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(6)1.  INTRODUCTION 


1.1 Background 


The idea for this thesis became from a prior study that was made to Lapland Hotels –hotel chain 
 in 2015. The aim of previous study was to find out what kind of reward program or loyalty card 
 systems the customers of this hotel chain value. Interestingly, in addition to the aims of that 
 research, the study raised that some of the customers were extremely committed to Lapland 
 Hotels  and  they  were  more  loyal  to  that  brand  than  other  customers.  The  purpose  of  this 
 master’s  thesis  is  to  investigate  that  commitment  by  analyzing  the  same  data,  which  was 
 collected to the prior study.  


Earlier hospitality firms used a tactic called conquest marketing, meaning that their aim was to 
 catch as many new customers as possible (Shoemaker & Lewis 1999). Nowadays companies 
 try to achieve competitive advantage by creating strong and long-lasting relationships with their 
 customers (Bhattacharya & Sen 2003). This is called relationship marketing, and the idea is to 
 develop brand loyalty through different ways than economics or product traits (Lee & Back 
 2010). By strong and long-lasting relationships, companies receive loyal customers and positive 
 word of mouth (Bhattacharya & Sen 2003). By greater customer loyalty in turn, brands may 
 achieve a greater market share and other positive brand performance outcomes (Chaudhuri & 


Holbrook 2001). 


Improving and sustaining brand loyalty has been the goal of companies, and brand loyalty has 
 been a commonly used indicator of success for many years (Kandampully & Suhartanto 2000; 


So, King, Sparks & Wang 2013). Thus, brand loyalty is one of the most important way for 
 achieving competitive advantage (Tepeci 1999; Mattila 2006). Concepts like service quality, 
 perceived value and brand trust are usually considered to be involved in the development of 
 brand loyalty (So  et  al.  2013). Especially  trust is  important  when observing service brands, 
 because at the same time customer buys a service, she or he is experiencing it (Lee & Back 
 2010). Because of that, customers must have trust towards the brand and to the service so that 
 she or he even decide to consume it.  


The use of hotel services has become common, and instead of luxury, purchasing hotel services 
are  considered  as  a  normal  way  of  life  (Kandampully  &  Suhartanto  2000).  Among  all 



(7)alternatives available, customers do select products or services, that they perceive to serve best 
 their wants and needs (Kim & Perdue 2013).  Because the demand of unique and individual 
 boutique hotels has grown, it can be reached a conclusion that customers want to differentiate 
 when they are choosing hotels (So et al. 2013). So et al. (2013) suggest that hotel marketers 
 should  develop  a  different  and  unique  hotel  brand  image  or  hotel  brand  personality,  which 
 differs from the brand personalities of the competitors and enable customers to identify with it. 


Memorable  and  enjoyable  experiences  should  be  offered  to  customers,  because  customers’ 


hotel choice is not affected only by cognitive attributes like price, but also affective and sensory 
 attributes like comfortable feeling and room quality (Kim & Perdue 2013). Also, the study of 
 Alnawas and Altarifi (2016) supports that with a different and unique hotel brand image, hotels 
 differentiate from their competitors and help customers to identify with their brand.  Strong 
 hotel brand produces value to the company, but also to customers (So et al. 2013). 


The competition in lodging industry is tough, since the product and service similarity of hotels 
 and destinations is high (Kandampully & Suhartanto 2000; Usakli & Baloglu 2011). Therefore, 
 achieving  some  competitive  advantage  is  necessary  for  hotel  brands  (Kandampully  & 


Suhartanto  2000).  Because  of  this  product  similarity,  among  price  and  location,  customers 
 evaluate hotels based on hotel brand quality (Tran, Dauchez & Szemik 2013). Based on that, 
 service quality is important factor for hotels to gain competitive advantage (Kandampully & 


Suhartanto 2000). 


There are existing hotel chain brands and private hotel brands. Hotel chains means that under 
 the same hotel brand exist several different hotels in different locations. For example, Sokos 
 Hotels is a hotel chain, which has over 50 hotels in Finland, Tallinn and Saint Petersburg (Sokos 
 Hotels 2017). Hotel chains may have different product brands, meaning that under the same 
 organization, there are different kind of hotel brands (O’Neill & Mattila 2010). These product 
 brands may be completely individual without any  obvious similarities with  parent  company 
 (O’Neill  &  Mattila  2006),  or  they  may  include  same  logos  or  similarities  on  their  names 
 (O’Neill & Mattila 2010). For example, Sokos Hotels has different product brands, which have 
 similarities.  These  product  brands  are  Original  Sokos  Hotels,  Break  Sokos  Hotels  and  Solo 
 Sokos Hotels (Sokos Hotels 2017). 


 In hotel chains, the brand name can be worthwhile, because it is noted, that brand name is an 
important quality indicator for customers (O’Neill & Mattila 2010). Choosing hotel chain is 



(8)easy and safe decision to customer, because she or he may have visited the same hotel chain 
 earlier in  other destination. Hotel  chain  brand  gives certain  standard and quality promise to 
 customer. On the other hand, one bad experience in a single hotel of the chain can influence 
 that customer do not choose hotels of that chain elsewhere either. Hotel chains have usually 
 some kind of reward programs, which is also a strength of hotel chain brands. Customers may 
 want to centralize their consumption to the certain chain so they get maximum benefits from 
 these programs. Private hotels in turn offer in general unique and specific experiences, because 
 they do not need to fit into chain’s brand. Private hotels can work with their own vision, and 
 changes  in  private  hotel  brand  are  easier,  because  there  are  no  sharp  definitions  or  exact 
 standards assigned by the chain. Choosing a private hotel may feel a higher risk to customers, 
 because there are no standards and quality promises made by the hotel chain brand. On the other 
 hand, choosing private chain is a chance to have new experiences. 


1.2 Objectives and research questions 


The purpose of this study is to increase the understanding of customers’ brand commitment and 
 brand loyalty, and the factors affecting them in the case of Lapland Hotels. The objectives of 
 this  research  are  to  explore,  how  customers  of  Lapland  Hotels  explain  their  own  brand 
 commitment  and  brand  loyalty,  and  whether  the  explanations  of  different  customer  groups 
 based on the level of commitment differ from each other’s.  


The main research question of this study is: 


-  How do the customers of Lapland Hotels explain their brand commitment or brand 
 loyalty to the brand? 


The sub-questions of this study are: 


-  Which explanations are the most common? 


-  How do the explanations of committed and not committed customers differ from each 
 other’s? 


1.3 Research approach, context and limitations 


Because this research is based on prior study, and the same research data is used, the research 
approach is dictated from that. The research approach used in this study is quantitative research 



(9)approach, which means that by this research it can be achieved statistical information (Heikkilä 
 1998, 16). The context of this research is hospitality industry, to be precise, hotel services. The 
 study is limited to observe only the customers of Lapland Hotels brand. The target group of this 
 research is customers who had informed their e-mail addresses to Lapland Hotels’ customer 
 database. 


1.4 Key concepts 


Brand is a combination of attributes, which differentiate the company or group of companies 
 from their competitors (Kotler, Keller, Brady, Goodman & Hansen 2009, 861). These attributes 
 are for example name, symbol, design and sign (Kotler et al. 2009, 861). Brand adds value and 
 benefits to the company (Bailey & Ball 2006). 


Brand  loyalty means  customer’s attitudes  and  behaviors  that  are  favorable  to  the  brand. 


Attitudinal loyalty means, that customer has commitment or positive attitude to the brand, and 
 because of that she or he repurchases (Chaudhuri & Holbrook 2001). Behavioral loyalty in turn 
 means  that  customer  repurchases  products  or  services  of  the  brand  for  a  reason  or  another 
 without any strong emotions (Chaudhuri & Holbrook 2001). 


Commitment means the intention to behave such way that it support the other part of the long-
 term relationship (Fournier 1998). There are different kind of relationships where commitment 
 exist, but in this research, commitment refers to customers’ commitment towards brands. 


1.5 Lapland Hotels 


Lapland Hotels Oy is the biggest private hotel chain in Finland (Lapland Hotels 2016). The 
 hotel chain includes 16 hotels: most of them in Lapland and two in cities elsewhere, another in 
 Oulu  and  another  in  Tampere  (Lapland  Hotels  2016).  Lapland  Hotels  offer  diverse 
 accommodation services and activities for both, business and pleasure travelers (Lapland Hotels 
 2016). 


Lapland Hotels is not only about hotel services; it is also the experience of Lapland. The website 
and Facebook profile of Lapland Hotels include many photos of Lapland’s nature (Facebook 
2016; Lapland Hotels 2016) and the meaning of the hotel chain is to offer a complete Lapland 



(10)experience  for  the  customers.  The  decoration  of  the  hotels  includes  Lapland  elements  like 
 reindeer’s  antlers  and  skins,  and  the  kitchens  of  the  hotels  serve  food  with  a  Nordic  taste 
 (Lapland Hotels 2016).  


The first sentence of the introductions of the urban hotels is “a chance to experience Lapland 
 in a heart of a city” (Lapland Hotels 2016). This describes well the whole idea of Lapland Hotels 
 chain. By Lapland Hotel’s website the customer can also find information about and join to 
 Lapland Club and read I Love Lapland -magazine, which is an online customer magazine of 
 Lapland Hotels (I Love Lapland 2016; Lapland Hotels 2016). Also, the name of this customer 
 magazine illustrates the ideology of this hotel chain. 


1.6 Structure 


In the next section, the theory of this research will be presented. Concepts that are used in the 
theory section are brand commitment, brand loyalty, customer satisfaction, brand trust, brand 
personality, brand identification and brand love. After theory, the methodology is introduced in 
the  section  three.  In  the  fourth  section,  the  results  are  covered.  Finally,  the  section  five  is 
conclusion, where the implications are discussed. 



(11)2. BRAND COMMITMENT AND BRAND LOYALTY 


2.1 The concepts of brand commitment and brand loyalty 


Brand commitment and brand loyalty are own, separate concepts, but they have extremely much 
 in common and they are often strictly connected to each other’s. The reasons why customer do 
 repurchase can be explained by brand commitment or brand loyalty, or with both. Because of 
 that, these both concepts are used in this study. In this section the definitions of these concepts 
 and their similarities and differences are discussed. 


Commitment can be defined so that the existing relationship is so notable, that the partners of 
 that relationship have a desire to work at the relationship (Bowen & Shoemaker 1998). Brand 
 commitment means customer’s desire to behave such way that it supports the brand where she 
 or he is committed. Besides actual buying behavior, it can be customer’s positive speak about 
 the  brand  to  others  or  sharing  information  about  the  brand  for  example  in  social  medias. 


Customers’  commitment  to  a  brand  depends  on several  different  factors  (Wilson,  Zeithaml, 
 Bitner & Gremler 2008, 43). The level of brand commitment is affected for example by earlier 
 experiences  and  customer  satisfaction,  emotional  and  social  bonds  to  the  brand,  different 
 alternatives available and the risk or cost of changing brand (Wilson et al. 2008, 43).  


Brand commitment can be categorized to affective, continuance and value-driven commitment 
 (Tanford, Raab & Kim  2011). In affective commitment, customer has an emotional, desire-
 based  attachment  to  a  brand  (Fullerton  2003;  Shoemaker  &  Bowen  2003;  Bansal,  Irving  & 


Taylor 2004; Mattila 2006), and customers will experience the psychological state of affective 
commitment, when they like or even love the brand (Fullerton 2003). Affective commitment 
includes  sincere  willingness  to  support  the  brand,  and  customer  with  affective  commitment 
admires the brand. The situation, where customer has a pleasing attitude towards the brand, is 
loyal and tend to consume the product or services of that brand often, can likely be explained 
by affective commitment (Fullerton 2005). Mattila (2006) suggests that the emotional bond of 
affective commitment is needed so that customers will repeat supporting the brand. But it can 
be also thought, that in affective commitment, the emotional bond is the reason why customer 
supports the brand.  In other dimensions of  commitment,  the reason  for  supportive behavior 
vary. 



(12)Continuance  commitment  means  customer  experience  that  it  is  difficult  to  change  from  the 
 brand in which she or he is committed (Fullerton 2005) and it includes factors such as switching 
 costs,  dependence  and  lack  of  choice  (Fullerton  2003).  Customer  may  not  have  other 
 alternatives to choose, or she or he may not have the daring to change the brand. Other reason 
 to continuance commitment can be the need to support the brand. If the brand is owned by a 
 friend or relative, the customer may feel duty to buy products or services of that specific brand. 


Value-driven  commitment  can  be  defined  so  that  customers  have  commitment  to  a  brand 
 because they are belonging to a loyalty program, and they achieve value from the benefits of 
 that reward program (Tanford et al. 2011; Tanford, Raab & Kim 2012). In this dimension, the 
 achieved  benefits  are  the  motivator  of  customer.  The  development  of  brand  commitment  is 
 time-consuming and usually it takes more than one purchasing experience (Fullerton 2005). 


Brand  loyalty  can  be  observed  from  two  or  three  different  perspectives:  attitudinal  and 
 behavioral  loyalty  (Kandampully,  Zhang  &  Bilgihan  2015)  or  attitudinal,  behavioral  and 
 composite loyalty (So et al. 2013). Behavioral loyalty means that customer repeat consuming 
 brand’s  products  for  one  reason  or  another  (Chaudhuri  &  Holbrook 2001;  Nam,  Ekinci  & 


Whyatt 2011). In this loyalty dimension, customer’s behavior is the main point, and customer 
 might not even have any specific thoughts about the brand. Repurchasing may happen because 
 of customer’s used habits, which may be learned for example from her or his parents when 
 customer were kid. Attitudinal loyalty in turn means that customer has commitment or positive 
 attitude  towards  the  brand  (Chaudhuri  &  Holbrook  2001).  In  this  loyalty  perspective,  the 
 customer’s behavior is intentional, and the customer choose that brand consciously. Composite 
 loyalty includes both, attitudinal and behavioral features (Dimitriades 2006).  


Brand commitment or customer’s own habits leads the customer to buy product or service of 
 the same brand time after time (Lee, Back & Kim 2009). This supports the idea that customers’ 


repurchasing can be explained by brand commitment or brand loyalty. Tepeci (1999) suggests 
that  only  intentional  repurchasing  is  brand  loyalty,  but  in  the  knowledge  of  different  brand 
loyalty perspectives introduced above, it could be formulated that only intentional repurchasing 
is attitudinal brand loyalty. On the other hand, customer’s positive attitude towards a brand does 
not always mean consuming the products or services of the brand, because it may not always 
induce actual buying behavior (So et al. 2013). That is why customers’ brand commitment and 
trust towards the brand need to be turned also into actual purchase behavior (Kumar & Shah 
2004). 



(13)Figure 1. The relationship between brand commitment and brand loyalty 


In the Figure 1, the relationship between brand commitment and brand loyalty is illustrated. On 
 the left of this figure are the dimensions of brand commitment, and on the right, it can be found 
 the  dimensions  of  brand  loyalty.  Some  of  these  dimensions  are  overlapping,  and  those 
 overlapping  parts  illustrate  the  consistency.  The  consistencies  of  affective  commitment  and 
 attitudinal loyalty are that customer is having emotional, desire-based commitment towards the 
 brand, which achieve customer to  repurchase  intentionally. The consistency of value-driven 
 commitment and brand loyalty is that customer behave in a supporting way to the brand because 
 of the reward program. Continuance commitment and behavioral loyalty have that in common, 
 that customer may be forced to repurchase. This may be because of a lack of alternatives or in 
 the  hotel  industry  for  example  a  situation,  where  employee  is  on  a  business  trip,  and  the 
 employer decides which hotel the employee must stay. 


The main difference between brand commitment and brand loyalty is that brand commitment 
may  not  include  actual  behavior.  For  example,  customer may  adore some expensive luxury 
brand, but she or he may not have enough money to buy it. In this situation, the customer has 
brand commitment, but not brand loyalty. Or she or he may consider the reward program of 
that brand excellent even though she or he does not use the products or services of that brand. 



(14)She or he may be still committed to that brand, and support the brand by telling others how 
 great  reward  program  that  brand  has.  In  continuance  commitment,  there  can  be  a  situation, 
 where  for  example  a  good  friend  of  the  customer  is  an  entrepreneur,  and  even  though  the 
 customer does not prefer the brand, she or he may feel as her or him duty to speak positively 
 about the brand. 


In  this  study,  the  most  interesting  and  important  concepts  are  affective  commitment  and 
 attitudinal loyalty. If the brand loyalty and brand commitment are used as similar concepts in 
 this study, it refers to the overlapping part of attitudinal loyalty and affective commitment. 


 McKercher, Denizci-Guillet and Ng (2012) suggest, that when customer loyalty is observed in 
 the  field  of  hospitality,  it  should  be  examining  from  different  perspective  than  in  other 
 industries. They present concepts of vertical and experiential loyalties, which were supported 
 in their study (McKercher et al. 2012). By vertical loyalty they mean, that customer can be loyal 
 at more than one different tiers in the tourism system (McKercher et al. 2012). This means, that 
 the customer can be loyal for example to hotel brand and airline company (McKercher et al. 


2012). Experiantial Loyalty in turn means, that customer is loyal to specific holiday styles or 
 experiences, for example certain type of hotels or activities (McKercher et al. 2012).  


Back (2005) in turn suggest, that in hospitality industry, it should be focusing on attitudinal 
 brand loyalty. When customers’ loyalty towards the hotel brand is observed, it is important to 
 seek customers’ repeat purchase behavior and their attitudes towards the hotel brand (Tideswell 


& Fredline 2004). Attitudinal loyalty develops through three different stages; first customer 
 becomes cognitively loyal when she or he has some understanding about brand attributes or 
 brand personality (Back 2005). The cognitive loyalty means that the information, which the 
 customer has from the brand, makes her or him prefer the brand better than other alternatives 
 (Oliver 1999). The likelihood of purchasing product is the higher, the more the customer knows 
 about the product and the brand (Tepeci 1999). This loyalty stage is still shallow (Oliver 1999). 


When  the  customer  has  besides  the  information  some  favorable  experience  of  brand 
performance, he or she become affectively loyal (Back 2005). This means, that in addition to 
positive  attitude  towards  the  brand,  affective  loyalty  includes  satisfied usage  of  brand’s 
products or services (Oliver 1999). The third stage is conative loyalty and it is achieved when 
the  customer  is  particularly  committed  to  that  brand  (Back  2005).  Conative  loyalty  means 
behavioral intention, and in this stage the customer has an intention and want to repurchase the 



(15)products  or  services  of  the  brand  (Oliver  1999).  Oliver  (1999)  adds  to  the  development  of 
 loyalty a final stage, which is behavioral manner called “action inertia” or action loyalty. In this 
 stage, the behavioral intention is transformed into readiness to purchase, and in this stage the 
 customer is committed to behave and repurchase (Oliver 1999). 


A  concept  of  customer  engagement  also  exists,  which  is  close  to  the  concepts  of  brand 
 commitment and brand loyalty. So et al. define customer engagement as “a customer’s personal 
 connection to a brand as manifested in cognitive, affective, and behavioral actions outside of 
 the purchase situation” (So, King & Sparks 2014, 310-311). In their definition, the behavioral 
 manifestation  means customer’s behaviors  like  blogging,  writing  reviews  or  customer-to-
 customer interaction (So et al. 2014). Customer engagement is a diverse concept, and it can be 
 observed from five different dimensions (So et al. 2014). These dimensions are identification, 
 enthusiasm, attention, absorption and interaction (So et al. 2014). The study of So, King, Sparks 
 and Wang (2016) proved, that among three different  predictors of customer loyalty (service 
 brand evaluation, brand trust and customer engagement), the customer engagement is the most 
 meaningful. Customer engagement has an influence to customer’s evaluation of the brand and 
 brand trust, which in turn have an influence to brand loyalty (So et al. 2016). Also, the study of 
 So et al. (2014) supports that customer engagement can have an enhancing influence to brand 
 loyalty. 


Brand committed and brand loyal customers are usually brand advocates, meaning that they 
 speak  positively  about  the  brand  and  recommend  it  to  others  (Drennan,  Bianchi,  Cacho-
 Elizondo, Louriero, Guibert & Proud 2015). Nowadays the usage of Internet, social medias and 
 smart phones is general, so the meaning and impact of advocates and word of mouth may be 
 more notable. Besides online word of mouth, Internet enables brands to develop and sustain 
 their relationships with their customers elsewhere than in the actual service situation (So et al. 


2014). That is why many tourism brands have established social network accounts for the brand 
for example to Facebook or Twitter (So et al. 2014). Customer with a brand commitment is also 
more likely to use supplementary services, like the restaurants or room services of the hotel 
(Bowen  &  Shoemaker  1998).  Because  of  these  behaviors,  loyal  customers  are  valuable  for 
brands (Bowen & Shoemaker 1998). Customers with high level of brand commitment are not 
sensitive on pricing issues and can be even willing to change the timing of their vacation so that 
they can stay for sure at the hotel they are committed to (Tideswell & Fredline 2004). 



(16)Committed  customers  have  smaller  likelihood  to  switching  than  customers  who  are  not 
 committed  (Fullerton  2003).  Especially  affective  commitment  is  important  factor  to  keep 
 customers  (Fullerton  2003).  In  Mattila’s  (2006)  research,  the  results  proved  that  affective 
 commitment  increased  and  reinforced  customers’  loyalty.  Customers  who  have  notable 
 affective commitment not only purchase more likely the products or services of the brand, but 
 also recommend that brand to others (Mattila 2006). Same kind of results can be found in the 
 study  of  Fullerton  (2005),  where  the  findings  was  that  affective  commitment  makes  the 
 customer to repurchase and advocate the brand. Continuance commitment in turn had a weak 
 effect on repurchasing and negative effect on advocate the brand (Fullerton 2005).  


In a hotel context, brand loyalty evolves through service experience and its improvement (So 
 et al. 2013). So et al. (2013) also suggest, that hotels should create positive service experiences 
 to get and support strong customer loyalty. In hotel industry, the role of front line employees is 
 important, because customers are inevitably in contact with them (Tepeci 1999). That is why 
 selecting service-oriented employees to front line positions is also important, because that is 
 how customers will receive good service experiences and satisfaction, which in turn may lead 
 to brand loyalty (Tepeci 1999). Remembering the customers who have been earlier visiting that 
 hotel and giving individual attention to them may also have a positive impact on customers’ 


loyalty towards that hotel brand (Tepeci 1999), because customers value personalized service 
 (Kandampully & Suhartanto 2000). 


There  are  also  different  obstacles  to  brand  loyalty  and  brand  commitment  and  to  their 
 development. For example, some customers are variety seekers by their nature, and they want 
 to experience new even though they are satisfied with product or services that they have tried 
 (Oliver 1999). For example, hotel customers may be satisfied with their stay at the hotel, but 
 still they want to discover new next time they are travelling (Bowen & Shoemaker 1998). Other 
 obstacles are for example multibrand loyalty, meaning that customer is loyal and committed to 
 several brands, or changes in selection of goods and changes in customers’ needs (Oliver 1999). 


Brand  can  stop  manufacturing  products  or  even  end  their  whole  existing  and  customers’ 


different situations in life can change their needs and wants. In the view of hotel industry, there 
can be a situation, where there is no hotel of that specific hotel brand in the destination where 
the customer is travelling, and that is why she or he need to choose another hotel chain. One 
obstacle is also money. Customer may have the intention and desire to purchase some specific 
product  or  service,  but  she  or  he  do  not  have  enough  money  to  actual  buying  behavior. 



(17)Therefore, in some situations, these obstacles prevent customers’ brand commitment turning 
 into actual buying behavior and brand loyalty. 


2.2 Factors affecting to brand commitment and brand loyalty 


Brand loyalty and brand commitment are affected by different kind of factors. To get loyal and 
 committed customers, hotel brands should first be aware of what are the factors affecting to 
 brand loyalty and brand commitment (Tepeci 1999). That is why understanding the antecedents 
 of brand commitment and brand loyalty is important for brands (Tideswell & Fredline2004). It 
 is also notable, that different customers can be loyal or committed for different reasons (Tepeci 
 1999) and trust towards the brand develops differently among customers (Bowen & Shoemaker 
 1998). 


2.2.1 Customer satisfaction and brand trust 


Customer loyalty and satisfaction are tightly in touch with each other’s (Oliver 1999), but still 
 they do not mean same thing (Shoemaker & Lewis 1999). Satisfaction is a customer’s emotion 
 when she or he experience that the consumption fulfills her or his needs, wants and expectations 
 (Oliver 1999; Shoemaker & Lewis 1999). Satisfaction can be divided into two formulations: 


transient and overall satisfaction (Ekinci, Dawes & Massey 2008). Transient satisfaction is a 
 result  of  a  single  service  interaction,  and based  on  customer’s  evaluation  of  events  and 
 behaviors that occurs during that service experience (Ekinci et al. 2008). Overall satisfaction is 
 a result of multiple transient satisfactions, which are based and compared on several earlier 
 experiences (Ekinci et al. 2008).  


The study of Dimitriades (2006) suggest, that customer satisfaction has a direct effect on brand 
commitment, and brand commitment in turn is directly related to customer loyalty. Customers 
evaluate brands with their satisfaction, and this evaluating and satisfaction level explain why 
customers become loyal to brands (Fullerton 2005). High satisfaction level makes more likely 
customers to  repurchase the products or services of the brand and to  recommend it and tell 
positive word-of-mouth to others (Sun, Chi & Xu 2013). Oliver’s (1999) study proposed, that 
satisfaction is necessary in the development of loyalty, but it is less important factor when there 
are already other issues that increase the level of loyalty. Nevertheless, satisfaction does not 
always lead to loyalty (Oliver 1999). The study of Kandampully and Suhartanto (2000) proved, 



(18)that  including  hotel  image,  customer’s  satisfaction  with  hotel  services  like  reception, 
 housekeeping and food are in important role when observing customer loyalty.  


Perceived value affects to customer satisfaction and brand loyalty (Su et al. 2013). Customer 
 gets certain benefits from the service process, and these benefits are needed so that the customer 
 forms a commitment to the brand (Bowen & Shoemaker 1998). These benefits create value for 
 the  customer  and  value  in  turn  makes  the  customer  to  get  into  relationship  (Bowen  & 


Shoemaker 1998). One factor of perceived value, is perceived service quality. When customer 
 notice that their expectations are fulfilled by the brand, they perceive high quality and value, 
 get  satisfied  and  probably  repurchase  (Tepeci  1999).  So  et  al.  (2016)  suggest  that  it  is 
 conceptually appropriate that terms  perceived service quality, perceived value and customer 
 satisfaction are joined to one higher-order construct of service brand evaluation because of their 
 similar  effects  and  meanings  to  customer  loyalty  and  brand  commitment.  Therefore,  these 
 concepts are discussed in the same section in this research. 


Also, trust has an important role in brand loyalty and brand commitment. In hotel industry, trust 
 means that customer can believe that the hotel and its employees have the ability and knowledge 
 to  serve  the  customer  in  such  way  that  customer  is  satisfied,  and  that  the  hotel  service 
 experience is what customer expected (Martinez & Rodriguez del Bosque 2013). This is called 
 performance or credibility trust (Martinez & Rodriguez del Bosque 2013). Second component 
 of  trust  is  benevolence  trust,  and  it  means  that  in  addition  to  the  ability  and  knowledge, 
 customers  can  believe  that  the  hotel  and  its  employees  have  a  real  willingness  to  think 
 customers,  when  they  are  making  decisions  about  the  services  (Martinez  &  Rodriguez  del 
 Bosque 2013). Benevolence trust includes that the hotel and its employees act way that shows 
 care, concern and honesty (Martinez & Rodriguez del Bosque 2013). When satisfaction, trust 
 and loyalty are observed and explained, the importance of customers’ emotions is notable (Lee 
 et al. 2009). Brand loyalty is mostly based on to the customer’s evaluation of the consumption 
 experience whit that specific brand (So et al. 2016). 


The relationship where brand commitment and brand loyalty exists, is affected for example by 
 trust (Chaudhuri & Holbrook 2001), and trust can truly be considered as an antecedent of brand 
 loyalty and brand commitment (Bowen & Shoemaker 1998). Trust includes reliability, and that 
 is a good characteristic to the brand, because it is harder to copy by competitors (Bowen & 


Shoemaker 1998). The study of Chaudhuri & Holbrook (2001) proved, that trust has an effect 



(19)for both, behavioral and attitudinal loyalty. The study of Bansal et al. (2004) in turn proved, 
 that trust has an effect to brand commitment: the stronger the trust is, the stronger is the affective 
 commitment also. 


Narteh,  Agbemabiese  and  Braimah  (2013)  studied  the  effect  of  trust,  competence, 
 communication,  conflict  handling,  brand  commitment  and  bonding  to  customer  loyalty  in 
 Ghanaian luxury hotel industry. The results of their study proved, that all these six relationship-
 marketing practices are positively related to customer loyalty (Narteh et al. 2013). To develop 
 and maintain customer loyalty, hotel brand managers should keep their promises and keep sure 
 that customers’ information and belongings are safe to win customers’ trust and confidence 
 (Narteh et al. 2013). Managers should also build and maintain valued relationship and stronger 
 bonds  between  the  hotel,  employees  and  customer,  and  have  effective  communication  with 
 customers, especially when they are handling potential conflicts (Nartet et al. 2013). 


One way to achieve customer’s commitment towards the brand is reward programs (Tanford 
 2013). The aims of reward programs are to increase the sales revenues of the brand and make 
 customers to buy larger range of brands products or services, and to build higher commitment 
 between  the  brand  and  the  customers  (Uncles,  Dowling  &  Hammond  2003).  The  study  of 
 Tanford et al. (2011) proved, that reward program members were more committed to the brand 
 than  nonmembers  and  that  high-tier  reward  members  had  a  higher  level  of  affective 
 commitment  than  lower  tier  members  or  nonmember.  Tanford  et  al.  (2012)  studied  the 
 differences between full-service and limited-service hotel guests. The results of their study were 
 that full-service guests are more likely belonging to hotel brand’s reward program and their 
 commitment  towards  the  brand  is  based  on  both,  emotional  attachment  alias  affective 
 commitment  and  benefits  received  from  reward  program  alias  value-driven  commitment 
 (Tanford et al. 2012). Still So et al. (2014) suggest, that in the long term, loyalty programs and 
 price discounts are unsustainable strategies because of their rising costs, and that is why brands 
 should prefer psychological attachment when they want to create and improve brand loyalty. 


Also, Kumar & Shah (2004) noted, that reward programs do not contain customers’ potential 
 in the future. Having a reward program does not guarantee to have loyal customers (Tanford & 


Montgomery 2015). 



(20)2.2.2 Brand personality and brand identification 


Customer’s buying behavior is affected by his or her personal characteristics like age, values, 
 lifestyle, personality and self-concept (Kotler et al. 2009, 230) and customers do not consume 
 only because of the need, but also because of a symbolic benefit (Albert & Merunka 2013). 


Ross presented in 1971 as a “self-evident” (Ross 1971, 38) fact, that customers consume only 
 products,  which  they  find  consistent  with  their  own  self-image.  Not  only  customers  have 
 personality, also a concept of brand personality exists. 


Kotler et al. (2009, 231) define personality as human psychological features that influence how 
 person  commonly  reacts  to  different  kind  of  environmental  stimuli.  The  concept  of  brand 
 personality can be defined as “the set of human characteristics associated with a brand” (Aaker 
 1997, 347). This definition is typical and widely used in the literature of marketing. By brand 
 personality and human characteristics associated with a brand, the brand become personalized 
 (Lee & Back 2010). If the personalities of customer and brand are similar, it is more likely that 
 the customer choose to consume products of that brand (Kotler et al. 2009, 231). The human 
 characteristics associated with a brand tend to be quite long-lasting and distinct (Aaker 1997), 
 so having a strong and positive brand personality enhances a competitive advantage. 


A study of Usakli and Baloglu (2011) proved, that tourists do connect personality characteristics 
 to tourism destinations, so the concept of destination personality also exists. Because the aim 
 of Lapland Hotels is to offer complete Lapland experience even though the location of a hotel 
 may not be in Lapland, in addition to brand personality, the destination personality of Lapland 
 can also be assumed to have an influence in this case. The study of Usakli and Baloglu (2011) 
 also indicated, that if the personality of the destination and customer’s self-concept are similar, 
 the customer has a favorable attitude towards the destination, and because of that, she or he will 
 have an intention to return the destination and tell positive word-of-mouth about it. In Lapland 
 Hotels’ case, it can be assumed, that if the customer perceives her or his own self-image to be 
 similar with the personality of Lapland, it may be beneficial for Lapland Hotels too.  


Unlike human personality, brand personality traits are formed through different antecedents of 
brand  personality,  such  as  user  imagery,  company’s  employee  and  company’s  product 
supporters (Aaker 1997). User imagery means human characteristics that are connected to a 
typical  user  of  the  brand  (Aaker  1997;  Lee  &  Back  2010).  Lee  and  Back  (2010)  consider 



(21)perceived  price  as  an  antecedent  of  brand  personality,  because  especially  in  the  lodging 
 industry,  hotel  classes  and  their  service  positioning  are  expressed  by  pricing  strategies.  A 
 change  in  price  can  influence company’s clientele  (Kandampully  &  Suhartanto  2000).  The 
 change  in  the  clientele  in  turn  may  influence hotel’s  image,  since  especially  in  the  hotel 
 industry, company’s clientele is a significant and indirect factor to brand image (Kandampully 


& Suhartanto 2000). 


Aaker  (1997)  developed  a  framework  of  brand  personality,  which  includes  five  different 
 personality  dimensions.  These  dimensions  are  sincerity,  excitement,  competence, 
 sophistication and ruggedness (Aaker 1997). Aaker (1997) states, that each of these dimensions 
 have two or more distinct facets. The facets of sincerity are down-to-earth, honest, wholesome 
 and cheerful, the facets of excitement are daring, spirited, imaginative and up-to-date, the facets 
 of competence are reliable, intelligent and successful, sophistication’s facets are upper class 
 and charming and the facets of the final dimension, ruggedness, are outdoorsy and tough (Aaker 
 1997). This framework is illustrated in the Figure 2. Brand personality can range across these 
 dimensions and have characteristic traits from more than one dimension (Lee & Back 2010). 


When observing Lapland Hotels, the brand has characteristics of all those dimensions, but it 
 fits best to the dimension of excitement, because Lapland is usually experienced to be exciting 
 and unique, and these characteristics describes also Lapland Hotels brand.  


Figure 2. A brand personality framework (Aaker 1997, 352) 


Tran et al. (2013) researched the relationship between hotel brand personality and hotel brand 
quality. The result of their study suggests that a significant relationship exists when hotel brand 
quality is a dependent variable and hotel brand personality independent variable (Tran et al. 



(22)2013). They compared the five dimension of brand quality and the five dimension of brand 
 personality  and  found  out  that  each  quality  dimensions  had  their  pair  from  personality 
 dimensions (Tran et  al.  2013). These five dimension  pairs had an effect  to  brand value and 
 brand  loyalty,  when  sincere  hotel  brand  had  empathy  quality,  competent  hotel  brand  had 
 assurance  quality,  exciting  hotel  brand  had  tangible  quality,  rugged  hotel  brand  had 
 responsiveness quality and sophistication hotel brand had reliable quality (Tran et al. 2013). 


From these results, it can be reach a conclusion, that in case of Lapland Hotels, brand loyalty 
 forms when exciting Lapland hotel offers tangible quality. 


When the customer and her or his personality are observed, the concept  of customer’s self-
 image is notable. Customer’s self-image can be divided in four different aspects. These aspects 
 can be seen in Figure 3, where the customer’s self-image is illustrated. Actual self-image means 
 how person sees her- or himself and ideal self-image means how person would like to see her- 
 or himself (Back 2005). A person is viewed also in others perspective, so customer’s self-image 
 has also  social  aspects.  Social self-image means how other people see the person and ideal 
 social self-image means how the person would like other people to see her- or himself (Back 
 2005). Ross (1971) studied the importance of brand or product consistent with customer’s self-
 image  to  customer’s  purchasing  behavior.  The  research  proved,  that  customers  do  prefer  to 
 purchase  products  or  brands  which  they  find  to  be  similar  with  their  own  self-image  (Ross 
 1971). By purchasing products that are similar with their self-image, customers support their 
 self-images (Tepeci 1999). 


Figure 3. Customer’s self-image 



(23)Identification  happens  when  a  person  experiences  her-  or  himself  having  same  kind  of 
 characteristics than members of a group (So et al. 2013). From this definition, it can be thought 
 that  customer  identifies  to  a  brand,  when  she  or  he  find  some  similarities  between  her-  or 
 himself  and  the  brand.  Underwood,  Bond  and  Baer  (2001)  suggest,  that  in  a  services 
 identification continuum, where low identification services are for example airlines and high 
 identification  services  musicians  or  sports  teams,  customers  feel  a  medium  level  of 
 identification to hotel services. Bhattacharya and Sen (2003) suggest that if company’s identity 
 helps customer to satisfy his or her self-definitional needs, there is a greater probability that the 
 customer  is  attracted  to  that  company  and  its  identity.  The  more  similar  customer’s  and 
 company’s  identities  are,  the  more  attractive  company’s  identity  is  in  customer’s  mind 
 (Bhattacharya & Sen 2003). When brand’s personality attributes and customer’s personality 
 attributes match, customer favor that brand (Back 2005). 


When identification exists, the customers become convinced of their psychological relationship 
 with the brand, become psychologically committed to it (Bhattacharya & Sen 2003) and through 
 this, customers can keep, protect and develop their self-esteem (So et al. 2013). For example, 
 business hotel customers are not staying at upper end hotels just because of a high-quality room 
 and  service,  but  also  because  of  impressing  business  associates  (Back  2005).  This  can  be 
 generalized  to  other  situations  too:  people  tend  to  consume  products  and  services  not  only 
 because of the need, but also  because of a desire to express themselves and impress  others. 


Also, Lee et al. (2009) state that in the upscale market segment, customers do not buy only the 
 product, but also symbol of status. A person has a need for social consistency and approval, so 
 person  behaves  the  way  she  or  he  thinks  other  see  her  of  him  (Back  2005).  By  their  own 
 behavior, customers can develop their social self-image towards their ideal social self-image. 


Lee and Back (2010) researched the antecedents and consequences of brand personality in the 
upper-upscale business hotel, and their findings suggested that by choosing an upper-upscale 
business hotel brand, customers express and confirm their self-concept that is consistent with 
the  competence  and  sophistication  brand  personality.  In  addition  to  product  or  services,  in 
upper-upscale markets the customer buys also character of luxury, glory and status connected 
to user imagery (Lee & Back 2010). The results of their study also proved that brand personality 
affects to brand loyalty indirectly through trust (Lee & Back 2010). Because customers trust 
and rely strongly on tangible features like hotel brand name, price and decoration style, the 
importance of customer hotel brand identification and image congruence may be increased by 



(24)intangibility  features  of  hotel  services  when  customer  is  choosing  the  brand  and  becoming 
 brand loyal (Back 2005).  


Customer’s  brand  commitment  based  on  identification  and  shared  values  have  proved  to 
 influence  customer  loyalty  (Fullerton  2003).  In  this  way  one  consequence  of  customer-
 company  identification,  customer  loyalty  or  brand  loyalty,  is  existed  (Bhattacharya  &  Sen 
 2003). So et al. (2013) discovered that customer brand identification effects indirectly to hotel 
 brand loyalty. In their research, they found out that when customer brand identification occurs, 
 the customer is favorable when she or he is evaluating the quality of the hotel’s service, she or 
 he experiences the hotel and its service more utility and she or he trusts more easily to that 
 brand (So et al. 2013).  So et al. (2013) also suggest that in hotel industry, factors connected to 
 customer’s evaluation of the service experience are remarkable when observing brand loyalty. 


So,  customer  brand  identification  does  not  create  brand  loyalty  directly  itself,  but  it  is 
 remarkable factor, which have indirect effect to brand loyalty (So et al. 2013). Also, the study 
 of Nam et al. (2011) suggests that brand identification have effect on brand loyalty. 


Back (2005) studied the effects of image congruence on customers’ brand loyalty in the upper 
 middle-class  hotel  industry.  The  results  of  this  study  suggested  that  when  customer  find 
 similarities between her or him social self-concept and the hotel brand image, she or he is more 
 satisfied  with  the  hotel  (Back  2005).  Then,  through  satisfaction,  brand  loyalty  exists  (Back 
 2005). Also, this study  proposes that if customer perceive hotel brand personality  or image 
 similar to her or him self-image, the degree of customer satisfaction increases (Back 2005). 


That  is  why  hotel  brands  should  develop  their  advertising, decoration  style,  personnel’s 
 appearance et cetera similar to the target market’s image (Back 2005). By this, the brand can 
 develop also the degree of brand loyalty because customer satisfaction increase brand loyalty. 


2.2.3 Brand love 


Customers  form  relationships  with  products,  brands  and  services  (Shimp  &  Madden  1988). 


Because brand becomes personalized by brand personality (Lee & Back 2010), customer can 
create and build up a loving relationship with the brand such as brand would be another person 
(Alnawas & Altarifi 2016). Customer can therefore love and consider her or his favorite brand 
as a friend or partner (Lee & Back 2010). Brand love can be defined as “the degree of passionate 
emotional attachment a satisfied consumer has for a particular trade mark” (Carroll & Ahuvia 



(25)2006, 81). Brand love is a complex phenomenon, and there is no unambiguous explanation to 
 it (Albert, Merunka & Valette-Florence 2008). 


Shimp and Madden (1988) presented a framework for customer-object relationship based on 
 Sternberg’s  triangular  theory  of  love  established  on  1986.  Customer-object  relationship 
 obviously differs from the relationship between two persons, because despite customer’s strong 
 feelings, the object cannot love or like back (Shimp & Madden 1988) and that is why love in 
 customer-object  relationships  is  unidirectional  and less dynamic (Whang, Allen, Sahoury  & 


Zhang 2004). Sternberg’s (1986) triangular theory of love suggests that love has three different 
 components:  intimacy,  passion  and  commitment/decision.  In  Customer-object  relations,  the 
 intimacy  appears  as  customer’s  feelings  of  closeness  and  connectedness  with  brands  or 
 products, and it could be named as “liking” (Shimp & Madden 1988). Another component of 
 love, passion, is presented as “yearning” in the customer-object relationship (Shimp & Madden 
 1988).  Yearning  means  the  feeling,  that  customer  just  cannot  have  enough  of  that  specific 
 product or brand, and that the desire for the product is strong (Shimp & Madden 1988). The 
 final component of love, commitment/decision is appearing in the customer-object relationship 
 as a decision to like the brand or as a commitment to a brand so that customer become loyal 
 and repurchases brand’s products or services (Shimp & Madden 1988). 


Shimp  and Madden (1988) also  proposed eight  different  customer-object  relations based on 
 Sternberg’s  love  theory  and  the  three  different  components  of  love.  These  relations  are 
 illustrated in Figure 4. In the Figure, + means that this component exists in that relation and – 
 means that this component is absence. First relation is nonliking, and it means a situation where 
 customer  has  no  specific  feeling  for  the  brand,  and  none  of  the  components  of  love  exists 
 (Shimp & Madden 1988). Second love relation is liking, and it is a relation where customer 
 feels attraction towards the brand, but has not a strong desire to purchasing (Shimp & Madden 
 1988). In liking relationship, the customer may purchase the products of that brand sometimes, 
 but the customer is not committed to the brand (Shimp & Madden 1988). The next relationship 
 is infatuation, where the customer has a strong yearning for the brand (Shimp & Madden 1988). 


Brands that are used for satisfying symbolic needs and statuses, are usually targets of infatuation 
 relationships (Shimp & Madden 1988). Functionalism is a relation where the customer decides 
 to consume the products of the brand without any strong emotions (Shimp & Madden 1988). 


Inhibited  desire  is  a  relationship  where  the  customer  has  the  desire  and  want  to  purchase  a 
product, but there is some obstacle that limits her or his behavior (Shimp & Madden 1988). 



(26)This  obstacle  can  be  for  example  lack  of  money.  Then  there  is  also  a  relationship  called 
 utilitarianism, where the customer has the liking and the commitment to purchasing the product, 
 but is not yearning to have it (Shimp & Madden 1988). Succumbed desire is a relation, where 
 customer  has  yearning  and  commitment,  but  no  liking  (Shimp  &  Madden1988).  This 
 relationship  can  be  explained  for  example  as  a  situation,  where  customer  is  forced  or 
 pressurized to consume by some external sources like family, business executive or religion 
 (Shimp  &  Madden  1988).  Final  relation  is  loyalty,  and  it  means  that  customer  have  all 
 components of love: liking, yearning and commitment (Shimp & Madden 1988).  


Figure 4. Consumer-object relations (Shimp & Madden 1988, 165) 


Albert et al. (2008) noted, that Shimp and Madden do not test empirically their framework. 


Albert et al. (2008) use to the definition of customer’s love five different characteristics. These 
 characteristics are passion for a brand, brand attachment, evaluating the brand favorable, having 
 positive emotions towards the brand and finally showing the love towards the brand in public 
 (Carroll & Ahuvia 2006; Albert et al. 2008). The study of Albert et al. (2008) researched the 
 feeling of love toward a brand, and the result of their study was that several dimensions of love 
 towards a brand exists. 


The results of the research of Whang et al. (2004) suggest that customer-object relationships 
have different kind of commitment than in interpersonal relationships.  Unlike in interpersonal 
relationships,  the  results  of  that  research  showed  that  in  customer-object  relationships,  the 
customer has no problem of having many similar products (in that case motorcycles), but still 



(27)giving up an old product is hard (Whang et al. 2004). The study of Whang et al. (2004) also 
 found out, that passionate love was the only love type that affects to loyalty. The findings of 
 Carroll  and Ahuvia (2006)  suggest that brands with hedonic or self-expressive products  are 
 more loved. Brands offering self-expressive benefits have also higher level of customers’ love 
 and more customers that have favorable post-purchase behavior (Carroll & Ahuvia 2006).  


Alnawas and Altarifi (2016) researched the role of brand identification and brand love in the 
 development of brand loyalty in hotel services. The result of their study was that customer hotel 
 brand identification has an influence on brand loyalty through brand love (Alnawas & Altarifi 
 2016). Also, the study results of Drennan et al. (2015) suggest, that brand love is relevant factor 
 when brand loyalty is enhanced, especially in hedonic products. Albert and Merunka (2013) 
 found a significant relationship between brand love and brand commitment. Their study proved, 
 that  brand  love  affects  to  brand  commitment  and  attitudinal  loyalty,  and  it  also  encourage 
 customers  to  tell  positive  things  about  the  brand  (Albert  &  Merunka  2013). Brand  love’s 
 influence to  brand  commitment  was even  greater than the influence of  brand trust  or brand 
 identification (Albert & Merunka 2013). 


Lapland evokes strong emotions in some Finns. Those “Lapland aficionados” have continuous 
 longing and wish to visit Lapland and they are committed emotionally to Lapland (Komppula 
 2016). The situation, where an individual has an emotional bond to specific place is called place 
 attachment (Yuksel, Yuksel & Bilim 2010). Characteristic to place attachment is that person 
 has the sense of being home at the place where she or he feels attached to (Yuksel et al. 2010). 


Place  attachment  has  proved  to  have  a  significant  influence  on  customer  satisfaction  and 
 important predictor of loyalty intentions (Yuksel et al. 2010). In Komppula’s (2016) research, 
 the emotional bond of Lapland aficionados seemed to be the main reason why those Lapland 
 lovers travelled to Lapland. Therefore, it can be though that these consequences of brand love 
 are also related to love of Lapland and especially to Lapland Hotels brand. 


2.3 Theory conclusion 


Brand  commitment  and  brand  loyalty  are  broad  and  ambiguous,  but  also  very  important 
concepts.  They  can  be  considered  as  synonyms,  separate  concepts  or  antecedents  of  each 
other’s. In this research, they are observed as concepts, that are not completely synonyms, but 
have much in common. Often customer has both, brand commitment and brand loyalty together, 



(28)but there are also existing situations, where customer may be brand loyal, but is not committed 
 to brand or she or he has brand commitment without actual buying behavior. The focus of this 
 research  is  in  the  common  characteristics  of  affective  commitment  and  attitudinal  loyalty, 
 which include emotional commitment, intentional repurchasing and positive attitude towards 
 the  brand. Customers’  brand  commitment  and  brand  loyalty  are  notable  part  of  nowadays 
 marketing, because with them, companies achieve economic safety and competitive advantage. 


Brand  commitment  and  brand  loyalty  have  several  useful  consequences,  like  customers’ 


intention to repurchase, brand advocates and positive word-of-mouth. 


There are several different factors, that affect directly or indirectly to brand commitment and 
 brand loyalty. In the Figure 5 the theoretical framework of this study can be seen. On the top of 
 this figure, brand commitment and brand loyalty can be found partly overlapping each other’s. 


Below these concepts are the factors affecting them: concepts affecting directly to them are 
 customer satisfaction, brand love and brand trust. Brand identification has an indirect effect on 
 brand commitment and brand loyalty, and that is why it can be found undermost. When the 
 customer  is  satisfied  with  the  brand,  can  trust  or  even  love  the  brand,  she  or  he  has  a  high 
 potential of being also a loyal customer. Brand identification affects to all these direct factors 
 and through them to brand commitment and brand loyalty. When customer brand identification 
 occurs, customers are usually more satisfied with the brand, they may love the brand and feel 
 deeper trust towards the brand. 


Figure 5. Theoretical Framework 



(29)In  the  perspective  of  this  research,  it  can  be  assumed  that  the  customers  of  Lapland  Hotels 
explain  their  commitment  towards  the  brand  by  these  factors  discussed  earlier.  It  can  be 
supposed that customers who feel committed and tend to repurchase the services of Lapland 
Hotels,  are  satisfied  with  the  brand,  evaluate  the  service  quality  high,  can  trust  to  Lapland 
Hotels, feel brand love and identify with Lapland Hotels brand, or at least sense some of these 
factors. It is also probable, that customers with high level of brand commitment or intention to 
purchase the services of Lapland Hotels explain their brand commitment and brand loyalty with 
different factors than customers with low level of brand commitment or purchase intentions.



(30)3. METHODOLOGY 


3.1 The research methods 


Quantitative research means, that statistical information is collected from the research subject, 
 and with  that, the information  can be summed  up to  be more understandable with  different 
 analysis  methods  (Tähtinen  &  Isoaho  2001,  9–11).  Quantitative  research  approach  is  used, 
 because it was the approach of the prior study behind this research. In this study, the same data 
 is analyzed from a different perspective. The data is collected by questionnaire, which means 
 that this research is based on survey method (Heikkilä 1998, 19). The starting point for this 
 study  is  abductive,  which  means  that  the  data  for  this  study  has  been  existing  before  the 
 theoretical  framework  was  formed.  By  quantitative  research  approach,  it  can  be  discovered 
 which  explanations  behind customers’ brand  commitment  and  brand  loyalty  are  the  most 
 common, and the explanations of different customer groups can be statistically compared. 


3.2 Data collection 


The empirical data of this research was collected from customers of Lapland Hotels, who’s e-
 mail  addresses were on  hotel chain’s customer database. The link to  enquiry  was sent  with 
 email message to 23 500 customers during Spring 2015. The enquiry link was opened by 1667 
 customers, from whom 1314 responded the enquiry entirely. Response rate of the original study 
 was approximately 5,6%. In this study, only those responses were accepted, which included 
 suitable answer to question number 22. In question number 22, the respondent was asked to 
 describe freely what would make her or him to take a room from Lapland Hotels elsewhere 
 than in Lapland, if the location and price would be similar with competitors. Suitable answer 
 means that the answer included some explanation for what would make the customer to take a 
 room  from  Lapland  Hotels.  If  the  customer  was  not  answered  anything,  or  she  or  he  was 
 answered  for  example “I  do  not  know”,  that  respondent  was  deleted.  In  this  research,  824 
 responses were considered, so the response rate of this study is approximately 3,5%. 


The original questionnaire included open questions and questions with answer alternatives, so 
the data collected with this questionnaire includes numerical data and qualitative material. This 
had an effect to the analysis methods that were used. The original questionnaire can be found 
as appendix 1 in the end of this paper. In the perspective of this research, the questions number 



(31)19, 21 and 22 are most important. Especially question number 22 is important, because it is the 
 question, where the respondents explain their commitment or loyalty towards Lapland Hotels 
 brand.  Question  number  19  measured respondents’  actual buying  behavior  and  behavioral 
 loyalty,  because  there  the  respondents  should  answer  if  they “would  definitely”, “would 
 probably”, “could consider” or “would not” take a room from Lapland Hotels. Question number 
 21  measured  respondents’  affective  commitment  towards  Lapland  Hotels.  There  the 
 respondents had five different statements, and they had to choose most suitable alternative from 
 completely disagree to fully agreement. With this question, the different commitment groups 
 of respondents were developed. 


3.3 Analysis of the data 


All  the suitable responses were marked on  Excel, where the data  was moved to  SPSS. The 
 answers  to  question  number  22,  which  explained the  respondents’  commitment  or  loyalty 
 towards Lapland Hotels brand, were encoded by content analysis based on the data, so that all 
 similar  answers  were  coded  to  be  the  same.  The  idea  in  content  analysis  is  to  observe  the 
 similarities and differences between the data, and to compact or classify it (KvaliMOTV 2016). 


By content analysis, verbal material can be turned into statistic data (KvaliMOTV 2016). In this 
 way, the answers to the question number 22 were formed to  seven different answer groups. 


These  coded  answer  groups  are  1)  earlier  experience  (satisfaction,  trust,  loyalty),  2)  price-
 quality ratio / location / coincident / must, 3) reward program / offer, 4) desire to experience 
 new, 5) service quality,  6) strong  emotional  bond to  Lapland and 7) unique brand /  private 
 chain.  


First answer group, “earlier experience (satisfaction, trust, loyalty)”, includes all open answers 
 which highlighted that the respondent has been visiting Lapland Hotels earlier, and has been 
 satisfied to her or his experience. The answers coded to this answer group suggested, that the 
 respondent is already a loyal customer to Lapland Hotels, has had a pleasant stay there earlier, 
 or has trust to the brand for example based on friend’s recommendation. So, the feelings of 
 trust, satisfaction and loyalty are essential in this answer group. 


“Price-quality ratio / location / coincidence / must” contains answers that were quite neutral and 
did not include emotions. Most of the answers coded to this group mentioned inexpensive price 
or good price-quality ratio. Answers referred also to the location of the hotel. Some described 



(32)as their explanation just coincidence and others told for example that their employer chooses 
 where they stay in their business trips. So, respondents whose answer were coded to this answer 
 group,  did  not  reveal  emotions  or  sense  of  commitment.  Their  explanations  included 
 conventional characteristics regarding to hotels, or factors that refer to the fact that respondent 
 do not made the decision intentionally or her-/himself. 


Third coded answer group is “reward program / offer”, and the answers coded to this group 
 explained  the  behavior  of  the  respondent  by  hotel’s  reward  program  or  existing  offers. 


Respondents who described themselves as Lapland Hotels regular customers, did not be coded 
 into this group. Essential matter in answers coded to this group were that respondents wanted 
 to have some benefits from the hotel’s reward program. So, the motivation behind customers’ 


behavior was in this case some benefits that could be achieved by reward program or discount 
 that they would have by this offer. Some of the respondents described that they are satisfied 
 with some other hotel’s reward program, and to choose Lapland Hotels, they should get same 
 or better benefits from there. 


Fourth answer group is “desire to experience new”, and the answers inside this group share 
 respondents’ willingness to have new experience or interest to test new hotel or new brand. In 
 this explanation group, the answers were quite unambiguous. 


“Service quality” includes all answers that described somehow hotel’s service and quality, but 
 did not mention price or price-quality ratio. Respondents whose answer were coded into this 
 group  mentioned  for  example  parking  lots,  cleanliness,  gym,  performing  artists,  air 
 conditioning, hotel’s flexibility, good restaurant and cheerful customer service. So, this group 
 represent  answers,  that  included  features  concerning  customer  service,  hotel’s  quality, 
 supplementary services and whole hotel experience. These answers were general to describe 
 any hotels; they were not describing especially Lapland Hotels or the personality or uniqueness 
 of Lapland Hotels chain. 


Sixth answer group, “strong emotional bond to Lapland”, includes respondents who explained 
their reasons for choosing Lapland Hotel by explicit emotional attachment to Lapland. So, the 
respondents  whose  answer  were  coded  to  this  answer  group  explained  their  behavior  by 
commitment to Lapland. They described themselves as friends of Lapland, or used other words 
that  referred  to  strong  emotions.  These  respondents  did  not  mention  any  characteristics  or 
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