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 The current research scrutinizes the relationship between the three model commitment components 
(affective, normative, and calculative commitment) and their various influences on customer loyalty. 
This is particularly in the banking sector setting in Jordan. A self-reported questionnaire was distrib-
uted to collect primary data for analysis. 333 completed questionnaires were analyzed via using PLS 
software to extract the effect of e-service quality on the relationship between customer commitment 
and loyalty. The results of this study demonstrate that the affective type of commitment has a positive 
impact on customer loyalty followed by normative commitment and lately by calculative commit-
ment. Moreover, the results show that the influence of the dimensions of customer’s commitment on 
loyalty is moderated by e-service quality. This study indicates that affective commitment elements 
(self-identification, sense of belonging and emotional attitudinal components) are essential for cus-
tomers when they deal with their bank. On the other hand, the cost associated with leaving has shown 
to have the weakest impact on customer loyalty. Companies must know that customers may switch 
even though the cost associated with leaving is high. 
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1. Introduction 
 
The influence of technology and the increase of market competitions have made customer’s negotiating ability more robust 
than ever before. Companies are required to attentively notice both concepts of customer commitment and customer loyalty 
to gain and hold onto profitable customers in vibrant and competitive markets. Hence, customers are considered as key ele-
ments for any organization, especially for growth, resource allocation, marketing strategies as well as profitability (Reinart et 
al., 2004). This customer-organization relationship increases the need for comprehensive research in the relationship that 
connects customers to a service, a brand or a bank (Anderson & Narus, 1991). Additionally, in the marketing literature, 
retaining existing customers is very crucial, same as attracting new customers especially in the banking sector setting. This is 
due to the arrangements that banks’ customers have that might change their behavior and affect their intentions to switch to 
another provider. They suggested that this behavior results due to the high competition between retail banks and the similarity 
in services they offer. Consequently, to maintain existing customers, banks should focus on maintaining and increasing cus-
tomer loyalty through providing better services. In recent years, customers are more technological literate and have more 
tendencies to use electronic services and are demanding for high automated service quality offered by businesses including 
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banks (Al-Hawari, 2011; Hawamleh et al., 2020; Al-Gasawneh et al., 2020). Consequently, the availability of high-quality 
services enhances customer retention rates as well as customer commitment to the business (Parasuraman et al., 2005). 

For this purpose, researchers (e.g., Allen & Meyer, 1990; Morgan & Hunt, 1994) attempted to study the relationship between 
commitment and loyalty in different sectors and among different study samples including employees and customers. However, 
recognizing the relationship between commitment dimensions and customer loyalty suffers from lack of solid and robust, 
most importantly in the banking sector.  

Research in the field of commitment has always been a fruitful field of study. However, it was discussed and adopted differ-
ently by researchers. The three components of commitment were firstly recognized in the literature of marketing through the 
study of Allen and Meyer (1990) who suggested that employee’s commitment is classified into (affective, continuance (also 
known as calculative) and normative commitment). Later, Morgan and Hunt (1994) adopted the three dimensions model and 
studied the relationship between customer commitment and loyalty. This perspective on commitment offered scholars differ-
ent areas of research in commitment and its influence on the variant relationships in question in different ways. Notwithstand-
ing, in marketing literature, commitment was regarded differently throughout the years. For instance, Rusbult (1980) described 
a unidimensional commitment construct, which is more related to affective commitment. While other researchers in the rela-
tionship marketing field suggested two dimensions for commitment; affective (based on feelings of uniformity, loyalty and 
attachment) as well as calculative (or continuance) commitment based on expected cost of switchover (e.g., Fullerton, 2003; 
Gustafsson et al., 2005). Alternatively, Keiningham et al. (2015) claimed that commitment is classified as a five-dimension 
model when it comes to consumer commitment, including affective, economic, normative, habitual, and forced commitment. 
Yet, the broader body of research in relationship marketing literature and organizational behavior mainly study customer 
commitment based on the three dimensions model; affective, calculative and normative commitment (Bansal et al., 2004; 
Gruen et al., 2000; Jones et al., 2010; Fatima et al., 2015; Al-Adamat, Al-Gasawneh & Al-Adamat, 2020). 

Given the above, it is evident that the research in the commitment model in the literature is escalating (Stanley et al., 2013). 
Moreover, Gruen et al. (2000) study, proposed that the three-dimensional model of commitment can be applied in many 
different marketing research contexts. Adding to that, in the marketing literature, there is insufficient research on the area that 
studies the customer commitment model (affective, normative and calculative) that is related to customer loyalty in the bank-
ing setting. This is because most of the early research on studying commitment focused on employee’s commitment and 
behavior (e.g. job behaviors and the intention to turnover) and neglected the outcomes that are customer-based (i.e. customer 
satisfaction and customer perceived relational benefits). Not paying attention to customer behavior has created a gap in the 
marketing literature, as it is not fully understood and acknowledged how customers with different commitment profiles value 
relationship-based features (Bansal et al., 2004; Stanley et al., 2013; Fatima & Mascio, 2020). Adding to that understanding 
the effects of electronic banking service quality on customer commitment thus customer loyalty in the Jordanian context has 
received no attention in the services marketing area. 

The current study thus aims to contribute to the body of marketing literature in general. Also, such research is considered 
particularly relevant to service marketing in particular as it deals with financial institutions (i.e., banks). To fill the gaps in the 
literature, the present study makes two specific contributions to current knowledge: first, the relationship between commitment 
dimensions and loyalty in purchasing services online is analyzed. As well, the moderating effect of e-service quality in the 
influence of the dimensions of commitment on loyalty is proven, all in which is conducted in the Jordanian context. 

2. Literature Review 

To define customer loyalty, researchers have investigated the concept from different perspectives. Dick and Basu (1994, 
p.100) defined the concept of customer commitment as a “relative attitude” from the customer side towards the institution and 
a favoritism behavior. From a different perspective, customer loyalty is defined by Oliver (1999, p. 34) as “a deeply held 
commitment to rebuy or re-patronize a preferred product or service consistently in the future, causing repetitive same brand 
or same brand-set purchasing, despite situational influences and marketing efforts”. In addition, Daikh (2015) defined it as a 
natural commitment that causes the customer to either reuse a particular product or service or else to repurchase.  

Customer loyalty was recognized by several studies, including studies for service marketing (McMullan & Gilmore, 2008) 
who argued that customer loyalty can be achieved by giving customers the appropriate reward at different levels, also they 
highlighted the importance of reciprocity in line with which parts of a particular service customers appreciate the most. None-
theless, Afsar et al. (2010) explored the factors of customer loyalty and their relationships with the banking industry in Paki-
stan. They found that perceived trust, commitment, satisfaction, quality, and switching cost to positively affect customer 
loyalty. While Rather and Sharma (2017) studied the relationship between customer satisfaction and commitment to customer 
loyalty in the hotel sector. Their findings showed that commitment is positively related to customer loyalty. Nonetheless the 
same relationship applied to satisfaction and loyalty as well as satisfaction and commitment. 

Similar to the previous studies, the marketing literature has a pool of studies that distinguish between how commitment is 
perceived. Some suggest that commitment is related to the service provider (i.e. the person) while others believe it is more 
related to the service organization (i.e. banks, hotels, real estate companies) (Hansen et al., 2003; Jones et al., 2010). Therefore, 
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this present study considered commitment in relation to service organization (i.e. banking sector) and its effect on customer 
loyalty. 

2.1 The concept of Commitment in marketing relationships 

The concept of commitment and its different relation has been widely studied in the organizational behavior literature, either 
as employees commitment to organizations (e.g., Allen & Meyer 1990, 1996; Meyer & Allen, 1991; Jaros et al., 1993; Al-
fakeh et al., 2020), or as the commitment of customers (e.g., Morgan & Hunt, 1994; Brown et al., 2005; Stanley et al., 2013; 
Fatima & Mascio, 2020). In addition, commitment to the services provider (e.g., Bansal et al., 2004; Jones et al., 2008; 
Wästerlund & Kronholm, 2017; Alghasawneh et al., 2021), commitment to salespeople (e.g., Macintosh and Lockshin 1997; 
Hansen et al., 2003; Li et al., 2020; Al-Gasawneh & Al-Adamat, 2020), and commitment to the brand (e.g., Johnson et al., 
2006; Ramírez et al., 2017; Alkhawaldeh et al., 2017) were all investigated in the marketing literature.  

Additionally, in relationship marketing, researchers suggest that when commitment is linked to an entire entity is more related 
to loyalty than when it is meant to certain individual aspects, such as employees (Macintosh & Lockshin 1997; Hansen et al., 
2003) or elsewise linked to a service provided by an entity (Bansal et al., 2004; Jones et al., 2007). In accordance with this 
view, researchers define commitment based on the mutual benefit that both parties will receive, therefore, it is looked at as an 
obligation between the two partners (customer and business) to progress the relationship (Dwyer et al., 1987) as well as to 
maintain it (Morgan & Hunt, 1994) or it can be the way how customers are reluctant to shift to another business (Pritchard et 
al., 1999). Contrariwise, Meyer and Herscovitch (2001) defined commitment as the power that connects both parties (custom-
ers and businesses) to receive the mutual benefit. The latter definition will be considered for this study, as it helps the re-
searchers to develop a conclusive view regarding the importance of commitment to customers and businesses alike. 

Johnes et al. (2010) and Hammouri et al. (2021) illustrated that the three dimensions of the commitment model can be con-
sidered as emotional (affective), moral (normative) and rational (calculative). Notwithstanding, previous researchers in the 
field considered dimensions of commitment as affective commitment which is regarded as the willingness to maintain the 
relationship; calculative (continuance) commitment is regarded as the obligation to maintain the relationship; while normative 
commitment is regarded as the feeling that persuade the customer to maintain the relationship (Gruen et al., 2000; Kelly, 
2004). As discussed above, this model was widely accepted and used in many empirical studies that were related to organiza-
tional behavioral literature as well as other research disciplines. 

2.1.1   Affective Commitment and customer loyalty 

Affective commitment is regarded as the emotional connection that ensures a positive relationship between customers and the 
firm (Morgan & Hunt, 1994). This definition is an addition to Meyer and Allen’s (1991) definition who suggested that “Af-
fective commitment is” the sentimental connection between customers and the company or the service provider. Both defini-
tions aim at ensuring and maintaining the “emotional attachment” and connection between the customers and the businesses 
they deal with. 

Researchers in affective commitment have studied this dimension from different perspectives. Johnson et al. (2001) studied 
the relationship between affective commitment from one side with retention and referrals from the other side. Their study was 
applied to different research settings including train transportation, airlines, service stations, and banks. The study result sign-
posts that the affective dimension positively influences the retention and referrals. Whereas Johnson et al. (2006) proposed 
that there are several aspects used to measure affective commitment such as happiness, belonging, recognition, and perception 
of attachment. They also suggest that affective commitment is strongly related to loyalty. This was also proposed by (Verhoef, 
2003; Al-Gasawneh et al., 2020). The latter conducted research about affective commitment from the perspectives of rela-
tionship and belonging.  

Besides, Shukla et al. (2016) studied the three-dimensional model of commitment and argued all three dimensions have a role 
towards customer commitment, but ‘effective dimension’ is suggested to uplift the relationship between customer commit-
ment and loyalty. Based on this, the following hypothesis is proposed: 

H1: Affective commitment is positively related to customer loyalty. 
 
2.1.2.  Normative Commitment and customer loyalty 

Normative commitment is a concept that points out to customers with the sense of moralistic commitment towards an institu-
tion (Bansal et al., 2004). This shows that normative commitment is connected with emotions and the concept of maintaining 
a relationship between customers and providers (Meyer & Herscovitch 2001; Kelly, 2004; Gruen et al., 2000). Ajzen and 
Fishbein (1980) and Ajzen (1980) argued that based on the reasoned action theory, normative commitment is perceived as a 
result of two main aspects: internally and externally. The first is suggested to be as an influence of personal belief and nature. 
While the second is suggested to be a result of “social pressure” from family, co-workers and/or friends. About this study, 
both determinants will be related to normative commitment (internal values and external norms). Foxall et al. (1998) argued 
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that the subjective norms drivers that influence normative commitment include the pressure individuals feel when they have 
to deal with the social environment that surrounds them. As a result, these individuals compare their attitudes and acts in 
accordance with their social groups. From one side, normative commitment was found to positively influence customer loyalty 
(Dick & Basu, 1994). Parawansa (2018) found that the dimensions of commitment influence customer retention. While from 
the other side, it was found to negatively affect the intention of switchover (Nysveen et al., 2005). The differences between 
the results among researchers support the idea that normative commitment has attitudinal components that are significant in 
clarifying the “psychological attachment” to a certain provider, which is different from the desire to commitment and per-
ceived cost. Bansal et al. (2004) studied the effect of commitment of switchover intention in an auto-repair industry. They 
found that among the three components of commitment, normative commitment, has the highest negative effect on the inten-
tion to switchover. In normative commitment, customers maintain the relationship because they believe that they are ought to 
do so (Sherma et al., 2015). This relationship is consistent with the internal values and external norms of customers. Therefore, 
the following hypothesis is proposed 

 
H2: Normative commitment is positively related to customer loyalty. 

2.1.3. Calculative Commitment and customer loyalty 

Meyer et al. (1993) defined calculative as the cost related to departing from an institution. Continuance commitment is defined 
as the “perceived cost associated with leaving the organization” (Meyer et al., 1993, p.539). Hammouri et al. (2021) pointed 
out that recognition of the cost has two folds, first, the switchover cost and second, the affordability of other sources. Calcu-
lative (continuance) commitment is associated with the cost related to the switching intention and depart the firm (Gruen et 
al., 2000). Moreover, calculative (cost-based) commitment has three main aspects where all are directly linked to the shortfall 
of other options such as the absence of genuine alternatives, apparent barriers to leaving the organization, and the cost asso-
ciated with switchover (Andreassen & Olsen, 2008; Al-Gasawneh et al., 2020). Research in organizational behavior literature 
outlines that calculative commitment includes both the cost associated with leaving as well as the availability of other alter-
natives in the market. However, for this study, calculative commitment that is linked to the cost related to exit the organization 
is going to be considered. This is because the banking service sector included many alternatives, and the availability of other 
alternatives is obvious. Henceforth, calculative commitment drives customers into preserving the relationships that already 
exist with organization (Bansal et al., 2004). From a different point of view, many researchers found calculative commitment 
to be negatively related to the intention of switchover to other providers (Fullerton, 2003; Gustafsson et al., 2005; Fullerton, 
2005; Bansal et al., 2004). In Gustafsson et al. (2005) study, researchers studied the connection between commitment and 
retention and found that cost-based (calculative commitment) is negatively related to retention. Researcher (e.g., Johnson et 
al., 2006) recommended future researchers to further study the calculative commitment dimension. However, they stressed 
on researching in the area where the switchover boundaries are most significant such as banks. Thus, the following hypothesis 
is proposed: 

 
H3: Calculative commitment is positively related to customer loyalty. 

2.2. E-service quality as a moderating variable 

Service quality (SERVQUAL) indicates a non-internet, but a direct interaction between customers and the companies. SERV-
QUAL has always been regarded as a crucial element in any business to become successful (Blose et al., 2005; Parasuraman 
et al., 2005; Al-Gasawneh et al., 2021). According to Parasuraman et al. (1991), SERVQUAL is considered as a ‘generic 
instrument’ which means that it has broad applicability as it proposes good reliability and validity. Service quality has been 
discussed widely in the literature especially in the banking sector. Suhartanto et al. (2019) contended that for customers to be 
loyal towards the bank, they require to receive services with an impartial share of return. According to Oliver (1999) loyalty 
leads to commitment and re-use/re-purchase of a product or service and to resist any attempts from competitors. This applies 
to the banking sectors, where customers tend to maintain their relationship, be committed and loyal to the bank without being 
tempted by other banks once they receive high service quality (Saleh et al., 2017; Bakar et al., 2017; Al-Gasawneh & Al-
Adamat, 2020). Nonetheless, in recent research the term e-service quality (e-SQ) started to emerge to include the use of inter-
based services. Al-dweeri et al. (2017) argued that in the literature of e-SQ, researchers did not come to a final agreement on 
the concept of e-SQ. However, the widely accepted definition for e-SQ was proposed by Parasuraman et al. (2005). They 
defined it as “… the extent to which a web site facilitates efficient and effective shopping, purchasing and delivery”. To 
comply with the definition, executives in the banking sector are required to understand the way customers evaluate electronic 
customer service for them to have the ability to improve the services quality to build a continuous and successful relationship 
with their customers.  

The use of e-SQ channels is a key factor in preserving both customer’s commitment and loyalty alike (Joseph & Stone, 2003). 
Further, Zhu et al. (2002) proposed that both theory and practice have shown that e-SQ represents a positive experience for 
customers thenceforward leads them to continue with their institution (bank). Nonetheless, as has been discussed previously, 
commitment and loyalty are inconsistent especially when the three commitment constructs are studied in relation to customer 
loyalty. It was found that normative and affective commitment have negative effect on switchover intention and customer 
loyalty (Bansal & Taylor, 1999; Bansal et al., 2004; Fullerton, 2003; Fullerton, 2005; Nysveen et al., 2005). Consequently, 
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with (Al‐Hawari, 2011) recognized the positive relationship presumed between e-SQ and commitment from one side, in ad-
dition to e-SQ and loyalty from the other. As well as given the previous discussion in the literature, it seems unlikely that the 
relationship between customer commitment and loyalty are moderated by e-service quality. Explicitly, it appears inconvenient 
that there would be differences in the extent of customers’ commitment on customers’ switchover intention thus loyalty. 
Therefore, it is only feasible to balance the relationship among the previous. Thus, the following hypotheses are proposed: 

H4: The relationship between customer Affective commitment and loyalty is moderated by e-service quality. 

H5: The relationship between customer Normative Commitment and loyalty is moderated by e-service quality  

H6: The relationship between customer Calculative Commitment and loyalty is moderated by e-service quality 

3. Methods 
 

To evaluate the hypothesis, a self-reported questionnaire was created. The agreement statements were asked on a 7-point 
Likert scale. The banking service sector in Jordan was investigated as a case study. Customers were invited to answer ques-
tions about customer loyalty for the bank to improve the services it provides to its customers. To avoid carryover effects, the 
questionnaire was sent via an electronic link with each item on its own page.  

The measurement scales were derived from organizational behavior literature (e.g., Meyer & Allen 1991) as well as relation-
ship marketing literature (e.g., Bansal et al., 2004). Meyer and Allen (1991) provided the items for evaluating emotional 
commitment, normative commitment, and cost-based commitment; Meyer and Allen (1991) provided the items for measuring 
affective commitment, normative commitment, and cost-based commitment (1996). To meet the banking sector's setting, 
phrasing changes were made. 

The customer's goal to stay in the current and future, to do more business, and positive word of mouth actions were used to 
operationalize the loyalty notion. Repatronage intentions and word-of-mouth intentions can be understood as two distinct 
structures (Soderlund, 2006). Johnson, Herrmann, and Huber (2006) discovered that the term "loyalty intention" encompasses 
both patronage and word-of-mouth. For the purposes of this study, I believe that loyalty should be considered as a single 
construct that encompasses both patronage intents and positive word of mouth. 

From Zeithaml, Berry, and Parasuraman's study, three questions evaluating good word-of-mouth were adopted (1996). Many 
previous academic studies in relationship marketing, such as Fullerton (2003), Fullerton (2005), Verhoef, Franses, and Hoeks-
tra (2002), employed these particular items, and the items were widely used and demonstrated to be reliable in numerous 
situations. The additional items for the intention to stay questions were taken from Hansen et al. (2003), who assessed it with 
two items. The first question assesses the intention to preserve the current connection, while the second measures the intention 
to keep the relationship in the near future. Modifications in wording were made to obtain a better fit within the context of the 
study. Last, another question was added by the researcher to loyalty measurement, which focuses on the intention to do more 
business with the bank When a consumer required professional translation, the inquiries were translated into Arabic. In many 
cases, the items changed to fit the research setting of banking services. Additional academics' perspectives were solicited and 
offered to ensure that the questions were important to banking clients and measured what each construct was intended to test. 
In addition, before implementing the questionnaire, the present study conducted a pilot test with a group of people to ensure 
that the questions are simple to answer and coherent. 
 
4. Result  
 
There were 400 questionnaires received in all. 67 of these were missing information. As a result, 333 surveys could be used 
for analysis. 
 
4.1 Measurement Model 
 

The five major first-order variables in this study are affective commitment, normative commitment, calculative commitment, 
e-service quality, and client loyalty. In this study, convergent and discriminant validity were used to assess the measurement 
model. The convergent validity research looks at the composite reliability, average variance extract (AVE), and factor loading. 
Therefore, Table 1 summarizes the findings. As can be seen, each item had a loading more than 0.5, AVE values greater than 
0.5, and CR values greater than 0.7. 
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Table 1  
Measurement model 

First order Construct  Items Factor loading CR AVE 
Affective Commitment AC 1 0.814 0.874 0.634 
 AC2 0.790   
 AC 3 0.764   
 AC 4 0.821   
 AC 5 0.778   
 AC 6 0.890   
Normative commitment NC 1 0.860 0.833 0.626 
 NC 2 0.759   
 NC 3 0.750   
 NC 4 0.843   
Calculative Commitment CC 1 0.753 0.881 0.650 
 CC 2 0.866   
 CC 3 0.713   
 CC 4 0.880   
e-service quality E-SQ 1 0.811 0.944 0.849 
 E-SQ 2 0.897   
 E-SQ 3 0.929   
 E-SQ 4 0.909   
 E-SQ 5 0.860   
 E-SQ 6 0.936   
 E-SQ 7 0.791   
 E-SQ 8 0.866   
 E-SQ 9 0.888   
 E-SQ 10 0.845   
 E-SQ 11 0.911   
 E-SQ 12 0.845   
 E-SQ 13 0.806   
 E-SQ 14 0.937   
 E-SQ 15 0.779   
 E-SQ 16 0.910   
 E-SQ 17 0.861   
Customer loyalty CL 1 0.862 0.940 0.759 
 CL 2 0.848   
  CL 3 0.905 

  CL 4 0.861   
  CL 5 0.878   
 CL 6 0.843   

 
 

The HTMT construct measures the model's discriminant validity (see Henseler, 2015; Ngah et al., 2021), and the reported 
HTMT construct values in this study ranged from 0.357 to 0.887. The findings are summarized in Table 3. Therefore, each 
latent concept assessment in this study was exclusively discriminatory vs the others, according to Henseler et al. (2015). 
 
Table 2  
Discriminant validity (HTMT) 

  AC NC CC E-SQ CL 
AC      
NC 0.675     
CC 0.887 0.409    

E-SQ 0.671 0.713 0.584   
CL 0.357 0.573 0.826 0.622  

 
The measurement model's convergent and discriminant validity research findings demonstrate the measuring scale's appro-
priateness and accuracy in assessing the constructs and their related items in the CFA model. Therefore, the analytical findings 
for convergent validity and discriminant validity are presented in Tables 1 and 2, respectively. 
 
4.2. Structural model 
 
According to Hair et al., this research looked at the structural model, R2, beta, t-values using bootstrapping with a 500 
resample, predictive relevance (Q2), and VIF (2016). The calculated R2 value for online shopping intention (CL) was 0.589, 
suggesting a 58.9% degree of variance in CL, as shown in Table 3. Chin's recommended cut-off point of 0.19 is supported by 
this finding (1998). Consequently, the predictors contribute to the clarification of the concept. Furthermore, the Q2 value 
linked with CL was 0.280, which is significantly greater than zero, supporting Chin's prediction model's validity (2010). 
Therefore, the appropriateness of the model is validated. The model, too, showed a high level of predictive relevance. The 
VIF values were 1.343, 1.105, 1.567, 2.652, 2.669, 2.438, all less than 5, as Hair et al. indicated (2016). 
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Fig. 1. The results of testing the hypothesis 
 
 
Table 3 and Fig. 1 show that the AC predictor has a favorable effect on CL, with values of = 0.383 and p = 0.000 0.05. This 
indicates that H1 is supported (AC on CL); NC predictor has a positive influence on CL, with values of = 0.117 and p = 0.000 
0.05, This indicates that H2 was in supported; a positive influence of the CC predictor on CL, with values of = 0.320 and p = 
0.000 0.05, indicating that H3 was in supported.  Meanwhile, H4, H5, and H6 concern the moderating influence of E-SQ on 
the link between AC and CL, NC and CL, and CC and CL, with the following results: = 0.289 and p = 0.003 0.05, = 0.421 
and p = 0.003 0.05, = 0.338. p = 0.003 0.05 and p = 0.003 0.05. The interaction impact between AC – CL; NC – CL; CC – 
CL via ESQ (H4, H5, H6) is supported based on the preceding result. 
 
Table 3 
The summary of testing the hypotheses 

  S. β S. D R2 Q2 VIF T-value P Values 
AC – CL 0.383 0.134 0.589 0.280 1.343 2.858 0.000 
NC – CL 0.117 0.050   1.105 2.340 0.000 
CC – CL 0.320 0.049   1.567 6.530 0.000 

AC – CL*ESQ 0.289 0.034 0.621  2.652 8.500 0.031 
NC – CL* ESQ 0.421 0.065   2.669 6.476 0.022 
NC – CL* ESQ 0.338 0.074   2.438 4.567 0.011 

 
5. Conclusion  
 
The conclusion drawn from this research discourses the hypotheses associated with commitment dimensions and their effect 
on loyalty. The results suggest that affective commitment has the highest positive influence on loyalty, this therefore sign-
posted that affective attachment has an essential role in the relationship between customers and their banks. This result is 
followed by normative commitment, and lastly calculative commitment, where the latter has the weakest impact on customer 
loyalty in the banking setting in Jordan. 
 
The results discussed in this study shed light on important recommendations to practitioners. They need to understand the 
importance of each commitment type and pay attention to the priority, which is effective commitment, then normative and 
finally calculative. Understanding their importance will lead the banks to recognize the reasons customers maintain and cher-
ish their relationships with their banks or on the other hand why customers are weakly attached and are easily intended to 
switch. According to that, banks need to plan their marketing activities by considering customers' priorities when it comes to 
their relationships with their banks.  
 
6. Limitations of the Study & Future Research 
 
This study was conducted in a cross-sectional manner. Longitudinal study will be able to better evaluate and identify the 
attitudinal components of commitment dimensions and loyalty, as well as their variations over time. Although it has been 
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suggested by other scholars that commitment may have more than three dimensions (e.g., five dimensions as in Keiningham 
et al. 2015), the questions within the questionnaire of this study appeared to be thorough and contained numerous aspects 
under each commitment dimension that fit the study's setting (banking sector). Other industries could be investigated as part 
of this research, and a comparison of the industries could yield more solid and/or informative results. Furthermore, cross-
cultural research may shed more light on the study's generalizability. Customer share, in addition to customer loyalty, could 
be a dependent variable; however, this may necessitate access to a company's database, which may be challenging. 
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