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ABSTRACT 

Brands require continuous innovation to keep them relevant else they risk falling in the market's "silence zone': 
One of the most popular strategies to keep a brand relevant is through differentiation as emphasized by many 
researchers in this field. Brand differentiation can be built based on a combination of attributes such as 
uniqueness, customer service, value for money, emotional bonding, and reliability. Brand differentiation helps in 
creating brand identity which is an important driver for brand loyalty. The present research is focused on 
investigating attributes for brand success and developing a brand loyalty model for Life lnsurance Sector (service 
category) and Oral Care Sector (product category) in Indian context. The idea is to explore brand attributes which 
are closely associated with brand success and then perform regression analysis to investigate brand loyalty. 
Model limitation, suggestions, and conclusion are also discussed. 
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INTRODUCTION 

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 
behaviors such as word of mouth advocacy. 

Brand loyalty is more than simple repurchasing, 
however. customers may repurchase a brand due to 
situational constraints (such as supplier lock-in), a 
lack of viable substitutes, or out of convenience. Such 
loyalty is referred to as "limited loyalty" (David and 
Sharon, 2002). True brand loyalty exists when 
customers have a high relative attitude toward the 
brand which is then exhibited through repurchase 
behavior (Alan and Basu, 1994). 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 a customer 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. An example of a major brand loyalty program 
that extended for several years and spread 
throughout the country is Life lnsurance Corporation 
of India (LIC). Perhaps the most significant 
contemporary global example of brand loyalty is the 
dedication to upgrade that many iPhoneTM/iPadTM/ 
iPodTMusers show towards Apple (company) and its 
products. 

Some of the challenges brand-executives are facing 
today relates to building and sustaining brand 
loyalty. To strengthen brand loyalty, apart from time, 
commitment, and running various loyalty programs, 
what other measures brand managers can undertake? 
How are concepts such as Social, Location, and 
Mobile (SoLoMo) relevant to brand loyalty? 
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One of the impor tant features of a b rand is its 
identity. It is essential that a brand should have an 
ident i ty wh ich can resonate wel l w i th its target 
customer and reflect the core competency of its firm's 
products and services. This identity can then become 
the launch pad for advertising to focus on posit ioning 
and differentiation. However with too many products 
a n d s e r v i c e s , s t r o n g b r a n d s c a n f i gh t b r a n d 
symmetry (when all brands are perceived similar) and 
has the potential to stand out amongst compet i tors. 

For a brand to remain relevant there are several 
active ingredients: 

1. Ensur ing the brand remains consistent with 
its image internal ly and external ly wh ich 
could require cont inuous nurturing 

2. Warrant ing same customer exper ience at 
every touch point (from advert is ing to f i rm's 
websi te, letters and promotions, interaction 
with sales team and customer care). 

3. Emphasiz ing internal brand market ing 

4. Assur ing high customer exper ience in all 
channels. 

Companies very of ten acknowledge the importance 
of excel lent customer service but when it comes to 
del ivering, they fail. Customers often are unhappy 
with the response they get for their needs or queries 
either through emai l or phone. The emai l or phone 
response often lacks complete information which can 
s o l v e c u s t o m e r p r o b l e m . O n e of t he p o p u l a r 
C u s t o m e r S a t i s f a c t i o n I ndex s u r v e y in U S A 
(conducted on a regular basis since 1994) shows 
that compan ies have not been able to improve 
c u s t o m e r se rv i ce over the past d e c a d e ( re fer 
Figure 1). 

Figure 1: Customer Satisfaction Index for USA 

C u s t o m e r S a t i s f a c t i o n I n d e x (%1 
{Average Score across 47 Sectors in USA) 
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O n e of the mos t s ign i f i can t a t t r ibu te of b r a n d 

di f ferent iat ion is cus tomer service (Johnson and 

Garbar ino, 1999). This further reinforces cus tomer 

satisfaction. An all round customer sat isfact ion at 

var ious touch points further enhances brand loyalty. 

Apart f rom cus tomer serv ice, at t r ibutes such as 

product reliability, innovat ion, un iqueness (Kevin, 

2005) and meeting customer expectations also plays 

an i m p o r t a n t ro le in b r a n d d i f f e r e n t i a t i o n . If 

companies only focus is product and serv ices then 

t hey a re d o o m e d to fa i l . Today is t he e ra of 

relationship. Apple, known for its innovative products 

and services are aware that innovation in technology 

is quite transient. Compet i t ion will catch up one day 

( read as S a s m u n g ) w h o are bu i ld ing the nex t 

genera t ion of p roduc ts backed -up by exce l len t 

customer service and relationship. 

Another case is India's automobi le sector. Mature 

p l a y e r s in t h e m a r k e t h a v e b u i l d e x c e l l e n t 

relat ionship with their cus tomer segments wh ich 

helps them build the next generat ion of cars. They 

unders tand that Indian cus tomer s e g m e n t s are 

getting younger. The average age of a new car buyer 

is 31 years as compared to 39 years a decade ago. 

The car market has evolved f rom compact car to 

premium hatchbacks to SUVs. In Jan 2012 auto show 

at Delhi, many car makers showcased min i -SUVs 

for the Indian market . T h e init ial response was 

exce l l en t a n d now al l ma jo r p l aye rs are busy 

finalizing their production schedule and launch dates 

for these mini -SUVs. This is all about market and 

customer relationship. Building customer relationship 

has a d i rect co r re la t ion w i th d e v e l o p i n g b r a n d 

loyalty. Loyalty gets further reinforced when customer 

gets emotional ly involved with the brand. 

In early 90's, Dow Jones deve loped a campa ign to 

promote Wall Street Journal . The promot ion said "A 

brand or corporate image is not someth ing that can 

be seen, touched, tasted, def ined or measured . 

Intangible and abstract, it exists solely as an idea in 

the mind. Yet it is often a company 's most prec ious 

asset in a wor ld of parity products and services, 

nothing can tilt things more dramatically in your favor". 

Fol lowing are the distinct advantages of a s t rong 

brand; 
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They are perceived to be different from their 
competi tors. 

They are able to sat is fy the cus tomers 
emotional ly and intellectually. 

T h e y are re l iab le a n d de l i ve r on the i r 
promise. 

When brands operate at this level, they are easily 
ab le to resona te wi th cus tomers wh ich help in 
building a powerful emotional relationship. This is the 
key to loyalty. There is no other shortcut. 

STATEMENT OF THE PROBLEM 

No market ing manager would like their brand to be 
seen as a commodity. In fact the whole concept of 
market ing is based on creat ing profitable brands 
th rough di f ferent iat ion. Unders tand ing at t r ibutes 
lead ing to b rand success is the cons t ruc t wi th 
loya l ty be ing one of the concep ts . It is hence 
imperat ive that the brand managers should have a 
p r a c t i c a l t o o l to m e a s u r e b r a n d l o y a l t y in 
compar ison to their compet i tor brands. Wi th the 
knowledge of relative brand loyalty, brand manager 
can take appropr iate act ions to rebuild on loyalty 
attr ibutes. Consider ing that in mind, the research is 
f o c u s e d on deve lop ing a mode l for m e a s u r i n g 
relative brand loyalty. 

OBJECTIVES OF THE STUDY 

The main object ives of the study are: 

1. To understand, review and define the attr ibutes 
for 'Brand Success' 

2. To d e v e l o p a n d v a l i d a t e t he c o n c e p t a n d 

algori thm for Brand Loyalty Model 

3. To discuss the survey results and provide relevant 
suggest ions and conclusion 

The research is conducted in two phases: 

The first survey is conducted to study which 
b rand a t t r i bu tes are more impor tan t in 
determining brand success. The idea is to 
group similar brand attr ibutes together and 
converge on a list of smal ler number of 
attributes for second survey. The sample size 
was 200 (academic ians at managemen t 
col leges) with a response rate of 72%. 

The second survey was conducted to study 

the brand loyalty across two sectors. The 

selected attributes from survey one was used 

for sun/ey two. The sample size was 500 

c o n s u m e r s c o m p r i s i n g of s t u d e n t s / 

employed/housewives/bus inessmen with a 

response rate of 79%. 

SCOPE OF THE STUDY 

The scope is l imited to the fol lowing two sectors: 

Life Insurance and Oral Care (one each from Product 

a n d S e r v i c e c a t e g o r y ) . B r a n d s l im i ted to t he 

following: 

Table 1: Sector, Brand Code and Brand Name 

Sector Brand Code Brand Name 
Life Insurance 1 Lie 

Life Insurance 2 ICICI Prudential 

Life Insurance 3 SBI Life 

Life Insurance 4 HDFC Standard Life 

Life Insurance 5 Bajaj Allianz 

Life Insurance 6 Biria Sunlife 

Life Insurance 7 Max New York Life 

Oral Care 1 Colgate 

Oral Care 2 Close-up 

Oral Care 3 Pepsodent 

Oral Care 4 Dabur Red 

Oral Care 5 Vicco 

Oral Care 6 Cibaca 

(Source: Survey Scope) 

Survey Area: Bangalore city (being cosmopol i tan, 

general izat ion of research results would be easier 

across segments and markets). The intent of the 

study is to develop the loyalty model and val idate 

the algor i thm/model ing process. The Loyalty score 

computed for a brand is at one point in t ime and 

replicating the study may not give the same score 

again. 

LIMITATIONS OF THE STUDY 

It is important to mention that the scope of this study 

only focused on investigating the relationship between 

customer attributes and brand loyalty (though a very 

important one). The study is l imited to the loyalty 

perception of sampled customers only. The research 
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however does not reject other possible links between 

specif ic attr ibutes or combinat ion of attr ibutes and 

customer behaviour. For example; Customers may 

give higher priority to some attr ibutes than others in 

deciding their choice and response. 

For generalization of the research, it is recommended 

to repl icate and extend the model across a broad 

range of products and markets (including urban and 

rural) especial ly in the area of Consumer Packaged 

Goods (CPG). This is important consider ing the 

paper 'The measurement & dimensionali ty of brand 

associat ions' by Lamb and Low (2000) in which it is 

argued that level of brand knowledge and experience 

may contr ibute to deviat ion in results across differ-

ent product categories. 

DATA ANALYSIS 

A. SURVEY ONE 

Cluster ing technique was used to select the key at-

t r i b u t e s for B r a n d S u c c e s s . T h e m a x C l u s t e r 

criteria (or max Eigen value) can be adjusted as per 

the research requirements. For this research the max 

Cluster criteria was set at seven to ensure manage-

a b l e se t of h e t e r o g e n e o u s c l u s t e r s a r e 

created. SAS procedure 'PROC VARCLUS'w i th Cen-

troid method produced seven variable clusters (con-

structs) which explained 65 .2% of the variat ion. SAS 

output and summary of the Centroid fVlethod is shown 

in Figure 2. 

Figure 2: Variable Cluster - SAS output for the Centroid Method 

Adversil ing 

Brarvd Ambasssder 

Brand Name 

Location 

Popularity 

Visibi l i ty 

Unique 

Features 0) 
» M o d e m 
3 Pride o 

Reputat ion 
O Emotional Attachment 
Si n Salislactior 
K Good Service 
a > High Quality 

Packaging 
o Reliabiiity 

£ Promotional Offers TO 
z Returns Policy 

Value (or Money 

Warranty 

Con$»Ffency 

Loyalty 

Repurchase 

Availability 

Variety 

Proportion of Variance Explained 

(Source: Survey Analysis) 

The seven constructs were again validated by using 

Exploratory Factor Analysis (EFA), refer Table 2. 

Highlighted in green are the association between 

Factors and Attributes. For example Advertising is 

associated with Factor 1 (highest factor loading of 0.74). 
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Table 2: EFA - Rotated Factor Pattern (Standardized Regression Coeff icients) 

Fa ctors 
Brand Attr ibutes Factor 1 Factor 2 Factor 3 Factor 4 Factor 6 Factor 6 {Factor 7 

Advert ising 0.74 -0.01 -0.01 0 .03 0 .02 -0.02 0 -16 

Brand Ambassader 0.71 0.15 -0.14 -0.15 -0-09 -0.05 0 -12 

Unique 0.25 -0.06 0 .06 0 .01 -0-16 -0.11 0.2S 
Brand Name 0.53 -0.07 0 .07 0 .14 0-06 -0.13 -0-11 

Features 0.38 -0 .16 -0.09 0 .16 0-13 0 ,03 0 .43 

Emotional Attachment .0.05 0 .00 -0.01 -0 .02 0 -00 0 .8S 0-03 

Consistency -0.02 0 .S4 0 .02 -0.01 0-03 -0-07 -0-06 

Good Service 0.04 0 .07 0 . 7 7 0 .00 0-01 -0-09 -0-03 

High Quality 0.05 0 .07 0 . 8 7 -0 .03 -0-01 -0-06 •0-04 

Locat ion 0.50 0.24 -0.08 -0 .10 -0-05 0 -00 -0-07 

Loyalty ^ . 0 3 0 .61 0 .09 -0-07 -0-06 0 -01 0-46 

Modern 0.53 -0 .11 0 .29 -0.11 -0-03 0 -07 0-11 

Packaging ^1.06 -0.07 0 . 5 4 0 .10 0 -00 0 -01 0-10 

Populari ty 0.72 0.03 0 .03 0 -07 0 -00 0 .03 0 -23 

Pride 0.02 0.00\ -0.04 -0-02 0 .87 O.OO -0-01 

Promot ional Ofters 0.04 0.04 0 .05 0 . 7 1 -0.04 -0-10 -0-01 

Reliabil i ty O.OO 0 .05 0 . 0 9 0 .17 0.02 0 -12 0-01 

Repurchase -0.09 0.5S 0 .12 -0-02 -0.01 0 -00 0 .51 

Reputat ion -0.02 0-06 0 .05 -0 .08 0 .88 -0-03 0 -07 

Returns Policy -0.05 -0.06 0 .12 0 . 7 4 0.05 -0-02 0-14 

Satisfact ion 0.06 0 .01 0 .01 -0-03 -0-02 0 . 8 6 -0-04 

Avai labi l i ty 0.08 0 .83 -0.02 0 -10 0-09 0 .00 -0-03 

Value for Money -0.04 0 .25 -0.14 0 . 8 9 -0-03 0 .04 0-06 

Variety 0.12 0 . 7 0 0 .00 0 .10 -0-02 0 .08 -0-09 

Vis ib i l i ty 0.41 0.01 0 .12 0 .1 1 0 -06 0-15 -0-16 

Warranty 0.02 -0.06 0 .13 0 . 5 2 -0-13 0 -00 -0-05 

(Source: Survey Analysis) 

The factor loading are displayed in the Figure 3 below: 

(Source: Survey Analysis) 
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The factors are weakly correlated with each other 

(correlation coefficient < 0.5). This indicates that the 

factors are independent ly responsible for the item 

distr ibution they represent. It also denotes absence 

of mult icol l inear i ty\ 

An at tempt was made to conf i rm the above model 

using Conf i rmatory Factor Analys is (CFA) using 

P R O C C A L I S p rocedure in SAS. CFA cou ldn ' t 

conf i rm the seven cluster model and one of the 

reasons attr ibuted to it is smal l sample size (143 in 

this case). As per Bearden and Sharma (1982), the 

Normed Fit Index (NFI) of CFA model which analyzes 

the d iscrepancy between the chi -squared value of 

the hypothes ized model and the chi -squared value 

of the null model was found to be very susceptible to 

sample size. 

Final set of constructs used for Survey Two are: 

Popularity 

Loyalty 

High Quality 

Value for Money 

Pride 

Emotional At tachment 

Unique 

Familiarity - This var iable has been added 

by the researcher to incorporate consumer 's 

knowledge about the brand to improve the 

response quality 

A. SURVEY T W O 

i. REGRESSION - SECTOR LEVEL 

Regression was performed at sector level to analyze 

the pred ic t i ve power of a t t r ibu tes in p red ic t ing 

loya l ty . T h e o u t p u t i n c l u d i n g t he R e g r e s s i o n 

Equat ion, R Square, and VIF is d iscussed below : 

Insurance Sector 

Table 3: Correlat ion of Est imates (regression on loyalty) - Insurance Sector 

Correlation of Estimates 

Var iable Intercept Famil iar i ty Unique VFM Popularity Pride High Qual i ty E-motion 

Intercept 1.00 -0.32 -0.10 -0.23 -0.12 -0,17 -0.22 -0.18 

Famil iar i ty -0.32 1.00 -0.09 -0.04 -0.14 -0.09 -0.16 -0.06 

Unique -0.10 -0.09 1.00 -0.17 -0.13 -0,11 -0.15 -0,12 

VFM -0.23 -0.04 -0.17 1.00 -0,10 -0.10 -0.13 -0,13 

Popularity -0.12 -0.14 -0.13 -0.10 1.00 -0.10 -0.21 -0,12 

Pride -0.17 -0.09 -0.11 -0.10 -0.10 1.00 -0.11 -0.22 

High Quali ty -0.22 -0.16 -0.15 -0.13 -0.21 -0.11 1.00 -0.08 

Emotion -0.18 -0.06 -0.12 -0.13 -0.12 -0.22 -0.08 1.00 

(Source: Survey) 

^ Case of multiple regression in which the independent attr ibutes are themselves highly correlated 
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Interpretat ion: 

- All the attr ibutes were signif icant at p<0.0001. 

- The forecast ing equat ion is: Loyalty = 0.511 + 0.3692 Famil iarity + 0.1216 Unique + 0.1456 VFM + 0.2111 
Populari ty + 0.0894 Pride + 0.1157 High Quality + 0.0702 Emotion 

- Variable Inflation Factor (VIF) for all the attr ibutes was less than 10 indicating absence of mult icol l inearity 
between them (Kutner, 2004). This is further suppor ted by Correlat ion of Est imates (highest value being 
-0.32) in Table 3. 

- Adjusted R-Squared is 0.312 indicating low predict ive power of the forecast ing equat ion but can be accepted 
consider ing heterogenei ty in the sample. No patterns wereobserved in the residuals suggest ing model 
equation holding good. 

Oral Care 

Table 4: Correlat ion of Est imates (regression on loyalty) - Oral Care Sector 

Correlation of Estimates 

Variable Intercept Famil iari ty Unique VFM Popularity Pride High Quality E-motion 

Intercept 1.00 -0.42 -0.06 -0,19 -0.10 -0,17 -0.21 -0.18 

Famil iar i ty -0.42 1.00 -0.09 -0,10 -0.10 -0,09 -0.07 -0,06 

Unique -0.06 -0.09 1.00 -0,24 -0.15 -0,11 -0.12 -0,16 

VFM -0.19 -0.10 -0.24 1,00 -0.13 -0,10 -0.09 -0,11 

Popularity -0.10 -0.10 -0.15 -0,13 1.00 -0,10 -0,25 -0,08 

Pride -0,10 -0.11 -0.11 -0,08 -0.17 1,00 -0,16 -0,19 

High Quality -0.21 -0.07 -0.12 -0.09 -0.25 -0,11 1.00 -0,11 

Emotion -0.18 -0.06 -0,16 -0.11 -0,08 -0.22 -0.11 1,00 

(Source: Survey) 

Interpretation: 

- All the attr ibutes were signif icant at p<0.0001. 

- The forecast ing equat ion is: 
Loyalty = 0.6167 + 0.2397 Familiarity + 0.1615 Unique + 0.0886 VFM + 0.177 Popularity + 0.1038 Pride + 
0.1081 High Quality + 0.1553 Emotion 

- Variable Inflation Factor (VIF) for all the attr ibutes was less than 10 indicating absence of mult icol l ineari ty 
between them (Kutner, 2004). This is further supported by Correlation of Estimates (highest value being -0.42) 
in Table 4. 

Adjusted R-Squared is 0.343 indicating low predict ive power of the forecast ing equat ion but can be accepted 
consider ing heterogenei ty in the sample. No patterns were observed in the residuals suggest ing model 
equation holding good. 
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REGRESSION - BRAND LEVEL 

Regression was performed at brand level to analyze the predictive power of attributes in predicting loyalty. 

The output including the Signif icant Attr ibutes, R Square, and VIF is d iscussed below : 

Table 5: Summary of Brand Level Regression on Loyalty 

Sector Brand Variable Inflation 
Factor (V IF ) 

Significant Attributes Residual Vs 
Predicted Plot R Square 

Insurance 1 < 2 All signif icant except Unique No Pattern 0.46 

Insurance 2 < 2 Unique, VFM, Pride, High Quali ty No Pattern 0.26 

Insurance 3 < 2 
Familiarity, Unique, VFM, 
Popularity. High Quality 

No Pattern 0.53 

Insurance 4 < 2 
Unique, VFM, Popularity, Pride, 
High Quality 

No Pattern 0.31 

Insurance 5 < 2 
Familiarity, Unique, VFM, Popular-
ity, High Quality, Emot ion 

No Pattern 0.31 

Insurance 6 < 2 Unique, Popularity. Pride, Emot ion No Pattern 0.19 

Insurance 7 < 2 Familiarity, Popularity No Pattern 0.08 

Oral Care 1 < 2 
Familiarity, VFM, Popularity, Pride, 
High Quality, Emot ion 

No Pattern 0.46 

Oral Care 2 < 2 Unique, Popularity, High Quali ty No Pattern 0.38 

Oral Care 3 < 2 
Familiarity, Unique, VFM, 
Popularity, High Quality 

No Pattern 0.51 

Oral Care 4 < 2 Unique, VFM, Emot ion No Pattern 0.24 

Oral Care 5 < 2 Unique, Pride, Emotion No Pattern 0.18 

Oral Care 6 < 2 Popularity, Emot ion No Pattern 0.16 

(Source: Survey) 

Interpretation: For the Insurance and Oral Care Sector Brands, the signif icant attr ibutes did not have high VIF 

(i.e. absence of mult icol i inearity). Also there was no pattern observed in the Residual Vs the Predicted Plot 

implying absence of heteroscedasticity. However, Adjusted R-Squared value is observed to be low indicating low 

predict ive power of the forecast ing equation at brand level. 

The last step of comput ing the brand loyalty value by entering attr ibute mean at brand level (or sector level) in the 

model ing equat ion has been left to the discret ion of the reader. 

SUGGESTIONS 

1. O n e of t he key s u g g e s t i o n s is tha t b r a n d 

manager or customer segment manager should 

make sure their brand loyalty is measured on a 

cont inuous basis. This can be achieved by using 

the methodology developed through this research. 

Be it a product or service, the research shows 

that brands can be measured on their loyalty 

attr ibute. The model helps in knowing relative 

brand loyalty with respect to its peers. This can 

be achieved by measur ing customer percept ion 

on fol lowing attributes; 

Famil iarity 
V F M 
Pride 
Loyalty 

Unique 
Popularity 
High Quali ty 
Emotion 

Vol 5 Issue 2 September 2012 11 



2. From the research conducted, it was found that 

all the attr ibutes were signif icant for the loyalty 

model in Life Insurance Sector. Life Insurance 

s e r v i c e c a t e g o r y d o e s s u f f e r f r o m 

commodi t izat ion syndrome. It is quite chal leng 

ing to differentiate services which are similar. 

H o w e v e r w o r k i n g on a t t r i b u t e s s u c h as 

uniqueness, VFM, quality, emot ion and others, 

the sector can innovate on the dif ferentiat ion 

themes. Just aggress ive marl<eting will not be 

sufficient to sell the product in this segment. In 

fact aggressive sales campaigns may further 

irritate the potential future customers. Since the 

customer stays with the brand for longer period 

(as the po l icy matur i t y per iod is genera l l y 

between 5-15 years), organizations can use this 

as an opportuni ty to connect with customer to 

communicate the brands unique features so that 

customers are a lways in the communica t ion 

loop. Cross-sel l and Up-sel l opportunit ies can 

also be explored during this period. 

3. Also from the research conducted, it was found 

that all the attr ibutes were signif icant for the 

loyalty model in Oral Care Sector. Colgate has 

been pioneer in product innovat ion in oral care 

segment . It a lso successfu l ly pos i t ioned its 

ad 'surakha chakra'. For long there were no 

active compet i tors in this segment and Colgate 

m a n a g e d to c o m m u n i c a t e i ts b r a n d 

d i f ferent ia t ion in the market . Dabur wi th its 

ayurvedic and medicinal value proposit ion was 

able to differentiate its product offerings. Cibaca 

with its value for money proposit ion was able to 

achieve the differentiation. The segment still has 

a lot of scope for product innovation to move up 

in value chain. Liquid wash, brushing at least 

tw i ce e v e r y d a y to i n c r e a s e c o n s u m p t i o n , 

product ingredients are few areas where the 

brands can focus on. 

4. It is also recommended that brand manager 

s h o u l d be w o r k i n g on i n c r e a s i n g a n d 

maintaining the brand prominence in the minds 

of their customers; i.e. to enlarge and strengthen 

the span of the network related to the brand in 

customer 's memory. This strategy focuses on 

the number of attr ibutes customer links with the 

brand rather than specific attributes being linked 

to the brand. It is the 'Quanti ty ' not the 'Quality' 

which matters here. This gives mult iple opt ions 

to the communicat ion team in designing the 

m e s s a g e b e i n g s e n t to c u s t o m e r s t h u s 

p rov id ing oppo r tun i t i es for i nnova t i on and 

entertainment. 

CONCLUSION 

It is quite ev ident that brand percept ions are of 

s ign i f i cant impor tance to b rand m a n a g e r s and 

advert isers. The brand that can manage this key 

input to the i r a d v a n t a g e w o u l d e n d up be ing 

successful . Measur ing the Brand Loyalty should be 

the first step towards understanding the brand and 

its percept ion in minds of the customer. The brand 

loyalty model created through this research helps 

the brand manager to achieve that. With focus on 

eight attr ibutes and using an algor i thm to compute 

loyal ty score, it is now poss ib le to mon i to r the 

per formance of brand posit ioning and loyalty on a 

regular basis. 

Organizations have two choices on product strategy: 

D i f f e r e n t i a t i o n s t r a t egy or Low cos t s t ra tegy . 

Organizat ion in different point in t ime and situation 

may pursue dif ferent strategies. If the organizat ion 

decides to pursue differentiation strategy then brand 

s y m m e t r y m u s t be f o u g h t by a d v e r t i s i n g . As 

suggested by the current study, developing loyalty 

by work ing on other brand attr ibutes may be waste 

of resources if brand symmetry is not control led. 

Organization must work on developing unique brand 

attributes and make customers believe that all brand 

choices are not the same and there is a di f ference 

( L i e c o m m u n i c a t i o n on v o l u m e a n d v a l u e of 

settlements). In any case, advertising will be needed 

to create brand di f ferent iat ion for f ight ing brand 

symmetry before creat ing brand loyalty. 

Organizat ion fol lowing low cost strategy would like 

its adver t i s ing to focus on c rea t ing h igh b rand 

symmetry thereby sensit iz ing customers towards 

price elasticity. The usual advert is ing line "why pay 

more when you can get the same for less" actually 

fos ters b rand s y m m e t r y pe rcep t i on a m o n g the 
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cus tomers (C ibaca commun ica t i on on Value for 

Money). This way the brand loyalty of compet i tor 

brands is chal lenged and the customers are lured 

towards products with similar attributes but with lower 

pr ice. Ins tead of f i gh t ing b rand symmet r y , the 

o r g a n i z a t i o n a c t u a l l y w a n t s to c r e a t e b r a n d 

symmetry through advert is ing to adopt low price 

strategy for its brand. 

Of course, the multi-attr ibute metric being employed 

in th is s tudy is a bas ic one wh i ch ref lects the 

aggregated belief a customer has towards the brand. 

Hence it is the power of the customer 's att i tude and 

famil iarity towards a brand that dr ives the future 

behaviour and action. There is an opportunity here to 

further extend the research to dif ferentiate clearly 

between 'att itudinal' and 'share of mind' concept to 

further justi fy the results presented. More test ing is 

required to conf i rm if the relat ionship is impacted by 

'brands share of mind' or 'customers attitude towards 

the brand' or a comb ina t ion of two concepts to 

further improve the understanding on how customer 

perceptions drive future behaviour. 
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