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Abstract Based on the premise that any expectation of firm loyalty to consumers
(FLC) emanates from perceived organizational support for consumers, this research
explores perceived firm loyalty to consumers in the context of the new era of
business-to-customer relationships. Given the likely shifts in the flow of loyalty in
B2C relationships and intense competition among firms, marketers are faced with
increased challenges in developing and sustaining key relationships with consumers.
Drawing on the organizational support theory, this research suggests that firm mar-
keting strategies may influence consumers’ perception of firm loyalty. Specifically,
a conceptual framework is developed that identifies (1) perceived organizational
support to consumers as a source of perceived firm loyalty to consumers; (2) trust,
affective commitment, and relationship satisfaction as relationship mediators
between perceived organizational support and perceived firm loyalty to consumers;
(3) perceived fairness, after sales support, and relationship investments as anteced-
ents of perceived organizational support; (4) relationship equity as the moderator of
the relationships between perceived fairness, after sales support, and relationship
investments and perceived organizational support; and (5) consumer loyalty, less-
ened withdrawal behavior, and relationship maintenance as the consequences of
firm loyalty to consumers (FLC). We conclude with a discussion of the implications
of this research for relationship marketing strategy.
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