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The main purpose of this paper is to develop a new model to investigate the effects of various 
dimensions of perceived value (social, emotional an d conditional value) on commitment, and explore 
the effects of commitment on customer advocacy beha viors, including sharing information; marketing 
research support, word-of-mouth referrals, and incr easing repurchase intentions. In this new model, an  
online survey was used with a sample of 271 student s of Shiraz University (IRAN) using NOKIA mobile 
phone. Over three-quarters of the students (76.2%) were male. The respondents were between the age 
of 18 and 28 years. The questions used in this stud y were taken from the relevant literature, containe d 
37 questions addressing all the variables: social v alue (4 items), emotional value (5 items), conditio nal 
value (1 item), commitment (5 items), information s haring (7 items), marketing research support (5 
items), word-of-mouth (7 items) and repurchase inte ntions(3 items). The data were screened using the 
SPSS program (Version 11). Finally, descriptive- co rrelative methodology was used in this study. The 
research found significant positive relationships b etween customer perceived value and commitment. 
The findings suggest that commitment most influence d by social value (40%), emotional value (32%), 
and conditional value (27%). Beside, the findings i llustrate that customers with stronger levels of 
commitment are indeed more willing to contribute as  customer advocates. This study shows that the 
most impacts of commitment are on word-of-mouth (31 %), repurchase intentions (28%), information 
sharing (21%) and marketing research support (19%). Of course, all of the eight hypotheses were 
supported. Further research is encouraged on the re lative importance of the value dimensions’ 
influence on commitment in global markets and expan ded view of customer advocacy. Researchers are 
also advised to regard this work as a starting-poin t for expanded hypotheses development of future 
customer advocacy models. The study considers the p otential for how business customers can be 
further engaged to serve as advocates and thereby h elp improve the firm’s marketing performance. 
This study implies the major influence of social va lue and the minor influence of conditional value on  
commitment and also implies the major impact of com mitment on word-of-mouth and the minor 
influence of commitment on marketing research suppo rt. 
 
Key words:  Social value, emotional value, conditional value, word-of-mouth, repurchase intentions, information 
sharing, marketing research support.  

 
 
INTRODUCTION 
 
From an academic perspective, there is a rich and 
growing body of research, focusing on buyer-supplier 
relationships in business markets (Ulaga, 2001). 
Researchers have provided many insights into the nature  
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and mechanisms of buyer-supplier relationships (Dwyer 
et al., 1987; Wilson, 1995). Scholars have also investiga-
ted a wide variety of relationship-relevant characteristics 
(Cannon and Perreault, 1999; Hewett et al., 2002). 
Across multiple studies, commitment is consistently 
identified as focal constructs of relationship marketing 
(Anderson and Weitz, 1992; Doney and Cannon, 1997; 
Moorman et al., 1993; Morgan and  Hunt, 1994). 
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Relationship marketing models, however, predominantly 
focus on the “soft” factors of buyer-seller relationships to 
the detriment of performance-based measures. For 
example, Morgan and Hunt (1994) identify commitment 
as key mediating variable of relationship marketing. In the 
present research, we suggest that the ambiguities and 
contradictory results in previous studies may partly be 
explained by the fact that researchers need to add perfor-
mance-based constructs to the affective and conative 
variables in existing relationship marketing models. To 
close this gap, our research suggests that “relationship 
value” should be included as a key constituent when 
modelling business relationships (Anderson, 1995). 

Building on the established literature on customer value 
in the marketing discipline (Anderson and Narus, 2004; 
Gale, 1994; Woodruff and Gardial, 1996; Zeithaml, 1988), 
scholars have advanced our understanding of 
relationship value in recent years – both conceptually and 
empirically (Eggert and Ulaga, 2002; Hogan, 2001; 
Mo¨ller and To¨rro¨nen, 2003; Ulaga, 2003; Walter et al., 
2003; Wilson and Jantrania, 1995). However, a careful 
review of the emerging body of research on relationship 
value reveals that a number of research issues still 
remain unresolved. In particular, it still is unclear how 
value interacts with other key variables in the broader 
nomological network of relationship marketing. 

Customer value is a strategic weapon in attracting and 
retaining customers and has become one of the most 
significant factors in the success of both manufacturing 
businesses and service providers (Gale, 1994; Zeithaml, 
1988; Zeithaml et al., 1996; Woodruff, 1997; 
Parasuraman, 1997). Delivering superior customer value 
has become an ongoing concern in building and 
sustaining competitive advantage by driving customer 
relationship management (CRM) performance. As many 
researchers have suggested, firms should reorient their 
operations towards the creation and delivery of superior 
customer value if they are to improve their CRM perfor-
mance (Jensen, 2001; Day, 1994; Slater, 1997). 

However, the growing body of knowledge about 
customer value is rather fragmented, different points of 
view are advocated with no widely accepted way of 
pulling views together and related empirical study is very 
limited. 

 Furthermore, relevant studies have not yet yielded any 
unambiguous interpretations of the key dimensions of 
customer value (Zeithaml, 1988; Patterson et al., 1997; 
Woodruff, 1997; McDougall and Levesque, 2000; 
Lapierre, 2000). 
 
 
LITERATURE REVIEW AND HYPOTHESIZED MODEL 
 
The influence of perceived value on commitment  
 
Perceived value has gained recent attention as a stable 
construct  to  predict   buying   behavior   (Anderson   and  

 
 
 
 
Srinivasan, 2003; Chen and Dubinsky, 2003; Cronin et 
al., 2000; Dodds and Monroe, 1991; Hellier et al., 2003; 
Parasuraman and Grewal, 2000; Sweeney et al., 1999). 
Additionally, customers’ value perceptions have been 
found to increase their willingness to buy and decrease 
their search intentions for alternatives (De Ruyter and 
Bloemer, 1999; Grewal et al., 2003; Hellier et al., 2003). 
Earlier research supports the importance of commitment 
in relationship marketing and the need to understand the 
reasons behind the behavior (Dwyer et al., 1987; 
Gundlach et al., 1995; Morgan and Hunt, 1994; Roos et 
al., 2005). 

Early views on commitment focused solely on repeat 
purchase behavior, but current definitions of customer 
commitment include both the attitudinal and behavioral 
component (Morgan and Hunt, 1994; Oliver, 1999). The 
attitudinal component consists of affective and 
continuance commitment; affective commitment is based 
on liking and identification and continuance commitment 
on dependence and switching costs (Fullerton, 2003). 
The relationship marketing perspective emphasizes on 
the affective commitment to a service provider (Fullerton, 
2005).  

In service marketing commitment has been found to be 
the most important driver of customer behavior 
(Gundlach et al., 1995; Harrison-Walker, 2001; Johnson 
et al., 2001; Wetzels et al., 1998). Furthermore, 
committed customers tend to be more tolerant to service 
failures (Mattila, 2004). The importance in measuring 
commitment to the service provider lies in estimating if a 
customer only buys from the same service provider out of 
habit, convenience or constraints. This type of commit-
ment is seen as a result of lack of consumer choice, lack 
of effort or purchase based merely on situational cues. 
Purchase based on habit is referred to as “inertia” by 
Anderson and Srinivasan (2003) and Gounaris and 
Stathako poulos (2004), Dick and Basu (1994), and 
“vulnerable customer segment” by Baldinger and 
Rubinson (1996) and Liljander and Roos (2002).  

Roos et al. (2005) have found that committed 
customers can identify differences between the service 
offerings of other telecommunications service providers 
and appreciate the benefits offered by their own service 
provider, but the uncommitted customers cannot state 
any differences. In accordance to differences in the level 
of commitment, it is important to distinguish the difference 
in value dimensions influence on commitment in order to 
be able to plan effective marketing strategies MinnaPura 
(2005). 

The direct influence of different value dimensions to 
commitment has not received much attention yet in the 
literature, but based on earlier conceptualization of each 
construct, the relationships between the value constructs, 
commitment are next hypothesized in detail. 

Customer advocates are vital sources for future reve-
nue streams and market intelligence as they offer insight 
about their needs and provide the opportunity for firms  to 



Mosavi and Ghaedi         1385 
 
 
  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Social Value 

Emotional   Value 

Conditional  Value 

Commitment 

 

Repurchase 

 Intention 

 

Word-Of-Mouth 

Marketing Research 

Support 

Information 

 Sharing 

 

H2 

H1 

H3 

H7 

H6 

H5 

H4 

 
 
Figure 1. Hypothesized model. 

 
 
 
tailor products, pricing, distribution channels, and mar-
keting communications (Zablah et al., 2004). Customer 
advocacy reflects combinations of marketing resources 
that contribute to a more efficient and effective marketing 
enterprise, including voluntarily sharing customer-specific 
information, engaging in firm-sponsored marketing re-
search activities, word-of-mouth referrals, and increasing 
levels and proportions of current purchasing activities 
(Lacey and Morgan, 2007). This briefly discusses the 
hypothesized relationships between the value constructs, 
commitment and multi-dimensional nature of customer 
advocacy. The research model illustrating the 
hypothesized relationships is shown in Figure 1. 
 
 
Social value  
 
Social value refers to the social utility derived from the 
product or service; social value relates to social approval 
and the enhancement of self-image among other indivi-
duals (Bearden and Netemeyer, 1999). Support for the 
importance of social reputation in the form of esteem can 
be found in several researchers’ work (Bhat et al., 1998; 
Holbrook, 1994; Sheth et al., 1991; Sweeney and Soutar, 
2001). Gratification theories also talk about fashion, 
status and sociability that relate to similar aspects as 
social value indicating that use of mobile services may be 
a way to express personality, status, and image in a 
public   context  (Leung  and  Wei,  2000).  Sweeney  and  

Soutar (2001) define social value as “the utility derived 
from the product’s ability to enhance social self-concept”. 
Thus, social value derives mostly from product or service 
use shared with others (Sheth et al., 1991). 

Social value has been suggested to be positively 
related to commitment to a relationship with the company 
(Hennig-Thurau et al., 2002; Wang et al., 2004). Further, 
in the online context, social value is expected to enhance 
commitment (Hsieh et al., 2005), therefore, a positive 
relationship is also expected in a mobile context: 
 
H1: Social value is positively related to customer's 
commitment. 
 
 
Emotional value 
 
Emotional value refers to the utility derived from the 
affective states that a product or service generates. 
Emotional value is acquired when a product/service 
arouses feelings or affective states (Sheth et al., 1991; 
Sweeney and Soutar, 2001). Play or fun gained by using 
the service for its own sake is related also to emotional 
value (Holbrook, 1994). Enjoyment and fun seeking have 
been reported as customers’ motives to use services 
(Leung and Wei, 2000). In addition, use of technology 
often raises positive feelings, regardless of the service 
used (Brief and Aldag, 1977). 

Previous   research  has  found   a   direct   relationship  
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between emotions and commitment (Liljander and 
Strandvik, 1997) and between emotions and attitude 
towards using self-service technologies (Dabholkar and 
Bagozzi, 2002). Semeijn et al. (2005) distinguished the 
importance of emotions in online services. Further, 
emotional value has been found to be especially 
important for commited customers, and help build further 
close emotional links with the wanted customers (Butz 
and Goodstein, 1996). Consequently, there is a positive 
relationship between emotional value and commitment: 
 
H2: Emotional value is positively related to customer's 
commitment. 
 
 
Conditional value  
 
Conditional value originally refers to circumstances which 
impact choice. Such situations may be seasonal, once in 
a lifetime events or emergency situations (Sheth et al., 
1991). Holbrook (1994) postulates that conditional value 
depends on the context in which the value judgment 
occurs, and exists only within a specific situation. 
Previous research in the area by Rescher (1969) defines 
customer perceived value as the outcome of an evalua-
tion made by a single customer of the object in a certain 
context based on his/her underlying values. However, the 
previous conceptualization of conditional or situational 
use often relate to traditional consumption experiences of 
goods in certain events, for example, at christmas. 
Therefore, the concept of conditional value needs to be 
updated to depict the real situational nature of services 
on the move, independent of time and place but depen-
dent on the social and emotional context, technology and 
networks available. Context is based on the time, location 
and social environment, the equipment available, the 
technological environment, and user specified criteria, for 
example, mood, work or free time (Kontti, 2004). Hence, 
conditional value in this paper is defined as: value 
existing in a specific context, where information that 
characterizes a situation related to the interaction 
between humans, applications, and the surrounding 
environment results in customized information according 
to the current location of the customer. 

Context is expected to intensify a need to use a certain 
service in a specific situation and thereby influence the 
intention to use the service positively. Support for the 
direct positive effect of the context, that is, conditional 
value on purchase behavior was found in Ha’s (1998) 
work. Thus, conditional value is expected to influence 
commitment positively (Pura, 2005): 
 
H3: Conditional value is positively related to customer's 
commitment. 
 
 
Information sharing 
 
Commitment has been defined “as an enduring  desire  to  

 
 
 
 
maintain a valued relationship” (Moorman et al., 1993). It 
is based on the belief that a relationship is worth the 
effort to be maintained. Committed relationship partners 
are unlikely to switch even if a competing supplier outper-
forms the incumbent’s value offer. Consequently, a high 
level of commitment helps to stabilise the relationship. 
Morgan and Hunt (1994) summarize their literature 
review on the commitment construct as follows: a 
common theme emerges from the various literatures on 
relationships: parties identify commitment among 
exchange partners as key to achieving valuable 
outcomes for themselves, and they endeavour to develop 
and maintain this precious attribute in their relationships. 
Beatty et al. (1988) define consumer commitment as the 
psychological attachment to a service that develops.  

Information sharing refers to the sharing and exchange 
of essential and exclusive information through interactive 
activities between manufacturers and their customers 
(McEvily and Marcus, 2005; Mentzer et al., 2000). The 
commonly shared information includes market demand, 
customer preferences, sales promotion, and new product 
introduction (Mentzer et al., 2000). 

Information sharing is conceptualized in this study as 
the willingness of business customers to voluntarily pro-
vide focused organization-specific intelligence that can be 
used to help build and maintain customer relationships. 
Migrating from aggregated marketing information 
systems to focused, individual customer relationships can 
be used to position the firm toward realizing strategic 
advantage (Campbell, 2003). As an organizational input, 
focused customer intelligence can help support the 
development of customized products and services 
(Spekman and Carraway, 2006). Customer-specific 
intelligence also facilitates personalized communications. 
Customers are predicted to be willing to share organiza-
tion specific information when they are already committed 
to the requesting firm. Those customers displaying 
stronger levels of commitment have greater confidence 
that the requesting firm will exercise good judgment in 
how to appropriately store and access the customer’s 
information in support of its business activities (Ryssel et 
al., 2004; Lacey and Morgan, 2007): 
 
H4: Customer’s commitment is positively related to 
information sharing. 
 
 
Marketing research support 
 
Marketing research support is used in the present study 
as a collective term to describe various firm-requested 
customer input activities, such as making suggestions for 
improving products, services and processes, providing 
feedback about new products, as well as sharing insight 
about unfulfilled needs. Customers’ readiness to share 
their views of such issues depends on the degree to 
which a business relationship with the requesting firm 
already exists  (Sheehan  and  Hoy,  2000).  As  business  



 
 
 
 
relationships strengthen, they expand beyond repurchase 
to active marketing support activities (Bailetti and Litva, 
1995; Bettencourt, 1997). Since customer input is 
fundamental to the marketing concept, active customer 
participation is necessary for collaborative marketing 
relationships (Cooper, 1998). Customer’s commitment 
programs have been shown to raise the level of voluntary 
customer feedback via marketing research requests 
(Lacey et al., 2007):  
 
H5: Customer’s commitment is positively related 
tomarketing research support. 
 
 
Word-of-mouth referrals 
 
Word-of-mouth (WOM) refers to the informal commu-
nication between consumers about the characteristics of 
a business or a product (Westbrook, 1987). It provides 
consumers with information about a firm that assist them 
to decide if they should patronize it (Lundeen et al., 1995; 
Zeithaml et al., 1993). In a service setting, it is important 
that if failure occurs, steps must be taken to pacify the 
dissatisfied customers; if not, it is highly likely that they 
will either exit or engaged in negative WOM to the 
detriment of the service provider. The end result would be 
lost sales and profits. 

The goals of a relationship marketing strategy are to 
get and keep valuable customers. Just to maintain one’s 
block of business, it is necessary to generate new 
customers because some existing customers will be lost. 
In services, word-of-mouth (WOM) frequently has a 
significant impact, both positively and negatively, on the 
acquisition of new customers. Therefore, as Hennig-
Thurau et al. (2002) suggest, WOM is a key service 
relationship outcome. Considering the importance of 
WOM in services, most service providers have done little 
to implement specific strategies to foster WOM (Gremler 
et al., 2001). Most have assumed that satisfaction with 
the service alone drives WOM, but research suggests 
that satisfaction may not be enough to generate positive 
WOM (Gremler and Brown, 1996; Reynolds and Beatty, 
1999). Gremler et al. (2001) suggest, and offer empirical 
support, that the interpersonal relationship between 
contact employees and customers can help foster WOM 
communication. 

The recent focus in the literature on relationship 
marketing highlights potential responses that can emerge 
from efforts directed at forming relationships with 
consumers (Sheth and Parvatiyar, 1995; Verhoef et al., 
2002). Of all these responses, some scholars and 
practitioners suggest that WOM may be among the most 
important (White and Schneider, 2000). The basic idea 
behind WOM is that information about products, services, 
stores, companies, and so on can spread from one 
consumer to another.  

In its broadest sense, WOM communication includes 
any information  about   a   target   object   (for   example,  
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company, brand) transferred from one individual to 
another either in person or via some communication 
medium (Brown et al., 2005). More specifically, Harrison-
Walker (2001) defined WOM as ‘‘informal, person-to-
person communication between a perceived noncommer-
cial communicator and a receiver regarding a brand, a 
product, an organization or a service’’. 

Reichheld (2006) argues that the ultimate test of strong 
customer relationships is their willingness to recommend 
the firm. Word-of-mouth referrals represent the favorable 
personal recommendations from one individual to other 
individual regarding a firm and its products and services. 
Word-of-mouth is well understood as a credible source of 
communications and plays an instrumental role in new 
customer acquisitions (Reichheld and Sasser, 1990). 
Despite its long history in the marketing literature (Day, 
1971; Katz and Lazarfeld, 1955), “interest in word-of-
mouth communications has been revitalized in marketing 
practice,” being chiefly fueled by the internet’s frequently 
powerful role as a source, and outlet, for electronic word-
of-mouth (Gruen et al., 2006). Committed customers 
promote the supplying firm through word-of-mouth 
referrals (Gro¨nroos, 2004): 
 
H6: Customer’s commitment is positively related to word-
of- mouth referrals. 
 
 
Increased repurchase intentions 
 
Repurchase intention refers to the individual’s judgement 
about buying again a designated service from the same 
company, taking into account his or her current situation 
and likely circumstances. Some studies have concen-
trated on determining the basic antecedent variables to 
repurchase intention (Hocutt, 1998; Storbacka et al., 
1994; Zahorik and Rust, 1992). Other studies, such as 
Bitner et al. (1990), Bolton and Drew (1991a, b), Boulding 
et al. (1993), Grayson and Ambler (1999), Liljander and 
Strandvik (1995), and Price et al. (1995) have considered 
the single incident, critical encounters and longitudinal 
interactions or relationships between these variables. 
  Still, others have considered the predictive validity of 
repurchase intention for subsequent repurchase behavior 
(Bemmaor, 1995; Mittal and Kamakura, 2001; Morwitz et 
al., 1993). Despite the fact that research in this area 
largely relies on stochastic and deterministic approaches 
to customer retention analysis (Ehrenberg, 1988; 
Howard, 1977; Lilien et al., 1992), few comprehensive, 
empirically tested, structural models of the customer 
retention process are evident in marketing literature. 

In the marketing literature, there is wide agreement on 
the crucial role of repurchase as the key behavioral 
outcome for relationship marketing success (Crosby and 
Stephens, 1987; Reichheld, 1996). Proportion of 
purchases devoted to a single entity is well entrenched in 
the marketing literature as a manifestation of committed 
customer behavior   (Day,   1990).   Thus,   in   assessing  
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customer advocacy, it is also revealing to consider 
customer intentions for increasing the level of demand for 
a firm’s products. In the hypothesized model, committed 
customers are not just expected to maintain the business 
relationship, but to increase both the level and proportion 
of their purchasing activities over time (Gro¨nroos, 2004). 
 
H7: Customer’s commitment is positively related to 
increased repurchase intentions. 
 
 
RESEARCH METHODOLOGY 
 
Sampling and data collection 
 
To achieve the purposes of the study, data were collected from a 
structured questionnaire administered to students of Shiraz 
University (IRAN). The only condition for the inclusion of 
respondents was that they must have purchased NOKIA mobile 
phone before. 

The survey was posted on the internet as it is a convenient, fast 
and cost-effective means of eliciting responses from respondents. 
The survey was posted on a Web site in Shiraz over a month from 
February to March, 2011. To generate more traffic to the website, 
subjects were informed of the survey via e-mail. Students from the 
university database were selected randomly and approached to 
take part in the survey. A total of 278 responses were collected. Out 
of these, seven were rejected because of missing data in the 
questionnaire. Thus, the total usable sample for analysis was 271. 
Over three-quarters of the respondents (76.2%) were male. 40% of 
the respondents were 18 years old. 37% were between the age of 
19 and 20 years, 15% were 22 years old and 8% were between the 
ages of 23 and 28 years. 
 
 
The questionnaire 
 
The first part of the questionnaire requested respondent to provide 
background information regarding their NOKIA mobile phone 
purchases. This included the name of the service provider, price 
plan chosen, and month and year of purchase. 

Questions in part 2 measured the three dimensions of value 
(social, emotional, conditional). The third part of the questionnaire 
requested respondents to fill up questions regarding their level of 
commitment. The last section of the survey asked respondents 
about WOM referrals, information sharing, marketing research 
support and their intention to repurchase. The questionnaire 
contained 37 questions addressing all the variables shown in Figure 
1 
 
 
Measurement 
 
The questions used in this study were taken from the relevant 
literature and the data were screened using the SPSS program 
(Version 11). A list wise deletion of missing cases was undertaken 
and outliers were examined to ensure that extreme values did not 
influence the results. Responses to all items were elicited on a five-
point Likert scale ranging from ‘‘5= strongly agree’’ to ‘‘1= strongly 
disagree’’. 

Social value was measured through four items. This study reports 
coefficient alphas of 0.912. Emotional value was measured through 
five items. This study reports coefficient alphas of 0.954. 
Conditional value was measured through one item. This study 
reports coefficient alphas of  0.937.  All  items  of  social,  emotional  

 
 
 
 
and conditional value were adapted from Shethet al. (1991) and 
Sweeney and Soutar (2001, 2003). Commitment was measured 
through five items adapted from Fullerton (2003), Garbarino and 
Johnson (1999) and Zeithaml et al. (1996). This study reports 
coefficient alphas of 0.946. Information sharing variable was 
measured using seven items suggested by McEvily and Marcus 
(2005). This study reports coefficient alphas of 0.943. Marketing 
research support was measured via seven items adapted from 
Morgan and Hunt’s (1994) cooperate scale. This study reports 
coefficient alphas of 0.924. Increased repurchase intention was 
measured via three items adapted from Lacey and Morgan (2007). 
This study reports coefficient alphas of 0.942. Word-of-mouth was 
measured via seven items adapted from a measure developed by 
Gremler and Gwinner (2000). This study reports coefficient alphas 
of 0.95. 
 
 
RESULTS 
 
Measurement model evaluation 
 
A two-step modeling approach following Anderson and 
Gerbing (1988) was used. The measurement model 
evaluation included exploratory and confirmatory factor 
analyses in order to purify and test the resulting mea-
sures. First, exploratory analysis (maximum likelihood 
analysis with oblique rotation) was conducted on the 
items to investigate if the theorized value dimensions 
could be extracted from the data. The scale was purified 
by deleting items that did not correlate with other items 
measuring the same construct. The Kaiser-Mayer-Olkin 
measure of sampling adequacy was good (0.879) and 
Bartlett’s test of sphericity was significant, indicating that 
the items were correlated and suitable for factor analysis 
(Hair et al., 1998). The correlations between the compo-
site variables are shown in the lower triangle in Table 1. 
All of the correlations were significant, thus, supporting 
the nomological validity of the constructs. The Fornell and 
Larcker (1981) test revealed that they do measure 
separate constructs. Thus, convergent and discriminant 
validity was assessed by calculating the average 
variance extracted (AVE) (Appendix). All AVE values 
were well above 0.50, and therefore, it can be stated that 
the constructs display a high degree of convergent 
validity (Fornell and Larcker, 1981). Furthermore, high 
discriminant validity was also demonstrated by the fact 
that the square root of AVE of each construct is higher 
than the correlations between that construct and any 
other construct in the model. The square roots of AVE for 
each construct are reported on the diagonal in Table 1. 
Thus, the constructs are both conceptually and 
empirically distinct from each other (Fornell and Larcker, 
1981). 

Next, the quality of the measurement model was 
assessed on unidimensionality, convergent validity, 
reliability, and discriminant validity in two steps, first for 
exogenous and endogenous variables and then for the 
whole model. The LISREL 8.54program was used to 
assess the unidimensionality of the constructs.  

Conditional value variables were  skewed  slightly  and,   
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Table 1.  Correlation matrix and square roots of AVE. 
 

Construct 1 (%) 2 (%) 3 (%) 4 (%) 5 (%) 6 (%) 7 (%)  8 (%) 

Social value                91        
Emotional value 78 89       
Conditional value 68 76 86      
Commitment 72 83 79 92     
Information sharing 68 73 87 86 85    
Marketing research support 67 66 80 81 77 79   
Word-of-mouth 72 67 76 78 81 79 87  
Repurchase intentions 81 83 79 73 84 86 69 77 

 

Square root of AVE are reported on the diagonal; all correlation are significant at the 0.01 level. 
 
 
 
therefore, the asymptotic covariance matrix was used in 
LISREL, because it provides the Satorra-Bentler χ2, 
which uses a robust maximum likelihood estimation that 
allows for the use of non-normal data (Holmes-Smith et 
al., 2005). Confirmatory factor analysis (CFA) for all parts 
of the model provided evidence for unidimensionality, 
since the items loaded at least 0.5 on appropriate 
constructs. The factor loadings are presented in the 
Appendix. Convergent validity for the measurement 
model including the exogenous variables was supported 
by a good overall fit: χ2=184.17, df =104, (p>0.01). 
RMSEA=0.052, CFI=0.98, GFI=0.91, AGFI=0.87 and 
NNFI=0.97. The fit statistics for the measurement model 
for each construct were good. The fit statistics, AVE and 
alpha values are reported in Appendix 1. Both NNFI and 
CFI exceed the recommended 0.90 threshold 
levels(Byrne, 1998; Hair et al., 1998) In addition, RMSEA 
is lower than 0.08 as recommended by Hair et al. (1998). 
Reliability was estimated by assessing the internal 
consistency of the scale items using Cronbach’s a. The 
alpha values were all above 0.7 and, therefore, the 
measures were considered reliable (Nunnally, 1978). The 
results of the structural model are further presented. 
 
 
Hypothesized model 
 
Table 2 illustrates the hypothesized relationships and 
summarizes which hypotheses are supported by the 
results. All of the seven hypotheses were supported. 

Three value dimensions: social, emotional and 
conditional value had a significant, positive relationship 
with commitment. According to the covariance paths, 
social value had the strongest influence on commitment 
(0.40). Furthermore, emotional value (0.32) and 
conditional value (0.27) also had an effect on 
commitment. Commitment also had positive relationship 
with customer advocacy. According to the covariance 
paths, commitment had the strongest impact on word-of-
mouth referrals (31%), repurchase intentions (28%), 
information sharing (21%) and finally, marketing research 
support (19%). The path  coefficients  of  the  final  model  

support all of hypotheses as shown in Figure 2: 
 
H1: Social value - Commitment; path coefficient = 0.40, p 
<0.01; 
H2:  Emotional value - Commitment; path coefficient = 
0.32, p <0.05; 
H3: Functional value - Commitment; path coefficient = 
0.27, p <0.05; 
H4: Commitment - Information sharing; path coefficient = 
0.21, p <0.01; 
H5: Commitment - Marketing research support; path 
coefficient = 0.19, P<0.01; 
H6: Commitment - Word-of- mouth referrals; path 
coefficient = 0.31, p <0.01; 
H7: Commitment - Increased repurchase intentions; path 
coefficient =0.28, p<0.01. 
 
 
DISCUSSION 
 
Based on the new model described in this study, all 
dimensions of customer value were found to have a 
significant effect on commitment. The results of this study 
indicated that commitment to use NOKIA mobile is 
strongly influenced by social value. The influences of 
social value on commitment were statistically significant 
(Wang et al., 2004). Gratification theories talk about 
fashion, status and sociability that relate to similar 
aspects as social value indicating that use of mobile 
services may be a way to express personality, status, 
and image in a public context (Leung and Wei, 2000). 

Emotional value also had strong influence on commit-
ment. Thus, building commitment with communication 
that emphasizes the fun, emotional aspects of using a 
NOKIA mobile in certain situations helps customers to 
differentiate the service providers and remember how to 
order the services next time when the need arises (Pura, 
2005). Emotional value relates to positive feelings and 
fun. Emotions can also mean avoiding negative feelings 
and solving problem situations while on the move. 
Emotional value is acquired when a product/service 
arouses feelings or affective  states  (Sheth  et  al.,  1991; 
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Figure 2. Path coefficient. 

 
 
 

Table 2. Supported and not supported hypothesize. 
 

Hypothesized relationship Result 
H1: Social value is positively related to customer's commitment. Supported 
H2: Emotional value is positively related to customer's commitment. Supported 
H3: Conditional value is positively related to customer's commitment. Supported 
H4: Customer’s commitment is positively related to information sharing. Supported 
H5: Customer’s commitment is positively related to marketing research support Supported 
H6: Customer’s commitment is positively related to word-of- mouth referrals. Supported 
H7: Customer’s commitment is positively related to increased repurchase intentions Supported 

 
 
 
Sweeney and Soutar, 2001). Play or fun gained by using 
the service for its own sake is also related to emotional 
value (Holbrook, 1994; Pura, 2005). 

In this study, we also find strong evidence for the 
linkages between committed customers and their 
willingness to function as voluntary marketing advocates, 
thereby accomplishing the research objectives of this 
study. Roos et al. (2005) have found that committed 
customers can identify differences between the service 
offerings of other telecommunications service providers 
and appreciate the benefits offered by their own service 
provider.  

Much of the previous work on customer advocacy has 
been based on anecdotal evidence, rather than 
systematic research. Based on the findings and analyses 
provided in this study, customer advocacy is a multi-
dimensional concept. The importance of commitment as 
a mediator to various customer advocacy behaviors is 
further demonstrated by producing higher parsimony fit 
indices than a rival structural model that identifies 
commitment  as  independent  antecedents  to   customer 

advocacy behaviors. These results provide additional 
evidence of the critical mediating role of commitment to 
relationship marketing theory (Lacey and Morgan, 2007). 

Yet, the crux of this study is to shed light into the 
capability and extent to which firms may engage their 
customers to perform distinct customer advocacy 
behaviors, beginning with the empirically support found 
for the linkage between commitment and discretionary 
information sharing. Information sharing refers to the 
sharing and exchange of essential and exclusive informa-
tion through interactive activities between manufacturers 
and their customers (Mc Evily and Marcus, 2005; 
Mentzer et al., 2000). While business customers can be 
expected to fully cooperate with the selling firm’s request 
for information needed to complete the marketing 
transaction, they are becoming increasingly concerned 
with misuse of information when it is used for purposes 
beyond the marketing exchange itself (Zabin and 
Brebach, 2004). Moreover, the transformation of custo-
mer information systems from basic data depositories 
into   customer-driven  marketing  information  is  a  basis 



 
 
 
 
for long term competitiveness. It not only involves having 
the technological infrastructure necessary to store and 
access data, but also requires that the firm be capable of 
securing focused customer-specific information (Lacey 
and Morgan, 2007). While many business marketers are 
readily able to accumulate knowledge about specific 
customers without first securing explicit permission from 
these customers, not only would voluntary cooperation 
likely improve the quality of the information but it would 
alsohelp alleviate rising ethical concerns regarding how 
individualized customer information is secured 
(Armstrong, 1999; Rich, 2000). 

Owing to the importance of both customer retention 
and new customer attraction to a firm’s sustainability, we 
also assessed the influence of customer commitment on 
key customer advocacy behaviors that help support new 
customer attraction, namely marketing research support 
and word-of-mouth referrals. Customer commitment 
programs have been shown to raise the level of voluntary 
customer feedback via marketing research requests 
(Lacey et al., 2007). We found empirical support for the 
hypothesized relationship between commitment and 
marketing research support. Marketing managers have 
long appreciated the value of customer-focused 
marketing research support to gain greater understanding 
of customer needs, expectations, and product perfor-
mance perceptions. Marketing research support (for 
example, new product testing, advertising post-testing, 
and evaluation of service quality) can be utilized to 
reduce business risks as well as improve the efficiency 
and effectiveness of the firm’s marketing performance 
(Lacey and Morgan, 2007). The results also 
demonstrated that committed customers are more likely 
to engage in positive word-of-mouth referrals.  

According to the tested model, committed business 
customers are not just expected to maintain purchasing 
activities, but to anticipate increasing both the level and 
proportion of its purchasing activities over time 
(Gro¨nroos, 2004). Marketing managers are advised to 
supplement conventional metrics that calculate a 
business customer’s total purchases and use estimated 
product category purchases as the dominator to 
determine share-of-customer, with a second measure of 
business customer’s intentions to increase portion of 
product category purchases from the selling firm over a 
defined time period into the future. This expanded view of 
customer retention measurement would allow managers 
to take into account not only current share-of-customer at 
an individual business customer level but projected 
probability to increase current share levels (Lacey andt 
Morgan, 2007). 
 
 
Conclusion 
 
Driven by demanding customers, keen competition, and 
rapid technological change, many firms have sought to 
deliver superior customer value (Band, 1991;  Day, 1994;  
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Gale, 1994; Naumann, 1995; Butz and Goodstein, 1996; 
Woodruff, 1997). Delivering superior customer value is 
now recognized as one of the most important factors for 
the success of any firm now and in the future because it 
has a significant impact on the customer commitment. 
Therefore, the paper contributes to service marketing 
theories by introducing a multidimensional perceived 
value model for assessing the direct influence of value on 
commitment. 

By considering more than purchasing activities and 
word-of- mouth referrals, the tested model provides an 
expanded view of customers as advocates. The tested 
model captures potential contributions of customers to 
share information and participate in marketing research 
activities, both of which can be instrumental in improving 
the efficiency and effectiveness of marketing 
performance. This study clearly does not attempt to 
encapsulate all potential advocacy behaviors and 
outcomes of committed customers (Reichheld, 1996; 
Zeithamlet al., 1996). Thus, another opportunity to enrich 
the developed model would be to test other types of 
customer advocacy outcomes. 

As anticipated, social value is shown to have a 
significantly positive effect on commitment and 
commitment significantly influences information sharing, 
marketing research support, word-of-mouth referrals, and 
increased repurchase intentions.  

To the extent that a critical mass of business customers 
are willing to share discretionary information, support 
marketing research initiatives, promote the enterprise 
through positive word-of-mouth, and increase current 
repurchase levels, the firm obviously stands to benefit. 
Conversely, a firm with less established or relatively weak 
customer relationships needs to create and build higher 
levels of commitment before it can anticipate widespread 
voluntary cooperation of its customers to serve as 
marketing advocates. 
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APPENDIX 
 
Appendix 1. 
 

Constructs and items Loading t-value SMC AVE Alpha 

Commitment (five items)    0.79 0.946 

1) The brand/service of this firm is one that I am very committed to 0.91 24.8 0.82   

2) The brand/service of this firm is very important to me 0.92 25.64 0.84   

3) The brand/service of this firm is one that I really care about 0.85 20.52 0.72   

4) The brand/service of this firm is worth my effort to maintain 0.93 26.51 0.81   

5) The brand/service of this firm has a great deal of personal meaning for me 0.88 22.49 0.78   

X2=0.20 , df=1 , p> 0.1 , RMSEA=0.000 , CFI=1.00 , CFI=1.00 , AGFI=1.00 
      

Information sharing (seven items)    0.79 0.943 

1) To fill out a form about your preferences so they can better serve their 
customers 

0.88 20.94 0.77   

2) That in order to provide more personalized marketing information to you, the 
firm asks your permission to track your purchases 

0.93 24.14 0.86   

3) To provide your name and answer some questions about your product 
preferences, so that your future interactions with this firm can be more 
personalized 

0.88 20.75 0.77   

4) This firm shares market information with customers(promotion information and 
competitive product information). 

0.9 24 0.82   

5) This firm shares product demand information with customers. 0.84 20.67 0.74   

6 )This firm shares inventory information with customers 0.85 20.43 0.72   

7) This firm jointly makes production plans with customers. 0.96 24.38 0.85   

X2=1.26 , df=2 , p > 0.1 , RMSEA=0.000, CFI=1.00 , CFI=1.00 , AGFI=0.98 
      

Marketing research support (five items)    0.78 0.924 

1) Provide feedback about this firm’s new product offerings 0.86 18.79 0.73   

2) Share my feelings about unmet needs 0.87 19.24 0.75   

3) Participate in new product development testing 0.85 18.29 0.71   

4) Provide feedback about this firm’s advertising 0.9 19.63 0.8   

5 )Discuss my views about this firm’s quality of service 0.94 20.17 0.89   

X2=4.28 , df=2 , p> 0.1 , RMSEA=0.064 , CFI=1.00 , CFI=0.99 , AGFI=0.95 

      

Word-of-mouth (seven items)    0.78 0.95 

1) I am willing to encourage individuals to do business with the brand/service of 
this firm 

0.9 21.79 0.81   

2) I am willing to recommend the brand/service of this firm whenever anyone seeks 
my advice 

0.89 21.08 0.78   

3) When the topic of [product category] comes up in conversation, I am willing to 
go out of my way to recommend the brand/service of this firm 

0.88 20.67 0.77   

4) I am willing to recommend the brand/service of this firm to my peers 0.89 21.34 0.79   

5) I complain to my friends and relatives about the brand/service of this firm 0.9 21.79 0.81   

6 )My recommendations about the brand/service of this firm provider would have 
been positive 

0.94 21.84 0.87   

7) I have only good things to say about the brand/service of this firm provide 0.82 20.31 0.63   

X2=1.51 , df=1 , p > 0.1 , RMSEA=0.046, CFI=1.00 , CFI=0.98 , AGFI=0.93 
      

Increased repurchase intentions (three items)    0.6 0.942 

1) Make a larger share of your [product category] purchases from this firm rather 
than from other [product category providers]? 

0.92 24.37 0.85   

2) Do business with this firm more often? 0.94 24.79 0.88   

3) would you like to repurchase the offerings and buy more from this firm? 0.81 17.73 0.65   

X2=1.51 , df=1 , p> 0.1 , RMSEA=0.043 , CFI=1.00 , CFI=0.99 , AGFI=0.97 
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Social value (four items)    0.78 0.912 

1) The brand/service of this firm would improve the way I am perceived 0.93 24.45 0.84   

2) The brand/service of this firm would help me make a good impression on other 
people 

0.95 24.58 0.89   

3 )The brand/service of this firm would give its owners the social approval 0.84 21.73 0.75   

4) The brand/service of this firm help me to feel accepted by others 0.79 20.69 0.62   

X2=1.51 , df=1 , p > 0.1 , RMSEA=0.043 , CFI=1.00 , CFI=1.00 , AGFI=0.96 

      

Emotional value(five items)    0.84 0.954 

1) The brand/service of this firm is the one that I would enjoy 0.89 24.82 0.86   

2) The brand/service of this firm make me want to purchase and use it 0.92 25.76 0.88   

3) The brand/service of this firm is the one that I would feel relaxed about using it 0.93 25.9 0.83   

4) The brand/service of this firm would make me feel good 0.9 25.35 0.77   

5) The brand/service of this firm would give me pleasure 0.92 25.76 0.88   

X2=0.03 , df=1 , p> 0.1 , RMSEA=0.000, CFI=1.00 , CFI=1.00 , AGFI=1.00 

      

Conditional value (one item)    0.87 0.937 

1 )I value the information the brand/service of this firm offers, with the help of 
which I get what I need in a certain situation  

0.93 24.68 0.87   

X2=1.36 , df=2 , p > 0.1 , RMSEA=0.000, CFI=1.00 , CFI=1.00 , AGFI=0.98 

 
 
 
 
 
 
 
 


