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Abstract 

Brand loyalty is one of the important aspects which is significant for the management 

to sustain competitive advantages in the market. In this research, the relationship between 

brand loyalty and determinants of brand loyalty was unveiled, with special focus on brand 

trust, satisfaction, brand price and perceived value. To retain the customer for longer period 

businesses should focus on how to increase the loyalty of their customers. A customer who is 

satisfied with the offerings and services would be the most loyal customer of the product. 

Companies should create an atmosphere where if customer shifts to the products of other 

company he/she should not feel satisfaction as before; thus returns back to the product which 

he/she used initially. The researcher adopted a descriptive survey research design where 

questionnaires were used for data collection. The specific objectives were to determine the 

effects of brand price on brand loyalty, to assess the effects of brand trust on brand loyalty, to 

establish the effects of brand satisfaction on brand loyalty, to establish the effect of perceived 

value on brand loyalty. 

 

Keywords: Brand Trust, Customer Loyalty, Brand Price, Perceived Value of Brand.   

 

Introduction 

The marketing field first took an interest in brand loyalty on an academic level 

through Copeland’s work in 1923 (cited in Kabiraj and Shanmugan, 2011, p. 288), with the 

understanding that brand loyalty existed only at the behavioural level. At this time, brand 

loyalty was measured using factors such as purchase sequences, percentage of total 

purchases, and purchase probability (Kumar and Advani, 2005; Kabiraj and Shanmugan, 

2011; Iglesias et al, 2011). This notion led to a focus on price, functionality, and quality when 

marketing products and services, with the expectation that customers would develop a 

repeated purchase pattern if these factors met the customer’s criteria. However, another level 

of loyalty was revealed during the 1950’s, as brand loyalty became an increasingly popular 

research area. Several researchers, such as Cunningham (1967), Day (1969) and Jacoby 
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(1971), began to recognise that the attitudinal aspects of brand loyalty were just as important 

as the behavioural aspects. As it became apparent that brands often held an emotional 

component as well as a functional one, marketing strategies shifted to focus on relationships 

and value creation (Iglesias et al, 2011). Wel et al (2011) explained the two components of 

the phenomenon that is brand loyalty, by stating that in addition to having the intention to 

repurchase a brand, brand loyalists also have to hold some degree of emotional connection 

and/or commitment towards the brand. 

Brand loyalty is where an individual buys products from the same manufacturer repeatedly 

rather than from other suppliers. 

In a survey of nearly 200 senior marketing managers, 68 percent responded that they found 

the "loyalty" metric very useful. 

True brand loyalty occurs when consumers are willing to pay higher prices for a certain 

brand, go out of their way for the brand, or think highly of it. 

Brand loyalty is more than simple repurchasing. Customers may repurchase a brand due to 

situational constraints (such as vendor lock-in), a lack of viable alternatives, or out of 

convenience. Such loyalty is referred to as "spurious loyalty". A recent study showed that 

customer loyalty is affected by customer satisfaction, but the association differs based on 

customer switching costs (procedural, relational, and financial) True brand loyalty exists 

when customers have a high relative attitude toward the brand which is then exhibited 

through repurchase behavior. This type of loyalty can be a great asset to the firm: customers 

are willing to pay higher prices, they may cost less to serve, and can bring new customers to 

the firm. For example, if Joe has brand loyalty to Company A he will purchase Company A's 

products even if Company B's are cheaper and/or of a higher quality. From the point of view 

of many marketers, loyalty to the brand — in terms of consumer usage — is a key factor. 

However, companies should ensure that they are not retaining loyal, but unprofitable 

customers. 

Brand Loyalty, in marketing, consists of a consumer’s commitment to repurchase or 

otherwise continue using the brand and can be demonstrated by repeated buying of a product 

or service or other positive behavior towards the brand. Brand repurchase can also be because 

of:1. Situational Constraints.2. Lack of Viable Alternatives. 3. Out of Convenience. 4. 

Vendor Lock  In. 

But the repurchase of brand due to above reasons cannot be considered as brand loyalty. Such 

loyalty is referred to as “spurious loyalty”. 
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True brand loyalty exists when customers have a high relative attitude toward the brand 

which is then exhibited through repurchase behavior. 

This type of loyalty can be a great asset to the firm: 

 Customers are willing to pay higher prices. 

 They may cost less to serve. 

 Can bring new customers to the firm.  

 From the point of view of many marketers, loyalty to the brand- in terms of consumer usage- 

is a key factor: 

 Usage Rate 

 Loyalty 

 Factors Influencing Brand Loyalty 

 Industrial Markets 

 Portfolios of Brand 

 Market Inertia 

Why is Brand Loyalty Important to the Bottom Line? 

There are three main reasons why brand loyalty is important: 

 Higher Sales Volume – The average United States company loses half of its 

customers every five years, equating to a 13 percent annual loss of customers. This 

statistic illustrates the challenges companies face when trying to grow in competitive 

environments. Achieving even 1percent annual growth requires increasing sales to 

customers, both existing and new, by 14 percent.  Reducing customer loss can 

dramatically improve business growth and brand loyalty, which leads to consistent 

and even greater sales since the same brand is purchased repeatedly. 

 Premium Pricing Ability – Studies show that as brand loyalty increases, consumers 

are less sensitive to price changes. Generally, they are willing to pay more for their 

preferred brand because they perceive some unique value in the brand that other 

alternatives do not provide. Additionally, brand loyalists buy less frequently on cents-

off deals; these promotions only subsidize planned purchases. 

 Retain Rather than Seek – Brand loyalists are willing to search for their favorite brand 

and are less sensitive to competitive promotions. The result is lower costs for 

advertising, marketing and distribution.  Specifically, it costs four to six times as 

much to attract a new customer as it does to retain an old one.  

 



JOURNAL OF INTERNATIONAL ACADEMIC RESEARCH FOR MULTIDISCIPLINARY 
Impact Factor 2.417, ISSN: 2320-5083, Volume 4, Issue 7, August 2016 

 

211 
www.jiarm.com 

DEVELOPING BRAND LOYALTY:  

Brand loyalty is about consistent service delivered with genuine care and a little imagination. 

 

It happens when your clients are faithful to your brand regardless of what your competition 

does. It is needless to say that brand loyalty is essential in keeping your business secure and 

growing.  To help you attain or maintain brand loyalty, here are tips you need to keep in 

mind: 

1. Prioritize your customers. Research and understand your customers, prioritize their critical 

touch points so you can develop standards of service relevant to them and consistent to the 

brand image and values. 

2. Be perceived by the customers as helping, not selling. Train and equip your sales force and 

front-liners to promote a culture of care and empathy to actually help clients reach informed 

purchase decisions instead of shoving irrelevant statistics at them. 

3. Resolve complaints quickly and efficiently. The complaint-handling skills of your front-

liners are crucial. The end result can either be a client who becomes a raving fan of your 

brand or a ranting activist who will bad-mouth your brand and tell an average of eight people 

how lousy your service was. Problems with your product and service will occur-these are 

opportunities; helping people in times of trouble is a universal way to gain their loyalty. 

Developing a brand loyalty amongst the customers is the major focus of every organization in 

present time. Every organization considers every important as well as small measure to build 

a strong brand loyalty amongst the customers. Companies are ready to spend large amount of 

money for this purpose because they know the importance and necessity of heavy loyalist.  

So for this purpose companies set some targets as well as stages to develop the brand loyalty 

factor amongst the customers. Those stages are appearing to be as follows 
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The above mentioned stages help an organization to develop a strong brand loyalty amongst 

its customers.  

Principles of brand loyalty management 

A good brand name should: 

 Be protected (or at least protectable) under Trademark law. 

 Be easy to pronounce. 

 Be easy to remember. 

 Be easy to recognize. 

 be easy to know 

 Be easy to translate into all languages in the markets where the brand will be used. 

 Attract attention. 

 Suggest product benefits or suggest usage (note the tradeoff with strong trademark 

protection.) 

 Suggest the company or product image. 

 Distinguish the product's position relative to the competition. 

 Be attractive. 

 Stand out among a group of other brands. 

 

FACTORS OF CUSTOMER LOYALTY 

A satisfied customer is NOT always a loyal customer. For many decades the goal has 

been satisfied customers. While satisfaction is important, it is not sufficient to guarantee that 

your customers will continue to buy from you. The world changes quickly and the minute 

you get complacent, a new competitor surfaces with a solution they claim is better, faster or 

cheaper.  

Suddenly your customer no longer needs you. We all know it costs a whole lot more to 

acquire a new customer than to maintain an existing customer. Existing customers play an 

even greater role in our ever-changing global economy - we must keep them and grow them. 

Developing Brand Loyalty 

Brand Loyalty 
Architecture 

Management of 
Brand Loyalty 

Factors of Customer 
Satisfaction 

Developing the Brand 
Equity 



JOURNAL OF INTERNATIONAL ACADEMIC RESEARCH FOR MULTIDISCIPLINARY 
Impact Factor 2.417, ISSN: 2320-5083, Volume 4, Issue 7, August 2016 

 

213 
www.jiarm.com 

There are actions we can take and behaviors we can measure that create long term 

relationships between sellers and buyers.  

So, what really drives customer loyalty?  

Josiah Royce, an American philosopher in the mid-to-late 1800s, claimed that the trait of 

loyalty was most often associated with political institutions - religion, war, and family. In 

these situations, people had one key influence in common - a passionate link a "common 

cause".  

We believe that you build loyalty when you and your customers are aligned on seven key 

factors. These factors are:  

1. Emotional dependence: Emotional dependence includes; integrity, reliability, depth of 

relationship, and empathy 

2. Structural dependence: Structural dependence is the operational foundation of the 

relationship and consists of people, facilities, systems, and distribution channels. 

Structural dependence builds a common cause between the buyer and seller, and this 

helps build loyalty.  

3. Business dependence: Business dependence is the marketing positioning of the 

relationship. This includes how you help your customer create go-to-market solutions, 

grow and retain their customers, and be competitively sound in their market.  

4. Satisfaction: Customer satisfaction influences loyalty, but it isn’t the only predictor. 

Customer satisfaction is often an indication of how well your organization performed 

during a recent event. This often includes elements of service, support and delivery - 

delivering a new product or service; solving a service or maintenance issue; or 

executing a campaign, pilot program or evaluation  

5. Performance: "Performance" refers to how a product or service holds up to 

expectations and required industry standards. Measurements of performance can 

include meeting ISO and Six Sigma requirements.   

6. Economic value proposition: Economic value proposition refers to the financial 

implications in the relationship with a customer, such as the economic impact of 

having or not having a supplier’s products or services. In other words, it answers the 

question "How do we help each other make more money and stay in business?”  
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LITERATURE REVIEW: 

Most studies of this topic have identified specific consumer loyalties through attempts 

to analyze individual demand. These include Farley (1964); Frank, Douglas, and Polli (1968); 

and Krishnamurthi and Raj (1991). The first study had limited data, 12 products and 199 

households, the second study, 44 products and491 households. The third does not specify the 

number of participating products. Farley looked at choice from the most pure economic 

model, based on Stigler’s theory, as a function of opportunity and monetary cost. 

Frank, Douglas, and Polli advanced this work by adding in more socioeconomic 

factors such as educational level and home location. Krishnamurthi and Raj took a different 

approach and focused entirely on the consumer decision. They decided to view the decision 

as two parts, what brand, and how much, in a non-integrated decision assuming brand loyalty. 

 

OBJECTIVE OF THE STUDY 

The major objectives of the study are: 

 

 To determine the factors of brand loyalty which influence the customers? 

 To examine the impact of those factors on the buying behavior of the 

customers. 

METHODOLOGY 

 Research Design 

 Collection of Data 

 Data Analysis 

 Interpretation and Report 

RESEARCH DESIGN 

Research design provides glue that holds the research project together. 

The research design of my study was factor, as it was a factor analysis of the problem. 

SAMPLE SIZE 

After looking all the factors on which the sample size depends, for this project, I have 

chosen a sample of 500 individuals for data collection and interpretation. This 

research was solely based on primary research done by means of questionnaire.  
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SAMPLING TECHNIQUE: 

In this project there is a deliberate sampling that is also known as purpose or non-probability 

sampling. This sampling involves purposive and deliberate selection of particular units of 

MDU ROHTAK for conducting a sample. 

DATA COLLECTION 

The data collected for the research is undertaken through the primary as well as secondary 

data method. This can be illustrated in the following manner: 

PRIMARY DATA: 

The primary data has been collected from the set of pre determined questions which have 

been asked from the concerned person. 

SECONDARY DATA 

Information acquiring through review of literature, internet and books. 

AREA 

The data has been collected from the students of University Campus, MDU ROHTAK.  

 

ANALYSIS 

CHI SQUARE METHOD:  

HYPOTHESIS 

H0  “Customers are aware about the factors of brand loyalty available in the market “ 

Table 1: 

Age * Preferred branded category Cross tabulation 

 
Preferred branded category 

Total Clothing Electronics Leather FMCG 
Health care 

product 
Age 18-20 years Count 3 9 2 5 3 22

Expected Count 4.1 6.2 3.1 4.9 3.6 22.0
% of Total 3.5% 10.6% 2.4% 5.9% 3.5% 25.9%
Residual -1.1 2.8 -1.1 .1 -.6  

20-22 years Count 8 9 4 13 6 40
Expected Count 7.5 11.3 5.6 8.9 6.6 40.0
% of Total 9.4% 10.6% 4.7% 15.3% 7.1% 47.1%
Residual .5 -2.3 -1.6 4.1 -.6  

22-25 years Count 5 6 6 1 5 23
Expected Count 4.3 6.5 3.2 5.1 3.8 23.0
% of Total 5.9% 7.1% 7.1% 1.2% 5.9% 27.1%
Residual .7 -.5 2.8 -4.1 1.2  

Total Count 16 24 12 19 14 85
Expected Count 16.0 24.0 12.0 19.0 14.0 85.0
% of Total 18.8% 28.2% 14.1% 22.4% 16.5% 100.0%
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Chi-Square Tests 

 
Value df 

Asymp. Sig. 

(2-sided) 

Pearson Chi-Square 11.138a 8 .194

Likelihood Ratio 12.105 8 .147

Linear-by-Linear 

Association 

.009 1 .924

N of Valid Cases 85   

 

 

Symmetric Measures 

 
Value 

Approx. 

Sig. 

Nominal by 

Nominal 

Phi .362 .194

Cramer's V .256 .194

N of Valid Cases 85  

 

Interpretation: 

1. In the above output it is being observed that observed and expected values are not 

similar. The values differ from each other and the difference between the two is large. 

So by the above analysis we can say that preference of branded product and age group 

of the respondents are dependent  of each other 

2. Also the low Chi Square (.194) value indicates the same response that preference of 

branded product and age group are two dependent variables. 

3. The small p-value (.194) suggests that observed value or calculated value significantly 

differ from expected value or table value. 

4. From the above observations, we reach at the conclusion that null hypothesis is 

accepted. 
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Table 2: 

Age * Preferred category of cosmetic product Cross tabulation 

 
Preferred category of cosmetic product 

TotalLakme Ponds Nivea Garnier Dove Himalaya Pears Loreal 
Age 18-20 

years 
Count 6 2 2 2 2 4 2 2 22 

Expected 
Count 

3.1 3.4 2.3 3.4 2.1 2.6 2.3 2.8 22.0 

% of 
Total 

7.1% 2.4% 2.4% 2.4% 2.4% 4.7% 2.4% 2.4% 25.9%

Residual 2.9 -1.4 -.3 -1.4 -.1 1.4 -.3 -.8  
20-22 
years 

Count 4 6 6 7 2 5 4 6 40 
Expected 

Count 
5.6 6.1 4.2 6.1 3.8 4.7 4.2 5.2 40.0 

% of 
Total 

4.7% 7.1% 7.1% 8.2% 2.4% 5.9% 4.7% 7.1% 47.1%

Residual -1.6 -.1 1.8 .9 -1.8 .3 -.2 .8  
22-25 
years 

Count 2 5 1 4 4 1 3 3 23 
Expected 

Count 
3.2 3.5 2.4 3.5 2.2 2.7 2.4 3.0 23.0 

% of 
Total 

2.4% 5.9% 1.2% 4.7% 4.7% 1.2% 3.5% 3.5% 27.1%

Residual -1.2 1.5 -1.4 .5 1.8 -1.7 .6 .0  
Total Count 12 13 9 13 8 10 9 11 85

Expected 
Count 

12.0 13.0 9.0 13.0 8.0 10.0 9.0 11.0 85.0 

% of 
Total 

14.1% 15.3% 10.6% 15.3% 9.4% 11.8% 10.6% 12.9% 100.0%

 

Chi-Square Tests 

 
Value df 

Asymp. Sig. 
(2-sided) 

Pearson Chi-Square 1.135a 14 .804
Likelihood Ratio 1.262 14 .709
Linear-by-Linear 
Association 

.376 1 .540

N of Valid Cases 85   
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Symmetric Measures

 
Value 

Approx. 
Sig. 

Nominal by 
Nominal 

Phi .376 .804
Cramer's V .266 .804

N of Valid Cases 85
Interpretation: 

1. In the above output it is being observed that observed and expected values are quite 

similar. The greatest discrepancy is for the Lakme product (age group 18-25- actual 

count 6; expected count is 3.1). 

2. So by the above analysis we can say that preference of cosmetic  branded product and 

age group of the respondents are independent  of each other 

3. Also the low Chi Square value (1.135) indicates the same response that preference of 

cosmetic branded product and age group are two independent variables. 

4. The large p-value (.805) suggests that observed value or calculated value do not 

significantly differ from expected value or table value 

5. In this case calculated value is less than the table value. It means that null  hypothesis 

is accepted. 

 

 

FACTOR ANALYSIS METHOD: 

Table 3: 

KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling 

Adequacy. 

.686

Bartlett's Test of 

Sphericity 

Approx. Chi-Square 79.697

Df 66

Sig. .000
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Total Variance Explained 

Component

Initial Eigenvalues 
Extraction Sums of 
Squared Loadings 

Rotation Sums of Squared 
Loadings 

Total 
% of 

Variance 
Cumulative 

% Total
% of 

Variance
Cumulative 

% Total 
% of 

Variance
Cumulative 

% 
1 1.765 14.708 14.708 1.765 14.708 14.708 1.642 13.686 13.686
2 1.646 13.720 28.429 1.646 13.720 28.429 1.610 13.420 27.106
3 1.550 12.920 41.349 1.550 12.920 41.349 1.598 13.313 40.419
4 1.423 11.858 53.207 1.423 11.858 53.207 1.422 11.851 52.270
5 1.202 10.014 63.221 1.202 10.014 63.221 1.314 10.951 63.221
6 .964 8.034 71.255       
7 .803 6.695 77.950       
8 .736 6.129 84.079       
9 .667 5.561 89.640       
10 .609 5.071 94.711  
11 .347 2.890 97.601       
12 .288 2.399 100.000       
Extraction Method: Principal Component Analysis. 

Component Matrixa 

 
Component 

1 2 3 4 5 
Price -.355 -.300 .402 .280 .092
Status Symbol -.223 .748 .059 -.073 -.213
Spending Power .298 .270 .236 .568 .220

Aesthatic Value .122 -.025 -.273 .828 -.249

Quality -.274 .302 -.674 -.158 -.093

Company's 
Image 

-.361 -.476 .517 -.110 -.162

Knowledge of 
the product 

.683 -.200 -.344 -.128 .044

No other 
substitutes 

.586 -.030 .152 .136 .239

Adaptability .470 .276 .384 -.318 .242

Availability -.431 .084 -.174 .353 .545

Awareness -.182 .591 .282 -.044 .370

Accessibility .172 .362 .368 .177 -.671

Extraction Method: Principal Component Analysis. 

a. 5 components extracted. 
 
Component Transformation Matrix 
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Interpretation: 

1. Kaiser-Mayer-Olkin suggested whether your distribution of values is adequate for 

conducting factor analysis. Kaiser himself designates levels as follows: A measure>.9 

is marvelous,>.8 is meritorious, >.7 is middling,>.6 is mediocre,>.5 is miserable and 

>.5 is unacceptable 

2. So in my case, measure is >.6 i.e.  .686 is mediocre, almost middling. 

3. Bartlett test measures the multivariate normality of the set of distributions. It also tests 

whether the correlation matrix is an identity matrix or not. A significance value <.05 

indicates that these data do not produce identity matrix ( or differ significantly from 

identity”) and are thus approx. multivariate normal and acceptable for factor analysis. 

4. In my case significance value is >.05 i.e. .000. So the data is acceptable for factor 

analysis method. 

5. By applying the factor analysis method, in this case, it can be interpreted that  

respondents do have the knowledge regarding the determinants of branded product 

they are currently using and are satisfied with the services of their brand. 

 

 

Table 4: 

 

 

Compon
ent 1 2 3 4 5 
1 -.375 -.454 .743 .044 .316

2 .857 -.472 .062 .076 .182

3 .313 .725 .474 -.206 .329

4 .048 .210 .152 .956 -.131

5 .156 -.021 .443 -.192 -.861

 

KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling 

Adequacy. 

.584

Bartlett's Test of 

Sphericity 

Approx. Chi-Square 50.122

df 36

Sig. .000
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Communalities 

 Initial Extraction

High Price 1.000 .766

Decreasing the status 1.000 .756

Presence of other better 

substitutes 

1.000 .640

Less Awareness 1.000 .809

Less Availability 1.000 .519

Poor Quality 1.000 .785

Out of date Product 1.000 .757

Not Satisfied 1.000 .662

Change is good 1.000 .642

Extraction Method: Principal Component 

Analysis. 

Total Variance Explained 

Componen

t 

Initial Eigenvalues 

Extraction Sums of 

Squared Loadings 

Rotation Sums of Squared 

Loadings 

Total 

% of 

Varianc

e 

Cumulativ

e % Total

% of 

Varianc

e 

Cumulativ

e % Total

% of 

Varianc

e 

Cumulativ

e % 

1 2.074 23.040 23.040 2.074 23.040 23.040 1.858 20.649 20.649

2 1.990 22.109 45.149 1.990 22.109 45.149 1.820 20.226 40.875

3 1.213 13.475 58.624 1.213 13.475 58.624 1.397 15.527 56.403

4 1.059 11.767 70.391 1.059 11.767 70.391 1.259 13.988 70.391

5 .942 10.461 80.852       

6 .615 6.835 87.687       

7 .446 4.950 92.637       

8 .377 4.187 96.824       

9 .286 3.176 100.000       

Extraction Method: Principal Component Analysis. 
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Component Matrixa 

 
Component 

1 2 3 4 

High Price .136 .327 -.721 .346

Decreasing the status .294 -.719 -.198 .337

Presence of other better 

substitutes 

.634 .087 .336 .342

Less Awareness .801 .092 .390 -.084

Less Availability -.192 -.019 .545 .429

Poor Quality .414 .702 -.159 .310

Out of date Product -.669 -.294 .133 .453

Not Satisfied -.388 .606 .120 .360

Change is good .344 -.635 -.183 .295

 

Component Transformation Matrix 

Component 1 2 3 4 

1 .840 .335 .165 -.392

2 .225 -.826 .516 -.008

3 .483 -.273 -.638 .533

4 .098 .361 .546 .749

Extraction Method: Principal Component Analysis.   

 Rotation Method: Varimax with Kaiser   
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Interpretation: 

1. Kaiser-Mayer-Olkin suggested whether your distribution of values is adequate for 

conducting factor analysis. Kaiser himself designates levels as follows: A measure>.9 

is marvelous,>.8 is meritorious, >.7 is middling,>.6 is mediocre,>.5 is miserable and 

>.5 is unacceptable 

2. So in this case, measure is >.5 i.e.  .584 is miserable, almost mediocre. 

3. Bartlett test measures the multivariate normality of the set of distributions. It also tests 

whether the correlation matrix is an identity matrix or not. A significance value <.05 

indicates that these data do not produce identity matrix ( or differ significantly from 

identity”) and are thus approx. multivariate normal and acceptable for factor analysis. 

4. In my case significance value is >.05 i.e. .000. So the data is acceptable for factor 

analysis method. 

5. By applying the factor analysis method, in this case, it can be interpreted that 

respondents do have the knowledge regarding the determinants of branded product 

they are currently using and are considering them not a satisfactory measure that’s 

why thinking to switch over to another brand. 

FINDINGS: 

Important findings from the above interpretation are as follows: 

1. The Bartlett’s test for both the cases is >.o5 therefore it can be concluded that 

respondents are aware about the determinants of brand loyalty which attracts them to 

repurchase their branded product again and again. 

2. From the CHI SQUARE method it is tested that: 

 The residential status (whether rural or urban) of the respondents does not 

effects the usage of branded product. Respondents are purchasing the 

branded products irrespective of their resident. 

 Respondents have dependency with the age group and the preference of 

branded product. Age group does effects the purchasing choice of the 

respondents. 

 Respondents also have direct dependency with the preferred branded 

cosmetic product. 

3. Kaiser’s test reveals that both ques. 9 and ques. 10 are having the measures of 

middling and miserable respectively. 
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SUGGESSTIONS: 

The following are some of the suggestion and recommendation that have evolved out after 

the analysis: 

1. The study suggests that servicing facilities of the brand does affect the brand loyalty 

of the customers. So companies should focus on providing much better facilities to its 

customers in order to increase the brand loyalty amongst them. 

2. Brand loyalty is much more relevant in the age group of 18-25, so focus should on 

them. 

3. Respondents should know more about their brands. 

4. Brand loyalty can be increased by introducing new facilities in the existing product or 

by introducing new product in the market for its customers.  
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