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ABSTRACT :

This study categorized the customer
relationship strategies as organization
functional and customer functional
strategies, and investigated their effects
on customer loyalty through the affective
and calculative commitments. The data
were collected by using questionnaires
form consumers of financial services and
analyzed using Linear Structure Relation
(LISREL). The results indicated that
customer functional strategies had
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stronger effects on customer loyalty than
organization functional strategies.

Affective commitment was empirically
confirmed to be the mediating variable

between customer relationship
management strategies and customer
loyalty. The effect of customer
relationship management strategies had
less significant effects than through
affective commitment on customer

loyalty. Calculative commitment was
also found failing to create customer
loyalty.

KEYWORDS customer relationship
management, relationship commitment,
affective commitment, calculative
commitment, customer loyalty.
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