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Abstract - The main purpose of this exploratory research is to find out why people are loyal to a specific brand and what are 
the prominent factors that affect the decision of customers regarding purchase of a product. For this a survey was conducted 
and there were 300 respondents and the data was entered and analyzed using SPSS. The results of this quantitative research 
were analyzed using regression, correlation and binary logistic regression.  According to different test it is proved that there 
are various factors that have a great impact on brand loyalty such as gender, age, income, and status. And it is proved that 
brand loyalty has a positive relation with the purchase decision, means if a person is brand loyal due to any factor he/she 
definitely considered that brand as the first choice in a particular category when buying that product or service. The main 
objective of the research was also to identify and describe why people are or become brand loyal either it is because the brand 
provides satisfaction, or the brand provides such quality that automatically people are attracted towards that brand or its just 
because of brands superior name. 
 
Index Terms - Brand Loyalty, Satisfaction, Quality, Brand Name, Purchase Intention 
 
I. INTRODUCTION 
 
In today’s quick stepped, utilization obsessed 
frugality, the significance of organizations connecting 
through customers popular routes prevail at the 
present marketplace (Gobé, 2009). Marking an item 
could be seen as an establishment of progress, as it 
makes additional regard for both clients and the shares 
of the organization (Lindberg-Repo, 2005) and in this 
manner makes numerous competitive advantages. 
Likewise buy choices would construct progressively in 
perspective from claiming passionate necessities and 
wants. Just robust brands outlast their restriction 
toward dividing clients around a passionate level 
(Gobé, 2009; Hammond, 2008). Dealers and 
advertisers these days going after customer attention 
for enduring relationship with customers (Roberts, 
2004).  
(Pitkänen, 2001) Mental images and their deliberate 
improvement have ended up important resources for 
organizations throughout the world, and even 
essential for achievement. As different brands soak the 
marketplace, concentration exists presently spiraling 
to solid product personality (Gobé, 2009). 
 
II. OBJECTIVE 
 
Hypothesis 
H1: Men are more likely to be brand loyal 
H2: People of age (18-25) and (26-35) tends to be 
more loyal than any other age group 
H3: Brand loyalty tends to increase alongside income 
level 
H4: There is no direct relation between the status of 
people and brand loyalty 
H5: People who consider themselves brand loyal, 
rarely switch from that brand 

H6: High quality is the main reason behind brand 
loyalty 
H7: People who are brand loyal, always spread 
positive word of mouth about that brand 
H8: Customer satisfaction and trust have positive 
impact on brand loyalty 
 
III. LITERATURE REVIEW 
 
A. Brand awareness and personality 
Brand identity is characterized formally as humanoid 
qualities connected with a brand. Brand personality 
inclines to aid a distinctive or self-artistic volume 
(Keller K. L., 1993). Particular brand identity 
undertakes a vital role in the achievement of a brand. 
It motivates consumers to realize the brand personality 
and build up a concrete link with brand (Doyle, 
1990,). A brand personality must to be molded to be 
durable and steady. In addition, it ought to similarly 
being not the same as altered brands and encounter 
shopper's appeals (Kumar, 2006). Subsequently, the 
shoppers of toys and computer games resemble the 
brand representatives and get to be the reason for 
providers to fabricate brand identity. With the 
particular brand identity, buyers of shifting persona 
characteristics will be pulled in and their image 
inclination will then be additionally shaped. What's 
more, an organization can keep up a decent 
association with clients through its brand personality 
(Aaker D. a., 1993). Subsequently brands possess 
explicit personalities, purchasers may respect brands 
as unpretentious individuals. In this condition, 
consumers would assume the universal populace 
arguments, dispositions, attitudes, behavior or 
considerations hence to see their separate persona 
qualities (Aaker D. , 1996). Customers may possibly 
consume the brand and products in accord with their 
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personal specific personality traits, as it were, overall 
the advertising practices left for taking buyers accept 
and identify a brand personality, and consolidating the 
communication amid the brand and the purchaser 
(Govers, 2005), so as to upgrade the brand's 
steadfastness and value. Brand identity has turned into 
a generally talked about issue as of late. It had being 
underscored in several brands and things, comprising 
solid merchandise, consumable commodities, 
entertaining and superfluity goods (Kumar, 2006; 
Govers, 2005; Mengxia, 2007). Shoppers might have 
their personal inclination for brand and merchandise 
in consistence with their brand identity and identity 
attributes or their personal ideas (Govers, 2005). 
Nonetheless, truth be told, brand preference just 
includes in the warmth in brand reliability; it may not 
build up any buy conduct (Dyson, 1996).  
“Brand identity could be characterized as an 
arrangement of humanoid attributes connected with a 
brand" (Aaker D. , 1997). Brand identity for the most 
part originates from 3 bases: First is the association 
purchasers have with brand, secondly, the picture a 
business tries hard to create, for example, consuming a 
promoting demonstrative to create a business picture, 
and third is related to the merchandise characteristics, 
for instance, merchandise classes and conveyance. 
Identity is a helpful fickle in purchaser's selection of 
brands. Brands chosen by buyers are ordinarily in 
consistence with their personal particular identities. 
Henceforth, brand identity offers the elements of 
personal-symbolism and personal-definition (Keller 
K. L., 1993). It’s demonstrated that brand identity 
comprises demographic components, for example, 
sexual orientation, oldness and societal level, and they 
might be straightforwardly affected by the picture of 
the brand clients, staff and item representatives, and in 
a roundabout way influenced by product traits too 
(Levy, 1959). For example, Marlboro, it’s a cigarette 
brand further persuaded to being smoldered by men on 
the grounds that "macho cowboys" are the brand 
portrait established by Marlboro (Kotler, 2006). Be 
that as it may, here and there, shoppers will choose a 
brand as indicated by their optimal personal-belief or 
the social personal-belief. Along these lines, brand 
personality may consume the capability of 
collaborating your own specific character in the 
interim. (Karande, 1997) Trusted that product 
originators and advertising faculty may profit by the 
components of brand personality, since they may build 
up their promoting plans as indicated by the elements. 

Furthermore, through brand identity, a produce could 
be separated from different brands.  
Besides, brand love could likewise being created by 
brand personality, which could thus fortify customer's 
brand personality. It's very much called attention to 
that brands have their own identities, so clients may 
pick the items coordinating their inclinations and 
identities as indicated by product pictures (John 
Milewicz, 1994). An effective brand distinguishes in 
what way to assemble its unmistakable brand identity, 
which empower clients to see brand persona, then 
building up a solid restricting association through the 
brand (Doyle, 1990,). The significant component in 
establishing brand identity is to consume a reasonable 
separation in passing on brand identity (Kumar, 
2006). The identity should be reliable and constantly 
developed as time goes on. At the point when 
attempting to modify the manner a brand appearance 
is passed on, the first brand identity and esteem ought 
to major be reinforced to diminish client's sentiments 
of mayhem and irregularity. (Aaker D. , 1997) 
Utilized personality brain research to build up a 
"brand identity measure," recognized the 5 
measurements: hasty, pleasure, competency, 
complexity and roughness of brand identity, and incite 
15 aspects and 42 attributes. (Aaker J. L., 1997) 
additionally led a brand identity research in Japan in 
2007, for which they marginally adjusted the brand 
identity measure discharged in 2001 for Japan, by 
considering distinctive neighborhood and values 
foundations, and built up another brand identity 
measure suiting Japan (Aaker D. , 1996). Similar to 
USA’s brand personality scale, new scale was likewise 
instituted of 5 magnitudes: Enjoyment, Competency, 
Serenity and Complexity. 
 
IV. ANALYSIS & FIGURES 
 
The following table 1 indicated the vales of mean, 
median, mode and standard deviation of various 
demographic and subjective questions that were asked 
in the questionnaire and the result based on the data 
that was collected from 300 respondents.  
H1: Men Are More Likely To Be Brand Loyal 
The first claim or hypothesis is that men are more 
brand loyal as compared to women. Here the main 
objective is to find the relation between the gender and 
brand loyalty. From the data of 300 respondents, using 
the chi square test and a correlation we find that either 
the hypothesis is accepted or rejected. 
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According to the result of Pearson chi square test, the 
p value = 0.640 and the value of alpha = 0.05. So, 
0.640 > 0.05, which means that the claim is accepted. 
“P-value is greater than our chosen significance level 

(α = 0.05), we do not reject the null hypothesis. 
Rather, we come to the decision that there is not 
enough evidence to suggest an association between 
gender and smoking” 

 
 

The result of hypothesis is also verified by using the 
correlation, in which a correlation between the two 
variables that are gender and brand loyal is find, 
according to which the p value = 0.619 and 0.619 > 
0.05 which also proves that the claim ‘men are more 
likely to be brand loyal’ is true and accepted. 
H2: People of Age (18-25) And (26-35) Tends To 
Be More Loyal Than Any Other Age Group 

The H2, that is the people of certain age i.e. 18-25 and 
26-35 are more brand loyal as compared to people of 
other age groups. The main aim of this claim is to 
identify the relation between the age and the brand 
loyalty. For which chi square test and a correlation is 
applied to the variables to find the result. Higher the 
income of people, more brand loyal they will be 
towards the brand. 

 

 
 

The significant p value that results from a “chi square 
test” is, p = 0.957, which is higher than 0.05, which 

shows that H2 is accepted. The claim can also be 
verified using the correlation. 
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H 
By using correlation it is also proved that H2 is 
accepted. As Pearson correlation p = 0.722 which is 
obviously greater than 0.05. 
H3: Brand Loyalty Tends To Increase Alongside 
Income Level 
H3 is used to describe the relationship between the 
income level and the brand loyalty. This claim; i.e. as 

the level of the income of customers increases they 
become more and more brand loyal according to the 
change in income, means there is a direct and a 
positive relation between the income and the loyalty of 
brand. This claim can be proved by using two test; first 
is chi square test and a correlation. 

 

 
 
The significant p value of this claim is, p = 0.185 
which is greater than 0.05, which proved that the 
claim is accepted. 
he p value of the second test to verify the claim is p = 
0.298 > 0.05, means claim is accepted. 
H4: There Is No Direct Relation between the 
Status of People and Brand Loyalty 
The hypothesis indicates the relation between the one 
demographic variable status of people and the brand 

loyalty. There is no direct relation of brand loyalty 
with the status of people. This explains that there is no 
fix rule that only students are brand loyal or only 
employed people are brand loyal. There is no direct 
connection between the status and the brand loyalty, it 
is just the result of other variables or the other 
variables are the reason of the loyalty. 

 
 
P value of this claim is = 0.050 which is equal to the value of alpha i.e. 0.05 meaning that the claim is neither 
accepted nor rejected. 

 



International Journal of Management and Applied Science, ISSN: 2394-7926                                               Volume-3, Issue-11, Nov.-2017 
http://iraj.in 

Measuring Customers Brand Loyalty in Pakistan 
 

100 

H5: People Who Consider Themselves Brand 
Loyal, Rarely Switch from That Brand 
 
This hypothesis spot out that brand loyal people 
always buy the same brand and never or rarely switch 
to another brand of same category. This claim is 
justified by the question asked in the questionnaire 

from the people who thinks that they are brand loyal, 
‘I don’t bother looking at other brand’ and ‘I will 
switch to alternative brand, if other brand provides the 
same product at a low price’. 5 options were given 
“strongly agree, agree, neutral, disagree and strongly 
disagree”. The answer of these questions proves the 
connection between these two variables. 

 

 
The significant value of Pearson “chi square” is 0.262 which is higher than 0.05. So this hypothesis is accepted as 

0.262 > 0.05. 
 

 
The “correlation test” also demonstrate that the claim is accepted, as 0.750 > 0.05 
 
H6: High Quality Is the Main Reason Behind 
Brand Loyalty 
There are numerous factors that people become loyal 
to a particular brand, the claim of this article is that 

high quality of product or the service that the brand 
provides is the actual reason for the loyalty. To answer 
this different tests have been used. 

 

 
The “chi square test” shows the p value 0.000 means < 0.05, so this claim is said

 to be rejected by using this test. 

The significant value here is 0.01 which is > than the value of p = 0.000. or 0.000 < 0.01 so the claim is rejected. It clarifies that quality is 
not the reason every time, in every case of brand loyalty, there are other factors which also impact the brand loyalty
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H7: People Who Are Brand Loyal, Always Spread 
Positive Word Of Mouth about That Brand 
This hypothesis points out towards the idea that people 
who are brand loyal, always spread a positive thing 

about the brand or its product or service to other 
people. For the firm they are the real asset as they are 
considered as a source of marketing the product or a 
service of a brand. 

 

 
 

The “Pearson correlation” shows the sig value; 0.763 
> 0.05, means the claim is accepted. 
H8: Customer Satisfaction and Trust Has Positive 
Impact On Brand Loyalty 
H8 (I): Customer’s Satisfaction: 

This hypothesis is to prove the positive relation 
between the customer’s satisfaction and the brand 
loyalty. If the person is satisfied it will definitely result 
in brand loyalty. 

 

 
The sig p value according to the “Pearson chi square test” is 0.402 which is higher than 0.05 means this 

hypothesis is accepted. 
 

 
 

H8 (ii) Trust: Trust is another element which has 
positive influence on brand loyalty. This can be 

checked using “chi square test” as well as 
“correlation”   
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The Pearson correlation spot out the p value 0.013 which is unfortunately less than 0.05 means according to 
“correlation” this claim is not accepted. 

 
 

The above table shows the model summary of 
regression analysis in which the dependent variable is 
age and all other variables are independent. 
According to this table the “value of R” is .645 and 

value of “R square” is .416. This shows the 
independent Variable cause 41.6% variation on the 
dependent variable. The value of adjusted “R square” 
is .371 and the standard error of estimation is .729 

 

 

 



International Journal of Management and Applied Science, ISSN: 2394-7926                                               Volume-3, Issue-11, Nov.-2017 
http://iraj.in 

Measuring Customers Brand Loyalty in Pakistan 
 

103 

 

 
a. Dependent variable: age 

 
CONCLUSION 
 
The motivation for this research was to know why 
people are loyal to a specific brand and the prominent 
factors that affect the decision of customers regarding 
purchase of a product. According to the different test it 
is proved that there are various factors that have a 
great impact on brand loyalty such as gender, age, 
income, and status. And it is proved that the brand 
loyalty has a positive relation with the purchase 
decision, means if a person is brand loyal due to any 
factor he/she definitely considered that brand as the 
first choice in a particular category when buying that 
product or service. People, who are brand loyal, 
always spread a positive thing about the brand or its 
product or service to other people. For the firm they 
are the real asset as they are considered as a source of 

marketing the product or a service of a brand. There is 
a positive relation between the customer’s satisfaction 
and the brand loyalty. If the person is satisfied it will 
definitely result in brand loyalty. Trust is another 
element which has positive influence on brand loyalty. 
The p value according to the chi square test is 0.145 
which is > than0.05 means the claim is accepted and it 
is proved that there is a positive relation between trust 
and the brand loyalty.  
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