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ABSTRACT

Prior studies mostly focus on the direct relationships among corporate reputation,
retailstore equity and store loyaltywithout considering the influences ofcustomer
satisfaction. Accordingly, to close this gap, this study empirically tests how corporate
reputation, retailstore equity and customer satisfaction as antecedent variables to affect
store loyalty, while viewing customer satisfaction as a mediating variable. Moreover, this
study also investigates how store commitment acts as a moderating variable to influence
the relations above.This study takes customers who have purchased goods in Kaohsiung
Carrefour as samples. There were 212 official questionnaires distributed. After taking
away the invalid questionnaires, there were 200 valid questionnaires returned.

After using regression analysis of data to verify the hypotheses, the following
conclusions are drawn (1) customer satisfaction has a positive effect on store loyalty ; (2)

retail store equity has a positive effect on customer satisfaction ; (3) customer satisfaction

has a complete mediation effect on the relationships between retail store equity,
corporate reputation and store loyalty ; (4) corporate reputation has a positive effect on

the on customer satisfaction ; (5) corporate reputation has a positive effect on retail store

equity. These findings provide significant theoretical contributions and managerial
implications.

Keywords: Store loyalty ; Customersatisfaction ; Retail store equity ; Corporate

reputation ; Store commitment
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