer the values of these 

criteria to 1,the more suitable the model will be.The independent model is a kind of model in which there’s no 

relationship among variables,being called a basic model. 

 
Table 5: comparing the suggested and independent model in Pars khazar 

 NFI RFI IFI CFI GFI AGFI RMSEA 

proposed model 0.881 0.890 0.917 0.947 0.792 0.869 0.074 
independent model 0.000 0.000 0.000 0.000 0.000 0.000 0.000 

 

The values of the table above prove the suitability of the model. 

 

K2 of the suggested models: 

The following table shows the K2 value for the suggested model. 

 
Table 6:K2 of the suggested model in Pars khazar 

P CMIN/DF DF CMIN 

0.007 1.116 21 23.436 

 

For this model, 𝜒2 =23.436, degrees of freedom = 21 and sig = 0.007, and because sig<0.05, it’s concluded 

that the regression model being fitted among dependent and independent variables is significant and suitable. 

 

Conclusion: 

H1.Theres a significant and positive relationship between cooperation worthinessand customer commitment 

to brand. 

According to the achieved resultsthere’s a significant and positive relationship between cooperation 

worthiness and customer commitment with a sigh of 0.011 and a regression coefficient of 0.82.Therefore,it can 

be stated that there’s a strong relationship between customer commitment and cooperationworthiness, and the 

regression coefficients between the two stated variables is direct (positive).As a result,it can be said that 

cooperation worthiness influences customer commitment and in customers point of views;The more the 

cooperation worthiness, the better thecustomercommitment,therefore ,the hypothesis is accepted. 

H2.Theres a significant and positive relationship between purchasing value andcustomercommitment to 

brand. 

According to the achieved results ;there’s a significant and positive relationship between purchasing value 

and customer commitment with a sig of 0.005 and a regression coefficient of 0.79.Therefore,it can be stated that 

there’s a strong relationship between customer commitment and purchasing value, and the regression 

coefficients between the two stated variables is direct (positive).As a result ,it can be said that purchasing value 

influences customer commitment and in customers point of views;The more the purchasing value, the better 

customercommitment,therefore,the hypothesis is accepted.  
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H3.Theres a significant and positive relationship between Productquality andcustomercommitmentto brand. 

According to the achieved results;there a significant and positive relationship between Product quality  and 

customer commitment with a sig of 0.000 and a regression coefficient of 0.67.Therefore, it can be stated that 

there’s a strong relationship between customer commitment and Product quality, and the regression coefficients 

between the two stated variables is direct (positive).As a result, it can be said that Product quality  influences 

customer commitment and incustomers point of views; The more the Product quality, the better the 

customercommitment,therefore,the hypothesis is accepted. 

H4.Theres a significant and positive relationship between Alternative scarcity andcustomercommitment to 

brand. 

According to the achieved results; there’s a significant and positive relationship between alternative scarcity 

and customer commitment with a sigh of 0.000 and a regression coefficient of 0.87. Therefore, it can be stated 

that there’s a strong relationship between customer commitment and alternative scarcity, and the regression 

coefficients between the two stated variables is direct (positive).As a result, it can be said that alternative 

scarcity influences customer commitment and in customers point of views; The more the alternative scarcity, the 

better the. Customercommitment,therefore,the hypothesis is accepted. 

H5.Theres a significant and positive relationship between trust andcustomercommitment to brand. 

According to the achieved results;there a significant and positive relationship between trust andcustomer 

commitmentwith a sig of 0.000 and a regression coefficient of 0.93.Therefore,it can be stated that there’s a 

strong relationship between customer commitment and trust, and the regression coefficients between the two 

stated variables is direct (positive).As a result, it can be said that trust influences customer commitment and in 

customers point of views; The more the trust, the better thecustomercommitment,therefore,the hypothesis is 

accepted. 

H6.Theres a significant and positive relationship between switching cost andcustomercommitment to brand. 

According to the achieved results;theres a significant and positive relationship between switching cost and 

customer commitment with a sig of 0.007 and a regression coefficient of 0.95.Therefore, it can be stated that 

there’s a strong relationship between customer commitment and switching cost and the regression coefficients 

between the two stated variables is direct (positive).As a result, it can be said that switching cost influences 

customer commitment and in customers point of views; The more the switching cost,the better the.Customer 

commitment,therefore,the hypothesis is accepted. 

The result shows that trust and switching cost have the greatest impact on customer commitment and has 

the least impact on product quality, customer commitment.Suggestions for future research include the following: 

- Examine the relationship between brand reputation and commitment to customers. 

- Examine the relationship between advertising and customer commitment. 

- Examine Of variables, feelings, resistance to change that may indicate a more sensible differences in 

customer commitment to the brand. 
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