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The Consistence and Separation of Relationship Between consumers’
Attitude Satisfaction and Behavioral Loyalty

WANG Cai-Yu
(Department of Psychology, College of Education Science, Xinyang Normal University, Xinyang 464000, China)

Abstract: Attitude satisfaction refers to the difference function between the perceivable effect and
expectations to products of the consumers, in which behavioral loyalty is measured by the frequency of
repeated purchase. In this paper, the relationship between them was divided into two categories: one was the
consistency, such as low satisfaction with low loyalty, high satisfaction with high loyalty; the other kind was
the inconsistency, as low satisfaction with high loyalty, or high satisfaction with low loyalty. The researcher
further introduced the related research, including linear and constraint relation. In the end, the paper
suggested that future researches should focus on the value and society property of consumers' attitude
satisfaction, and the consistency of the structure, in order to improve the predictive power of consumers’
attitude satisfaction on their behavior loyalty.

Key words: linear relationship; constrained relationship; customer satisfaction trap



