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Abstract 

 

The trend of the brands has been increased with the rapid growth of technology and adoption of the e-

commerce amongst all developing countries. The technological advancement enabled the select the brand 

online according to their taste in just some clicks. This paper aims to identify to which extent the customers 

are satisfied of these brands. We used the questionnaire research method to record the responses of the 

customers. Our results indicate that the factors such as time saving, customization and trust factor play a 

major in customer satisfaction behavior in Brands. 
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Introduction 
 

Organizations aim is not only sell their products or services, but also make relationship to customers that 

lead to customer loyalty (Tajzade naming et al, 2009).Those customers that feel passion behind your brand 

are the same ones that will promote it every day and defend it to the bone (Stokburger-Sauer, 2010).Brand 

loyalty may increase sales per customer. The customers will invest more when they are dedicated to one 

brand. In the same way, brand loyal customers will be the first ones who tell their experiences to friends 

and family. (McAlexanderet al., 2002).it is less expensive to retain one customer than to acquire one; it is 

easier to sell more products to one loyal customer than to sell the same amount to two new customers if the 

company can retain just 5% more of its loyal customers, profits will increase by 25% - 125% (Reichheld 

and Sasser, 1990). Reichheld’s (1996) is further supported by Strauss and Frost (1999).Companies are 

involved to focus on brand loyalty similarly the service brand is also one of the firm that focuses on brand 

loyalty therefore this firm is considered. 

 

The study is aimed to give response to the problem and find out the relationships between brand loyalty and 

its antecedents. The main objective of this research is to identify the factors that affect brand loyalty. This 

research focused on studying their attitude towards service quality, sales promotion, price and packages. 

 

Review of Literature 
 

Brand Loyalty 

 

The concept of brand loyalty has been recognized as an important construct in the marketing literature for 

at least four decades (Howard and Sheth, 1969), and most researchers agree that brand loyalty can create 

firm benefits such as reduced marketing costs (Chaudhuri and Holbrook, 2001), positive word of mouth 

(Sutikno, 2011), business profitability (Kabiraj and Shanmugan, 2011), increased market share (Gounaris 
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and Stathopoulos, 2004) and a competitive advantage in the market (Iglesias et al, 2011). These benefits 

clearly reveals the positive impact brand loyalty can have on a firm, and as such, Khan and Mahmood 

(2012, p. 33) suggested a definition that reflected these benefits in an efficient manner, by stating that 

“brand loyalty can be defined as the customer’s unconditional commitment and a strong relationship with 

the brand, which is not likely to be affected under normal circumstances”. 

 

Service Quality 

 

Parasuraman et al. (1988) have defined service quality as the ability of the organization to meet or exceed 

customer expectations. It is the difference between customer expectations of service and perceived service 

If expectations are greater than performance, then perceived quality is less than satisfactory and hence 

customer dissatisfaction occurs (Parasuraman et al., 1985; Lewis and Mitchell,1999).Parasuraman et al. 

(1988) defined service quality as “the overall evaluation of a specific service firm that results from 

comparing that firm’s performance with the customers‟ general expectations of how firms in that industry 

should perform”. 

 

Sales Promotion 

 

According to Peattie & Peattie (1994a) sales promotions are defined as “marketing activities Usually, 

specific to a time period, place or customer group which encourage a direct response from consumers or 

marketing intermediaries through the offer of additional benefits.” Sales promotions include a wide variety 

of tools--coupons, contests, price reductions, Premium offers, free goods, and more. Each has specific 

qualities. Their goal is to attract Consumer attention, provide information, and to lead customers to buy 

products. Sales Promotion tools are used by companies to invite and reward a quick response (Kotler et al. 

2007). 

 

Price 

 

Virvilaite, Saladiene and Skindaras (2009) stated that price has a direct positive influence on brand loyalty. 

It is possible for the consumers to rebuy or display the intention of repeat purchase behavior, when the 

price of a products or received service is reasonable. 

 

Packaging 

 

The consumers purchase more quantity of the products, after looking a well-labeled product. Therefore 

labeling influences the consumer buying behavior, but there are some other factors also, which influence 

the consumer buying behavior (Saeed, Lodhi, Rauf, Rana, Mahmood& Ahmed, 2013) 

 

Brand Name 

 

Brand name refers to the identity of product or it is also called image of the product. Brand name plays an 

important role to capture customers. Brand name gives a positive image of the product to the customers. 

 

Product Quality 

 

Quality is something that satisfy customers at large. If the quality of a product will be good enough the 

customers will be more loyal towards that brand. 

 

Brand Knowledge 

 

Brand knowledge use to help customers to identify the product in every situation and if the customers will 

have more brand knowledge this will make them more loyal towards that brand.   
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Word of Mouth 

 

Word of mouth, is the passing of information from person to person by oral communication, which could 

be as simple as telling someone the time of day. There is little debate as to whether WOM matters to the 

firm. There is good reason to believe that it has more potential impact than any other communication 

channel. 

 

Study Model 
 

                    Independent Variables                                                       Dependent Variable 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Hypotheses 

 

H1: There is a positive significant relationship between Service Quality and Brand Loyalty. 

H2: Sales Promotion has a significant positive effect on Brand Loyalty. 

H3: There is a positive significant relationship between Price and Brand Loyalty. 

H4: There is a positive significant relationship between Packaging and Brand Loyalty. 

H5: There is a positive significant relationship between Brand Name and Brand Loyalty. 

H6: There is a positive significant relationship between Product Quantity and Brand Loyalty. 

H7: There is a positive significant relationship between Brand Knowledge and Brand Loyalty. 

H8: There is a positive significant relationship between Word of Mouth and Brand Loyalty. 

H9: There is a negative significant relationship between Service Quality and Brand Loyalty. 

H10: Sales Promotion has a significant negative effect on Brand Loyalty. 

H11: There is a negative significant relationship between Price and Brand Loyalty. 

H12: There is a negative significant relationship between Packaging and Brand Loyalty. 

 

Service Quality 

Sales Promotion 
 

Price 

Packaging 
Brand 

Loyalty 
Brand Knowledge 

Brand Name 

Product Quality 

Word of Mouth 
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H13: There is a negative significant relationship between Brand Name and Brand Loyalty. 

H14: There is a negative significant relationship between Product Quantity and Brand Loyalty. 

H15: There is a negative significant relationship between Brand Knowledge and Brand Loyalty. 

H16: There is a negative significant relationship between Word of Mouth and Brand Loyalty. 

 

Methodology 
 

To understand the factors of brand loyalty on people daily lives. In university both qualitative n quantitative 

questionnaires were conducted to obtain information relating to brand loyalty. To collect and analyze data, 

the study targeted the students of UOH both males and females. The sample size is 100 questionnaire. The 

data is interpreted through SPSS software. 

 

Analysis and Result: 

 

Table 1: Reliability Test 

Variable Reliability 

BL 0.659 

SQ 0.685 

SP 0.655 

P 0.875 

PA 0.651 

BK 0.757 

BN 0.665 

PQ 0.638 

WOM 0.849 

 

 

Demographic Table 

Age Gender 

16 1.1% Male 45 

20 42.9% Female 46 

21 92.3% total 91 

22 96.7%   

23 97.8%   

25 100.%   

 

 

Model Summary 

Model R R Square Adjusted R Square 

Std. Error of the 

Estimate 

1 .437
a
 .191 .123 .81181 

a. Predictors: (Constant), wom, p, bn, bk, sp, pa, sq 

 

Table of model summary states that the value of adjusted R square is .19% which means that .81% 

variation in Brand loyalty (dependent variable) is explained by independent variable. The value of standard 

error of estimate include all other variables that are not included in this model i.e. is .81%. As E value is 

more than Adjusted R square value. It means that there must be other variables that affects the brand 

loyalty. They must be included in this model. 
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ANOVA 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 12.900 7 1.843 2.796 .012
b
 

Residual 54.700 83 .659   

Total 67.600 90    

       a.     Dependent Variable: bl 

b. Predictors: (Constant), wom, p, bn, bk, sp, pa, sq 

 

In Above table the ANOVA values are represented. F-test tell us the model fitness. The value of F is 2.796 

at 5% level of significance which means that the model is fit 

 

Coefficients
a
 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 1.353 .563  2.401 .019 

sq .221 .169 .192 1.305 .195 

sp .080 .157 .071 .510 .611 

p .027 .069 .043 .398 .691 

pa -.042 .166 -.035 -.252 .802 

bk .228 .150 .211 1.513 .134 

bn .101 .152 .084 .664 .508 

wom -.036 .176 -.028 -.206 .837 

a. Dependent Variable: bl 

 

Above Table shows that if the variety of products increase there will be 0.192 times increase in brand 

loyalty. If the perceived risk increases there will be 0.071 times decrease in brand loyalty. If the 

customization increases there will be 0.043 times increase in Brand loyalty. If the convenience increases 

there will be 0.035 times increase in Brand loyalty. If the online payment risk increases there will be 0.211 

times decrease in Brand loyalty. If the trust increases there will be 0.084 times increase in Brand layalty. If 

the delivery risk increases there will be -0.28 times decrease in Brand loyalty. 

 

Conclusion 
 

This research has finalized the conclusion that service quality and sales promotion have Significant effect 

on Brand  loyalty.  The findings of the study suggests that service brand can increase sales and brand 

loyalty by focusing on service quality and sales promotion. The company should improve the quality of 

products and focus on sales promotion to increase the sales and to earn more. 
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