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Abstract

Customer loyalty is an important variable in the field of marketing, which is studied by scholars
both at home and abroad. Nowadays, enterprises are increasingly paying attention to maintaining
and improving customer loyalty by establishing emotional needs with consumers. This paper
analyzes the research status and achievements of brand attachment, brand commitment and cus-
tomer loyalty, and puts forward the possibility that brand commitment as an intermediary varia-
ble will affect the relationship between brand attachment and customer loyalty. It hopes to pro-
vide some thoughts and inspiration for future research.
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HBEN 21 e, B i R Hia R 2. L. AL, B S A A € Ph LR B ) 4
WATEE BAEST “Hirdkdl” , MR @ISR mi B, Lk, B B s Mk IO T 2 3R R
HEEAL T ArREE, DUAYEBUA 20 77 LUSRAG B 2 7 A/ ME 2 o AEDMERSCIRIE 7E . RZ4H N
B8 A R A RO AR R R, VR 2 U R R AR A SR R B I (kR . 2,
2007) [1], ZEAR Gl 57— SRR it A B AT B3 55 5 i o AP EE R 3 (HL B 22 T A e
MAIA S AT, B AT A ) T ORUE I S R rh A B MR 55, RIE BT AR, 758 4 5 CL
AR R R A, Ak SR ) 58 REBE N BIRICE BT B EIXANBYBL Al R R AL U 1
TR G AR BB [2] o PRIUL,  BEAR TR TT A6 it RS D s It 2 AB K ) ) — RV R BEAT W T
b, MR IRE), ARAT e A SRR AR T R 25 2R (Park C W 4%, 2006) [3]. SEZH i R AT B T 13
D= A 4 28 5C R KRV FRA AL N & N R BRI 2, ANITTTE R 25 A6 i (Park C W 2, 2007) [4].
SR, AT SN 5 it REACEOR o AR U IR ST AR TT AR A e, AL TR R B, T L P9 T 78 K 22 9
THESN, EEEETEMSIPBL IR HIATIRAWT I, 3T B BT 7T, K 23 AU
FR W SAT AT I, E0 R O B B A ORI FX OB RIS AR o eSS
oot R A AT B2 S U S A 2 TR S R I T D DRI SR =3 S =3 8] 58 AR AR DG BIE FE kAT B8 2L,
LIt = [0 AT REAFAE I G 2R, N Ja SR FUaR A AR e

2. HXELZHIHE
2.1. SRRBHRTE

B IE 5 NE AT /2 Susan Schultz (1989), Athels H T3 2 F AT AW T, Nm 2
AT T PR 2 A BRI I 0 8558 T AR JE . Trinke. Lacoeuilhe (1997)4& Hi i R 70 52 W 9 3 % o — 77 i i
JELTR R IR A IR AS B2 o Heilbrunn (2001) A0, A 708 o 2 F ot — 15 7 i R PR K B R 5% « Thomisony
Maclnnis Al Park (2005)iAA, FikEAKZ 5 AR Z 6] AT ARAL, 278 B 6 i R AR 7 . AT B
IR Z I A AN B TR R NS N PRI U, AT 45 B A HE ot R A A B TR 9 2 %o R A AR
SRR B R TS A B T (e s s A0 T ) 55, AR S B 9 AT . Park C W (2006) 2 H il JEAK 25 A2
GRS 2 1 B IR B SR B A A [3] . La-cocuilhe (2007)iA, i AR 70 2 2 0 T 5 — 4
SE MR IR SR R, SEBR PGB B — BT . 21T (2009) TA A it AR 2R 2 2% 5 R v R D) f —
Pl IR, . ML (2010) 4R HE, R ARV P 5 R E I K B R R . MR FIHE T (2017)3%
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WHIEZ %EH DN BAR S ZA 2 4EE L& . Thomson. Macinnis A1 Park & 453 i SZiFAfF 706 5 s
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2o SRR TSR YIS R, R B X TR () R e R T T AT S I R, AR IA K
IR R, /BRI 25, K28 E IR E R AR AR a2 T 2 5 e TR
O ERER R AV, MR ERIETAR, W IEAT 2 4R R o A A R O BRI B R, FE X
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2.2. mhEEIE

Bendapudi N. Leonard L B (1997)45H, fhhEAR 248 & T 53 i B4R S 4E R ¢ R IR . Ahluwalia
et al. (2000)I\ A i K7 %5 A2 T T8 20 7RIS BRI B 1 S A A AR, LA B 55 i B R K 0 EL3h 5% R
BB — Bl RN R o SR VK (2010) 2 A A it WA U A2 8 01 2 J5 3 S5 5 2 i RS ST K R A IR S 8 K R (1)
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an R H BR AT RSN S IR RE . E i —(2012) 55 I\ it R R 4R 8 W] 5 B0 TR KOG R IK SRR R 3K
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Morgan et al. (1994). Garbarino et al. (1999)1AAy, i A& i GLFE 1 IR W AL TH 2R U o 1 IR T 2 IR
PRI, HH 2 20T i R BN W 1 B RIS BN NS 57 AR I B e A FE (S AT A 2K U6 . Dwyer et al. (1987)
Fa s, TR TR, 2 T 2 R B e A 1R T 7 AR PR P AL (4 2R AR A o B,
] P 2% 3 SR I5e 12 (2007) 4 it RER A U8 Kl 2 R SR 7R o RS B s PR RS . B0 p, BESCM(2009) 1A i
R B 248 FBE 4 3] T R R AR IR AR

Burmann, Zeplin S (2005)#R4E SCHRFIER AT IR, M EZHZRAT 925 1) F FE T b R U8 1) = SR BT T
HS ERX 7y, R N FEFI R AL o (HIF %A 13 2 S5ER 42 [5] . 1 Burmann C. Zeplin S, Riley N. (2009)
TE 53 AN SEIERE T8 R 0 FoR =2 B v (1038 A B2 9T VA TR B K7, AR AR 92 7 — A
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TR FEFIARRT it R T o G AR Ko i R 2 IOLA KSRV 2l 2 R R ) R PP A B D BB R &R, ol i AR SR 2
B AR A AR IR IR AR, 0 N FE A i R RE DA R T 2l 2 AR R T ) 1 IR R

M AT T LAE T SRR U 8 T S A NG EE R R, A SR e R 2
AR AU Y B A St 5 o B e, RIS b %) RT3 T o R A DG R 2R P 5 e 7 9
HARIRZ, 0 FHAEFE Rt 1 AR08 L iR
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TE 2 S ) R T, SRR IR R 2 R T R AT NI . W Tucker (1964)% i
R E ORI B SE = R SEAT N . Blattberg A1 Subrata (1976) LAY 247 9 ELAFIAE Jg Aok 0 2 )
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sty R 1 58 SR A AR R R P LT 7 2 11 i R U el 2 BRI ZU [ 7] . AR E L 2 N (2015) 38 ik 1 £ S E
TIE B it R 7E RS A AR R R A AT AR M i S B E R . ARG B R A 3
M IE RS20, G AR AR RO A K B O S i R R R, RO RREL I GRS A TE, AR
AR R IR E R A ORI . R, SRR ST S R i R A AR AT N, BRI
Dt I AR o (HTE 5 F(2012) (1 SR 20 AT HR R B R A 5 i R AR T R LB DR R, (HL B2 R 28
ar R AR 7 |t R AR U AR R DY A R A A R 2 I 8]

M ERBE R RT LUORIL, K 280 R TR A S AR S 5 PR AP AE— B AR OR R,
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