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The Effects of Self-image Congruity and Alternative
Attractiveness on Commitment and Store Loyalty

Kim, Hanna™

Abstract

The purpose of this study was to identify the effects of self-image congruity and alternative
attractiveness on commitment and store loyalty when customers purchase clothes in a department
store. A survey was conducted for this study and 530 answer sheets were analyzed using structural
equation modeling.

The results are as follows: First, self-image congruity has a significant positive effect on affective
commitment and continuance commitment. Second, alternative attractiveness has no significant
effect on affective and continuance commitment. Third, both affective commitment and continuance
commitment have a significant effect on behavior intentions such as repurchase intention, word-
of-mouth, and willing to pay more. Fourth, affective commitment has a stronger effect on word-
of-mouth intention and willing to pay more than does continuance commitment. Finally, continuance

commitment has a stronger effect on repurchase intention than does affective commitment.

Key words: self-image congruity, alternative attractiveness, affective commitment, continuance

commitment, store loyalty.
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I. Introduction and Hypotheses

As the competition among retailers has become
fierce with their importance on distribution
channel, each retailer has been making much
effort to dominate by improving its service quality.
Considerable studies have been therefore made
on the effects of service quality on commitment
and customer loyalty. Commitment is defined
as an attachment between two parties that
leads to a desire to maintain a relationship
(Moorman et al. 1992: Morgan and Hunt 1994)
and known as an essential factor to lead to
customer loyalty. However, another factors
related to customer loyalty need to be examined
in detail now, since high-end retailers such as
department stores have already achieved a
high quality of service. Service evaluations might
vary according to the types of reference such
as alternatives and self-image. Social psychology
and organization behavior researchers have also
addressed various types of reference effects. In
marketing literatures, Yim et al. (2007) have
recently shown the multiple reference effects
in service evaluations, which confirm their effects
on customer satisfaction and commitment. However,
little attention has been given to the effects of
multiple referents on behavior intentions that
are significant for marketers.

The purpose of this study is to identify the
effects of self-image congruity and alternative

attractiveness on store loyalty as well as

commitment when consumers purchase clothes
in a department store. Based on previous
researches and conceptual development of this
research, eight different research hypotheses
were developed and a comprehensive model
(Figure 1) was proposed. The research hypotheses

are as follows:

H1: A customer's self-image congruity with
the store has more effect on affective
commitment than continuance commitment.

H?2: The attractiveness of an alternative
store has more effect on continuance
commitment than affective commitment.

H3-1: Affective commitment has a positive

effect on repurchase intention.

H3-2: Affective commitment has a positive

effect on word-of-mouth.

H3-3: Affective commitment has a positive

effect on willing to pay more

H4-1: Continuance commitment has a positive

effect on repurchase intention.

H4-2: Continuance commitment has a positive

effect on word-of-mouth.

H4-3: Continuance commitment has a positive

effect on willing to pay more

II. Research Method

Self-image congruity, alternative attractiveness,

affective commitment, continuance, repurchase
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{Figure 1) Research Model

Self-image
Congruity

Alternative
Attractiveness

intention, word-of-mouth, willing to pay more,
and demographics were measured in this
survey. The questions, except those relating to
demographics, were answerable by six-point
Likert scales. The data used to test the research
model and research hypotheses were 530 ques-
tionnaires that were collected using an online
survey. The store for the survey was limited to
the department store for purchasing apparel
products. The reason why this study focused
on the department store for apparel products is
that most department stores provide high service
quality and consumers are expected to value
multiple references highly when they purchase
clothes.

The measure of self-image congruity was
developed by the modification of scales of
Chon (1992) and Sirgy et al. (1997). The scale
for alternative attractiveness was based on Yim
et al. (2007) and Sarman and Patterson (2002),
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Affective

Commmitrnent
H 3-3 '

Continuance
Commitment

Hepurchasze
Intention

e H 3-8

Word-of
Mouth

Willing to Pay
more

but modified in light of the situation of
department stores. The scales for affective and
continuance commitment were adopted from
Allen and Meyer (1990) and Fullerton (2005).
The measure of repurchase intention was based
on Dick and Basu (1994) and Macintosh and
Lockskin (1997), and the measures of word-of-
mouth and willing to pay more was adopted
from Zeithmal et al. (1996) and Fullerton (2005).
A structural equation analysis was used to
validate the proposed model in this study. The
reliability and validity were verified by the
statistical program SPSS 130, and the test of
the hypotheses was conducted by Amos 5.0.

. Results

Prior to testing the research, Cronbach’s a



was calculated to examine the internal consistency
reliability, and the result turned out to have
quite high reliability. An exploratory factor
analysis using principal component analysis
with varimax rotation and a confirmatory factor
analysis was conducted to verify convergent
and discriminant validity. The results showed
that items meant to measure the same construct
correctly reflected the content concepts.

The suggested research model and hypotheses
were tested using a structural equation model
and (Table 1) shows the result of the hypo-
theses testing and model estimation. The
resulting goodness of fit statistics was a RMR
of 0.056, GFI of 0911, and AGFT of 0.883. The
path from self-image congruity to affective
commitment was .615 and the path from self-
image congruity to continuance commitment
was 592, significant at the .001. This finding
supports the hypothesis (H1) that self-image
congruity is more relate to affective commitment
than continuance commitment. The path from
alternative attractiveness to affective commitment
and from alternative attractiveness to continuance
was not significant, not supporting the hypothesis
(H2) that alternative attractiveness is more
related to continuance commitment than affective
commitment.

The effect of affective commitment on re-
purchase intention (H3-1) was .367, significant
at 001 level. The effect of affective com-
mitment on word-of-mouth (H3-2) and willing

to pay more (H3-3) was .617 and .498, also

significant at .001 level. The effect of con-
tinuance commitment on repurchase intention
was 513, significant at .001 level, supporting
the hypothesis (H4-1). The effect of continuance
commitment on word-of-mouth was .148 and
the effect of continuance commitment on willing
to pay more was .155, significant at .05 level.
These findings support the hypotheses (H4-2
and H4-3) that continuance commitment is
positively related to both word-of-mouth and

willing to pay more,

IV. Summary and Discussion

The results can be summarized as follows:
First, self-image congruity has a significant
positive effect on affective commitment and
continuance commitment. Second, alternative
attractiveness has no significant effect on af-
fective and continuance commitment. Third,
both affective commitment and continuance
commitment have a significant effect on behavior
intentions such as repurchase intention, word-
of-mouth, and willing to pay more. Fourth,
affective commitment has a stronger effect on
word-of-mouth intention and willing to pay
more than does continuance commitment. Finally,
continuance commitment has a stronger effect
on repurchase intention than does affective
commitment.

The current study has important theoretical
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(Table 1) Hypotheses Tests

Hypotheses Path Estimate t-value SE. p
Affective ) | Selfrimage 0615 | 12140%% | 0057
Commitment Congruity
1 o - 0.001<
ontinvance | _ errimase 0492 89575 | 0,041
Commitment Congruity
Affective Alternative
) Commitment - Attractiveness 0.037 0.89% 0.062
n.s
Continuance Alternative
Commitment - Attractiveness 0.024 0.528 0046
3-1 Repurchase | Affective 0.367 5343 | 0046 | 0.001<
Intention Commitment
Affective -
3-2 Word-of-Mouth | < ) 0.617 9.622 0.063 0.001<
Commitment
3-3 Willing to Pay | Affective 0498 7642 | 0075 | 0001<
more Commitment
41 Repurchase | | Continuance 0513 69444 | 0049 | 0001<
Intention Commitment
4-2 Word-of-Mouth | < | continuance 0148 2.308* 0063 | 005<
Commitment
43 Willing to Pay | _ | Continuance 0155 | 2.349% 0075 | 005¢
more Commitment
X'=562.30, df=192 (p=0.000)
Model fits GFI=0911, AGFI1=0.883,
RMR =0.056, RMSEA =0.060

and managerial implications. This study finds
that various referents such as self-image
congruity and alternative attractive, besides
service quality, are related not only to com-
mitment that consists of affective commitment
and continuance commitment but also to
customer loyalty. The managerial implication of
this finding is that retailers that provide high-
quality service should create their own store

images by providing customers with aesthetic
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and hedonic experiences.
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