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Abstract 

The core aim of this research study was to discover the key factors that can influence brand characteristics 

on brand loyalty in cosmetics products in Peshawar Pakistan.  There are ten major factors which are 

acknowledged from previous studies. Studies indicate that these ten factors are accountable for brand 

female loyalty in cosmetic products. Those factors are perceived quality, promotion, price, expiry date, 

purchase decision, store environment, brand name, product quality, ingredients and design. It is a basic 

and a structured questionnaire was develop to collect data. The populations of the study were all the 

female consumers of Peshawar Pakistan. On convenient basis 110 female consumers of three major areas 

of Peshawar Pakistan were targeted. The statistical part of analysis is based on descriptive statistic, 

Correlation and regression analysis. Results were conducted through SPSS version 20.Results designated 

that perceived quality, promotion, price, expiry date, purchase decision, store environment, brand name, 

ingredients and design are the main factors that manipulate brand loyalty. The results of the study showed 

that that there is positive and significant relationship among dependent variable (Brand loyalty) and 

independent variables (perceived quality, promotion, price, expiry date, purchase decision, store 

environment, brand name, ingredients and design.) 

 

Keywords: Brand loyalty, Cosmetics, Promotion, Perceived quality and Peshawar Pakistan. 

 

 

Introduction 
 

The marketing environment has turn out to be a very multifaceted and competitive one and day by day 

marketing environment is shifting and developing gradually. Thus, it has become essential for business to 

look for ways of gaining and maintaining brand loyalty by building consumer believes and to give an 

individual identity to brand loyalty. Product quality and brand loyalty has become the objective of all 

organizations. Organizations have realized with the intention of, when customers are loyal to their brand, it 

provides the organization to develop increasingly without any disturbance and create a form of revenue in 

return of increases in profits.  

 

A very great saying “Companies that successfully develop loyal customers also develop brand 

ambassadors”. True brand loyalty exists when customers have a high comparative approach towards a 

specific brand which can be exhibited through repurchase behavior.  This kind of loyalty can be a huge 

asset to the firm: “because customers are ready to pay higher prices and may charge less to the serve and 

carry new customers to the firm” (Reicheld & Sasser, 1990).  
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A consumer purchases a product to accomplish his needs and has sure amount of expectations from the 

cretin brand or expectations from the brand he buys. When he is able to assemble those perceived value 

from the brand or expectations, he develops a belief and satisfaction towards the brand which is called 

“Customer Satisfaction”. “Customer satisfaction is a determinant of how products and services supplied by 

a company to meet or exceed customer expectation” (Farris et al 2012). Companies have begun to 

recognize that it is easier and more cost able   to find ways to develop customer satisfaction and maintain 

current customers instead of paying more attention to engaging new customers.  

 

According to Lau et al; (2006) he mentioned in his editorial that there are numerous factors which 

influenced consumers brand loyalty towards a particular brands. The factors are; brand name, product 

quality, price, promotion and service-quality. These studies will significantly look at product quality as a 

feature that influences brand loyalty and the degree to which the quality of a product make customers loyal 

to that product or superficial quality refers to the consumer‟s value judgments or perceptions of quality. 

This could include idea of loveliness and the perceived quality of the brand image.  

Cosmetics can be explained as care substances or essential and considerable things that enhance the 

emergence and loveliness of human body or structure or we can say that cosmetic is “Projected to be useful 

to the human body for refining , beautifying, promoting attractiveness, or changing the appearance without 

affecting the body & apposes structure or functions.” Cosmetic are   usually mixtures of chemical 

compositions in which some are formed from nature, and some by imitation. The word cosmetics originate 

from the Greek world (koounokt texvt) which means how you express your dress and ornaments. The 

history of cosmetics is very older and historical it came from ancient times, at least 6,000 years human 

narration, and it is being used in various kinds from a very long time. Around every society on earth had 

used cosmetic. Quality is defined as determine of excellence or a condition of being free from defects.   

 

Literature Review 
 

Overview of Peshawar  

 

Peshawar is the main center of North- West Frontier Province, of Pakistan and its new name Khyber 

Pakhtunkhwa. The city has a projected population of 784443 (Area-Population.php). Peshawar is now the 

managerial center and economic hub of Khyber Pakhtunkhwa. Peshawar is progressively changing and 

developing into diverse forms. In last two decades there has been swift increase in urban population with 

comparatively increased  incomes of their  population and has make the city more urbanized  cities of 

Pakistan. Because of its position Peshawar is being the cultural and commercial hub.  Due to norms, 

expectations and principles of Islam, the purchasing habit of customers is affected. 

 

Cosmetics Market in Peshawar 

 

It is projected that women‟s of Peshawar fritter (20, 000000) per year on beauty products and treatments 

(The news 2010). Currently women with increased disposable income spend high on cosmetics products 

and increasingly on imported products, which are most demanding in the city. In last three years beauty 

products retailers are grown up to 20%. (The news 2010). 

  

Brand Loyalty  
 

According to Howard and Sheth's(1996) theory of buyer behavior. They are the pioneers of the idea of 

brand consideration into marketing. Brand loyalty is also distinct as “keeping desirable to a particular 

product or service” (BNET Business Dictionary 2011).Loyalty is greatly linked with different variables; 

one of the core fact is the practice of use (Aaker & Keller, 1990). Consumers may be loyal to high 

switching barriers to, nominal, scientific, cost-effected or psychological facts, which make it costly or 

difficult for the consumers to transform. Consumers also may be loyal due to their satisfaction with the 

particular brand due to which they continue long term relation with that brand. (Fornell, 1992). 
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Factors of Brand Loyalty  
 

According to Lau et al. (2006) he mentioned in his editorial that there are seven variables that manipulate 

customers‟ brand loyalty against particular brands. The factors are brand name, price, product quality, 

promotion, store environment, design and service quality.   

 

Brand Name 

 

A product brand is the description about it that is made by one particular product. “Legendary brand names                                                                                                                                               

can distribute product profit and guide them to higher remember ness of advertised benefits than non-

famous brand names” (Keller, 2003). There are many unknown brand names and alternatives offered in the 

market place. Patrons may favor to trust key eminent brand names. The brand names are appreciated and 

admired by the consumers.  

According to (Kohli & Thakor 1997), brand name is the conception of a picture or the expansion of a brand 

character and is a luxurious and time intense process. The expansion of a brand name is very important and 

absolutely necessary significant element of the process while the name is the foundation of a brand‟s 

image. Brand name is essential for the firm to magnetize clients to acquire the product and manipulate 

replicate purchasing behavior.  

 

Product Quality 

 

The features and characteristics of product or service that convince customer to buy express the idea of 

product quality. Quality expresses that how tremendous and bad the things are greatly valued (Shahzad 

khan 2011). Product quality is explained as “fitness for use” or „capability to obligation” (Russell & Taylor, 

2006). Customers may replicate the buying of a particular brands or shift to different brands due to the 

quality of the sold product. The factor which affects the texture, hand feel and other performance aspects is 

the material that‟s why material is an important facet in quality of the product. More probably, customers 

narrate individually to color, and can choose or refuse a product because of color. If the consumer does not 

like the color or the color does not attract them, they will not buy the particular product.  

 

Price 

 

 Price of something is the sum of money that you have to give in order to buy it. Price is the most important 

interest of needs and wishes of the standard to buy anything for consumer. (Cadogan & Foster 2000). 

Customers with elevated brand loyalty are ready to pay a heavy amount for their preferred brand, because 

they think that brands with intense prices are more valuable and much thrush then the products with a low 

price. So, consumer purchase significance is not easily affected by price. (Keller, 2003). 

 

Purchase Decision 

 

As per Peter and Olson (2004), “the major process in customers‟ decision making is the accepting process 

in which judgment and knowledge is combined to select one product in alternatives of two”. 

 

Perceived Quality 

 

Perceived quality is a very difficult assessment for decision making of customers.  Most of all customers 

measure alternate products quality with respect to price(Jin & Yong, 2005).National Quality Research 

Center or NQRC (1995) “explained perceived quality as the level to which a product or service provides 

key customer necessities and how consistently these requirements are delivered”. However we can say that 

the quality which is being   perceived is not the real quality of a brands or products (Asker 1991 & 

Zeithaml 1988).Basically it is the consumers‟ decision about an entity‟s or a service‟s overall merit or 

authority. 
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Store Environment 

 

According to Omar (1999) he indicated that the store environment is also a solo essential feature in 

marketing development and store durability. Brand loyalty is also being affected by some optimistic 

attributes or can be positive as! Store location, and store design. Store locality and numeral outlets are 

extremely vital in attracting consumer buying and purchasing opinion. “If customers find the store to be 

vastly reachable through their shopping tour and are happy with the store‟s verity and services, these clients 

may become loyal afterwards” (Lovelock, 2010). Store‟s environment is also one of the features that might 

play a vital role in consumer‟s decision-making. On the other hand there are some of features that influence 

the customer assessment and satisfaction with a specific brand. The characteristics are shoppers, 

salespeople, store environment , noises, smells, temperature, and displays, symbols , colors, and 

commodities , (Lovelock, 2010).  

 

Design 

 

“Design is illustration look, which involve line, shape and particular affecting consumer awareness towards 

a brand”, (Frings, 2005). Most of the consumers who are fashion aware are also brand conscious that‟s why 

which brands that provide elegant package magnetize loyal consumers who are trend aware. Fashion 

leaders or followers genially buy or to frequently acquire products from those stores that are very 

fashionable and trendy. A research conducted by Duff (2007) “ explore  the niche market in women‟s 

cosmetics, and the outcomes explored that cosmetics buyers were faltering more fashion aware and the 

customers  were demanding for the  products which are  more attractive and new designed; furthermore, 

consumers have a inclination to use special makeup designs for different occasions.” 

 

Promotion 

 

Promotion is a marketing mix factor, which is a type of sharing or exchanging information with customers. 

Promotion includes the use of publicity, sales promotions and personal selling. Non-personal appearance of 

information in mass media is advertising about which a product, brand, business or store is promoted. “It 

deeply affects consumers‟ images, attitudes and attributes towards products and brands, and in span, 

influences their buying behaviors” (Lovelock, 2010). This indicates that promotion particularly during 

publicity can help institute ideas or awareness in the consumers‟ minds help differentiate products besides 

other brands.  

According to Clow (2010), “promotion plays a vital role and is a significant element of a firm‟s marketing 

strategy. Promotion is used to converse with customers with reverence to product contributions, and it is a 

technique to promote purchase or sales of a product or service”. 

 

Expiry Date 

 

The expiry date usually means that you shouldn‟t take the something after the end of given, specific date. 

So if the expiry date is „January 2011,‟ you shouldn‟t take that thing after January 31, 2011. It should be 

written on the product that “Best before dates” and it must be in certified language, using the words "best 

before" and with a date in the year-month-day layout. It should be in numeral or by step of the bilingual 

abbreviations below. The year can be in elective unless it is needed for ambiguity (i.e., if the shelf life 

extends into a new calendar year).Unluckily, maintaining old products is a gamble. Preservatives in 

products only last so long after opening and the stability of ingredients have a shelf life as well (paellas 

choice)   

 

Ingredients  

 

Ingredients are the mixtures that are used to make something. In cosmetic products there are also some 

ingredients used to make a particular cosmetic product and sometime  they  are  mentioned  and  some  time  
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not. It's very important to have product labels on cosmetic products to be aware with all the ingredients. 

Just to be familiar of that product that what that product contains. 

 

Theoretical Framework  
 

This research‟s theoretical framework is showing several factors. Brand loyalty is dependent variable while 

brand name, Product Quality, Price, Purchase Decision, Perceived Quality, Store Environment, Design, 

Promotion, Expiry Date and Ingredients are independent variables. So brand loyalty is affected by these 

independent variables.   

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Hypotheses 
 

These hypotheses show the relationship of brand characteristics on brand loyalty. While this research point 

outs the factors that manipulate consumers‟ brand loyalty towards a particular brand. Based on the factors 

that manipulate brand loyalty, from which the subsequent hypotheses are originated. 

 

H1: There is a considerable and positive correlation among brand name of cosmetics and brand loyalty. 

H2: There is a considerable and positive correlation among cosmetics product quality and brand loyalty. 

H3: There is a considerable, positive and strong correlation among cosmetics price and brand loyalty. 

H4: There is a considerable and positive correlation among cosmetics purchase decision and brand loyalty. 

H5: There is a considerable and positive correlation among cosmetics perceived quality and brand loyalty. 

H6: There is a considerable and positive correlation among store environment and brand loyalty of 

cosmetics. 

H7: There is a considerable and positive correlation among cosmetics design and brand loyalty. 

H8: There is a considerable and positive correlation among promotion and brand loyalty of cosmetics. 

H9: There is a considerable and positive correlation among expiry date and brand loyalty of cosmetics. 

H10: There is a considerable and positive correlation among ingredients and brand loyalty of cosmetics 
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Research Methodology 
 

Research design  

 

This investigated study is aimed at empirically substantiating to identify the effect of Brand characteristics 

on brand loyalty. The three main areas of Peshawar i-e Hayatabad, University town and city were 

constituted for the study design.  

 

Instrument  

 

A questionnaire was developed for the purpose to collect data from the respondents of the selected areas. 

The questionnaire contains two sections: the first section was based on Demographical section. While the 

second part of questionnaire was based on dependent variable, (Brand loyalty) and independent variables 

(brand name, product quality, price, purchased decision, perceived quality, store environment, design 

promotion, expiry date and ingredients). All the statistical figures for research were composed through self 

administered structured questionnaire. This questionnaire was a close ended questionnaire with five point 

Likert Scale. Consecutively to get appropriate information from respondents.  

 

Procedure of data collection 

 

The relevant population for our research was all the female consumers of Peshawar. So for data collection 

we targeted three main areas of Peshawar i-e hayatabad, University town and main city. The survey was 

carried out on a random sample of the female cosmetics consumers aged "between” 16 to 42. A sample of 

110 questionnaires was drawn and distributed among the respondents. From which 95 questionnaires has 

been received, and the remaining 15 were either dispatched or misplaced.         

 

Socio- demographic Profile  

 

For the purpose of data analysis we used descriptive statistics. Through the descriptive statistics the 

frequency of the respondents was measured along with the percentages.    

 

Table 1: Demographical Factors 

 

Measures Items Frequencies Percentage Valid 

percentage 

 

Cumulative 

percentage 

Profession employment 27 27.0 27.0 27 

doctor 33 33.0 33.0 60 

engineer 14 14.0 14.0 74 

other 26 26.0 26.0 100 

Age 16-24 30 30.0 30.0 30 

25-33 47 47.0 47.0 77 

34-42 23 23.0 23.0 100 

Income 5000-15000 25 25.0 25.0 25 

16000-25000 28 28.0 28.0 53 

26000-35000 15 15.0 15.0 68 

Above 36000 32 32.0 32.0 100 

 

From the above table 1 denotes profession of the respondents that out of 100 respondents there were 27 

respondents, who were employed having percentage of 27%, 33 respondents who were doctors are with 

percentage of 33%, 14 respondents were engineers having percentage of 14%, while  26  respondents  were  

 

I 

 

  www.irbas.academyirmbr.com                                                                                   June 2013                                                                                                                                                                                                                                                                          

 International Review of Basic and Applied Sciences                                   Vol. 1 Issue.1 
                             

R 
B  
A  
S  

http://www.irbas.academyirmbr.com/


 

ISSN: 2308-7056 Gillani, Yousuf and Khan (2013) 

 

7 

 

 
from other professions with percentage of 26%. While table 1 also explains that 30% of respondents were 

from the age group of 16-24, and 47% of respondents were from the age group of 25-33, while 34-42 age 

group respondents were having 23% of percentage. Table 1 also explains the income level of the 

respondents it shows that respondents with 5000-15000 income level are having percentage of 25%, while 

16000-25000 of income level are laying in 28%, and 15% of the respondents are laying in the 26000-35000 

column and respondents and 32% respondent‟s income level was above 36000. 

 

Results and Analysis  
 

The following results have been attained after inserting multiple liner regression.  

 

Table no 2: Model Summary 

 

 

Model R R Square Adjusted R Square Std. Error of the Estimate 

1 .983 .966 .9572 .00000 

a. Predictors: (Constant), PERCEIVED QUALITY, PROMOTION, PRICE, EXPIRY DATE, 

PURCHASE DECISION, STORE ENVIRONMENT, BRAND NAME, INGREDIENTS, DESIGN. 

 

 

The above table no 2 of model summary represents that R denotes the relationship between independent 

and dependent variables. R square represents the variance explained by independent variable in the 

dependent variable. 

  

The value of R is .983 which represents that there is 98.3% relationship between independent variables i-e 

perceived quality, promotion, price, expiry date, purchase decision, store environment, brand name, 

ingredients, and design and dependent variable i-e brand loyalty. It shows that there is a positive, moderate 

and highly significant relationship between both of the variables.  

  

Table no 3: ANOVA RESULTS 
 

ANOVA
b
 

Model Sum of 

Squares 

Df Mean Square F Sig. 

1 Regression 77.357 9 8.595 19.782 .000 

Residual .000 90 .000   

Total 77.357 99    

a. Predictors: (Constant), PERCIEVED QUALITY, PROMOTION, PRICE, EXPIRYDATE, 

PURCHASEDECISSION, STOREENVIRONMENT, BRANDNAME, INGREDIENTS, DESIGN 

b. Dependent Variable: LOYALTY 

 

 

From the above table 3 it is evident that there is a positive, moderate and significance correlation among 

both the variables. It is clear that all the factors that are perceived quality, promotion, price, expiry date, 

purchase decision, store environment, brand name, ingredients and design are linked to brand loyalty and 

the association among these factors is considerable as compared to alpha value = 0.05.  

 

The regression equation for this study is brand loyalty = 1.518+ 0.436 (brand name) + 0.083(price) + 0.085 

(purchase decision) + 0.138 (store environment) + 0.154 (design) + 0.119 (promotion) + 0.279 (expiry 

date) + 0.148 (ingredients) + 0.316 (perceived quality)   
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The above table 4 of coefficient reflects the β values and t values. The t value is supported by the 

probability value (p value). Β value represents change in the dependent variable because of change in the 

independent variable. To decide upon the acceptance and rejection of hypothesis t value is calculated with 

the p value (significance level) as well. At 5% significance level the tabulated t value is 1.96.  So the higher 

value of t from 1.96 represents the acceptance of hypothesis with p value less than .05. 

 

Table no 4: REGRESSION CO-EFFICIENT
 

 

Coefficients
a
 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 (Constant) 1.518 .000  .000 .000 

BRANDNAME .100 .003 .436 5.181 .000 

PRICE .100 .041 .083 7.086 .000 

PURCHASEDECISSION .100 .027 .085 3.117 .000 

STOREENVIRONMEN

T 

.100 .002 .138 9.144 .000 

DESIGN .100 .061 .154 7.048 .000 

PROMOTION .100 .054 .119 8.527 .000 

EXPIRYDATE .100 .037 .279 11.794 .000 

INGREDIENTS .100 .019 .148 6.113 .000 

PERCIEVEDQUALITY .200 .022 .316 4.865 .000 

a. Dependent Variable: Loyalty 

 

Dependent variable: Loyalty  

Regression equation = Y+a+bx1+x2+x3+x4+x5+x6+x7+x8+x7+x8+x9 

  

From the above table it is evident that all the factors are extensively connected to “Brand loyalty”. From 

standardize co-efficient it is proved that “brand name” is the most fundamental and most essential factor 

influencing the “brand loyalty” with standardize co-efficient of b= .436. While the second essential variable 

is “expiry date” with standardize co-efficient of b=.279.  While future more the third important variable 

that influence “brand loyalty” is “perceived quality” with standardize co-efficient of b= .316. So therefore 

there are three major factors that are liable in respect of “Brand loyalty”.  

 

While the remaining variables like price (b=0.083), purchase decision (b=0.085), store environment 

(b=0.138), design (b=0.154), promotion (b=0.119), ingredients (b=0.148) have weak or comparatively has 

less influence on brand loyalty.         

 

Conclusion  
 

The aim of the cram was to investigate the effect of brand characteristics on brand loyalty. The results of 

the study have witnessed that brand name, expiry date, and perceived quality are the three major factors, 

while brand name is principal factor which affect the brand loyalty.  Then it is very obvious that companies 

should always maintain and emphasize on brand name to develop the brand loyalty in consumers. Now a 

day‟s consumers are more conscious about brand name and they would always be ready to pay for it. 

Because brand name has a high impact on consumer in making purchase and consumer think that product 

with crown brand name has relatively good quality instead of a low brand image product.  

 

Expiry date also influence brand loyalty because now a day‟s people are more health conscious  and 

specially in cosmetics products once have to be very careful. Because it is related with your  loveliness  and  
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associated to your skin. Using expired products can cause harm to your skin and body. Regrettably keeping 

old products around is a gamble because it is somehow playing with some ones health.     

 

While the third factor which influence more is perceived quality. Perceived quality is a very complex 

judgment for consumer while decision making. But perceived quality plays a vital role in brand loyalty. 

Because the more good quality the customers are more satisfied and more loyal toward a brand.       

 

Hence it has evident that consumer consider brand name, expiry date and perceived quality as the major 

factors in brand loyalty.  

  

References 
 

 

Aaker, D., & Keller, K. L. (1990). Consumer Evaluations of Brand Extensions. Journal of Marketing, 

54(1). 

 

Business Definition Brand Loyalty. [Online] Available: 

http://dictionary.bnet.com/definition/Brand+Loyalty.html?tag=col1;rbDictionary (8Apr.2009). 

 

Cadogan, J. W., & Foster, B. D. (2000). Relationship Selling and Customer Loyalty: An Empirical 

Investigation, Marketing Intelligence and Planning, 18(4), 185-199. 

 

Clow, M. (2010). Integrated Marketing Communications. Pearson Education, Inc. publishing as Prentice 

Hall. 19(3), 92-94. 

 

Duff, M. (2007). Niche Marketing of cosmetics. DSN Retailing Today, 38, 29-35. 

 

Frings, G. S. (2005) Fashion: From Concept to Consumer (8th Ed.). Pearson/Prentice Hall: New Jersey. 

 

Gremler, D.D. and Brown, S.W. (1998), Service Loyalty: Antecedents, Components and Outcomes. 

American   Marketing Association, winter, pp. 165. 

 

Fornell, C. (1992). A National Customer Satisfaction Barometer: The Swedish Experience. Journal of 

Marketing, 56(Jan), 6-21. 

 

Howard, J. A., & Sheth, J. N. (1969). The Theory of Buyer Behavior, New York: John Willy & Sons. Pp. 8-

15. 

 

http://www.paulaschoice.com/expert-advice/skin-care-basics/_/when-should-i-throw-out-a-produc 

 

http://www.khyberpakhtunkhwa.gov.pk/aboutus/Area-Population.php.  

 

Jin, B. and G.S. Yong, 2005. Integrating effect of consumer perception factors in predicting private brand 

purchase in a Korean discount store context. J. Consumer Market. 22: 62-71. 

 

Kohli, C. & Thakor, M. (1997). Branding Consumer Goods: Insights from Theory and Practice, Journal of 

Consumer Marketing, 14(3), 206-219. 

 

Keller, K. L. (2003). Strategic Brand Management: Building, Measuring and Managing Brand Equity. 

New Jersey: Prentice Hall. 

 

Lovelock, C. H. (2010). Services Marketing, (4th ed), New Jersey: Prentice HaL. 

 

I 

 

  www.irbas.academyirmbr.com                                                                                   June 2013                                                                                                                                                                                                                                                                          

 International Review of Basic and Applied Sciences                                   Vol. 1 Issue.1 
                             

R 
B  
A  
S  

http://www.paulaschoice.com/expert-advice/skin-care-basics/_/when-should-i-throw-out-a-produc
http://www.khyberpakhtunkhwa.gov.pk/aboutus/Area-Population.php
http://www.irbas.academyirmbr.com/


 

ISSN: 2308-7056 Gillani, Yousuf and Khan (2013) 

 

10 

 

 
Lau, M. M., Chang, M. S., Moon, K., & Liu, W. S. (2006). The Brand Loyalty of Sportswear in Hong 

Kong, Journal of Textile and Apparel. Technology and Management, 5, 1-13. 

 

NQRC, 1995. American Consumer Satisfaction Index Methodology Report. http://en.wikipedia.org/wiki/ 

American_Customer_Satisfaction_Index 

 

Omar, O. E. (1999). Retail Marketing. Harlow: Pearson Education.  

 

Peter, J.P. and J. Olson, 2004. Consumer Behavior and Marketing Strategy. 7th Edn. McGraw-Hill/Irwin, 

ISBN 0-07-286487-7, pp: 608. 

 

Reichheld, F. and Sesser, W. (1990)"Zero defects: quality comes to services", Harvard Business Review, 

Sept-Oct, 1990, pp 105–111. 

 

Russell, R. S., & Taylor, B. W. (2006). Operation Management: Quality and Competitiveness in a 

GlobalEnvironment (5th ed). New Jersey: John Wiley & Sons, Inc.  

 

Shahzad khan (2011) “Impact of Rationality in creating Consumer motivation (A study of state Life 

Insurance Corporation Peshawar Pakistan” Journal of managerial sciences Volume V, numbers 1 

pp97-103. 

 

Side Effects of Cosmetic Products | eHow.com http://www.ehow.com/info_8285554_side-effects-cosmetic-

products.html#ixzz2Jbw3KVvU 

 

Zeithaml, V.A., 1988a. Consumer Perceptions of price, quality and value: A means-end model and 

        Synthesis of evidence. J. Market., 52: 2-22. ISSN: 00222429 

 

APPENDIX 
 

Questionnaire 
 

We are the students of MBA (MKT) at city University of science and information Technology, Peshawar. We are 

conducting research on “The effect of brand characteristics on brand loyalty: A study of cosmetic products in 

Peshawar”. Your cooperation in this regard will be highly appreciated.  

1 Profession: a. Employment  b. Doctor  c. Engineer d. other occupation 

2 Age:   a.16-24     b. 25-33      c.34-4 

3 Income:   a. 5,000-15,000   b. 16,000-25,000   c. 26,000-35,000   d. 36,000 & above 

S.NO   Items     Reponses 

  S.Disagree-S. Agree 

1 Brand loyalty 1 2 3 4 5 

1.1 The brand you purchase satisfies you      

1.2 Would you like to purchase product of this company again      

1.3 Would you like to recommend products of this company to your friends and 

family 

     

2 Brand Name 1 2 3 4 5 

2.1 The brand is reputable      

2.2 Brand Name and Image magnetize me to purchase      

2.3 Brand Name is selected apart from price      

2.4 Brand reflects my own personality      

2.5 Products of this brand you purchase satisfy you        
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3 Product Quality 1 2 3 4 5 

3.1 The brand stay longer than other brands      

3.2 The materials used by the brand are natural      

3.3 The brand has adequate color      

3.4 The brand has superior functional quality      

4 Price 1 2 3 4 5 

4.1 Increases of price not hamper  me to purchase      

4.2 The brand provides goods rate for money      

4.3 The brand we use, charge fear prices.      

4.4 Comparatively the brand we use charge low price        

5 Purchase Decision 1 2 3 4 5 

5.1 While purchasing cosmetics you consider friends and family suggestions        

5.2 Purchase of cosmetic is a complex decision      

5.3 It took me less time to purchase cosmetic items        

5.4 I take my own decision for the purchase cosmetic      

5.5 Would you like to purchase goods from this company again       

6 Perceived Quality 1 2 3 4 5 

6.1 I have good expectation regarding quality of this brand      

6.2 Quality is an important factor while purchasing cosmetic products      

6.3 Are you a quality conscious consumer      

6.4 Would you recommend products of this company to your friends and relatives      

7 Store Environment 1 2 3 4 5 

7.1 The brand has good store locality       

7.2 The brand has an adequate outlets      

7.3 The interior display is good      

7.4 Color and music inside the store are attractive      

7.5 Does this brand  have an extensive stock that can cater to the needs of a customers      

8 Design 1 2 3 4 5 

8.1 The brand provides broad range of designs      

8.2 Designs of the brand are appropriate for me      

8.3 Designs of the brand have unique features      

8.4 Designs of the brand are stylish  and fashionable      

9 Promotion 1 2 3 4 5 

9.1 Ads of the brand is striking       

9.2 Ads of the brand attract me to buy      

9.3 Window outlooks are attractive      

10 Expiry Date 1 2 3 4 5 

10.1 Have you experienced expired cosmetics      

10.2 While purchasing the product I always check expiry date      

10.3 Do you check expiry date through batch code      

10.4 Near expiry date influence my purchase decision       

11 Ingredients  1 2 3 4 5 

11.1 While purchasing the product I always check its ingredients      

11.2 I read ingredients because I am health conscious       

11.3 I avoid to purchase products have ingredients with side effects       

11.4 Good ingredients push my purchase decision       

 

 

 

I 
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