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Formation mechanism of customer loyalty
in automotive aftermarket
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University of Shanghai for Science and Technology, Shanghai 200093, China)

Abstract: Based on the perspective of consumers, customer loyalty in automotive aftermarket was
studied. Customer loyalty was divided into attitude loyalty and behavior loyalty. Structural equation
models were established to study these two models separately. Taking enterprise image, switch cost and
customer satisfaction as the first-order latent variable, service quality as the second-order latent variable,
the influence degree of different latent variables were studied. The effects of same variables on attitude
loyalty and behavior loyalty were compared. The results show that the attitude loyalty model and
behavior loyalty model are well matched, but in contrast, the behavior loyalty model fits better. The
influence of corporate image, service quality and satisfaction on attitude loyalty is greater than that on
behavior loyalty, and the influence of switching cost on behavior loyalty is greater than that on attitude
loyalty, but the effect is not significantly different.
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Fig.1 Customer loyalty concept model
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Tab.2 Sample characteristic distribution
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Tab.3 Discriminant validity for the measurement model

Wi AVE R&FR IBS A 1R SRR R
% B 0677  0.677
EL 0762 0212 0.762
PR 0645 0280 0.066  0.645
T8I 0780 0150 0084 0176 0.780
BEEEIL 0709 0.285 0.300 0.202 0.278 0.709
WEE 0453 0530 0252 0210 0162 0311  0.453

Gl B T A AR S R A
CSl1 0.537
Cs3 0.623
R Cs4 0.578 0.804
Css 0.625
CS6 0.580
SC1 0.77
SC2 0.79
A AR SC3 0.74 0.90
SC4 0.74
SC5 0.69
ALl 0.71
AL2 0.81
AR AL 080 0.93
AL4 0.84
AL5 0.82
AL6 0.79
AT 0.60
ATSEPE 0.75
IR 55 o it M i P 0.77 0.87
FRUEHE 0.73
A 0.62
BL7 0.89
BLS 0.85
177 A 0.94
BL9 0.82
BL10 0.90
Ell 0.80
B4 EI2 0.84 0.91
EI3 0.80

22 RHESH

DX 280 J3E 53 1T o 36 0k P 1 A () 9 78 14 R G
Yeregiit LR mA B 2R, B8R ZEWRA
HA DOIE , Wi As & 2 (8] A Al BEA7 76 v JE Y

23 HEFEBEDH

1 T A SCHORHE — 2 I (a] SR T A,
TH P A B SR 7 A28 S n] RESE R R e DR 22
HFEOR AR Z A SC A A e, I, W2
AT L[ T5 WA 25 20 M o B DR B E U R 20
LRI 2 o, Z TN R 2 45 2R an
K3 B, KL IR ik i 22 e Mr 2 R R B 4.

e~ SQ1 |0-49 CS1 =2
SQ2 0,54 059 TCs3 i
SQ3 089" Csa @2
A= SQ4 774 CS5 (=2
o5)= SQ5 7/ 4 CS6 l=2
e6)r= SQ6 H0° SC1 2
e+ SQ7 K068 Asd SC2 =2
8= SQ8 ). 4134 SC4 [=+€2
cOr= SQ9 K.7 444 SC5 2
10-+{5Q10 27! SR ALl =63
1+SQ11 L 1 2253 Bt : AL4 3
12=5SQ12 0 S ALS 3
13-=SQ13 ¥ 2 ALG6 [=-€3
12-+{5Q14 ¥ BL7 [=3
13-=5Q15 1§, BLS [=€3
18-=SQ16 f{ BL9 (=3
17+SQ17 o/ MRY BL10 f=-3
1 SQ18 o/ 0. Ell 3
T9-={SQ19 /51 0.5¢¥ EI2 3
201 SQ20 EI3 4

2 BARTFEIEXEESN

Fig. 2 Factor analysis of single factor confirmatory
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Fig.3 Factor analysis of multi factors confirmatory
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Fig. 4 First-order confirmatory factor model
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Fig.5 Second-order confirmatory factor model
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Tab.6 Appropriateness indicators for second-order confirmatory factor model of service quality
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Tab.7 Fitindex of loyalty statistical model Tab.8 Comparison of loyalty competition models
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