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ABSTRACT 
The aim of the present study is to measure the effects of corporate image  ,perceived value, switching 
costs and trust on client’s loyalty, regarding of the length of relationship. Here, the variables are corporate 

image, perceived value, switching costs, competence, trust, loyalty and the length of relationship. The 

samples were collected using cluster sampling. There were 385 samples. The results showed that, 
corporate image, perceived value and trust, all have effect on the client’s loyalty. However, the effect of 

the length of relationship as moderator variable on the relationship of switching costs, corporate image, 

and perceived value with client’s loyalty is not proven. In relationship between competence and trust, the 

length of relationship as a moderator variable, is significant. The present study is beyond assessment of 
the corporate image, perceived value, switching costs and trust on client’s loyalty variables, and 

considered the effect of length of relationship on the client’s loyalty.  
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INTRODUCTION 
The concept of loyalty in clients, and making them as loyal clients (in terms of marketing) is defined as 

“making clients committed for buying services, habitually” (Larson & Susanna, 2004). The services 

loyalty is also defined as client’s demand for buying again from the same server, based on previous 

experience and the future expectations (Lee et al., 2001).  
Since the client’s loyalty has positive effect on sale, it is important for budget of proportional trade and 

retaining the clients. Ling and Weng (2007) for instance showed that short-term clients most likely 

demand more services and have more verbal communications (Dagger et al., 2010).  
Loyal client is considered as a main invest of any company by new technology and more competitive 

trade. The servers also consider the loyal client as one of the most important competitive advantages 

(Wang and Wu, 2010).  

These days, the aim of long-term relationship is to gain more benefits (Osman et al., 2010). Some 
challenges such as increasing of global competition, more clients’ expectations and their demand for high 

quality of services have caused some companies not to be able to get the clients satisfied. As a result, 

clients tend to other rival companies and then it brings about less profit and bankruptcy (Duff, 2005).  
These days, due to fo ecnatsixe many insurance companies and then more alternatives for clients in Iran, 

(including official and non official companies), and also because of low insurance cost by some of them ( 

non official), all insurance companies not only try to retain the constant clients, but they also want to grab 
clients. Therefore, knowing the effective parameters on client’s loyalty by insurance companies is so 

important and unavoidable.  

This study presents a conceptual model by perceived value, Corporate Image, Switching costs, 

competence, trust and loyalty of clients. Here also the indirect role of perceived value and Corporate 
Image, on Switching costs and client’s loyalty, is just measured as precise as the direct role of perceived 

value and Corporate Image, on the client’s loyalty.  

In the present study, perceived value, Corporate Image and Switching costs are considered as record of 
the client’s loyalty and the authors assessed the relationship between client’s loyalty and perceived value, 

Corporate Image and Switching costs, in short-term and long- term scales, in order to well understanding 

of the client’s loyalty. 
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Theoretical Model 

Loyalty 

The client’s loyalty- A loyal client is defined as person who has positive attitude about the server or 
company. This person introduces the company to others and always demands services (Dimitriades, 

2006). The client loyalty also defines as the emotional relationship to people, company, services or goods 

(Ruyter et al., 1998). The client loyalty is important due to its positive effects on sale, gaining the budget 
and retaining the clients (Dagger, 2010). Some studies have shown that long-term satisfied clients more 

likely demand more services than that of short- term one (Dagger, 2010). Client’s loyalty is one of the 

most important competitive advantages, because an organization which has this profit also has less cost of 

marketing and more clients simultaneously (Colwel et al., 2009). 
Perceived Value 

Perceived value  noisirapmoc eht si between given and presented values or the rate of total given and 

presented profits. These values or data can be financial and or non financial such as time, the cost of 
searching, and client’s efforts (Li-wei, 2011). The important thing is that the values are defined by the 

client in the market, through awareness of clients about what they are charged and what they are given. 

The value indeed is not what is produced, but it is what the clients gain (Khalifa, 2004). Perceived value 
can be expressed as total evaluation of profits of services or goods, based on what is given and presented 

by clients. It is clear that two parameters, the quality and the price have individual and different effect on 

the perceived value (Sweeny and Savtar, 2006). Perceived value can also be described as industry which 

is given to the clients instead of the costs they are charged for. In the other word, it means all profits 
gained from simple production, based on what is given and presented (Eskildsen et al., 2008). Dignify the 

clients, is an approach to retain them (Wathne et al., 2001). Organizations should continuously dignify 

their clients, in order to have competitive advantage (Bick et al., 2004). Perception of what the clients are 
given by a server (perceived value) can clearly evoke them to demand that service again. The client’s 

perceived value therefore has direct relationship with the client’s loyalty (Li-wei, 2011). The witting of is 

repeated continuously in a period of time, and each time it is more precise, correct and stronger (Flint, 

2002). Bove (2000) suggested that as longer relationship between clients and the server, it would be 
stronger, and in turn, induces loyalty to the clients.  

 = The client’s perceived value, affects the client’s loyalty. 

= In the long-tem relationship, the client’s perceived value has more and stronger effect on the 

client’s loyalty than short –term one. 

 The Corporate Image 

In the marketing, the corporate image has been presented as a important factor in general evolution of 
companies or servers (Andreasen, 1997). This factor is the perception of the company on the client’s mind 

which affects the client’s viewpoint about the working of the company (Griffin et al., 2009). In the 

marketing lecture there have been many description for corporate image including, the method, ideology, 

and the name of company, self analysis, the prices, quality and the versatility of services. 
Other aspects such as the identity of company, the quality and quantity of incantation and systems of 

services, also help improving of corporate image (Ngvyen and Leblamc, 1998). The corporate image is 

used as a important factor which increases the loyalty of clients (KandamPully & Hsin, 2007). In the 
point of Kennedy (1997) view, corporate image has two different parameters; one of them is acting that is 

related to non touchable stimulus (which is easily measurable) and the second one is related to the mental 

situation. Functional parameters are dependent on the layout of company and the price of services or 

goods, whereas the emotional one is related to the ownership sense of the clients (Alves & Rapose, 2010). 
In the relationship between clients and the servers, the costumers encounter to issue what to expect the 

services. If the clients have no information about the company, they may have to be informed by other 

sources such as verbal sources. This may affect the formation of corporate image (Aydin, 2005). The 
relationship between corporate image and the loyalty has been considered as debatable issue. Samli and 

Sirgy (2008) for instance, direct relationship between corporate image and the loyalty. Bloemer et al., 

(1998) confirmed that has positive effects on the client’s perception in starting of the relationship. 
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 = corporate image affects the client’s loyalty. 

= In the long-tem relationship, the client’s corporate image has more and stronger effect on the 

client’s loyalty than short –term one. 
Switching Costs 

Switching costs can be defined as a costs which caused by shifting the servers. This factor includes 

pecuniary costs. For instance, the efforts and time which are spent to find a new server is considered as 
switching costs (Dagger, 2009). Switching costs are the set of mental, physical and economical costs 

(Aydin & Ozer, 2005). As the switching costs increase, shifting or departure decreases by the clients 

(Dagger, 2009). Switching costs include both financial and non financial costs. For example, knowing the 

process of servicing is such a switching cost, since if the client gives up the relationship, so it won’t be 
useful (Wang, 2010). Switching costs are not only those which can be counted pecuniary, but it also 

considered as mental effects and the time and energy that are needed (Beerli et al., 2004). More 

understanding of switching costs by clients, cause more loyalty of them (Liu et al., 2006). Companies 
have to understand the different kinds of costs (understood by clients) in order to effective control of 

switching costs (Burnham et al., 2003). Switching costs directly affect the client’s loyalty, this bodes if 

clients consider the switching costs (such as the time, efficiency and the risks) as a high costs, then no 
shifting is demanded by them (Chou and Lu, 2009). Weiss (1997) showed that if the relationship between 

switching costs and the loyalty increased by long –term relationship, then it significantly affects the re-

buying by clients (Li-wei, 2011). 

= The switching costs, affect the client’s loyalty. 

 = In the long-tem relationship, the client’s switching costs have more and stronger effect on the 

client’s loyalty than short –term one. 

In order to obviate, the companies should serve clients the high quality services. One way to expand the 
switching costs is to improve and complicate the services, in order to prevent clients to give up 

demanding the services (Burnham, 2003). In fact, parsimony is the reason for keep being in previous 

relationship by the clients, because shifting from one server to others, needs spending time and money 

(Lam et al., 2004). In the costumers point of view, the value of the relationship is one of the most 
important reason to keep the relationship, and being more valuable, brings about no shifting to other 

servers (Geiger et al., 2010).  

It has been shown that all aspects of understanding the value, from economical point of view, to 
communications and quality, have positive effects on the client’s perception about the switching costs, 

and cause no shifting (Liu, 2006). The relationship of the value and the corporate image with switching 

costs is more significant in the long- term one (Li-wei, 2011). As the relationship is longer, the effectively 
of some parameters such as qualification, recommending, persuasion and trust, also increases, which 

causes more switching costs (Coulter, 2002). 

The previous studies have shown that in a new exchanging relationship, the clients have no enough 

information about the company. Therefore, they try to be informed by other sources. This may cause 
effecting on the corporate image. It specially happens when new clients who have little experience, try to 

decide based on previous perception about the quality of services. This is a risk, since the quality of 

services cannot be already evaluated (Li-wei, 2011). Therefore, in the first steps of making relationship 
with clients, switching costs is related to the corporate image, so: 

= The client’s perceived value, affects the client’s loyalty. 

=In the long-tem relationship, the client’s perceived value has more and stronger effect on the client’s 

loyalty than short –term one. 
And: 

 = corporate image affects the client’s loyalty. 

= In the long-tem relationship, the client’s corporate image has more and stronger effect on the 

client’s loyalty than short –term one. 
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The Trust 

Based on the previous studies, the trust is defined as that a person believes that someone covers the 

necessities. In the commercial relationships, the trust is the client’s belief that the necessities are covered 
by a company or server (Liu et al., 2011). Trust is used as a facilitator mechanism of corporation, to make 

a committed relationship. When someone can trust the other’s claims, so this is the trust. To clear some 

worthiness and interpretation is a part of facilitating a relationship. As the trust includes risks and 
hesitancy parameters (Wright et al., 2011) some researchers have suggested that when the clients believe 

the credibility of servers, then they trust the servers. Most of researchers also agreed that the trust has 

direct effect on loyalty (Omar et al., 2009). In the matter of hypothesizing, the trust is logically and 

experimentally an important variable. It is also related to marketing lecturers. Someone who does not trust 
a server in a competitive market will doubtfully be loyal (Yee, 2008). Costumers totally trust organization 

that seems to be reputable. Recent studies have suggested positive relationship between trust and loyalty. 

Which includes honesty, qualification, benevolence, creditability and consumerism (Sarwar et al., 2012; 
Choon et al., 2011; Anuwichanont, 2010; Ndubisi et al., 2005; Liu et al., 2011; Sanchez-Franco et al., 

2009; Jumaev et al., 2011).  

Therefore: 

 = The trust affects the client’s loyalty. 

Competence 

Competence is defined as the client’s perception about technological competence of the servers. It means 

that competence generally improves the client’s experiments (Ndubisi, 2012). Generally, competence is 
the client’s perception about the knowledge and proficiency of the servers (Coulter, 2002). In the other 

words, competence aggregately includes knowledge, proficiency and other features of a person which 

work together to do some especial task. Competence has significant effect on organizations and has 
regression with occupation output which can be behaviorally measured (Turner and Crawford, 1994).  

  

 
 

Cochran (2009), divided the competence in two groups, based on the roles in organization competitive 
improvement. Competence includes knowledge, proficiency and capability. Organizational competence is 

related to the organization and includes the process and structures which regarding of absence of people,  
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are still exists. These two groups are not completely separated from each other. The set of personal 

competences can form the way in which the organization works (Cardy and Selvarajan, 2006). In the 

present study the second group (Organizational competence) is considered. So many terms have been 
used in the lectures to point out the Organizational competence including distinctive competence, 

distinctive capability and or key competence. All of these terms are implicate the general concept of 

competence (Edgar & Lock, 2008). As the clients demand service from a server, because of the 
difficulties of shifting the severs, they tend to be more loyal. Clients in any types of long-term 

relationships, face to risks. So they expect the organization to be committed and eligible. In order to 

consolidate the client’s and server’s relationship, therefore, Competence should be considered as initial 

principles. The competence and its effect on the loyalty in long term, as more clients’ experience 
increases, as more clients’ experience. Then and based on these experiences it can be judged (Coulter, 

2002). 

 = Competence affects the trust. 

H7b = In the long-tem relationship, competence has more and stronger effect on the client’s loyalty than 

short –term one. 

 

MATERIALS AND METHODS 

Methodology 

Data Assemblage 

The data were collected in Iran, and the statistic community was The Iranian national insurance company 

(car insurance). 385 valuable samples were collected. The questionnaire  was design based on the 5- 
question likert range, (from 1 definitely agree, to 5 definitely disagree). Several society logy variables 

were controlled including gender, the age, education, and relationship and occupation status. The 

mentioned questionnaire measured variables such as the length of relationship, perceived value, and 
corporate image, switching costs, the client’s loyalty, Competence and trust. Despite other variables, the 

length of relationship was measured just by one question. Based on the Li-wei (2011) method. 5 

parameters of the client’s loyalty, 3 of perceived value, 5 of corporate image, and 4 of the switching costs 

were assessed.  

Based on the Ndubisi (2012), Lee et al., (2011), Dagger and Brien (2010) and Li-wei (2011) methods, the 
3 parameters of Competence, 4 parameters of trust and 1 parameter of length of relationship were 

measured respectively. The relationship less than a year, and that of more than a year, are considered as 

short-term and long –term relationship respectively (Li-wei, 2011). There were two different 

questionnaires based on the length of relationship, 89 and 296 questioned people for short-term and long 
–term relationship, respectively. The questionnaire was translated form English to Persian. In order to 

confirm the accuracy it was again translated to English. 

The society logy features of questionnaire includes:  

68.8% male, 31.2% female, 36.6% single and 63.4% married. 

84.2% practitioner and 15.8 % jobless. 

Validity and Reliability 

CVR was used in order to confirm the validity of questionnaire. All variables were close to 0.8 or 1. The 

validity of questionnaire also confirmed by professors. Cronbachs alpha criteria was used to confirm the 
reliability of questionnaire. The coefficient of Cronbachs alpha was 0.807 and so the reliability was 

confirmed. 

Data Analysis 

Normalization of the distribution was first of all tested with k-s test statistics (Table 1). Kmo and 
Bartlett's test were then done (Table 2).  
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Table 1: Assessment of being normal of data distribution  

Variables )sk(  )gis(  )α(  Result of test  

perceived value 1.302 0.067 0.05 Confirmed (normal 

distribution) H0 
corporate image 

 

1.102 0.176 0.05 Confirmed (normal 

distribution) H0 

Competence 
 

1.172 0.128 0.05 Confirmed (normal 
distribution) H0 

switching costs 

 

1.144 0.146 0.05 Confirmed (normal 

distribution) H0 
Trust 

 

1.106 0.173 0.05 Confirmed (normal 

distribution) H0 

Loyalty 0.967 0.307 0.05 Confirmed (normal 

distribution) H0 

 

Table 2: KMO and Bartlett's test 

Model of variables Sig (Bartlett's test) kmo 

perceived value 0.000 0.682 
corporate image 

 

0.000 0.839 

Competence 
 

0.000 0.708 

switching costs 

 

0.000 0.838 

Trust 
 

0.000 0.758 

Loyalty 0.000 0.817 

 

 
Graph 1: Structural model for independents variables 
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Graph 2: Structural model for T-value 

 

Table 3: Propriety indices 

Indices  Reported data Optimum  

χ2 proportion to degrees of freedom 2.17 3 

 (RMSEA) (Root mean square Error of 

Approximation) 

 

0.055 0.08 

(GFI) (Ground Fault Interrupter) 

 

0.90 0.90 

 (AGFI) (Adjusted Goodness of Fit Index) 0.87 0.90 

(NFI) (Normed Fit Index) 

 

0.89 0.90 

NNFI (Non-Normed Fit Index) 

 

0.93 0.90 

IFI (Indicators of Financial Integration) 0.94 0.90 

CFI (Comparison of two Fit Index)  0.94 0.90 

 

In the present study, using LISREL, was done to test the significance. Considering the Lizler output, the 

k2 proportion to degrees of freedom was 2.17 (3). This is therefore valuable. The model RMSEA was 
also 0.055, that was less than 8%. Other indices such as GFI, AGFI, NFI, NNFI, IFI, CFI were all more 

than or close to 90% and therefore the model was valuable and confirmed (Table 3). 
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RESULTS AND DISCUSSION 

Results 
After assessment and confirming of the thesis, the model was evaluated. lISREl was used to assay the 
effect of corporate image, perceived value, switching costs and trust on the loyalty, and also the effect of 

corporate image and, perceived value on the switching costs and the effect of competence on the trust. 

The assessment of H1a thesis showed that the perceived value affects client’s loyalty. Ascites of the test 
(4.82) was more than 1.96 and therefore H1a is confirmed. 

= Corporate image affects the loyalty. 

Ascites of the test (2.68) was more than 1.96 and therefore this thesis is confirmed. 

The result showed that the corporate image does not affect the loyalty. Ascites of the test (0.93) was less 
than 1.96 and therefore this thesis is not confirmed. 

Perceived value affect the switching costs.  

Ascites of the test (5.97) was less than 1.96 and therefore this thesis is confirmed. 
Corporate image also affect the switching costs.  

Ascites of the test (2.03) was less than 1.96 and therefore this thesis is confirmed. 

Based on the results, the trust affects loyalty. Since the ascites of the test 10.66, (1.96), then  is 

confirmed.  
In order to assay the effect of perceived value, image of speed, switching costs and trust on the client’s 

loyalty in long and short term relationships, the single and poly variable regression model was used. In 

order to assay if there is any significant differences among the long and short term coefficient, parent test 

by proportion to degrees of freedom was used. Proportion to degrees of freedom test also was used to 
assay the dissimilarly variance. It should be mentioned that STATA 12 software was used to statistical 

and regression tests. 

Regarding the table 4, the perceived value has no significant effect on the loyalty in both short and long 

term relationships (0/1988>0/05).  therefore, is not confirmed. The corporate image also has no 

significant effect on the loyalty in both short and long term relationships (0/6931>0/05).  therefore, is 

not confirmed. The switching costs has no significant effect on the loyalty in both short and long term 

relationships (0/8306>0/05). therefore, is not confirmed. The perceived value has no significant effect 

on the switching costs in both short and long term relationships (0/1378>0/05). therefore, is not 

confirmed. The corporate image has no significant effect on the switching costs in both short and long 

term relationships (0/4832>0/05). therefore, is not confirmed.  

On the other hand, and based on the result, the competence has significant effect on the trust, in both short 

and long term relationships (0/007<0/05). So is confirmed. 

Discussion  
In the present study the loyalty of the clients of the Iranian national insurance company, base on the 

effects of corporate image, perceived value, switching costs and trust, regarding of the length of 

relationship was assessed. 13 thesis of insurance here was tested. The results showed that the effects of 

corporate image and trust on the client’s loyalty were confirmed, whereas the switching costs were not. 
The result also showed that perceived value and switching costs, have no more effect on the loyalty in 

long term relationship than the shorter one, whereas, the competence has. Base on the results, the 

perceived value has more effect on the loyalty than corporate image and trust. 

Management Suggestion based on the Given Results 

Hypothesis 1 

Considering the confirmed effect of perceived value on the loyalty, it can be therefore suggested that 

companies would better compare the weak and strength point to the other rivals, and continuously seek 
for assessment, modification and retrospect of the values. Attention to the definition and concept of the 

value in the client’s point of view is also is important and should be considered. The clients generally 

demand for obviating their supplication, by highest quality, in the as soon as possible and the lowest 



Indian Journal of Fundamental and Applied Life Sciences ISSN: 2231– 6345 (Online) 
An Open Access, Online International Journal Available at www.cibtech.org/sp.ed/jls/2015/03/jls.htm 
2015 Vol. 5 (S3), pp. 1801-1811/Kashani and Moradi  

Research Article 

© Copyright 2014 | Centre for Info Bio Technology (CIBTech)  1809 

 

price. Facilitating of procure process therefore, as well as express services by using electronic business 

(such as cell phone, and internet) can be useful. Electronic insurance so can be considered as new 

phenomena.  
Hypothesis 2 

Considering the effect of corporate image on the loyalty, it is unavoidable to achieve to a proper image of 

the company. This process is not short term and takes long time. It depends not only on the marketing and 
publicity, but it also such practical experiment.  

The output of a company indeed, makes a positive image in the client’s mind. So any companies should 

first pay attention to the quality of services. In order to improve the corporate image, high quality 

services, extension of relationship with clients, and the behavior of any individual employee are 
important. Contraption such as proper and attractive publicity, presenting new services, and using well – 

known, expert and powerful managers can be effective.  

Hypothesis 3 
Although the effect of switching costs on the loyalty is not confirmed in the present study, it is not 

ignorable that there are no switching costs in Iranian national insurance company, and therefore, so many 

clients of this company tend to other insurance companies. Considering more and less similar tariffs of 
insurance companies, Iranian national insurance company should seek for other alternatives, and prevent 

losing the clients by more values such as more bounce and discount for senior clients, close relationship 

with clients, non presentment or distal services, specific web logs for clients, and membership account for 

senior clients.  
Hypothesis 4  

Based on thesis, the perceived value affects switching costs. Although the effect of switching costs on the 

loyalty is not confirmed in the present study, regarding the results of other studies, switching costs 
significantly affect the client’s loyalty. Iranian national insurance company therefore should increase the 

switching costs to prevent losing of clients.  

Hypothesis 5 

Regarding this thesis, corporate image affects the loyalty. So another effective factor on switching costs, 
is corporate image. It should be mentioned that due to the reputation of Iranian national insurance 

company, this factor is remarkable to some extent. Therefore if other effective parameters on the 

corporate image, such as creativity, are improved, then the switching costs will be increased and no more 
clients losing happens.  

Hypothesis 6 

It is confirmed that competence has effect on the trust. So considering the definition of competence and 
the effect of trust on the loyalty, informing the clients is so important. Some contraptions such as 

spending enough time to explain the weak and strength point of services, informing about new services, 

new and worth full information, presenting the leaflet, expire data reminder and knowing the update 

demand and expectations of clients are suggested. It is confirmed that competence has more effect on 
trust in long –term relationship than the shorter one. So using contraptions to present important 

information such as consult for free (especially for senior clients) can be useful. 

Hypothesis 7 
It was confirmed that the trust affects loyalty. So it is important to make clients trust the company. To do 

this, establishing the complain department and being committed to the clients, no mistakes, proper 

responsibility, correct transferring, and respectful personnel, are all important in this case. Due to the role 
of insurance agents and representatives in marketing and targeting, treating the personnel how to inform 

clients, and holding the workshops for representatives, to improve their knowledge, proficiency and 

specialty, are so important.  

 

REFERENCES 
Alves H and Raposo M (2010). The influence of university image on student behavior. International 

Journal of Educational Management Research Review 34(3) 325-336. 



Indian Journal of Fundamental and Applied Life Sciences ISSN: 2231– 6345 (Online) 
An Open Access, Online International Journal Available at www.cibtech.org/sp.ed/jls/2015/03/jls.htm 
2015 Vol. 5 (S3), pp. 1801-1811/Kashani and Moradi  

Research Article 

© Copyright 2014 | Centre for Info Bio Technology (CIBTech)  1810 

 

Andreassen T (1997). Customer loyalty and complex services. International Journal of Service Industry 

Management 9(1) 7-23. 

Anuwichanont J (2010). Examining the Relationship between Commitment and Airline Loyalty and the 

Moderating Effect of Uncertainty Avoidance. Journal of Business and Economics Research 1542-4448. 

Aydin S and Ozer G (2005). The analysis of antecedents of customer loyalty in the Turkish mobile 

telecommunication market. European Journal of Marketing 39 910-25. 

Beerli A, Josefa D and Quintana MA (2004). A model of customer loyalty in the retail banking market. 

European Journal of Marketing 38. 

Bick G, Brown A and Abratt A (2004). Customer perception of the value delivered by retail banks in 
the South Africa. The International Journal of Bank Marketing 22(4/5) 180-200. 

Blomer J, Ruyter K and Peeters P (1998). Investigating drivers of bank loyalty: the complex 

relationship between image, service quality and satisfaction. International Journal of Bank Marketing 

16(7) 276-286. 

Burnham TA, Frels JK and Mahajan V (2003). Consumer switching costs: a typology, antecedents and 

consequences. Journal of the Academy of Marketing Science 31(2) 109-126. 

Cardy RL and Selvarjan T (2006). Competencies: alternative from works for competitive advantage. 

Business Horizons 49(3) 235-24. 

Choon Ling K, Wai Mun Y and Mee Ling H (2011). Exploring factors that influence customer loyalty 
among Generation Y for the fast food industry in Malaysia. African Journal of Business Management 

5(12) 4813-4823. 

Chou P and Lu C (2009). Assessing service quality switching costs and customer loyalty in home 

delivery services in Taiwan. Transport Reviews 29(6) 741-758. 

Clogg E, Clifford C and Adamantios H (1995). Statistical methods for comparing regression 

coefficients between models. Chicago Journals 100(5) 1261-1293.  

Cochran Scott D and Scheer Graham R (2009). Competency modeling in extension education model 

with an extension human resource management model. Journal of Agricultural Education 52(3) 64-74. 

Colwell S, Hogarth S, Jiang S and Ashwin DJ (2009). Effect of organizational and serviceperson 
orientation on customer loyalty. Management Decision 47(10) 1489-1513. 

Coulter KS and Coulter RA (2002). Determinants of trust in a service provider: the moderating role of 

length of relationship. Journal of Service Marketing 16 35-50. 

Dagger TS and Meredith ED (2010). Uncovering the real effect of switching cost on the satisfaction-
loyalty association. European Journal of Marketing 46(3) 447-468. 

Dimitriades ZS (2006). Customer satisfaction, loyalty and commitment in the service organization. 

Management Research News 29 782-800. 

Duffy D (2005). The evolution of customer loyalty strategy. Journal of Consumer Marketing 5(22) 284–

286. 

Edgar WB and Lockwood CA (2008). Organizational competencies, clarifying the construct. The 

Journal of Business Inquiry 7 21-32. 

Eskildsen J and Kristensen K (2008). Customer satisfaction and customer loyalty as predicators of 

future business potential. Total Quality Management & Business Excellence 19 843-853. 

Flint DJ, Woodruff RB and Gardial SF (2002). Exploring the phenomenon of customers’ desired value 
change in business-to-business context. Journal of Marketing 66 102-17. 

Geiger I, Durand A, Saab S, Kleinaltenkamp M, Baxter R and Lee Y (2010). The bonding effects of 

relationship value and switching costs in industrial buyer-seller relationships: An investigation into roll 

differences. Industrial Marketing Management 82-93. 

Griffin M, Babin J and Lai F (2009). How quality, value, image and satisfaction create loyalty at a 

Chinese telecom. Journal of Business Research 62 980-985.  

Kandampully Hu J and Hui H (2007). Do hoteliers need to manage image to retain loyal customers. 

International Journal of Contemporary Hospitality Management 19(6) 435-443. 



Indian Journal of Fundamental and Applied Life Sciences ISSN: 2231– 6345 (Online) 
An Open Access, Online International Journal Available at www.cibtech.org/sp.ed/jls/2015/03/jls.htm 
2015 Vol. 5 (S3), pp. 1801-1811/Kashani and Moradi  

Research Article 

© Copyright 2014 | Centre for Info Bio Technology (CIBTech)  1811 

 

Khalifa AS (2004). Customer value: a review of recent literature and integrative configuration. 

Management Decision 42(5) 645-666. 

Lam SY, Shankar V, Erramilli MK and Murthy B (2004). Customer value, satisfaction, loyalty, and 
switching costs: an illustration from a business-to-business service context. Journal of the Academy of 

Marketing Science 32 293-311. 

Larson S and Susanna H (2004). Managing customer loyalty in the automobile industry, Department of 
Business Administration and Social Sciences. 

Lee M and Cunningham L (2001). A cost/benefit approach to understanding service loyalty. Journal of 

Service Marketing 113-130. 

Liu AH (2006). Customer value and switching costs in business services: developing exit barriers 
through strategic value management. The Journal of Business & Industrial Marketing 21 30-7. 

Li-wei Wu (2011). Beyond satisfaction, the relative importance of locational convenience, interpersonal 

relationship and commitment across service types. Managing Service Quality: An International Journal 
21(3) 240-263. 

Ndubisi NO (2012). Relationship quality: upshot of mindfulness-based marketing, strategy in small 

organization. Journal of Quality & Reliability 29(6) 626-641. 
Nguyen N and Le Balance G (1998). The mediating role of corporate image on customer retention 

decision. International Journal of Bank Marketing 16 52-65. 

Omar N, Nazri M, Abu N and Omar Z (2009). Parents’ Perceived Service Quality, Satisfaction and 

Trust of a Childcare Centre: Implication on Loyalty. International Review of Business Research 299-314. 
Osman H and Bowie H (2010). Transactional approach to customer loyalty in the hotel industry. 

International Journal of Contemporary Hospitality Management 21(3) 239-250. 

Ruyter K, Wetzels M and Bloemer J (1998). On the relationship between perceived service quality, 
service loyalty and switching costs International. Journal of Service Industry Management 9(5) 436-453. 

Sarwar M, Abbasi K and Pervaiz S (2012). The Effect of Customer Trust on Customer Loyalty and 

Customer Retention: A Moderating Role of Cause Related Marketing. Global Journal of Management 

and Business Research 12(6) 2249-4588. 
Sweeny JC, Soutar G and Soutar N (2001). Consumer perceived value: the development of a multiple 

item scale. Journal of Retailing 77 203-220. 

Wang C and Wu L (2012). Customer loyalty and the role of relationship length. Managing Service 
Quality: An International Journal 22(1) 58-74. 

Wang CY (2010). Service quality, perceived value, corporate image and customer loyalty in the context 

of varying levels of switching costs. Psychology and Marketing 27 252-262. 
Wathne KH, Biong H and Heide JB (2001). Choice of supplier in embedded markets: relationship and 

marketing program effects. Journal of Marketing 65 54-66. 

Wright O and Grace A (2011). Trust and commitment within franchise systems. Asia Pacific Journal of 

Marketing and Logistics 23(4) 480-500. 
Wu L and Wang Ch (2010). Satisfaction and zone of tolerance: the moderating roles of elaboration and 

loyalty programs. Journal of Managing Service Quality 38-57. 

Yee K (2008). Customer perceived quality, relationship quality and business loyalty: an example of B2B 
organization. Faculty of business and accountancy, University of Malaya. 


