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ABSTRACT

Brand loyalty is when a customer chooses a product of a company repeatedly instead of its competitors. 
It is the positive attitude of the customer towards the brand that creates brand loyalty. Brand loyalty is 
the commitment from customers to continue purchasing from a company because of their experiences 
and perceptions of the brand. There are different types of customers who prefer different brands, but the 
brand loyalty is built by providing a quality product and services for long period of time.

INTRODUCTION

Brand Loyalty: Brand Loyalty refers to the positive attitude of the customers towards the brand that 
helps the customer to make the buying decision of that particular brand again and again. Brand loyalty 
is the tendency of consumers to continuously purchase one brand’s products over another. Brand loyalty 
is the commitment from customers to continue purchasing from a company because of their experiences 
and perception of the brand. Brand loyalty is not dependent on price or substitutes. Customers value 
the experiences and value gained from their association with the brand. Brands comprise the logo, the 
pictorial representation of the company or organization, the signature of the company.

LITERATURE REVIEW

According to Rizwan et al. (2013) the loyalty of any brand is depends upon four things that are the word 
of mouth, customer trust on brand, sensitivity of price and satisfaction level of the customer,

According to Farris et al. (2010) brand awareness means two main parts one is aided awareness which 
customer choosing a brand from the list of brands which are available in the market and second is the 
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top of the mind awareness which means a customer whose expectations are met with particular product 
and it can be said that he is loyal about that product and his mind automatically repurchase the brand.

According to Hoeffler & Keller (2002) brand awareness can be defined as the knowledge about the 
brand and differentiation from other brands in depth which means make the customer easy to identify 
the brand when they want to repurchase the brand. Depth distinguished makes easy for the customer to 
easily identify and repurchase the brand at the same time when they want to buy the product.

BRAND LOYALTY

Brand: According to the American Marketing Association a ‘brand’ is a name, term, sign, symbol or 
design or a combination of them intended to identify the goods and services of one seller or group of 
sellers and to differentiate them from those of competitors (Keller, 1998).

Loyalty: Loyalty is a biased response towards a brand or product expressed over a period of time and 
is defined by the purchase pattern of a decision making unit which may be an individual, a household 
or a firm (Mellens, Dekimpe and Steenkamp, 1996).

Brand Loyalty: Brand loyalty is a consumer’s preference to buy a particular brand in a product 
category. It occurs when consumers perceive that the brand offers the right product features, images or 
level of quality at the right price. This perception may translate into repeat purchase resulting in loyalty. 
Brand Loyalty is therefore related to a customer’s preference and attachment to a brand. It may occur 
due to a long history of using a product and trust that has developed as a consequence of the long usage.

Businesses plan different creative marketing strategies like reward and loyalty programs, incentives, 
trials and brand ambassadors to create brand loyalty. Those who are loyal to a particular brand do not 
purchase a substitute brand in case the preferred brand is unavailable. Loyal customers search multiple 
stores for their preferred brands are more likely to forego their purchase in case the brand is not available.

This buying decision can be either conscious or unconscious. It is based upon trust that the brand 
fulfils the consumers. Brand loyalty is based upon emotional involvement which is created between the 
brand and the consumer. It is perceived by the customer that the brand will fulfill some type of emotional 
want or physical need in a unique way and which evokes emotions during the process of purchasing 
and using it.

TYPES OF BRAND LOYALTY

There are several types of brand loyalty which are explained as:

1. 	 Hard-Core Brand Loyalty: Hard-core brand loyal customers are extremely overexcited regard-
ing a particular brand and only positively associate with it. That means the customer has had an 
exceptional experience, meaning they recollect the brand with fondness. Generally, a brand with 
hard-core customers will be characterized by the best innovative skills in their products such that 
they will impress a section of customers such that they cannot buy their products from other brands.

2. 	 Split Loyal Customers: Split customers refer to those who love more than one brand but limit 
their choice to two or three brands. Such customers make the best target base for most companies. 
By incorporating a limited nudge and engaging such customers in their native language, an orga-
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