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Abstract 

The purpose of this conceptual review is to identify and design a suitable theoretical 
framework that will help assess the type of loyalty shown by arts’ patrons that are satisfied with the 
service provided, with the mediation of interpersonal tendencies such as opinion leadership and 
opinion seeking. Four theoretical problems have been identified in the development of this 
conceptual framework related to the arts consumer constructs: a high correlation between attitudinal 
constructs like perceived quality, perceived value and satisfaction; the positive and linear 
relationship between satisfaction and loyalty; the multiple components that integrate the loyalty 
concept; and the mediating role of interpersonal tendencies such as opinion seeking and opinion 
leadership. First, we present a brief summary of various contemporary approaches to the study of the 
following factors: perceived quality, perceived value, satisfaction, loyalty (in its different forms), 
opinion leadership and opinion seeking. Next, using consumer behavior and relationship marketing 
studies, an integrated model of satisfaction, loyalty, opinion seeking and opinion leadership is 
presented 

This literature review contributes to the consumer behavior theory by improving knowledge on 
the arts management sector with the most significant academic studies. It explains marketing 
concepts like perceived service, satisfaction, loyalty, opinion leadership and opinion seeking 
behaviors. The results presented here should encourage further exploration on this stream of research 
and turn theory into practice. From a managerial perspective, it helps arts managers identify factors 
and elements that could serve for scale development purposes and questionnaire design. 
Consideration of these marketing constructs would contribute to preserve the arts venue’s 
relationship with loyal patrons. 

 
Keywords: opinion leadership, satisfaction, leisure services, loyalty. 

Introduction. Marketing Constructs with an Impact on Loyalty.  

In the past decades, organizations have changed their strategy and orientation with the aim of 
improving their relationships with their customers. In the seventies, the quality concept was very 
popular among researchers and managers due to the belief that a product improvement would not 
only generate higher levels of satisfaction but the cost savings would rise up profitability. In the 
eighties and nineties, the satisfaction construct was the axis of a firm (and of research studies) as part 
of their strategy to maintain their actual customer base. Since the financial results of the satisfaction 
strategies weren’t as expected, research in the early 21st century in other consumer behavior areas 
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emerged to find the variable that predicted profitability the most. They showed that higher levels of 
loyalty had a direct impact on customer profitability. Some research has been performed on the 
impact between attitudinal factors like quality and satisfaction on customer’s loyalty. However, the 
term “loyalty” remains confusing. Little has been done to examine the specific impact of satisfaction 
on the different types of loyalty.  Some studies measure loyalty considering behavioral and 
attitudinal loyalty: repetition of purchase, non-switching behavior, word-of-mouth communication 
and commitment.  

 The relationship between quality, satisfaction and loyalty has been seen as being perfectly 
linear and, back in the seventies, part of one single concept. Recently, there has been a major 
consensus about the differences between perceived quality and satisfaction; however, it is until the 
end of the nineties when researchers have begun to distinguish the difference between satisfaction 
and loyalty, constructs that have been perceived as equal [1-4]. The concept of loyalty has gained 
more popularity among researchers and managers. In recent years, not only researchers have 
distinguished this difference but it was also affirmed that loyalty is a construct that integrates other 
behavioral and attitudinal elements.  

Four theoretical problems have been identified in the development of a conceptual framework 
for the arts consumer constructs. The first problem states that there is an expected high correlation 
between quality, satisfaction and value in the context of a leisure service provided by an arts 
organization. An arts consumer who wants to enjoy a pleasurable experience with the arts might not 
consider rational and objective comparisons of the attributes received. This is the case of a leisure 
service like a theater play, a film, or a performing arts show. Services that fulfill emotional and self-
expression needs (like the arts) are entitled to a subjective evaluation and decisions are embodied on 
holistic perceptions [5]. Affective models show a high multicolinearity effect. Constructs like 
satisfaction, perceived quality and perceived value have high correlation levels [6]. Arts knowledge 
and expertise apart, it is difficult for the individual to divide and assess specific service attributes. 

The second problem lies in the assumption that there is a perfect linear relationship between 
Satisfaction and Loyalty. The belief that high levels of satisfaction lead to increased loyalty among 
customers has been extensively applied by managers in the form of satisfaction surveys as a base to 
enhance service quality and increase repetition of purchase indicators (one type of loyalty). Contrary 
to common belief, some authors state that maintaining high levels of satisfaction does not necessarily 
keep them loyal or increase market share [7]. From a managerial perspective, satisfaction surveys 
that are not scientifically designed provide little evidence for predicting return to the service provider 
[3]. These surveys have also been misinterpreted in the decision making process and, since 
satisfaction is used to measure a broad range of perceptions that influence the individual’s behavior, 
they are often misused [8]. However, understanding attitudes will help understand how loyalty can 
be improved and generate value for the organization [9].  

The third has to do with the elements that integrate the loyalty construct and the relative 
importance given to them. Based on the nature of the service offered, attitudinal loyalty might be 
more evident and common in the context of a leisure service. For example, at a performing arts 
venue, increasing frequency of use to the same show/play might not be as feasible as increasing 
word-of-mouth ratios to generate new visitors. Similarly, an arts organization should develop high 
commitment levels so that a visitor will not be easily influenced by competitors. This can validate 
the hypothesis that, depending on the nature of the service, satisfaction has a different impact on the 
types of loyalty. 

The fourth problem stresses the mediating role of the opinion seeking and opinion leadership 
tendencies. That is, the impact that these former behaviors have on the Satisfaction-Loyalty 
relationship. The decision to attend a Cinema or an arts venue is collective and depends on a high 
level of interpersonal opinions and decisions. Opinion Seeking and Opinion leadership, for instance 
might be a greater mediator than satisfaction itself.    
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The Arts and Leisure Sectors as Experiential Services  

The arts and leisure sector structure is complex in its structure, Slavich [10] identifies three 
main factors that causes this: new technologies, increasing competition and the emergence of 
different artistic realities. In an effort to identify opportunities and change the shrinking of 
audiences’ tendency, managers conduct surveys to track audience’s perceived quality and 
satisfaction level. The assumption lies in the expectation that, when a leisure service performs as 
expected, patrons will be loyal. Traditionally, it has been thought that increasing the quality of a 
product or service based on the consumer’s expectations will increase his satisfaction level; as a 
result, the higher the score on a satisfaction survey, the more loyal a respondent will be.  

Managing leisure services and arts organizations present special characteristics from managing 
other types of service organizations [6, 11, 12]. We suggest three main aspects that help with this 
differentiation: 

First, from a relationship marketing perspective, a firm should effectively develop and 
maintain valuable relationships with their stakeholders [13, 14]. In return, each stakeholder provides 
some value in monetary and non-monetary forms. Although there are cooperating arts organizations,  
the majority of them has the unique goal of capturing value from target audiences, without 
encouraging involvement with other stakeholders [15]. They do not have a marketing plan that 
integrates other art venues, audiences, sponsorship, suppliers, producers, or other publics. They view 
other art venues as “fierce enemies”. 

Second, leisure services should be considered as experiential activities. These activities are 
interactive moments where significant emotions are present [16]; they are the result of something 
extremely significant and unforgettable [17], they are also a temporal state 

Third, it is assumed that consumption should be seen as an act of an individual who is 
responsible for deciding, purchasing, paying, owning and disposing even when particular services 
are consumed simultaneously with others. 

[18] where the greatest 
experience is gained through peak moments where there is a sufficient level of challenge, surprise 
and novelty and this is met with the appropriate expertise from the audience [19, 20]. Wood [21] 
suggests the following attributes for an experience: involvement, interaction, immersion, intensity, 
individuality, innovation, and integrity. Experiences create loyalty when the organization connects 
consumer’s similar values, personality types, and enjoyment with non-functional attributes [22]. This 
link between the service offered and the audience’s characteristics is emotional.  

Communal Consumption

Theoretical Framework Approach 

 in the performing arts should 
cast light in the absence of these kinds of studies. O’Sullivan [23] explores the experience of 
audience members as a consuming community and suggests that communal aspects of an experience 
is a relevant attribute of arts attendance, but it is complex and variable. Analyzing communal 
consumption is relevant because it impacts consumer loyalty [1, 24].  

The literature in the social sciences on the relevant constructs that integrate the satisfaction-
loyalty models has been reviewed. We present a brief summary of various contemporary approaches 
to the study of the following factors: perceived quality, perceived value, satisfaction, loyalty (in its 
different forms), opinion leadership and opinion seeking. Next, we discuss the relationship amongst 
them. 

Perceived quality 
Perceived quality is the consumer’s judgment about a product’s overall excellence or 

superiority that has four characteristics: perceived quality is different from actual quality; includes a 
higher level of abstraction rather than a specific attribute of a product; it entitles a global evaluation 
of an attitude; the judgment where the evaluation takes place is made within the consumer’s evoked 
set [25]. SERVQUAL is one of the most popular scales that measure service quality by comparing 
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performance with expectations [26]. Using actual performance as the unique indicator has been 
considered more reliable. Consumer expectations

Perceived value 

 are the desires and wants consumers feel a service 
provider should offer [26]. Expectations are constructs that serve as a framework to elaborate 
compensatory judgments [27]. However, the main criticism in the use of expectations is that they are 
highly subjective. 

In recent years, most of the marketing literature has been linked, to a certain extent, to the 
concept of customer value, with a clear distinction to its dual-value core aspect [25]: (1) The value 
that is received by the consumer and (2) what the service provider will receive in return. The 
concept’s high level of abstraction has generated several definitions and difficulties to measure it 
throughout the literature and in managerial situations. In general, four main categories have given 
meaning to Perceived Value: (1) studies that measure it with a monetary focus in which the lower the 
price, the more benefit received [28]. (2) studies that relate it to an utilitarian factor and adaptability, 
like Economics, look for the pleasure behind the purchase but measurement of this perspective is 
difficult; (3) the ones that group the quality and benefits of the service with the monetary price paid, 
this definition is the most popular due to the easy applicability [See 29, ACSI, 30, 31]; (4) More 
recently, taking the last “mathematical equation” perspective, perceived value is the balance between 
“what I give” for “what I get” in return  [25, 32, 33].  

On the other side, in the ACSI model developed by Claes Fornell [31], price has been used as a 
more operative indicator to predict value

In the same way that an individual’s budget restricts his decision processes, Time restrictions 
also moderates the perceived value  [25]. Finally, Holbrook and Corfman [34] also explain that 
perceived value is situational and is determined by the framework where the evaluation takes place 
before, during or after consumption. 

 although it has recently been expanded to other factors 
besides price. As an alternative to measure perceived value, Unger and Kernan [20] discuss the 
benefits received when a service is used as a leisure experience. This subjective perspective relates 
leisure to free time, hedonic, experience, recreation, and play. Unger and Kernan [20] propose six 
indicators that define leisure: intrinsic satisfaction, perceived freedom, involvement, arousal, 
mastery, and spontaneity. Leisure activities vary significantly but the literature on hedonic indicators 
present subtle adaptations from Unger and Kernan’s original scale. 

Customer satisfaction 
One of the most important concepts in marketing literature is the customer satisfaction 

construct. Customer satisfaction is a judgment of a pleasurable level of consumption-related 
fulfillment with respect to any aspect of a service experience [19]. It is a relatively temporary post 
purchase state that reflects how the product or service has fulfilled its purpose. Marketing literature 
offers two different conceptualizations of satisfaction: (1) Satisfaction seen as a transaction-specific 
concept, associated with individual level behavioral research for specific purchase occasions [35]. (2) 
Satisfaction seen as an aggregate measure based on past purchases, consumption experiences or prior 
information  [30, 36]. This second perspective is useful to measure satisfaction at the firm level. 
According to traditional theory, providing satisfaction is an important source of sustainable 
competitive advantage since it reduces price-sensitivity, and facilitates the process of retaining 
existing customers [37]. 

Several studies have described the consequences of satisfaction: increases in customer lifetime 
value, reduced costs of future transactions, lower costs of attracting new customers, word of mouth 
and reduced price elasticities [38]; customer complaint reduction and loyalty increase [39, 40]; 
repurchase intentions and lower elasticities of retention and satisfaction [41, 42]. 
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Multicolinearity Effect 
According to Garbarino [6], global evaluations such as cumulative satisfaction, perceived 

quality and value show a strong correlation between each other; in other words, a “halo effect” [43] 
or “multicolinearity effect” [44], which is the empirical inseparability of the sum of the global 
evaluations that form the model. This effect is the result of a cognitive and a mental process that 
synthesize the information from “inferences built from other inferences” or “ideas from other ideas” 
[45].  

Customer Loyalty 
A large selection of studies have investigated and tested hypotheses that include the loyalty 

concept by differentiating attitudinal and behavioral loyalty [46-49]. Customer loyalty is the 
“willingness of someone -a customer, an employee, a friend- to make an investment or personal 
sacrifice in order to strengthen a relationship” [50]. Attitudinal loyalty has been measured by two 
constructs: commitment and word-of-mouth. Behavioral loyalty consists of two indicators: 
nonswitching behavior and purchase repetition

Opinion Leadership and Opinion Seeking Tendencies 

. Commitment is an attitudinal type of loyalty and it is 
defined as the individual’s intention to remain in the relationship and to make the effort to remain in 
it [51]. Similarly, Garbarino and  Johnson [6] define it as the enduring wish to maintain a 
relationship when there is something of value in that relationship. Word-of-mouth is the action of 
referencing a product or brand by passing information about its performance. This attitudinal form of 
loyalty considered by some academics the truest form of loyalty since the individual does not only 
provide information but also he puts his reputation at risk [50]. Due to the obvious use of the last two 
behavioral indicators (repetition and non-switching behavior) to measure profitability, it is redundant 
to give further theoretical evidence of their link with the company’s growth. 

Little academic research has been done to describe the opinion leadership and opinion seeking 
tendencies as a trigger of behavioral or attitudinal consumption consequences.  

Also known as “market mavens” [52], opinion leaders are individuals with the knowledge and 
the expertise to influence the attitudes and actions of others [53, 54]. Previous studies have noted that 
this tendency cannot be generalized to all purchasing environments and to all situations of the 
person’s life. In contrast, opinion leadership varies by product type [55, 56], and by product category 
[57]. 

Several academic studies have described opinion leader’s characteristics. Two areas of study 
describe these typologies: psychological aspects define an opinion leader as vain, self-centered, self-
confident, social, individualistic, and with the self-perception that they are unique [58, 59]; 
behavioral

Opinion seeking, in comparison to the psychological factors found for Opinion leadership, has 
a negative relationship with the need for uniqueness and it is associated positively with people that 
pay attention to social comparisons [58]. Opinion seeking’s main components are: seeking 
information or opinions, product (service or area of interest) evaluation is the main goal, 
interpersonal sources are consulted to achieve objectives. Additionally, innovation and opinion 
seeking have an asymmetric relationship [61, 62]. 

 variables describe an opinion leader as heavy users of a particular product, suggesting that 
frequency of purchase is linked to the tendency to be an opinion leader [54, 60]. Especially 
interesting is the settings in which those studies take place, innovation, self-expression related 
products like fashion or technology fulfill psychological needs and this, in turn, increases opinion 
leadership. It is assumed that in the art and leisure context, opinion leaders want to achieve these 
personal needs.  
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Relationship among Quality – Satisfaction - Loyalty, Previous Models.  
Satisfaction as predictor of future intentions groups the basic models that have guided the 

consumer behavior theories [37, 63, 64]. Transactional or relational models generate effective results 
on future intentions when satisfaction, quality and perceived value serve as mediators. 

The consumer behavior literature has suggested various models that predict profitability 
through future intentions and attitudinal constructs. The basic criteria used for these models combine 
perceptual constructs such as perceived quality, value and satisfaction with the mediation of 
behavioral tendencies such as opinion seeking and opinion leadership. All with an impact to different 
types of loyalty [65, 66]. Empirical evidence suggests a high correlation between perceived quality 
and satisfaction [67], and their impact with loyalty [27].  

From a general viewpoint, models that predict loyalty are formed by two types of 
measurement: Observable metrics are those that take place with behavioral aspects during purchase 
or consumption of a product or service; Non-observable are those that include perception, attitudes 
and future intentions. Behavioral variables lead to strategic decisions about attracting, retaining and 
obtaining customer value throughout the time (Customer Lifetime Value). 

Gupta and Zeithaml [68] propose a simplified structure of four major constructs to explain the 
link between: (1) marketing activities offered, (2) consumer’s mental creation, (3) activities done 
with the information obtained and (4) the link between actions with the firm’s profitability. Several 
links are obtained from combining the previous factors. 

Similarly, Johnson and Gustafsson [9] suggest a similar representation to Gupta and Zeithaml’s 
using four elements: internal quality, perceived quality and consumer’s satisfaction, loyalty and 
retention, and profitability. In this case, the loyalty and retention area examine future intentions 
related to repetition and retention. However, some other studies have divided the perceptual level in 
perceived quality, satisfaction and behavioral intentions [69]. Additionally, Storbacka, Strandvik, 
and Grönroos [70] assess the impact of attitudinal variables on behavioral outcome in an extended 
form by incorporating competitive environment elements such as switching costs, strength of the 
relationship, interpersonal factors like word-of-mouth  and perceived alternatives. Inclusion of these 
variables complement and gives relevance to mediators such as opinion leadership and opinion 
seeking behavior that may have a significant role in a particular purchasing context such as the arts. 

As it has been mentioned, in the case of a leisure experience, communal consumption takes 
place and decision process lies in the opinion of reference groups, these constructs have a stronger 
influence on loyalty than the impact of satisfaction on loyalty itself. Based on a study conducted in a 
music related environment, opinion leadership was positively associated with behavioral loyalty, 
opinion leaders are frequent buyers of music products and same category products and they are 
highly aware of new releases [71]. Similarly, for high involvement products, or products that fulfill 
self-expression and leisure needs, opinion leadership impacts enduring involvement, commitment 
and status consumption (products that confer social status) [72].  We believe that opinion leaders 
with an arts experience are committed individuals who refer a show or movie and attend the same 
arts venue frequently. 

As of opinion seeking behavior, Shoham and Ruvio’s study [57] provide evidence in the 
computer and software market about the negative association between computer store visits, 
readership, involvement and opinion seeking behavior. The exact negative correlation was assessed 
by previous marketing academic research. We infer that an individual’s opinion seeking tendency is 
not related to any type of loyalty. 

To sum up and establish a visual approach to the studies mentioned before, we suggest the 
inclusion of behavioral tendencies (opinion leadership and opinion seeking) to explain the 
relationship between cognitive and affective evaluations on the types of loyalty found in the 
literature. A first moment would test the impact between perceived quality, and perceived value on 
satisfaction, a second moment would examine the positive link between satisfaction with attitudinal 
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and behavioral loyalty and a third would describe the mediation between opinion leadership and 
opinion seeking with loyalty (Figure 1). 

 
Figure 1. Visual representation of Consumer Behavior Constructs 

 

 
Source: Personal compilation based on previous research 

Conclusions 

This study aimed to call for up-to-date literature on the conceptualization and the existing 
interrelation among the constructs presented here.  Based on this, attitudinal constructs like perceived 
quality, value and satisfaction are useful predictors of attitudinal and behavioral loyalty. Loyalty is 
an ambiguous construct that has been operationalized in various ways. We have reviewed and 
defined four main constructs that measure the most relevant aspects of loyalty: attitudinal constructs 
like commitment and word of mouth communication, and behavioral constructs like repetition 
(frequency of purchase) and non-switching behavior (retention). Behavioral loyalty has usually been 
preferred for the quick and immediate generation of revenues. However, attitudinal loyalty has 
positive social implications that allow arts and entertainment organizations reach their goals and 
make their artistic work available to a wider range of publics. Having a more diverse set of 
outcomes, we theoretically describe the different impact between satisfaction and each one of the 
four types of loyalty.   

On the other hand, we found the insufficiency of studies that incorporate behaviors like opinion 
seeking and opinion leadership as possible mediators in the satisfaction-loyalty relationship. Some 
empirical evidence obtained from different business contexts mention that involvement, repetition of 
use, social status or self-expression variables play a key role in the individual’s likelihood to seek 
or/and give his opinion. 

The framework presented here could be used to contrast the relationships with a cross sectional 
study, using a more tailored scale. This framework challenges researchers and poses several 
questions to test empirically: Does a firm’s overall evaluations of the service present high 
multicolinearity levels? Is a firm’s satisfaction level positively associated with all types of loyalty? 
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What is the effect of satisfaction on Attitudinal Loyalty in comparison to Behavioral Loyalty when 
the consumer is evaluating a leisure experience? Do Opinion leadership and Opinion seeking 
behavior have an asymmetric relationship? Do they have a positive relationship with loyalty? 

Bibliography 

Oliver, R., Whence Consumer Loyalty? Journal of Marketing, 1999. 63(4): p. 33-44. 
Burroughs, T., et al., Reconsidering models of patient satisfaction and behavioral intentions. Health 

Care Management Review, 2003. 28(1). 
Garman, A., J. Garcia, and M. Hargreaves, Patient Satisfaction as a Predictor of Return-to-Provider 

Behavior: Analysis and Assessment of Financial Implications. Quality Management Health Care, 
2004. 13(1). 

Lee, F., Stop measuring patient satisfaction. Marketing Health Services, 2003. 23(2). 
Oliver, R., Cognitive, affective, and attribute bases of the satisfaction response. Journal of Consumer 

Research, 1993. 20(3): p. 418-430. 
Garbarino, E. and M.S. Johnson, The Different Roles of Satisfaction, Trust, and Commitment in 

Customer Relationships. Journal of Marketing, 1999. 63(2): p. 70-87. 
Griffin, J., Customer Loyalty: How to earn it, how to keep it. 1995, New York: Lexington. 
Abdallah, M., A. Al Nasser, and N. Husain, Evaluating functional relationship between image, 

customer satisfaction and customer loyalty using general maximum entropy. Total Quality 
Management, 2000. 11(4/5/6). 

Johnson, M.D. and A. Gustafsson, Improving Customer Satisfaction, Loyalty, and Profit. An 
integrated Measurement and Management System. 2000, San Francisco, California: Jossey-Bass. 

Slavich, B. and F. Montanari, New trends of managerial roles in performing arts: empirical evidence 
from the Italian context. Cultural Trends, 2009. 18(3): p. 227-237. 

Kotler, P. and J. Scheff, Marketing de las artes escénicas. 1996, Madrid: Fundación Autor. 
Colbert, F. and M. Cuadrado, Marketing de las artes y la cultura. 1st ed. 2003, Barcelona: Ariel. 

284. 
Gronroos, C., Strategic Management and Marketing in the Service Sector. 1983, Cambridge MA: 

Marketing Science Institute. 
Gummesson, E., Relationship marketing and imaginary organizations: a synthesis. European Journal 

of Marketing, 1996. 30(2): p. 31-44. 
Quero, M.J. and R. Ventura, The Role of Stakeholders in the Management of Cultural Organisations: 

The Case of Performing Arts Organisations in Spain. Journal of Relationship Marketing, 2009. 
8(1): p. 17-35. 

Holbrook, M.B. and E.C. Hirschman, The Experiential Aspects of Consumption: consumer 
Fantasies, Feelings, and Fun. Journal of Consumer Research, 1982. 9(2): p. 132-140. 

Caru, A. and B. Cova, Revisiting consumption experience: A more humble but complete view of the 
concept. Marketing Theory, 2003. 3(2). 

Bigné Alcañiz, E., A.S. Mattila, and L. Andreu, The impact of experiential consumption cognitions 
and emotions on behavioral intentions. Journal of Services Marketing, 2008. 22(4/5): p. 303-315. 

Arnould, E., L. Price, and G. Zinkhan, Consumers. 2004, Boston: McGraw Hill/Irwin. 
Unger, L.S. and J.B. Kernan, On the Meaning of Leisure: An Investigation of Some Determinants of 

the Subjective Experience. Journal of Consumer Research, 1983. 9(4): p. 381. 
Wood, E.H., Evaluating Event Marketing: Experience or Outcome? Journal of Promotion 

Management, 2009. 15(1/2): p. 247-268. 



9 / 11 
 

McCole, P., Refocusing marketing to reflect practice. The changing role of marketing for business. 
Marketing intelligence and Planning, 2004. 22(5). 

O'Sullivan, T., All together now: A symphony orchestra audience as a consuming community. 
Consumption, Markets & Culture, 2009. 12(3): p. 209-223. 

McAlexander, J.H., J.W. Schouten, and H.F. Koenig, Building Brand Community. Journal of 
Marketing, 2002. 66(1). 

Zeithaml, V., Consumer Perceptions of Price, Quality, and Value: A Means-End Model and 
Synthesis of Evidence. Journal of Marketing, 1988. 52(3): p. 2. 

Parasuraman, A., V. Zeithaml, and L.L. Berry, SERVQUAL: A Multiple-Item Scale for Measuring 
Customer Perceptions of Service Quality. Journal of Retailing, 1988. 64(1): p. 12-40. 

Oliver, R., Satisfaction: A Behavioral Perspective on the Consumer. 1997, New York: Irwin. 
Boulding, W., et al., A Customer Relationship Management Roadmap: What is Known, Potential 

Pitfalls, and Where to Go. Journal of Marketing, 2005. 69(4): p. 155-166. 
Anderson, E. and J. Narus, A. , Business marketing: Understand what customers value. Harvard 

Business Review, 1998. 76(6): p. 53. 
Fornell, C., A National Customer Satisfaction Barometer: The Swedish Experience. Journal of 

Marketing, 1992. 56(1): p. 6-21. 
Fornell, C., et al., The American Customer Satisfaction Index: Nature, Purpose, and Findings. 

Journal of Marketing, 1996. 60(4): p. 7-18. 
Bigné Alcañiz, E., M.A. Moliner, and L.J. Callarisa Fiol, El valor y la fidelización de clientes: 

propuesta de modelo dinámico de comportamiento. Revista europea de Dirección y Economía de 
la Empresa, 2000. 9(3): p. 65-77. 

Kotler, P. and K.L. Keller, Dirección de Marketing. 12 ed. 2006, Madrid: Pearson/Prentice Hall. 
Holbrook, M.B. and K.P. Corfman, Quality and Value in the Consumption Experience, in Perceived 

Quality, J. Jacoby and J. Olson, Editors. 1985, Lexington Books: Lexington. 
Tse, O.K. and R.C. Wilton, Models of consumer satisfaction formation: an extension. Journal of 

Marketing Research, 1988. 25(2): p. 204-212. 
Johnson, M.D. and C. Fornell, A framework for comparing customer satisfaction across individuals 

and product categories. Journal of Economic Psychology, 1991. 12(2): p. 267-286. 
Anderson, E., C. Fornell, and D.R. Lehmann, Customer satisfaction, market share, and profitability: 

Findings from Sweden. Journal of Marketing, 1994. 58(3): p. 53-66. 
Reichheld, F.F., The Ultimate Question: Driving Good Profits and True Growth. 2006, Cambridge: 

Harvard Business School Press. 
Fornell, C., B. Wernerfelt, and November, Defensive marketing strategy by customer complaint 

management: A theoretical analysis. Journal of Marketing Research, 1987. 24(4): p. 337-346. 
Fornell, C., D.I. Christopher, and F.L. David, eds. The Valuation Consequences of Customer 

Satisfaction. 1996, National Quality Research Center: Ann Arbor, MI. 
Reichheld, F.F. and W.E. Sasser, Zero Defections: Quality Comes to Services. Harvard Business 

Review, 1990. 68(5): p. 105-111. 
Anderson, E. and M.W. Sullivan, The antecedents and consequences of customer satisfaction for 

firms. Marketing Science, 1993. 12(2): p. 125-143. 
Crosby, L. and N. Stephens, Effects of relationship marketing on satisfaction, retention, and prices in 

the life insurance industry. Journal of Marketing Research, 1987. 24(4): p. 404-411. 
Rust, R.T., A.J. Zahorik, and T.L. Keiningham, Return on quality (ROQ): Making service quality 

financially accountable. Journal of Marketing, 1995. 59(2): p. 58-70. 



10 / 11 
 

Carlston, D.E., The Recall and Use of Traits and Events in Social Inference Processes. Journal of 
Experimental Social Psychology, 1980. 16: p. 302-328. 

Chen, Y.-C., Y.-C. Shen, and S. Liao, An integrated model of customer loyalty: an empirical 
examination in retailing practice. Service Industries Journal, 2009. 29(3): p. 267-280. 

Mechinda, P., S. Serirat, and N. Gulid, An examination of tourists' attitudinal and behavioral loyalty: 
comparison between domestic and international tourists. Journal of Vacation Marketing, 2009. 
15(2): p. 129-148. 

Yue, P. and F.T. Xie, Antecedents and Consequences of Customer Loyalty: An Empirical Synthesis 
and Reexamination. Advances in Consumer Research - Latin American Conference Proceedings, 
2008. 2: p. 173-173. 

Gómez Suarez, M. and A. Fernandez, Consumer-Level Factors That Influence Store Brand 
Proneness: An Empirical Study With Spanish Consumers. Journal of Euromarketing, 2009. 18(1): 
p. 23-34. 

Reichheld, F.F., The One Number You Need to Grow. Harvard Business Review, 2004. 82(6): p. 
133-133. 

Morgan, R.M. and S.D. Hunt, The Commitment-Trust Theory of Relationship Marketing. Journal of 
Marketing, 1994. 58(3): p. 20. 

Feick, L.F. and L.L. Price, The Market Maven: A diffuser of Marketplace Information. Journal of 
Marketing, 1987. 51(1): p. 83-97. 

Gatignon, H. and T.S. Robertson, A propositional inventory for new diffusion research. Journal of 
Consumer Research, 1985. 11(4): p. 849-867. 

Rogers, E.M., Diffusion of innovations. 1983, NY: The Free Press. 
King, C. and J.O. Summers, Overlap of opinion leadership across consumer product categories. 

Journal of Marketing Research (JMR), 1970. 7(1): p. 43-50. 
Myers, J. and T.S. Robertson, Dimensions of opinion leadership. Journal of Marketing Research, 

1972. 9(1): p. 41-46. 
Shoham, A. and A. Ruvio, Opinion leaders and followers: A replication and extension. Psychology 

& Marketing, 2008. 25(3): p. 280-297. 
Bertrandias, L. and R.E. Goldsmith, Some psychological motivations for fashion opinion leadership 

and fashion opinion seeking. Journal of Fashion Marketing and Management, 2006. 10(1): p. 25-
40. 

Chan, K.K. and S. Misra, Characteristics of the opinion leader: A new dimension. Journal of 
Advertising, 1990. 19(3): p. 53-60. 

Goldsmith, R.E. and F. d’Hauteville, Theory and measurement of consumer innovativeness. 
European Journal of Marketing, 1998. 32(3/4). 

Goldsmith, R.E., F. d’Hauteville, and L.R. Flynn, Bricks, clicks, and pix: Apparel buyers’ use of 
stores, Internet, and catalogs compared. International Journal of Retail & Distribution 
Management, 2005. 33(4): p. 271-283. 

Girardi, A., G.N. Soutar, and S. Ward, The validation of a use innovativeness scale. European 
Journal of Innovation Management, 2005. 8(4). 

Cronin, J.J., Jr. and T.S. Taylor, Measuring Service Quality: A Re-examination and Extension. 
Journal of Marketing, 1992. 56: p. 55-69. 

Zeithaml, V., L. Berry, and A. Parasuraman, The behavioral consequences of service quality. Journal 
of Marketing, 1996. 60(2): p. 31. 

Cooil, B., et al., A Longitudinal Analysis of Customer Satisfaction and Share of Wallet: Investigating 
the Moderating Effect of Customer Characteristics. Journal of Marketing, 2007. 71(January). 



11 / 11 
 

Bolton, R.N., K.N. Lemon, and M. Bramlett, The Effect of Service Experiences over Time on a 
Supplier's Retention of Business Customers. Management Science, 2006. 52(December). 

Mithas, S., M.S. Krishnan, and C. Fornell, Why Do Customer Relationship Management 
Applications Affect Customer Satisfaction? Journal of Marketing, 2005. 69(4): p. 201. 

Gupta, S. and V. Zeithaml, Customer Metrics and Their Impact on Financial Performance. 
Marketing Science, 2006. 25(6): p. 718-739. 

Barroso Castro, C. and E. Martín Armario, Marketing Relacional. 1999, Madrid: ESIC Editorial. 
Storbacka, K., T. Strandvik, and C. Grönroos, Managing Customer Relationships for Profit: The 

Dynamics of Relationship Quality. International Journal of Service Industry Management, 1994. 
5(5): p. 21. 

Goldsmith, R.E. and C. Hofacker, Measuring consumer innovativeness. Journal of the Academy of 
Marketing Science, 1991. 19(3). 

Flynn, L.R., R.E. Goldsmith, and J.K. Eastman, Opinion Leaders and Opinion Seekers: Two New 
Measurement Scales. Journal of the Academy of Marketing Science, 1996. 24(2): p. 137-147. 

 


	Theoretical Foundations and Conceptual Model for the Arts Consumer Using Satisfaction, Loyalty and Interpersonal Tendencies
	Abstract
	Introduction. Marketing Constructs with an Impact on Loyalty.
	The Arts and Leisure Sectors as Experiential Services
	Theoretical Framework Approach
	Perceived quality
	Perceived value
	Customer satisfaction
	Multicolinearity Effect
	Customer Loyalty
	Opinion Leadership and Opinion Seeking Tendencies
	Relationship among Quality – Satisfaction - Loyalty, Previous Models.
	Conclusions
	Bibliography

