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Abstract

Affective commitment refers to the psychological attachment of an individual to an
organization. It is the desire reflecting the extent to which an individual wants to be
involved in an organization. It includes a sense of belonging and connection.
Affective commitment influences employee/customer behaviors. In the context of
higher education, affective commitment levels of students may determine student
retention and affect prospective students. The objective of this study is to determine
the variables that can influence the university students’ affective commitment to their
university. Therefore, the present study investigates affective commitment and
corporate reputation based on the effects of attitude toward advertising and trust
among undergraduate students in a foundation university. The study sample included
288 university students and the study data was collected using questionnaires. A
structural equation model (LISREL) was used to analyze the relationships between
affective commitment, corporate reputation, attitude toward advertising and trust. The
study results demonstrated that all one-side relations seen in the proposed model
were statistically significant and all hypotheses were confirmed with a statistical
significance for all variables.
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1. Introduction
A favorable corporate reputation leads organizations to gain various benefits such
as customer retention, loyalty and economic growth. Corporate reputation is the
collection of assessments about an organization. Such assessments can be
determined by many factors from the quality of products and services to the beliefs
and opinions of customers/employees. It is an attitudinal construct developed based
on the interactions and experiences. Corporate reputation is associated with
sustainability, enhanced performance, higher income, and employee and customer
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loyalty (Fombrun et al., 2004; Krueger et al., 2010; Bartikowski et al., 2011). This
has led to a great number of studies exploring the determinants and consequences
of corporate reputation (Chun, 2005).
Customers and employees preferring organizations with a strong reputation are
likely to have higher levels of loyalty and commitment (Walsh et al., 2009a).
Commitment is an emotional attachment to an organization. According to Allen and
Meyer (1990), individuals feel three types of commitment to an organization;
affective, normative and continuance commitment. Affective commitment refers to a
psychological connection and a sense of belonging, which causes individuals to be
interested in staying with that particular organization. Prior research demonstrates
that corporate reputation is significantly related with affective commitment and
corporate reputation results in building affective commitment (Carmeli and Freund,
2002; Coenen et al., 2010).
Commitment has a significant relation with trust, and trust is regarded as a
necessary construct for building commitment (Morgan and Hunt, 1994). Trust is a
critical construct for developing effective relationships (Colquitt et al., 2007) and has
an influence on employee/customer behaviors (Deluga, 1994). Trust is an important
predictor of commitment and confidence in another party’s reliability increases
individuals’ commitment levels. Since trust results from confidence, individuals who
have confidence in an organization’s reputation may lead to build customer trust
(Doney and Cannon, 1997). Confidence in an organization reduces risk-related
opinions about that organization, leading to perceive a more trustworthy reputation
(Morgan and Hunt, 1994).
Trust can also be affected by advertisement. Advertisement provides information
about a product/service or an organization, and influences individuals’ attitudes.
Attitudes are emotional reactions, and customers’ trust can be affected by their
attitudes toward advertising. Organizations usually use advertising to enhance their
reputation. Advertising leads to build positive attitudes toward that ad (MacKenzie et
al., 1996). The advertisement perceived as positive motives customers to perceive
that brand or organization more positive (Ang and Low, 2000).
Accordingly, the present study aims to examine affective commitment and corporate
reputation through the effects of attitude toward advertising and trust.
2. Affective Commitment
Since psychological bond is a very significant motive for organizations to bind their
employees, commitment has become one of the most discussed dimensions of such
psychological bond (Meyer and Herscovitch, 2001). According to Allen and Meyer
(1990), commitment involves three mindsets: affective commitment, normative
commitment and continuance commitment. Affective commitment mostly results
from affirmative psychological feelings toward an organization (O'Reilly and
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Chatman, 1986); normative commitment results from moralistic obligations, and
continuance commitment is the need component, resulting from the side-bets
(Meyer and Parfyonova, 2010; Powell and Meyer, 2004). Therefore, affective
commitment is one of the focus points in the present study.
Affective commitment refers to the psychological attachment of individuals to the
organization in combination with their sense of identification with it (Meyer and Allen,
1991). In essence, affective commitment is a strong psychological connection of
individuals that makes them want to stay with that organization (Snyder and Cistulli,
2011). Meyer et al. (2004) described commitment as an individual's dedication to a
behavioral pattern designated within the conditions of such commitment. Mostly, it is
referred as an employee attitude and desire to maintain a specific relationship
(Anderson and Weitz, 1992; Dwyer et al., 1987; Gundlach et al. 1995).
Affective commitment means a powerful emotional attachment to an organization
(Meyer et al., 1990; Meyer et al., 2002) and it is regarded as the result of highquality reciprocity between an employee and his/her organization (Colquitt et al.,
2014; Song et al., 2009). When employees are positively treated by an organization,
they develop affirmative feelings toward that organization, which leads to high levels
of commitment.
In line with Gruen et al. (2000), the present study discusses affective commitment
as a permanent attachment, a sense of ongoing and progressive belonging or a
psychological connection to an organization and its staff. As a psychological
dimension of commitment (Allen and Meyer, 1990), it is manifested when customers
feel a sense of identification with the organization and the values it represents
(Morgan and Hunt 1994). Such identification can be associated with an exchange
and an individual engagement (Gustafsson et al., 2005; Johnson et al., 2006).
According to the recent study by Joshi (2009), this attachment is enhanced by
communication.
The available theoretical support suggests that affective commitment also mediates
the relationship between marketing instruments and affirmative emotional
assessments such as attitudes (Bolton et al., 2004; Joshi, 2009). Likewise, the
theoretical model of customer asset management (Bolton et al., 2004) proposes a
mediator role for affective commitment in the relationship between affective
assessments and marketing activities, and suggests that the relationship will extend
when marketing activities, affective commitment and affirmative assessment are
combined.
Commitment, just like trust, is a component consisting of multiple dimensions. As
previously stated, commitment can be discussed under three (affective, continuance
and normative) dimensions (Meyer and Allen, 1991). However, the present study
concentrates only on the affective component since it has been demonstrated that
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this dimension has a positive effect on permanent behaviors (Jin et al., 2010; Wang
and Datta, 2006).
3. Attitude toward Advertising
Attitude toward advertising is described as "a predisposition to respond in a
favorable or unfavorable manner to a particular advertising stimulus during a
particular exposure occasion" (Lutz, 1985). This concept refers to customers'
exposure to a specific advertisement instead of their general attitude toward
advertising or toward the respective advertisement in another time point (Lutz,
1985). Advertisements are used by organizations for directing customers toward the
purchase of the respective product. Attitude toward the advertisement has been
frequently used to measure the influence of advertising on customers' attitude
toward the brand as their affective responses in order to determine the efficacy of
such advertising (Brown and Stayman, 1992; Lutz, 1985; MacKenzie and Lutz,
1989; Shimp, 1981). Based on the previous studies, individuals' evaluations of
overall advertising have influence on their attitudes toward a particular
advertisement (Bauer and Greyser, 1968; Bush et al., 1999).
One of the significant purposes of advertising is to develop effective campaigns
which will enhance positive attitudes toward a product. An advertisement affects an
individual's attitude toward a product. A significant way of understanding the
behaviors of customers is to shape their attitude toward the advertisement
(Mackenzie et al., 1986). The respective literature contains various studies
conducted to confirm the association between attitudes toward advertisements and
attitudes toward brands (Burke and Edell, 1986).
Attitude toward advertising has been systematically studied based on Bauer and
Greyser's work (1968). According to these authors, there are two constructs
underlying attitudes toward advertising in a general sense, which are the economic
effects and the social effects. Additionally, the authors expressed that the typical
basis of customers' attitudes is their beliefs about the economic and social effects of
advertising.
According to the advertising researchers, advertisements affect attitudes toward the
brand by developing affirmative attitudes toward that advertisement (MacKenzie et
al., 1986). Till and Baack (2005) also demonstrated that brand recognition and
brand recall are enhanced by effective advertising. Ang and Low (2000) tried to
measure the attitude toward the advertisement, brand and the intent to purchase,
and established that perceptions of a brand are more positive and the intent to
purchase is fostered when customers perceive the advertisement as creative and
good, even though such perceptions are less than attitude toward the
advertisement. Likewise, Stone et al. (2000) established a correlation between
creative advertisements and the customers' responses to the advertisements.
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The affective response of customers to advertisements and brands, and the
influence of such responses on customers' buying intentions and behaviors have
been a topic of investigation in the advertising literature (Gobe, 2001). Although
affective commitment is mostly regarded as a part of psychology and organizational
communication literature, we believe that the responses of customers to
advertisements and brands may cause them to feel a sense of commitment to such
brands just as the commitment of employees to their organizations.
Although there has been a progress in knowledge on belief constructs, Pollay and
Mittal (1993) suggested that prior research had not discussed enough "the range of
specific beliefs held by consumers and their relative importance in relation to a
global attitude toward advertising and other consumer behaviors". According to the
authors, a broader model is required to determine attitudes toward advertising by
adding additional belief constructs. These authors suggested that beliefs could be
used to describe attitudes as "being the integration of weighted evaluations of
perceived attributes and consequences".
The study by Bauer and Greyser (1968) found that information is considered a
significant reason for appreciating advertisements as answered by most of the
participants, and attitude toward advertising is positively affected by the reasons
associated with information. Moreover, advertising is regarded as a beneficial tool of
getting information about a product (Mittal, 1994; Pollay and Mittal, 1993). In this
sense, information on a product has been found to have a significant role in
predicting attitudes toward advertising (Pollay and Mittal, 1968).
As part of marketing communication, advertising is highly valuable for organizations
as reputation is believed to involve the very same element as brand equity (JeffriesFox Associates, 2000). In this regard, reputation has been investigated in several
studies. For instance, studies on management and marketing have explored the
formation of corporate reputation perceived by individuals and the influence of
corporate reputation on individuals' opinions of price inequality and the executives'
decision-making process (Campbell, 1999). Nevertheless, the link between
corporate reputation and advertising has received relatively less attention. There are
a limited number of empirical studies that have investigated the mechanisms
through which advertising influences corporate reputation from an organizational
perspective.
Corporate reputation is driven by multiple factors; however, advertising is believed
to successfully extend corporate reputation to different groups of audiences.
Organizations often depend on advertising to build and promote a strong reputation.
According to Podolny (1993), an organization gains a substantial motivation to
exercise activities to boost its reputation when its reputation and impressive aspects
such as advertising interact positively.
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According to Goldberg and Hartwick (1990), an affirmative reputation of a
corporation directs prospective customers to consider the claims in its advertising
more positively. These authors examined the effects of corporate reputation and
advertising on evaluations of the product together and concluded that reputation is
influential. Participants with a negative evaluation of the corporation due to a poor
reputation considered the claims in advertising less reliable and gave a less positive
rating compared to others with a positive perception of corporate reputation.
Attitudes may alter the propensity of individuals toward an organization. Attitudes
mean affective responses, which are emotional reactions. Based on prior research,
attitudes toward advertising can affect developing attitudes toward the advertising
subject. In this sense, attitudes toward advertising can influence individuals’ trust in
an organization According to Mowen and Minor (2001), there is a close association
between trust, attitudes and behavior. Martin and Camarero (2008), Um et al.
(2006), and Huang and Hsu (2009) showed that consumer attitude has an influence
on consumer trust. Therefore, the first hypothesis of the present study is formulated
as follows:
Hypothesis 1a: Attitude toward advertising has a significant effect on corporate
reputation.
Hypothesis 1b: Attitude toward advertising has a significant effect on trust.
4. Corporate Reputation
Based on the resource-based approach, corporate reputation refers to a beneficial
strategic resource with contribution to a continued competitive edge of a corporation
(Capozzi, 2005). It requires long time to build a strong reputation, which makes it an
intangible asset difficult to be imitated by any other corporation.
Corporate reputation is "a collective representation of a firm's past behavior and
outcomes that depicts the firm's ability to render valued results to multiple
stakeholders" (Fombrun et al., 2000). Fombrun et al. (2000) indicated that
reputation is an attitudinal construct involving two dimensions, affective and
cognitive.
Corporate reputation is mostly discussed from an economic viewpoint it as the
expectations and assessments of the internal or external individuals about particular
features of an organization (Weigelt and Camerer, 1988), or from an organizational
viewpoint regarding it as an overall assessment that represents the perception of a
collective group of stakeholders including investors, customers and employees
(Deephouse, 2000; Fombrun and Shanley, 1990). In line with the organizational
view, the present study discusses corporate reputation as an overall assessment of
a corporation largely perceived as good or bad (Weiss et al., 1999).
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Corporate reputation is of importance due to multiple reasons. First, corporate
reputation is a core criterion which is used by prospective customers to choose their
suppliers (Walsh et al., 2009). Hence, customers tend to choose corporations that
have a favorable reputation, resulting in an inclination to pay higher prices for the
products of those corporations (Graham and Moore, 2007). Second, a favorable
corporate reputation potentially enhances customer retention and loyalty,
establishes obstacles of entrance to the market for the rivals (Nguyen and Leblanc,
2001), attracts higher number of customers (Gardberg and Fombrun, 2002), all of
which ultimately result in a greater value at the market (Smith et al., 2010).
There is a strong theoretical background and empirical evidence suggesting a
positive relationship between corporate reputation and favorable employee attitudes
such as commitment. Proposing that individuals see themselves as a part of certain
social groups based on group membership and that such groups have influence on
individuals’ self-beliefs, social identity theory, among others, is one of such
theoretical approaches (Ashford and Mael, 1989; Dutton et al., 1994). In this
context, corporate reputation gives information on the status of an organization from
others’ perspectives, resulting in influence on the perceptions of that organization’s
employees. Individuals may identify themselves with a reputable organization more
and this may result in enhanced affective commitment.
However, the literature contains a limited number of studies on the relationship
between corporate reputation and affective commitment. For instance, the study by
Alniacık et al. (2011) demonstrated that perceived corporate reputation is
significantly positively correlated with affective commitment to the organization.
Likewise, Riordan et al. (1997) and Brammer et al. (2007) also reported a positive
relationship between corporate reputation and commitment. According to Carmeli
and Freund (2002), affective commitment is one of the variables predicting
perceived external prestige, i.e. corporate reputation. Accordingly, the second
hypothesis of the present study is developed as follows:
Hypothesis 2: Corporate reputation has a significant effect on affective commitment.
5. Trust
Organizational trust refers to the eagerness degree of individuals to the exposure of
the behaviors of an organization since they believe that the organization will have a
positive conduct in the future (Lewicki et al., 1998). A higher organizational trust
makes individuals eager to depend on an organization although there is a risk that
such organization may not fulfill its obligations (Colquitt et al., 2007). One of the
descriptive aspects of trust is such eagerness to be exposed to the actions of an
organization (Dirks and Ferrin, 2001). Since there is risk, a higher organizational
trust reflects an intensive emotional bond to an organization (Williams, 2001).
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According to Mayer et al. (1995), organizational trust is rooted in the individuals'
belief that an organization possesses some certain merits such as ability, integrity
and goodness. Such merits lead individuals to embrace the future risk involved in
relying on that organization. Empirical research has also demonstrated that trust
eliminates the cognitive impediments which prevent improved quality in a
relationship, such as the assignment of critical tasks to other people and information
disclosure in full (Colquitt et al., 2007).
Multiple disciplines have investigated the trust notion, resulting in several definitions
(Lewicki et al., 1998). For instance, trust is the reliability and goodness perceived
regarding a target according to Doney and Cannon (1997). Ganesan (1994) defined
trust as the degree of a customer's belief that the supplier has favorable intentions
and aims for the customer. In the business literature, it has been determined that
trust is a significant component for developing and keeping relationships (Rousseau
et al., 1998).
The respective parties' mutual trust in their business relationship reduces the
possibility to exhibit opportunistic behaviors (Leonidou et al., 2006) and exploit each
other (Styles et al., 2008). This, in turn, promotes the desire to maintain and foster
that relationship (Leonidou et al., 2006; Morgan and Hunt, 1994).
Commitment is inseparably associated with trust in the relationship management
literature. Performance and productivity enhancing outcomes require both
commitment and trust according to Morgan and Hunt (1994). The present study
discusses trust as a customer's opinion of that an organization is credible, decent
and honest (Leonidou et al., 2006; Morgan and Hunt, 1994). This view of trust
resembles the goodwill trust description by Styles et al. (2008), which is "higherorder, deeper form of trust, which may be more subjective".
In relationship commitment context, it is suggested that trust is a potent predictor to
describe commitment and it is characterized as "existing when one party has
confidence in the exchange partner's reliability and integrity" (Morgan and Hunt,
1994). Hence, the formation of individuals' commitment is facilitated by the
confidence in the reliability and integrity of an exchange party. In this regard, Lewicki
and Bunker (1996) conceptualized a trust model to explain the formation of trust
over time. This model proposes three trust types, deterrence-based trust,
knowledge-based trust, and identification-based trust. In a more specific sense,
these three phases are the constituents forming trust over time and the highest level
of trust is identification-based type in relationships. In essence, identification-based
trust predominantly results from a psychological bond and shared values. Given the
fact that commitment to brand is also regarded as individuals' psychological bond to
the brand (Burmann and Zeplin, 2005), enhanced bond and commitment to the
brand may lead to increased trust in the brand over time. Commitment to brand is
the same construct as organizational commitment as suggested by Burmann and
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Zeplin (2005), and it can be described as an emotional connection between
employees and their organization (Allen and Meyer, 1990).
Trust is considered essential for developing customer relationships and a pioneer
for building commitment in the literature (Garbarino and Johnson, 1999; Morgan and
Hunt, 1994). Since trust and commitment have the potential to indirectly lead to
collaborative behaviors and are associated with positive outcomes fostering
productivity and performance, they are key factors contributing to successful
relationship marketing (Morgan and Hunt, 1994). According to Styles et al. (2008),
the association of this form of trust with affective commitment is more possible than
calculative commitment due to its subjective nature. In a similar vein, Shergill and Lii
(2005) analyzed the effect of trust in the brand on commitment to the brand and
determined a positive effect of trust on commitment.
Due to the significance of confidence in developing relational trust (Morgan and
Hunt, 1994), a strong reputation is likely to promote confidence of the customers
and decrease their perceptions of risk in case of evaluating the performance of an
organization and the quality of its products and/or services. As a result, customers
may perceive organizations with a more positive reputation as trustworthy.
Customers may also perceive organizations with a favorable reputation through
multiple correlative aspects such as reliability, credibility, accountability and
trustworthiness (Fombrun, 1996) in addition to the perceptions of quality and
prestige (Rindova et al., 2005), which may lead to heightened customer
expectations of capability of an organization in terms of offering excellent products
and/or services and honesty in terms of satisfying the terms of agreements and
promises declared.
Finally, corporate reputation is commonly considered a “fragile resource” since its
development is associated with substantial time and effort, yet damaged quickly
(Hall, 1993). Therefore, customers expect reputable organizations to have good
actions and not to be involved in adverse behaviors since this fosters customers'
confidence in organizations' honesty and credibility. In this regard, Doney and
Cannon (1997) reported that confidence in the corporate reputation is one of the
significant psychological constructs underlying the process through which industrial
customers’ trust develops. The study by Esen (2012) concluded that trust is
increased by corporate reputation.
Recent research also showed the significance of trust in determining commitment
(Cook and Wall, 1980; Bussing 2002). Although there is limited research regarding
such relationship between trust and commitment (Cook and Wall, 1980; Nyhan and
Marlowe, 1997), commitment is usually believed to be the outcome of trust (Colquitt
et al., 2007). Wlater et al. (2000) reported that trust is one of the most important
determinants of commitment, which is the core component required for long-term
relationships. The direct causal relationship between trust and affective commitment
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has been also rarely investigated (Nyhan and Marlowe, 1997), but Bagraim and
Hime (2007) demonstrated a significant relationship between trust and affective
commitment scales. The studies by Bussing (2002) and Schindler and Thomas
(1993) also reported a strong relationship between these two constructs. Likewise,
Gutierrez et al. (2004) demonstrated trust as a significant antecedent of affective
commitment. In light of this theoretical background, the third hypothesis of the
present study is developed as follows:
Hypothesis 3a: Trust has a significant effect on corporate reputation.
Hypothesis 3b: Trust has a significant effect on affective commitment.
6. Methods
6.1. Participants and Procedure
The study sample included 288 university students. 279 (96.9%) students were at
the age of 18-25 and 6 (2.1%) students were at the age of 26-29. There were 145
(50.3%) male and 143 (49.7%) female participants. 255 (91.4%) students were
graduated from state high school and 24 (8.3%) students from a private high school.
Questionnaires were used to collect data from the study participants regarding the
four variables included in the proposed model. The questionnaires were completed
manually by the students and collected over a period of six weeks.
6.2. Measures
Affective commitment to the university was measured using a scale developed by
Meyer et al. (1993). Although this scale includes three dimensions to measure
commitment, the present study included only the affective commitment dimension.
The scale consisted of 5 items (e.g. “This university has a great deal of personal
meaning for me”) and the items were rated on a five-point Likert scale (5: strongly
agree, 1: strongly disagree). A high score indicates that the student feels a sense of
belonging to the university and attaches great importance to it, whereas a low score
indicates the opposite. The Cronbach's alpha of the scale was 0.88.
Attitude toward advertising was measured using a scale developed by Biel and
Bridgwater (1990). This six-item scale measures the cognitions about the ad, i.e. the
recipients' perceptions of the ad (e.g. “The University’s advertisement is favorable”).
The scale items were rated on a five-point Likert scale (5: strongly agree, 1: strongly
disagree). The Cronbach's alpha of the scale was 0.73.
Corporate reputation perceived by the students' about their university was
measured using a scale developed by Walsh et al. (2009b). This scale includes five
interrelated dimensions to measure corporate reputation; Customer Orientation (e.g.
“My university is concerned about its students”), Good Employer (e.g. “My university
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seems to treat its people well”), Reliable and Financially Strong Company (e.g. “My
university looks like it has strong prospects for future growth”), Product and Service
Quality (e.g. “My university develops innovative services”), and Social and
Environmental Responsibility (e.g. “My university would reduce its profits to ensure
a clean environment”). This scale contains 27 items (minimum 5 and maximum 7
items on the dimensional basis) rated on a five-point Likert scale (5: strongly agree,
1: strongly disagree). A high score indicates a positive assessment about the
university for the respective reputational dimension, whereas a low score indicates a
negative assessment. The Cronbach's alpha for the scale dimensions varied from
0.82 to 0.89. The original Cronbach's alpha of the scale varied from 0.80 to 0.93.
Trust was measured using a scale developed by Morgan and Hunt (1994). The
scale consisted of 5 items (e.g. “I can depend on this university to do the right
thing”) rated on a five-point Likert scale (5: strongly agree, 1: strongly disagree). ).
The Cronbach's alpha of the scale was 0.95.
6.3. Data Analysis
Based on the data obtained from a group of 288 university students included in the
research, a structural equation model (LISREL) was used to analyze the
relationships between affective commitment, corporate reputation, attitude towards
advertisement and trust variables.
6.4. Findings
Table 1 presents the results of confirmatory factor analysis and the reliability
coefficients (Cronbach’s alpha coefficient) based on the data obtained within the
scope of the present research.
Table 1. Confirmatory Factor Analysis and Reliability Coefficients
Factor
Commercial Attitude
Factor’s Cronbach Alpha Coefficient:
0.902

Item

Standardized Path Coefficient

CA18
CA19
CA20
CA21
CA22
CA23

0.86
0.92
0.99
0.87
0.93
0.83

CR6
CR7
CR8
CR9
CR10

0.94
0.90
0.95
0.99
0.83

Corporate Reputation
Factor’s Cronbach Alpha Coefficient:
0.892
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Factor

Item
CR11
CR12

Standardized Path Coefficient
0.67
0.76

T1
T2
T3
T4
T5

0.99
0.97
0.95
0.96
0.99

AC1
AC2
AC3
AC4
AC5

0.93
0.81
0.92
0.89
0.98

Trust
Factor’s Cronbach Alpha Coefficient:
0.927
Affective Commitment
Factor’s Cronbach Alpha Coefficient:
0.881
Cronbach Alpha Coefficient:0.959

The research model (Figure 1) was tested to determine the levels of affective
commitment, corporate reputation, attitude toward advertisement and trust. The
goodness of fit indexes of the model and the standardized path coefficients are
presented in Figure 2.

Figure 1. The Proposed Model
As seen in Figure 2, all of the standardized path coefficients calculated between the
variables were found significant at the level of 0.05; in other words, all one-side
relations seen in the model were statistically significant. Based on the data obtained,
all study hypotheses were affirmed.
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Figure 2. Goodness of fit indexes and standardized path coefficients
Table 2. The Fit Indexes
Fıt Indexes
Normal Theory Weighted Least
Squares
Chi-Square (x2)
Chi-Square Value
Degrees of Freedom (df)
p value
x2/df
Root Mean Square Error of
Approximation (RMSEA)
%90 Confidence Interval for
RMSEA
Normed Fit Index (NFI)
Comparative Fit Index (CFI)
Goodness of Fit Index (GFI)
Adjusted Goodness of Fit Index
(AGFI)

138

Good Index

Acceptable Index

Model
671.01

0.05<p≤1.00
0≤ x2/df ≤2

0.01≤p≤0.05
2≤ x2/df ≤3

225
0.075
2.982

0<RMSEA≤0.05

0.05<RMSEA≤0.10

0.075

0.90≤NFI≤0.95
0.90≤CFI≤0.95
0.90≤GFI≤0.95
0.85≤AGFI≤0.90

(0.067;
0.080)
0.97
0.98
0.86
0.83

0.95≤NFI≤1.00
0.95≤CFI≤1.00
0.95≤GFI≤1.00
0.90≤AGFI≤1.00
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When the goodness of fit indexes in Table 2 were analyzed, it was found that the
Chi-Square/degree of freedom ratio indicated an excellent fit, and NFI and CFI >
0.95 provided an excellent fit. The RMSEA values < 0.10 indicated an acceptable fit;
whereas GFI and AGFI were slightly lower than 0.90. These results suggest that
these values are generally within the acceptable limits of fit.
7. Discussions and conclusions
This study examined affective commitment of university students through the
influence of corporate reputation, attitude toward advertisement and trust. The first
finding was that corporate reputation had a significant effect on affective
commitment levels of university students. Affective commitment is one of the three
types of commitment described by Meyer and Allen (1991). It refers to an emotional
connection with the organization and/or its employees, which also involves a sense
of identification (Meyer and Allen, 1991). Individuals who feel affective commitment
to their organization usually identify themselves strongly with that organization as
well as its goals and principles, and have a desire to continue their involvement in
that organization. Individuals who are committed to their organization affectively
want to display better performance and provide more valuable contributions
compared to other types of commitment (Brown, 2003). Affective commitment is
known to have a positive impact on employee behaviors (Jin et al., 2010). It is
associated with employee loyalty and dedication (Rhoades et al., 2001), which are
also considered the outcomes of corporate reputation. Corporate reputation, as
defined by Fombrun (1996), is “the overall estimation in which a particular company
is held by its various constituents”. Corporate reputation can be predicted by
affective commitment (Carmeli and Freund, 2002), and has a significant effect on
employee attitudes and behaviors toward their organization (Dutton and Dukerich,
1991). In this regard, this finding is consistent with the studies by Riordan et al.
(1997), and Carmeli and Freund (2002). Furthermore, this finding provides a
valuable contribution to the literature since the literature includes limited research on
the relationship between corporate reputation and affective commitment.
The second finding of the present study was that attitude toward advertisement had
a significant effect on corporate reputation and trust. Attitude toward the advertising
can be a beneficial tool to determine the impact of advertisement on customers’
attitudes toward a corporation (MacKenzie and Lutz, 1989; Lutz, 1985).
Advertisements provide information about an organization or a product, and
information can play a key role in developing attitudes. Additionally, employees’ trust
in an organization can be influenced by advertisement through building positive
attitudes (MacKenzie et al., 1996). Thus, this finding of the present study suggests
that university students develop trust in their university when they have positive
attitudes toward the ad about that university. This can advance the educational and
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management literature since most of the studies regarding attitude toward the ad
have been conducted in marketing and relationship literature.
The third finding of the present study was that trust had a significant effect on both
corporate reputation and affective commitment. Trust is a multi-dimensional
construct, which is considered the key in building relationships (Colquitt et al.,
2007). Trust is also regarded as vital to develop commitment (Morgan and Hunt,
1994). Trust, as an outcome of confidence in the reliability of another party, can be
strongly influenced by the reputation of an organization since confidence is
associated with less negative opinions regarding that organization (Doney and
Cannon, 1997). This finding advances the literature on management, marketing and
even human resources since it can be used to enhance employee trust and affective
commitment, and also to build a stronger reputation due to the positive relationship
between them.
In light of these findings, the present study is of importance especially for higher
educational institutions. In an increasingly competitive environment, it has become a
challenge for universities to attract and retain more students who are loyal and
committed to their university. Since students are the core constituent of higher
education institutions, such organizations can review their advertisement policies to
foster their reputation and their students’ attitudes, and consider different strategies
to build higher levels of trust and commitment.
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