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ABSTRACT
Service brand attachment has emerged as a growing body of
research. Although previous studies have examined the
relationship between brand attachment and customer behaviors,
the mechanism underlying this relationship remains unknown,
particularly in a service context. The purpose of this study was to
examine the relationship between brand attachment and
customer citizenship behaviors and to clarify the role of perceived
value among regular customers of international hotel brands in
Taiwan. To examine this model, confirmatory factor analysis was
employed to analyze survey data from 299 hotel customers, the
results of which indicated that perceived value completely
mediated the relationship between brand attachment and
customer citizenship behaviors. Therefore, perceived value is the
mechanism that explains how service brand attachment is
associated with customer citizenship behaviors. These results
demonstrate the importance of perceived value and imply that
service managers should strengthen customers’ perceived value of
service brands to enhance customer citizenship behaviors.
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Introduction

Although previous studies have confirmed the existence of brand attachment, few empiri-
cal studies have investigated whether it influences customer attitudes and behaviors in a
service context. Strong attachments that connect the service brand with the self are asso-
ciated with customers’ commitment to preserving a relationship with the brand (Thomson,
MacInnis, & Park, 2005), which in turn affects customer citizenship behaviors (Bove, Pervan,
Beatty, & Shiu, 2009; Yi & Gong, 2008). Customer citizenship behaviors are defined as
voluntary and discretionary behaviors that are not required for the successful production
or delivery of a service but that benefit the services of an organization overall (Bartikowski
& Walsh, 2011; Groth, 2005). When consumers have strongly attached thoughts and feel-
ings regarding a service brand, brand-self connection and brand prominence may exert a
disproportionately strong influence on customers’ attitudes and behaviors (Thomson et al.,
2005). Research has highlighted several consequences of brand attachment in customers,
including customer in-role behaviors such as purchase intentions, willingness to pay a
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price premium, and customer cooperation (Hyun & Han, 2015; Hyun & Kim, 2014; Park,
MacInnis, Priester, Eisingerich, & Iacobucci, 2010), but has only sparingly addressed the
question of whether brand attachment also influences customer extra-role behaviors.
Extra-role behaviors are voluntary helpful behaviors enacted toward a company, service
provider, or other customers that are not required for core service delivery (Bove et al.,
2009). Customers may exhibit in-role and/or extra-role behaviors in a service context
(Groth, 2005). Therefore, a deeper understanding of the influence of service brand attach-
ment on customer citizenship behaviors is warranted.

Previous studies have demonstrated the importance of perceived value as an antece-
dent of customer behaviors (Li, Li, & Kambele, 2012; Ryu, Lee, & Kim, 2012). Perceived
value is defined as a consumer’s overall assessment of the utility of a product or service
based on perceptions of what is received and what is given (Zeithaml, 1988). Because
attached consumers view brands as a part of them, they are more willing to use substantial
resources and behaviors to maintain the brand relationship (Park et al., 2010). In other
words, service brand attachment may enhance the customers’ perceived value, which in
turn affects customer citizenship behaviors. According to the aforementioned literature,
perceived value may play a mediating role in linking service brand attachment and custo-
mer citizenship behaviors. Although previous studies have examined the relationship
between brand attachment and customer behaviors, the mechanism underlying the rela-
tionship between brand attachment and customer citizenship behaviors remains
unknown. Therefore, the purpose of this study was to fill this gap by examining the rela-
tionship between brand attachment and customer citizenship behaviors and to clarify the
role of perceived value. The results of this study indicated strategic directions that man-
agers can take regarding brand management and customer relationship management.

Conceptual background

Service brand attachment

Branding has become increasingly essential in the service industry. Branding enables con-
sumers to identify companies and differentiate among these companies (Prasad & Dev,
2000). Establishing a strong service brand creates value for both the company and the cus-
tomer. From the perspective of a company, maintaining a strong brand enhances financial
performance as well as the market value of its property (O’Neill & Carlbäck, 2011). From the
perspective of a customer, a strong brand can enable a customer to clearly visualize and
understand the intangible aspects of the products and services (Kayaman & Arasli, 2007).
Furthermore, establishing a strong service brand reduces search costs and perceived risks
(Kayaman & Arasli, 2007), provides quality assurance (Prasad & Dev, 2000), and increases
brand loyalty (So, King, Sparks, & Wang, 2013) and brand equity (Park et al., 2010).

Customer attachment is critical because it affects the attitudes and behaviors that foster
brand profitability and customer lifetime value (Belaid & Behi, 2011; Thomson et al., 2005).
Jahn, Gaus, and Kiessling (2012) indicated that brand attachment is a relationship-based
concept that reflects an emotion-laden bond between a person and a brand. Park et al.
(2010) developed a brand attachment measure that consists of two critical components:
brand-self connection and brand prominence. Brand-self connection refers to a bond
that involves a cognitive and emotional connection between the brand and the self
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(Chaplin & John, 2005). Brand prominence refers to the perceived memory accessibility of
a brand to a person (Park, Eisingerich, & Park, 2013). Service brands are likely to be a legit-
imate active relationship partner (Xie & Heung, 2012). The greater the attachment of a cus-
tomer to a service brand is, the more effort and resources the customer is willing to
commit to maintaining the brand relationship (Park et al., 2010).

Customer citizenship behaviors

Customer citizenship behaviors have received a considerable amount of attention from both
academics and practitioners and continue to be a popular topic in service research (Barti-
kowski & Walsh, 2011; Yi, Gong, & Lee, 2013). Customer citizenship behaviors are voluntary
and discretionary customer behaviors beyond those required for service delivery, such as
helping another customer, offering useful suggestions to other customers, or providing
feedback to a company (Bettencourt, 1997). These actions constitute extra-role behavior,
which describes behavior through which customers exceed role expectations and comprises
positive, voluntary, helpful, and constructive behaviors toward the firm and other customers
(Bove et al., 2009). Groth (2005) indicated that customer citizenship behaviors consist of
three dimensions: making recommendations, providing feedback to the organization, and
helping other customers. Furthermore, customers with citizenship engage in positive
word-of-mouth, buy additional services, provide suggestions related to product or service
improvement, make recommendations to others, and show higher price tolerance (Lii &
Lee, 2012). Previous studies have shown that customer citizenship behaviors are related
to customer satisfaction (Groth, 2005), and customer turnover intention (Revilla-Camacho,
Vega-Vázquez, & Cossío-Silva, 2015). Nevertheless, few investigations have examined the
antecedents of customer citizenship behaviors in a service context.

Perceived value

Customer-perceived value has gained considerable attention in the service industries and
has been recognized as a critical factor in understanding customer behaviors (Chiang &
Lee, 2013; Kim, Jin-Sun, & Kim, 2008). Perceived value is a customer’s overall evaluation
of what is received and what is given (McDougall & Levesque, 2000). Previous studies
have suggested that perceived value can be conceptualized as a multidimensional con-
struct (Sheth, Newman, & Gross, 1991; Sweeney & Soutar, 2001). Sheth et al. (1991)
approached perceived value by differentiating between several types of value, namely
social, emotional, functional, epistemic, and conditional values. Babin, Darden, and
Griffin (1994) introduced two types of customer value by developing a scale measuring
both hedonic and utilitarian values obtained from the pervasive consumption experience
of shopping. Furthermore, Sweeney and Soutar (2001) considered three dimensions of
perceived value, namely functional (price and quality), social, and emotional dimensions.

Among the various dimensions of customer-perceived value, hedonic and utilitarian
values are most commonly used in recent service literature (Ha & Jang, 2010; Ryu, Han,
& Jang, 2010). Hedonic value is defined as an overall assessment of experiential benefits
and sacrifices, such as entertainment and escapism (Overby & Lee, 2006). The hedonic
dimension of a consumption experience is derived from the uniqueness or symbolic
meaning of an offering, or from the emotional arousal and imagery that it evokes
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(Hirschman & Holbrook, 1982). Hedonic values are noninstrumental, experiential, affective,
and often related to nontangible service or product attributes (Ryu et al., 2010). Utilitarian
value refers to an overall assessment of functional benefits and sacrifices (Overby & Lee,
2006). The utilitarian dimension is related to the efficient, task-specific, and economical
aspects of products or services.

The mediating role of perceived value

Customer-perceived value has been recognized as a mediating variable in the customer–
brand relationship (He, Li, & Harris, 2012; Kim et al., 2008). He et al. (2012) determined that
perceived value plays a mediating role in the effects of brand identity on satisfaction and
trust. In addition, Kim et al. (2008) observed that perceived value mediates the relationship
between brand awareness/association and revisit intention in the hospitality context.
Therefore, perceived value can serve as a fundamental connection between customers
and brands, and could have a crucial influence on customer behaviors (Tuškej, Golob, &
Podnar, 2013).

According to emotional attachment theory (Bowlby, 1979), people with strong emo-
tional attachments to a specific target exhibit specific behaviors such as proximity main-
tenance and separation distress. When a consumer is attached to a brand, each experience
of consumption is perceived as pleasurable, leading to positive emotions and a favorable
evaluation of the brand (Belaid & Behi, 2011). These people are also typically committed to
preserving their relationship with a brand (Miller, 1997), creating a value perception that
the brand is irreplaceable. Brand attachment represents a strong psychological identifica-
tion to the brand. From a customer perspective, the greater the identification with a brand
or an organization is, the more likely the customer is to be content with the organization’s
products (Papista & Dimitriadis, 2012). Thus, customers with high levels of identification
are likely to favorably evaluate the value of an exchange relationship with the brand of
interest (He et al., 2012) and therefore enhance the perceived value (So et al., 2013).
Furthermore, strong brand attachment tends to satisfy customers’ symbolic needs more
than their functional needs. According to the basic utility principle of perceived value
(Parasuraman, Zeithaml, & Berry, 1988), customers’ attachment to a specific service
brand tends to enhance their value perception. Thus, brand attachment is positively
related to customers’ perceived value.

Furthermore, past studies have also suggested that perceived value is a crucial antece-
dent of behavioral intentions (Ryu et al., 2012; Williams & Soutar, 2009). When a customer
interacts with a company during service delivery, the exchange can be considered a social
exchange (Bowen, 1990). According to social exchange theory (Blau, 1964), reciprocal
exchange interaction is the key tenet of the behavioral perspective of perceived value.
Social exchange theory posits that interpersonal relationships between two parties
depend on the perceived rewards and costs involved in social exchanges (Balaji, 2014).
Moreover, the value received by one party creates an obligation for the other party to reci-
procate (Liu & Mattila, 2015). When customers perceive that a consumption experience has
a high level of value, they tend to express positive behavioral intentions and exhibit volun-
tary behaviors (Ha & Jang, 2010). Therefore, when customers perceive an offer as deliver-
ing value, they are likely to exhibit positive voluntary and discretionary behaviors. Park
et al. (2010) suggested that the more strongly customers are attached to a specific
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brand, the more willing they are to forego personal resources to maintain an ongoing rela-
tionship with that brand. Because attached customers are committed to and identify with
the goals and values of a company, they are interested in the services of the company and
are willing to reciprocate efforts in response to previously perceived benefits (Bettencourt,
1997; Yi & Gong, 2008). According to the aforementioned literature, perceived value may
play a mediating role in linking service brand attachment with customer citizenship beha-
viors. Accordingly, the study proposes the following hypothesis:

H1: Perceived value mediates the relationship between brand attachment and customer citi-
zenship behaviors.

Methodology

Sample and data collection

The research hypotheses were examined using data collected from customers of interna-
tional tourist hotels in Taiwan. The international tourist hotels are four- or five-star equiva-
lent hotels. According to the Taiwan Tourism Bureau (2014) for the year 2013, 71
international tourist hotels (59 hotels with 100–400 rooms and 12 hotels with 400–700
rooms) were operating in Taiwan. Several well-known hotel brands were included, such
as Four Points, Grand Hyatt, Le Méridien, Novotel, Okura, Shangri-La, Sheraton, Westin,
and W Hotels. To verify respondents’ willingness to complete the questionnaires, the
study contacted the public relations managers of all international tourist hotels in
Taiwan and requested their assistance. Eighteen hotels agreed to participate in this
study. The size of these hotels ranged from 100 to 700 rooms (15 hotels with 100–400
rooms and three hotels with 400–700 rooms). Although the sample might not be represen-
tative, the distribution of hotels by scale is proportional to the population. The managers
who agreed to participate in the research were provided letters to circulate within the
hotel. The letters described the research and the questionnaire to customers, explaining
that participation was voluntary and requesting their participation. A total of 406 hotel cus-
tomers agreed to participate in this survey. A set of questionnaires as well as a stamped
and self-addressed return envelope was mailed to the homes of the customers who
agreed to participate. To thank the respondents for participating in the survey, each
respondent was given a coupon from a well-known Taiwanese coffee chain. The partici-
pants mailed the responses directly to the researchers. This process ensured that the par-
ticipants were protected and that the questionnaires were secure. Of the 406
questionnaires distributed, 299 usable questionnaires were gathered.

Measurement

Brand attachment was measured using a scale developed by Park et al. (2010) that com-
prises two dimensions: brand-self connection (five items) and brand prominence (five
items). The respondents indicated their agreement with each item through a 7-point
scale with scores ranging from 1 (not at all) to 7 (completely). Higher scores reflected a
greater degree of service brand attachment.

The scale developed by Groth (2005) was used to measure customer citizenship beha-
viors and comprises three dimensions: recommendations (four items), helping customers
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(four items), and providing feedback (four items). The respondents ranked their agreement
with each item by using a 7-point Likert scale ranging from 1 (strongly disagree) to 7 (strongly
agree). Higher scores reflected a greater degree of customer citizenship behaviors.

Perceived value was measured using a scale developed by Babin et al. (1994) that com-
prises two dimensions: hedonic (11 items) and utilitarian (four items). The respondents
ranked their agreement with each item by using a 7-point Likert scale ranging from
‘strongly disagree’ to ‘strongly agree’. Higher scores reflected a greater degree of custo-
mer-perceived value.

Questions related to demographic data, such as gender, age, marital status, educational
background, personal monthly income, and occupation, were included in the question-
naire. The questionnaire was originally written in English and was then translated into
Chinese by the researchers and two native English speakers who worked in the hotel
industry. Before finalizing the questionnaire design, back translation was conducted to
reduce translation bias, as suggested by Van de Vijver and Hambleton (1996).

Results

Characteristics of the sample

Among the 299 respondents, 133 (44%) were men and 166 (56%) were women. In addi-
tion, approximately 50% of the respondents were aged between 31 and 50 years. Educa-
tion levels were fairly high, with over 88% having been educated at college level or higher.
The majority (59%) of the respondents was married. Among the respondents, 25%
reported a personal monthly income of over NT$60,000. Regarding occupation, most
respondents (53%) were business workers. Finally, most respondents (61%) indicated
they stay at a well-known brand hotel at least 5–10 times a year.

Measurement reliability and validity analysis

To validate the constructs, the research model was examined using confirmatory factor
analysis (CFA), in which all measurement items are loaded on their expected constructs
and the constructs are correlated (Gerbing & Anderson, 1988). Because the chi-square sta-
tistic is sensitive to the sample size, other indices were used in the testing models (Hair,
Black, Babin, Anderson, & Tatham, 2009). In the testing model employed in CFA, all
factor loadings were significant (p < .001). The values of all indices (χ2 = 1372.57, df =
569, χ2/df = 2.41, GFI = .919, AGFI = .870, IFI = .932, NFI = .901, and RMSEA = .047) were
higher than the model adaptability standards suggested by Hair et al. (2009) (χ2/df < 5,
GFI≧ .90, AGFI ≧ .80, IFI≧ .90, NFI≧ .90, and RMSEA≦ .05), showing favorable model fit
and unidimensional scales. Table 1 shows that the composite reliability ranged from
.819 to .944; these values are greater than the standard of 0.6 (Hair et al., 2009). The
study employed a set of established procedures to test the convergent validity and discri-
minant validity of our scales. The average variance extracted (AVE) for each construct was
between .531 and .772, which are either equal to or higher than 0.5 (Fornell & Larcker,
1981), indicating that the scales had convergent validity. The study measured the discrimi-
nant validity by calculating the AVE for all pairs of constructs and comparing this value to
the squared correlation between the two constructs of interest. The research results

268 J.-C. CHENG ET AL.



revealed that the squared correlation between any pair of constructs in all cases was less
than the respective AVE of each of the constructs in the pair (see Table 2), indicating that
the scales had discriminant validity (Fornell & Larcker, 1981). The assessment of the mea-
surement model provided strong evidence of reliability and validity.

Table 1. Factor analysis, validity, and reliability.

Dimension
Factor
loadings

Composite
reliability AVE

Brand attachment
Brand-self connection .944 .772
To what extent is the hotel part of you and who you are .84
To what extent do you feel personally connected to the hotel .89
To what extent do you feel emotionally bonded to the hotel .90
To what extent is the hotel part of you .93
To what extent does the hotel say something to other people about who you are .83

Brand prominence .912 .681
To what extent are your thoughts and feelings toward the hotel often automatic,
coming to mind seemingly on their own

.90

To what extent do your thoughts and feelings toward the hotel come to your
mind naturally and instantly

.97

To what extent do your thoughts and feelings toward the hotel come to mind so
naturally and instantly that you don’t have much control over them

.92

To what extent does the word the hotel automatically evoke many good thoughts
about the past, present, and future

.62

To what extent do you have many thoughts about the hotel .65
Customer citizenship behaviors
Recommendations .927 .762
Refer fellow students or coworkers to the hotel .95
Recommend the hotel to your family .90
Recommend the hotel to your peers .88
Recommend the hotel to people interested in the hotel’ products /services .75

Helping customers .877 .644
Assist other customers in finding products .70
Help others with their shopping .67
Teach someone how to use the service correctly .91
Explain to other customers how to use the service correctly .90

Providing feedback .925 .758
Fill out a customer satisfaction survey .80
Providing helpful feedback to customer service .98
Providing information when surveyed by the business .74
Inform business about the great service received by an individual employee .94

Perceived value
Hedonic .944 .607
This hotel accommodations was truly a joy .81
I continued to select the hotel, not because I had to, but because I wanted to .83
This hotel accommodations truly felt like an escape .69
Compared to other things I could have done, the time spent hotel

accommodations was truly enjoyable
.77

I enjoyed being immersed in exciting new environments .80
I enjoyed this hotel accommodations for its own sake, not just for the items I may

have purchased
.85

I had a good time because I was able to act on the ‘spur-of-the-moment’ .83
During the hotel accommodations, I felt the excitement of the hunt .73
While hotel accommodations, I was able to forget my problems .73
While hotel accommodations, I felt a sense of adventure .69
This hotel accommodations was no a very nice time out .82

Utilitarian .819 .531
I accomplished just what I wanted to on this hotel accommodations .76
I couldn’t make a reservation what I really needed .78
While hotel accommodations, I found just the item(s) I was looking for .71
I was disappointed because I had to go to another store(s) to complete my hotel
accommodations

.66
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Common method variance evaluation

Podsakoff, MacKenzie, Lee, and Podsakoff (2003) demonstrated that common method var-
iance (CMV) can be processed using procedural and statistical techniques. When using
procedural techniques, the test implementer may provide an explanation orally or on
the top portion of the questionnaire. The explanation should reassure respondents that
the survey is conducted on an anonymous basis and that the results will be provided
for the purpose of research only and remain confidential to minimize errors caused by
social expectations or tolerance. In addition, questions of different dimensions should
be printed on different pages of the questionnaire to create a psychological effect of
subject separation.

The possibility of common method bias was tested using Harman’s one-factor test
(Podsakoff & Organ, 1986). The items concerning brand attachment, customer citizenship
behaviors, and perceived value were subjected to a principal component factor analysis,
which yielded three factors with eigenvalues greater than 1. The cumulative loading
was 51.28%, and the factor loading of the first factor was 23.31%. In addition, the study
employed CFA to test the fit of a one-factor model and a seven-factor model. The
results revealed that the fit of the one-factor model (in which all items were loaded on
a single factor) was inferior to that of the seven-factor model (χ2 = 7451.45, df = 629, χ2/
df = 11.847, GFI = .379, AGFI = .306, IFI = .423, NFI = .402, and RMSEA = .191).

Moreover, the study controlled for the effects of a single unmeasured latent method
factor in our analyses. The study compared the measurement model without a CMV
factor and with the factor. The fit indices of the model with the CMV factor are listed as
follows: χ2 = 40.787, df = 11, χ2/df = 3.707, GFI = .961, AGFI = .900, IFI = .956, NFI = .941,
and RMSEA = .049. A comparison of the two models indicated that the change in fit
indices was nonsignificant. The factor loadings of these items remained significant. In
both the models, Δχ2 = 7410.663, Δdf = 618, indicating a differential significance of p
< .000. This result indicated that the null hypothesis was rejected; hence, the two
models differed. According to the results, CMV was not a major problem for the data (Pod-
sakoff et al., 2003).

Hypothesis testing

Table 2 lists the means, standard deviations, and correlations of all variables. Brand attach-
ment was positively related to perceived value (r = .519, p < .01) and customer citizenship
behaviors (r = .544, p < .01). Furthermore, customer-perceived value was positively related

Table 2. Means, standard deviations, and correlations of all variables.
Variable Mean SD 1 2 3

1. Brand attachment 4.29 1.14
2. Customer citizenship behaviors 5.22 .82 .544***

(.296)
3. Perceived value 4.98 .74 .519***

(.269)
.585***
(.342)

Note: n = 299.
***p < .001.
The numbers in the parenthesis indicate squared correlation.
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to customer citizenship behaviors (r = .585, p < .01). The results provided an initial exami-
nation of the proposed relationships.

Structural equation modeling (SEM) was performed using the maximum likelihood esti-
mation method to investigate the relationships among brand attachment, perceived
value, and customer citizenship behaviors. Figure 1 shows the standardized path coeffi-
cients resulting from testing the proposed structural model. Within the overall model,
the estimates of the structural coefficients provided the basis for testing the proposed
hypotheses. The goodness of fit indices (χ2/df = 3.708, p < .001; GFI = .961; AGFI = .900;
IFI = .956; NFI = .941; RMSEA = .048) supported the appropriateness of the structural
model (Gerbing & Anderson, 1988; Hair et al., 2009). The results of SEM indicated that
the standardized coefficients for the paths from brand attachment to perceived value
(β = .74, p < .001) were positively significant, and the standardized coefficients for the
paths from perceived value to customer citizenship behaviors (β = .81, p < .001) were posi-
tively significant. However, the standardized coefficient for the path from brand attach-
ment to customer citizenship behaviors (β = .12, p > .05) was nonsignificant.

To further understand the factors affecting customer citizenship behaviors, the study
proceeded with direct- and indirect-effect analysis of customer citizenship behaviors.
Brand attachment exerted a direct effect on customer citizenship behaviors with a

Figure 1. Structural path estimates model.
Note: Dotted lines indicate nonsignificant paths.
***p < .001
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value of .12, and one path indicating an indirect effect with a perceived value of .60 was
observed. The total effect was .72. Furthermore, perceived value exerted a direct effect on
customer citizenship behaviors (.81), and the total effect was .81. Hence, (.74 × .81) > (.12),
and perceived value mediates the relationship between brand attachment and customer
citizenship behaviors.

The Sobel test was used to examine the significance of the mediating roles of perceived
value (Preacher, Rucker, & Hayes, 2007). The Sobel test was used to determine whether the
indirect effect of brand attachment on customer citizenship behaviors through perceived
value differed from zero. If a z-score is greater than 1.96, then the hypothesis regarding the
indirect effect is substantiated. As shown in Table 3, the results of the Sobel test indicated
that the mediating role of perceived value on the relationship between brand attachment
and customer citizenship behaviors was significant (z = 3.91 > 1.96, p < .001). Thus, H1 was
supported. Perceived value completely mediated the relationship between brand attach-
ment and customer citizenship behaviors.

Discussion and managerial implications

Branding and brand management have been well-recognized management priorities and
strategic aims for companies for many years (Dolbec & Chebat, 2013). However, little aca-
demic attention has been paid to the attachment of customers to a specific brand (Park
et al., 2010), particularly in the service industry. This study addressed relevant gaps in lit-
erature and supported the relevance of service brand attachment and customer extra-role
behaviors. The findings suggest that when customers are emotionally attached to a service
brand, they tend to have a more favorable judgment of the brand’s overall benefits and
overall assessment of the utility. Such positive service brand evaluation in turn determines
customer citizenship behaviors associated with the company. This study contributes to
service management literature by demonstrating that service brand attachment has an
indirect effect on customer citizenship behaviors through customer judgments of per-
ceived value. Regarding the service industry, perceived value is the mechanism that
explains how service brand attachment is associated with customer citizenship behaviors.
This study emphasizes the importance of the value perceived by customers. The study
extended the theoretical foundations of brand attachment and customer citizenship beha-
viors in the consumer behavior literature by applying them in a service context.

The research findings provide empirical evidence that brand attachment is positively
correlated with customers’ perceived value. Customers with high brand attachment
were more likely to describe positive perceived value than those with low brand attach-
ment were. The present study was conducted in response to the suggestions of Belaid
and Behi (2011) that few studies have investigated the outcomes of brand attachment.
On the basis of the attachment theory, the present study extended extant research

Table 3. Indirect effect of brand attachment on customer citizenship behaviors through perceived
value (Sobel z-test results).
Path β SE Test statistic (z) Std. Error p-value

Brand attachment→ Perceived value .51 .05 3.91*** .07 .000
Perceived value→ Customer citizenship behaviors .55 .13

***p < .001.
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(Kim et al., 2008) by emphasizing the brand attachment–perceived value relationship in a
service context. As expected, perceived value was positively related to customer citizen-
ship behaviors. People feel obligated to reciprocate when they receive benefits
from others. According to social exchange theory, a high degree of customer-perceived
value enhances and positively affects customer citizenship behaviors. This finding
appears to support the statements of Dall’Olmo Riley and De Chernatony (2000, p. 140),
who asserted that the customer–brand relationship can be regarded as ‘the reciprocity,
mutual exchange and fulfillment of promises’. The results also suggest that customer-per-
ceived value is a crucial determinant of customer citizenship behaviors in the service
industry.

Furthermore, our results indicate that perceived value completely mediates the rela-
tionship between service brand attachment and customer citizenship behaviors. The emo-
tional attachment of customers with a service brand can influence cognitive evaluations.
Customers exhibiting high levels of attachment and identification are likely to evaluate the
value of an exchange relationship with the brand of interest favorably, thereby enhancing
customers’ perceived value (He et al., 2012; So et al., 2013). In addition, perceived value is a
subjective evaluation of gain and loss in an exchange relationship (Zeithaml, 1988). Cus-
tomers feel obliged to reciprocate by engaging in citizenship behaviors that benefit an
organization (Yi & Gong, 2008). Consequently, the findings of the current research
support the role of perceived value in mediating the relationship between service
brand attachment and customer citizenship behaviors. The study proposed that custo-
mer-perceived value is a criterion for determining how brand attachment influences cus-
tomer citizenship behaviors.

The results indicated that brand attachment is not positively related to customer citi-
zenship behaviors. Previous studies have proposed a conceptual model to examine the
mediating role of customer-perceived value in the service context (He et al., 2012; Kim
et al., 2008). The results of the present study indicated that perceived value completely
mediates the relationship between brand attachment and customer citizenship beha-
viors. Thus, customer citizenship behaviors are not conducted on the basis of a
blindly developed attachment to the company, but are based on whether the service of
the company satisfies the customers’ subjective measurement of perceived benefits and
costs, which constitute customer-perceived value. Such results confirm that strong
service brand attachment alone does not affect customer citizenship behaviors. Man-
agers should pay attention to customer perceptions of social exchange relationships.

The findings of this study have several managerial implications. First, this study offers
service managers practicable insights into how to promote customer citizenship beha-
viors. Service firms should focus on creating and maintaining affective relationships
between customers and their brands. For consumers who are heavy brand users, the
advantages they derive from service organizations’ investing in a positive brand relation-
ship with consumers should be immediately recognizable. Specifically, strategies for emo-
tional attachment may involve giving customers a strong sense of belonging to the service
brand through exclusive member club functions, positive service experiences during visits,
and the sharing of brand history. Second, customers have a considerable influence on the
success of service brands. Their voluntary behaviors toward a service brand can be a valu-
able asset. Service brand managers should build positive connections with their custo-
mers’ self-concepts to promote customer citizenship behaviors. Managers might
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consider approaches to encourage service brand attachment through private online com-
munities based on the customer’s reward status. Such programs not only foster customer
relationship but are also an effective avenue for displaying customer citizenship behaviors
among exclusive members (e.g. helping others find information, taking the time to help
other customers, and advising other customers on correct use).

Third, the results of this study show that service brand attachment alone does not
lead to customer citizenship behaviors. The mediation effect of perceived value on
service brand attachment’s effect on customer citizenship behaviors suggests that
improving consumer brand attachment is insufficient for enhancing customer citizen-
ship behaviors; it should be accompanied by strategic management of value percep-
tions. Moreover, managers should consider the effect of service brand attachment on
perceived value when the aim is to promote customer citizenship behaviors. Therefore,
service brand managers should place greater emphasis on total customer value man-
agement programs and constantly monitor customers’ perceived value of the service
brand. For example, managers who are aware of customer service regarding the
quality of a package (i.e. its utilitarian and hedonic values) should be able to intensify
customer attachment. By continuing to strengthen tangible and intangible service
quality and experience quality, managers can introduce the service environment per-
ceived by customers to have the highest value. Service brand managers must create
positive customer perceptions of the service consumption experience. These strategies
strengthen customers’ perceived value of the package, thereby increasing customer citi-
zenship behaviors.

Limitations and future research directions

The present study had several limitations. First, samples for the primary survey were drawn
from the hospitality industry, which might have limited the generalizability of the results to
other industries. Future studies can conduct comparisons in different industries and more
in-depth discussions on the relationship between brand attachment and customer citizen-
ship behaviors. Future studies can explore other segments of the service industry, such as
restaurants, airlines, and travel agencies. Second, the present study cannot be generalized
to all populations because the researchers investigated hotels in Taiwan only. Further-
more, more female than male respondents participated in this study. The characteristics
of the sample may have affected the results of the study and the extrapolation of
results. A broader survey of countries can be conducted in future research to empirically
validate the relationships examined in this study. Third, the cross-sectional research design
limited the extent to which the causal status of the variables could be inferred. A longitu-
dinal research design is required to examine the causal relationships among brand attach-
ment, perceived value, and customer citizenship behaviors. Finally, this research revealed
that customer-perceived value exerts a mediating effect on the relationship between
brand attachment and customer citizenship behaviors. Additional studies may consider
other moderators of the brand attachment–customer citizenship behaviors relationship,
such as customer trust and commitment. The aforementioned observation indicates
that contextual and situational variables may be moderators. Future research should inves-
tigate this possibility.

274 J.-C. CHENG ET AL.



Disclosure statement

No potential conflict of interest was reported by the authors.

References

Babin, B. J., Darden, W. R., & Griffin, M. (1994). Work and/or fun: Measuring hedonic and utilitarian
shopping value. Journal of Consumer Research, 20(4), 644–656.

Balaji, M. S. (2014). Managing customer citizenship behavior: A relationship perspective. Journal of
Strategic Marketing, 22(3), 222–239.

Bartikowski, B., & Walsh, G. (2011). Investigating mediators between corporate reputation and custo-
mer citizenship behaviors. Journal of Business Research, 64(1), 39–44.

Belaid, S., & Behi, A. T. (2011). The role of attachment in building consumer-brand relationships: An
empirical investigation in the utilitarian consumption context. Journal of Product & Brand
Management, 20(1), 37–47.

Bettencourt, L. A. (1997). Customer voluntary performance: Customers as partners in service delivery.
Journal of Retailing, 73(3), 383–406.

Blau, P. M. (1964). Exchange and power in social life. New York, NY: John Wiley.
Bove, L. L., Pervan, S. J., Beatty, S. E., & Shiu, E. (2009). Service worker role in encouraging customer

organizational citizenship behaviors. Journal of Business Research, 62(7), 698–705.
Bowen, D. E. (1990). Interdisciplinary study of service: Some progress, some prospects. Journal of

Business Research, 20(1), 71–79.
Bowlby, J. (1979). The making and breaking of affectional bonds. New York, NY: Brunner-Routledge.
Chaplin, N., & John, D. R. (2005). The development of self-brand connections in children and adoles-

cents. Journal of Consumer Research, 32(1), 119–129.
Chiang, C. C., & Lee, L. Y. (2013). An examination of perceived value dimensions of hotel visitors:

Using exploratory and confirmatory factor analyses. Journal of International Management
Studies, 8(1), 167–174.

Dall’Olmo Riley, F., & De Chernatony, L. (2000). The service brand as relationships builder. British
Journal of Management, 11(2), 137–150.

Dolbec, P. Y., & Chebat, J. C. (2013). The impact of a flagship vs. a brand store on brand attitude, brand
attachment and brand equity. Journal of Retailing, 89(4), 460–466.

Fornell, C., & Larcker, D. (1981). Evaluating structure equations models with unobservable variables
and measurement error. Journal of Marketing Research, 18(1), 39–50.

Gerbing, D. W., & Anderson, J. C. (1988). An updated paradigm for scale development incorporating
unidimensionality and its assessment. Journal of Marketing Research, 25(2), 186–192.

Groth, M. (2005). Customers as good soldiers: Examining citizenship behaviors in internet service
deliveries. Journal of Management, 31(1), 7–27.

Ha, J., & Jang, S. (2010). Perceived values, satisfaction, and behavioral intentions: The role of familiar-
ity in Korean restaurants. International Journal of Hospitality Management, 29(1), 2–13.

Hair, J. F., Black, W. C., Babin, J. B., Anderson, R. E., & Tatham, R. L. (2009).Multivariate data analysis (6th
ed.). Upper Saddle River, NJ: Pearson Education.

He, H., Li, Y., & Harris, L. C. (2012). Social identity perspective on brand loyalty. Journal of Business
Research, 65(5), 648–657.

Hirschman, E. C., & Holbrook, M. B. (1982). Hedonic consumption: Emerging concepts, methods and
propositions. Journal of Marketing, 46(3), 92–101.

Hyun, S. S., & Han, H. (2015). Luxury cruise travelers: Other customer perceptions. Journal of Travel
Research, 54(1), 107–121.

Hyun, S. S., & Kim, I. (2014). Identifying optimal rapport-building behaviors in inducing patron’s emo-
tional attachment in luxury restaurants. Journal of Hospitality & Tourism Research, 38(2), 162–198.

Jahn, S., Gaus, H., & Kiessling, T. (2012). Trust, commitment, and older women: Exploring brand
attachment differences in the elderly segment. Psychology & Marketing, 29(6), 445–457.

Kayaman, R., & Arasli, H. (2007). Customer based brand equity: Evidence from the hotel industry.
Managing Service Quality, 17(1), 92–109.

THE SERVICE INDUSTRIES JOURNAL 275



Kim, W. G., Jin-Sun, B., & Kim, H. J. (2008). Multidimensional customer-based brand equity and its con-
sequences in midpriced hotels. Journal of Hospitality & Tourism Research, 32(2), 235–254.

Li, G., Li, G., & Kambele, Z. (2012). Luxury fashion brand consumers in China: Perceived value, fashion
lifestyle, and willingness to pay. Journal of Business Research, 65(10), 1516–1522.

Lii, Y. S., & Lee, M. (2012). Doing right leads to doing well: When the type of CSR and reputation inter-
act to affect consumer evaluations of the firm. Journal of Business Ethics, 105(1), 69–81.

Liu, S. Q., & Mattila, A. S. (2015). “I want to help” versus “I am just mad”: How affective commitment
influences customer feedback decisions. Cornell Hospitality Quarterly, 56(2), 213–222.

McDougall, G. H. G., & Levesque, T. (2000). Customer satisfaction with services: Putting perceived
value into the equation. Journal of Services Marketing, 14(5), 392–410.

Miller, R. S. (1997). Inattentive and contented: Relationship commitment and attention to alterna-
tives. Journal of Personality and Social Psychology, 73(4), 758–766.

O’Neill, J. W., & Carlbäck, M. (2011). Do brands matter? A comparison of branded and independent
hotels’ performance during a full economic cycle. International of Journal of Hospitality
Management, 30(3), 515–521.

Overby, J. W., & Lee, E. (2006). The effects of utilitarian and hedonic online shopping value on con-
sumer preference and intentions. Journal of Business Research, 59(10/11), 1160–1166.

Papista, E., & Dimitriadis, S. (2012). Exploring consumer-brand relationship quality and identification:
Qualitative evidence from cosmetics brands. Qualitative Market Research: An International Journal,
15(1), 33–56.

Parasuraman, A., Zeithaml, V. A., & Berry, L. L. (1988). SERVQUAL: A multiple-item scale for measuring
consumer perceptions of service quality. Journal of Retailing, 64(1), 12–40.

Park, C. W., Eisingerich, A. B., & Park, J. W. (2013). Attachment-aversion (AA) model of customer-brand
relationships. Journal of Consumer Psychology, 23(2), 229–248.

Park, C. W., MacInnis, D. J., Priester, J., Eisingerich, A. B., & Iacobucci, D. (2010). Brand attachment and
brand attitude strength: Conceptual and empirical differentiation of two critical brand equity
drivers. Journal of Marketing, 74(6), 1–17.

Podsakoff, P. M., MacKenzie, S. M., Lee, J., & Podsakoff, N. P. (2003). Common method variance in
behavioral research: A critical review of the literature and recommended remedies. Journal of
Applied Psychology, 88(5), 879–903.

Podsakoff, P., & Organ, D. (1986). Self-reports in organizational research: Problems and prospects.
Journal of Management, 12(4), 531–544.

Prasad, K., & Dev, C. (2000). Measuring hotel brand equity: A customer-centric framework for asses-
sing performance. Cornell Hotel and Restaurant Administration Quarterly, 41(3), 22–31.

Preacher, K. J., Rucker, D. D., & Hayes, A. F. (2007). Addressing moderated mediation hypotheses:
Theory, methods, and prescriptions. Multivariate Behavioral Research, 42(1), 185–227.

Revilla-Camacho, M. Á., Vega-Vázquez, M., & Cossío-Silva, F. J. (2015). Customer participation and citi-
zenship behavior effects on turnover intention. Journal of Business Research, 68(7), 1607–1611.

Ryu, K., Han, H., & Jang, S. (2010). Relationships among hedonic and utilitarian values, satisfaction and
behavioral intentions in the fast-casual restaurant industry. International Journal of Contemporary
Hospitality Management, 22(3), 416–432.

Ryu, K., Lee, H. R., & Kim, W. G. (2012). The influence of the quality of the physical environment, food,
and service on restaurant image, customer perceived value, customer satisfaction, and behavioral
intentions. International Journal of Contemporary Hospitality Management, 24(2), 200–223.

Sheth, J. N., Newman, B. I., & Gross, B. L. (1991). Why we buy: A theory of consumption values. Journal
of Business Research, 22(2), 159–170.

So, K. K. F., King, C., Sparks, B. A., & Wang, Y. (2013). The influence of customer brand identification on
hotel brand evaluation and loyalty development. International Journal of Hospitality Management,
34, 31–41.

Sweeney, J. C., & Soutar, G. N. (2001). Consumer perceived value: The development of a multiple item
scale. Journal of Retailing, 77(2), 203–220.

Taiwan Tourism Bureau. (2014). Tourism statistics in Taiwan. Taipei: Tourism Bureau, Ministry of
Transportation and Communication.

276 J.-C. CHENG ET AL.



Thomson, M., MacInnis, D. J., & Park, C. W. (2005). The ties that bind: Measuring the strength of con-
sumers’ attachments to brands. Journal of Consumer Psychology, 15(1), 77–91.

Tuškej, U., Golob, U., & Podnar, K. (2013). The role of consumer-brand identification in building brand
relationships. Journal of Business Research, 66(1), 53–59.

Van de Vijver, F. J. R., & Hambleton, R. K. (1996). Translating tests: Some practical guidelines. European
Psychologist, 1(2), 89–99.

Williams, A. P., & Soutar, G. N. (2009). Value, satisfaction and behavioral intentions in an adventure
tourism context. Annals of Tourism Research, 36(3), 413–438.

Xie, D., & Heung, V. C. S. (2012). The effects of brand relationship quality on responses to service
failure of hotel consumers. International Journal of Hospitality Management, 31(3), 735–744.

Yi, Y., & Gong, T. (2008). If employees ‘go the extra mile’ do customers reciprocate with similar beha-
vior? Psychology & Marketing, 25(10), 961–986.

Yi, Y., Gong, T., & Lee, H. (2013). The impact of other customers on customer citizenship behavior.
Psychology & Marketing, 30(4), 341–356.

Zeithaml, V. A. (1988). Consumer perceptions of price, quality and value: A means-end model and
synthesis of evidence. Journal of Marketing, 52(3), 2–22.

THE SERVICE INDUSTRIES JOURNAL 277


	Abstract
	Introduction
	Conceptual background
	Service brand attachment
	Customer citizenship behaviors
	Perceived value
	The mediating role of perceived value

	Methodology
	Sample and data collection
	Measurement

	Results
	Characteristics of the sample
	Measurement reliability and validity analysis
	Common method variance evaluation
	Hypothesis testing

	Discussion and managerial implications
	Limitations and future research directions
	Disclosure statement
	References

