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Abstract 

This research study looks as impact of brand loyalty on consumer buying behavior on people who 
live in big cities but belong to small cities. In this research study, 500 respondents form Lahore 
asked questions about impact of brand loyalty on consumer buying behavior. Data was collected 
quantitatively. The findings showed that all hypotheses are supported and found that brand loyalty 
has great effect on consumer buying behavior. Brand loyalty has some dimensions which are 
product price, product quality, brand image, promotion and product design. This research concludes 
that all dimensions of brand loyalty positively influence consumer buying intention.  Among all 
dimensions, product price has great influence on consumer buying intention than any other factor 
and product quality has low influence on consumer buying intention than any other factor. In short, 
more or less all dimensions of brand loyalty are influencing consumer buying behavior. 

Keywords: brand loyalty, consumer buying behavior, product price, product quality, brand image, 
promotion and product design 

Introduction 

Brand Loyalty and customer satisfaction is essential for the endurance of any brand of organization, and eventually for its 
prolonged existence and accomplishment to bring in larger revenues. In compliance of the market norms, the market 
behavior, circumstances, consumer awareness, loyalty and satisfaction, tastes and trends, it is extremely important and 
challenging for industrial firms to extend better customer services values. Consumers who satisfied are most probable to 
make contribute to their understandings with other six or seven people around them. In the same way, Consumers who are 
dissatisfied are more probable to tell other people about their unlucky understanding with a meticulous organization.  

To achieve loyalty of brand and customer satisfaction, organizations should be capable to put up lasting relationships with 
customers by pleasing different customer's needs and demands. Consumers are bombarded with brands. Products and 
services are advertised through media like Television, radio, internet and print media, billboards, flyers, transit, word of 
mouth etc and thousands of people interact with different type of media and get information about different brands. Brand 
positioned in the mind of consumers through awareness. If organization advertises the product in an effective way and 
gives awareness to customers, it has position in an effective manner, which creates good brand image in mind of 
consumers and creates loyalty. Loyalty is very important in any business.  

A major portion of the population of Pakistan consists on middle class people. Pakistan is a developing country where 
economic development is increasing day by day. The industries have seen an increasing growth because of the boom in 
the real estate. Thus people are becoming brand conscious because of significant increase in income and trend of using 
latest branded products for a better experience. There is too much competition in the market because many companies 
have introduced branded products at almost same prices with better quality. The consumer durable industry has noticed an 
extreme change in the life style of the consumer because of the higher consumption upon necessities and luxuries of life. 
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Thus these companies started to capture the market through better advertisement and improved sales strategy. As People 
have more income in hand and they are willing to pay for their desired product so companies start working to attract 
customers. Companies are introducing new and unique features in old products and also introducing new and innovative 
products to attract customers. 

Baneerje (2014) mentioned about the main growth driver’s for consumer durables is higher Disposable income as it is a 
result of significant increase in disposable income of consumers, demand for branded products is increased. The second 
main growth driver’s for consumer durables is variety of products as while deciding a product, Consumers have variety of 
choice to decide. The third main growth driver’s for consumer durables is Pricing of products as consumer durable 
industry is very sensitive, so price is settled in such a way that more customers could be captured.  

The fourth main growth driver’s for consumer durables is financial schemes as companies offer installment payments to 
the people who cannot purchase branded product at once. The fifth main growth driver’s for consumer durables is 
Advertising and Promotion as sales promotion is a department which helps in measuring discounts offered to customers, 
exchange offers to customers and advertising department helps in measuring the results of advertisement which is 
indicated through sale of company. The sixth main growth driver’s for consumer durables is Festive season as during  
festive season like Eid-ul-Fitr and Eid-ul-Azha, the demand for clothes, footwear and jewelry is increased.  

Problem Statement 

This research will be conducted to check the impact of brand loyalty on consumer buying behavior in hostels of  Punjab 
University Lahore, which means that analyzing the factors of brand loyalty which enhances the consumer buying behavior 
and helps customer to choose a particular brand according to his choice and to fulfill his need. 

Research Questions 

So this study is concerned with the following questions to be answered. 

• What is the effect of brand name and brand reputation on the purchase behavior of the consumers? 
• How advertisements and other promotional activities boost up the consumer loyalty? 
• Has the product quality a strong background to influence the brand loyalty and then purchase behavior? 
• Whether the price has an influence on consumer's loyalty and how it has an effect on purchase behavior?  
• Is there any influence of product design on customer buying behavior? 

Purpose of Research  

The purpose of this study is; 

• To find out the effect of Product quality on consumer buying behavior. 
•  To find out the impact of product design on consumer buying behavior. 
•  To identify the influence of Promotion on consumer buying behavior. 
• To find out the influence of brand image upon consumer in buying branded products  
• To find out the change in Consumer purchasing behavior due to dimensions of brand loyalty 
• To find out the effect of brand image on consumer buying behavior. 

 
Formulation of hypotheses 
 

• H1: There is relationship between brand image and Consumer Buying Behavior. 
• H2: There is relationship between product quality and Consumer Buying Behavior. 
• H3: There is relationship between product design and Consumer Buying Behavior. 
• H4: There is relationship between promotion and Consumer Buying Behavior. 
• H5: There is relationship between Product Price and Consumer Buying Behavior. 
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Literature Review 
 
Consumer Buying Behavior 
 
According to Krugman, (1965) consumer behavior is defined as thought process and perceived result, the actions, in 
collaboration with environmental actions, during the time of making a decision, which could outcome in the shape of 
purchase. Assael (1994) described the consumer behavior as a procedure of evaluating and predicting different 
components of a purchase. Beside this, he also described the two wide influences which decide consumer choice. Firstly, 
the single consumer consciousness of brand characteristics, needs and awareness to alternative. Instead, there is another 
factor which influences the choice of the brand that is consumer's lifestyle, demographic and personal characteristics. 
Baba (2014) described that consumer decision is impacted by mindfulness and dependability of brand and organizations 
tries to keep their image with regards to their client by tedious promoting and satisfying the desires of its clients. 
According to the Solomon and Nancy (2004), the idea of present day consumer behavior is that individuals generally 
purchase items not for what they do, for what they remain for. Pride and Ferrell (2012) asserted that marketer should 
know the consumer consumption process and the desire of specific products and service in consumer's mind, in order to 
understand the purchase decision of consumer. 
 
In an empirical study of Sprotles and Kendall’s (1986) it was mentioned that when a consumer decides about a product, it 
is one's own mind perception that whatever he wants he purchases it. According to the consumer decision model, 
consumer needs to face seven steps before meeting their final decisions. These steps included search information, need 
recognition, evaluate purchase, pre-purchase, divestment consumption and post consumption evaluation (Blackwell et al., 
2006). Kotler et al. (2005) described that consumer takes step to make purchasing decision after evaluating the pre-
purchase in which they compare the different brands and products. Solomon et al (2006) expressed that similarly the 
complexity of buyer behavior with respect to decision becomes obvious when we see it under the light of consumer 
behavior inspirations. 

Brand Loyalty 

First of all brand defines as a symbol, sign, design, name, or term, or a collection of all of them. Loyalty is identified by 
Oliver (1999) as when the customer is highly impressive of the preferred product/service and also committed to again 
purchase in the future of preferred product/service. Fornell (1992) discussed that consumers have higher purchase 
intention with a familiar brand because of loyalty, because when they have no issue with brand, they will remain stuck 
with that brand.  Nezakati, et al. (2011) said that a lot of companies should focus on characteristics of brands or products 
that have great impact on loyalty of consumers rather than having focus on promotion or advertisement only.  In 
characteristics of brand, product quality and Price both are prior elements in achieving loyalty of consumers. 

Awan and Rehman (2014) said that loyalty of brand and satisfaction of consumers has been tended to as objectives of 
advertising for some organizations. Hoq and Amin (2009) suggested that consumer satisfaction show the most important 
signal of consumer loyalty. According to Lau et al., (2006), brand loyalty is strongly related with some factors like brand 
inclusive of brand names and image, price, quality, design and promotion and ultimately considered too has a significant 
relationship with purchase intention. With increase in brand loyalty, the firm's performance increases and a high level of 
trust is built by consumers who are ready to pay even high prices for the product which satisfy their needs. Due to high 
brand loyalty, firms gain the advantage of trade, competition among the other firms and able to build a satisfied customer 
relationship with management and increase their profitability. 

Price 

Among all elements of brand loyalty factors, price is a more flexible element because it changes when there is a variation 
between features of products and services (Dovaliene & Virvilait, 2008). According to Cadogan and Foster (2000) and De 
Ruyter et al., (1999) average consumer is more concern with product price. Wong and Sidek (2008) demonstrated that 
price and brand  loyalty had a positive relationship. Also, Sirohi, McLaughlin and Wittink (1998) showed that price had 
straightforwardly associated to dependability or loyalty. By and large, faithful clients are additionally eager to pay the 
maximum or premium cost for their most loved brand (Jackson, 2010). 
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According to pride et al. (2005), strong and persuasive instrument of a particular retail outlet to attract consumers to buy is 
price. People are guided about the worth of the product and it is a tool which brings satisfaction to the consumer 
ultimately. In consumer markets, price is an outer sign of item quality and high-value brands are considered as excellent 
brands (Kim and Hyun, 2011).Some customers are agreed to pay an extra price because they know that they will be 
endanger if they switch brand. So they mitigate the factor of risk and became loyal to particular brand (Yoon and Kim, 
2000).  

 Consumers that are satisfied with product quality shows a sense of loyalty with the brand and they are agreed to pay an 
extra cost for the product, so if price increases, they do not change their mind for brand switching and they are not price 
sensitive. Loyalty also results when consumer satisfaction level is build on comparison between the price, the perceived 
costs of product and value of a product. Even when the perceived value of the particular product is higher than the price of 
product, customers prefer to buy that product. 

Promotion 

Kotler (1995) defines the “Promotion in marketing mix consists of : publicity, trade promotions, personal selling, direct 
marketing and public relation”  He further defines that “Sales promotion mean that to do something which encourage the 
buyer to buy product that can be any scheme like buy one get one free, or discount .Yang and Liao (2004) proposed 
promoting had huge effect in purchasing choice of clients. Thusly, loyalty of brand can be upgraded by expanding the 
promoting which gained new clients and hold steadfast clients. 

It is asserted by Gil (2007) that advertising is a pathway through which a company delivers information to customers 
regarding its products, services and brand. Doyle and  Saunders (1985) Further it was identified by Kotler & Keller 
(2006), Nelson (2010) that it is a sort of non-personal communication and promotion of goods, ideas and services by an 
identifies sponsor by various media. The ultimate and sole objective of an advertisement is to bring the product in 
consumer's notice. Lovelock (2010) Many companies use sales promotion tools in order to capture consumers and to 
encourage sales volume. For this purpose, athletes, actors, actresses and celebrities are known to attract customers and for 
the promotion of products.  

Product Quality 

 Huddleston et al., (2001), stated that consumers buy certain products of different brand on the basis of quality. Jahanshahi 
et al., (2011) declared that there is high positive relation between the customer service quality and product quality with the 
customer satisfaction and customer loyalty. The study shows that the quality of customer service and the quality of 
product promotes the customer satisfaction and there is a positive relationship between customer satisfaction and customer 
loyalty in the automobile industry. 

In the model of Archer and Wesolowsky, (1996) it was suggested that the product quality and service quality affects the 
customer satisfaction through critical incidents: product attributes and service attributes respectively and the customer 
satisfaction ultimately affects the owner intention. A research is conducted by Lokeet al., (2011) identify the top factors 
that contribute to customer satisfaction in these factors service quality and product quality is also included. The above 
results are also supported by another research conducted by Jahanshaniet al., (2009). Another research conducted by 
Waseem et al., (2012) on Broadband user’s, also supported this research.  

Brand image 

 Waheed Akhtar (2011) in terms of brand equity, Image of brand is an essential determinant that makes participation for a 
firm as well as Image of brand make a huge contribution in customer loyalty’s creation. Dobni and Zinkhan (1990) 
asserted that Brand image is regarded as the mental image or awareness of brand having symbolic meanings that 
consumers can correlate with the important attributes of a product or service. According to Keller (2003), the famous 
brand image can publicize product benefits more efficiently than non-famous brand image.  A good and prestigious brand 
image is established over a years through promotions and advertisements.  

The prestigious brand names and images appeal the consumers to purchase that brand and also increase repurchase 
commitment while reducing price sensitivity (Cadogan and Foster, 2000). According to Rao and Monroe (1988), 
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consumers while making a purchase decision, usually prefer well-known brands because they perceived that a brand with 
a more positive image possess lower purchase risks.  

Product Design 

Design has been defined by Frings (2002) product visual appearance which includes lines, shapes and other details 
influencing on consumer perception about the brand. Duff (2007) concluded a research that suggests that brands with 
stylish package attract fashion conscious loyal consumers. It was suggested by Sproles and Kendall (1986), fashion 
consciousness is generally regarded as consumer information of changing fashions, attractive styling, desire to buy 
something new, exciting and trendy and new designs. Females also consider various material factors while making 
product evaluation like stuff, design and other factors of the product. 

Product that are designed attractively help in facilitating consumer's interaction and results into positive brand experience 
which ultimately induce brand loyalty and increase repurchase commitment (Kreuzbauer and Malter, 2005). According to 
Steinbock, (2005) design has influencing impact on branding as consumer satisfaction is largely dependent on product 
features and design. Better design product is capable to attain consumer's attention more easily than normal design. 
Consumer can discriminate product on the basis of product design. 

Theory of planned behavior 

The theory of planned behavior was proposed by IcekAjzen in 1985.Actual behavior is directly related with the behavior 
intention and intention is the function of attitudes of individuals of performing behavior and actual behavior also related 
with the perceived behavior of individuals. Positive or negative feelings of individuals towards a behavior are referred as 
attitude. For most of the people the opinion of others are important to them, worth a lot while making their actual purchase 
behaviors. That's why their motivational assessment depends upon the opinion of all important people. They planned their 
purchase behavior according to the opinion of people that are worthy for them which results into their motivation. This 
study concluded that trust, advertisement and purchase intention directly influence the actual purchase decision of 
consumers. Whether the brand is local or foreign, purchase intention can be affected and indirectly purchase behavior. 
Both local and foreign companies should focus on trust and advertisement of their products to attract the individuals to 
purchase the certain brands. 

Conceptual Framework 
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Methodology 

Positivism is a perception of a human being to take something with an optimist attitude. Williamsons (2002) presents the 
theory of Positivism paradigm understanding, Multiple participant meanings, Social and historical construction and theory 
generation. This research is based on positivism. In this research, theory will be verified. Quantitative method is used in 
research. Questionnaire are made and distributed, after those results are analyzed and figures and tables are drawn for the 
proper showing of results. So by utilizing quantitative research technique it is easiest to obtain the right examination that 
would be legitimate with the necessity of this exploration.  

This research is using deductive approach as to make confirmation of original theoriesIt begins with thinking up a theory 
about topic of interest. After that, narrow down into more specific hypotheses that can be tested. It is narrow down even 
further observations are collected to address the hypotheses. This ultimately leads to be able to test the hypotheses with 
specific data a confirmation (or not) of our original theories. (philip, 1999)Primary data source is collected through 
questionnaire. Sample size is a number of observations considered in order to fulfill the objective of study. Sample size 
will be 550 but 500 will be used for authentic response because remaining 50 questionnaire are not filled properly. All 
students of schools, colleges, universities studying either as a regular student or as a private candidate will be under 
consideration for the purpose of collecting information. This will enable to study the purchasing behavior of all people 
residing in hostels of Lahore, belonging to small cities. Secondary resources of data collection includes already published 
data, journals, publications, research papers, different articles, books, industry analysis offered by media and websites. 

Data Analysis 

Frequency distribution: 

Table 1: Gender 
N=500 
 Frequency Valid Percent 
Male 347 69.4 
Female 153 30.6 

        
From this frequency distribution profile, it was observed that total number of male respondents is 347 out of 500 having 
percentage of 69.4% and total number of female respondents is 153 out of 500 having percentage of 30.6%. Thus male 
respondents are bigger in quantity than female respondents. 

Table 2: Age 
N=500 
 Frequency Valid Percent 
21-30 193 38.6 
31-40 135 27.0 
41-50 125 25.0 
51-60 47 9.4 
        

There were 135 participants who belong to age range 31-40, contributing their 27% to total respondents. There were 125 
participants who belong to age range 41-50, contributing their 25% to total respondents. There were 47 participants who 
belong to age range 51-60, contributing their 9.4% to total respondents.  So, this result shows that maximum number of 
respondents falls in 21-30 age category and minimum number of respondents fall into 51-60 age categories. 
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Table 3: Education 
 Frequency Valid Percent 
Intermediate 1 .2 
Graduate 253 50.6 
Master 240 48.0 
MS/MPHIL  6 1.2 
 
Total number of participants is 500, out of them there was only 1 participant who has qualification of intermediate, 
contributing his percentage of  0.2% to total respondents. There were 253 participants who were graduate , contributing 
their percentage of 50.6% to total respondents. There were 240 participants who has qualification , contributing their  48% 
to total respondents. There were 6 participants who were Mphill/MS, contributing their 1.2% to total respondents.  So, this 
result shows that maximum number of respondents is graduated from universities and all respondents have a minimum 
qualification of intermediate.    

Table 4:  Reliability 
Variable Cronbach'salpha 
Product Quality 0.845  
Product Price 0.849 
Product Design 0.757 
Brand Image 0.836 
Promotion 0.755 
Consumer buying 
behavior 

0.862 

        
After applying test, it was observed that Results showed following Cronbach's alpha values. Product design indicated 
0.757, brand image indicated 0.836, promotion indicated 0.755, product quality indicated 0.845, product price indicated 
0.849 and consumer buying behavior indicated 0.862. the rule of checking reliability is that cronbach's alpha value should 
be more than 0.70.  All the independent and dependent variables are greater from 0.70 which showed all variables are 
reliable. So, reliability co-efficient (Alpha value) of more than 0.7 has proved that data is reflecting the acceptable 
reliability. 

 

 

             Figure 1: Linearity 

Dependent and independent variables are tested. There is linearity between product price, product design, product quality, 
promotion, brand image and consumer buying behavior. 
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Table 5: KMO and Bartlett Test 
Variable Kaiser-Meyer-Olkin 

Measure of Sampling 
Adequacy 

Approx. 
Chi-Square 

Sig. 

Product Quality 0.818 123.103 .000 
Product Price 0.775 127.803 .000 
Product Design 0.642 885.407 .000 
Brand Image 0.778 153.003 .000 
Promotion 0.715 709.800 .000 
Consumer 
buying behavior 

0.810 136.703 .000 

 
The significant P value showed all values of variables which are Product quality, promotion, product design, brand image, 
product price and consumer buying behavior are .000 which means that this is less than 0.05 which tells that all 
hypotheses are supported. KMO value should be greater than 0.60 and above table showed all variable values are greater 
than 0.60 which showed data is valid. So all the data is valid and further analysis can be performed to know the 
dependency of one variable on another. 

 

                Figure 4-5: Normality 

Data of independent and dependent variable is distributed normally which means that 

Mean=mode=median  

Table 4-6: Descriptive Statistics 
Descriptive Statistics 

 N Minimum Maximum Mean Std. Deviation 
Product Price 500 2.40 5.00 4.0900 .62594 
Brand Image 500 2.80 5.00 4.0604 .60957 
Product Quality 500 2.20 5.00 4.0744 .70400 
Product Design 500 2.40 5.00 4.1544 .60459 
Promotion 500 2.80 5.00 4.2472 .52284 
Consumer Behavior 500 2.20 5.00 4.0524 .67421 
Valid N (listwise) 500     

 
The above table showed independent and dependent variables. Sample size was 500. The given table showed minimum, 
maximum, mean and standard deviation values of all variables. Product price mean value 4.0900 is showing that 
maximum number of people is agreed that price has a great influence upon consumer buying behavior. High or low price 
both can affect the consumer buying behavior for a particular product.  

Brand image mean value 4.0604 is explaining that if a brand has positive image it can capture the consumers. More a 
brand image is strong and positive, more the consumer buying behavior for a particular brand is increased. Product quality 
mean value 4.0744 is defining the phenomena that if a brand has good quality product customer is attracted towards it. It 
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is interpreted through Product design mean value 4.1544 that design of a product also matters. People are more convinced 
to buy a product if its outer design is attractive and convincing. No doubt, Promotion has an extreme effect upon 
enhancing consumer buying intention or behavior. The mean value 4.2472 is showing the same effect of promotion. if 
promotion schemes of a brand are eye-catching and strong, consumers are automatically go with that brand. 

Table 7: Correlation 
 Pearson Correlation Sig.  
Product quality and consumer 
buying behavior 

0.400 0.000 

Product price and consumer buying 
behavior 

0.726 0.000 

Brand image and consumer buying 
behavior 

0.477 0.000 

Product design and consumer buying 
behavior 

0.473 0.000 

Promotion and consumer buying 
behavior 

0.546 0.000 

 
The results indicate that Product Quality has positive association with Consumer buying behavior. Overall Product 
Quality with pearson correlation coefficient .400 (sig< .01) has a strong correlation with Consumer buying behavior thus 
we accept hypotheses and strength of relationship is moderate.  The second result indicates that Product price has positive 
link with Consumer buying behavior. Overall Product price with pearson correlation coefficient .726 (sig< .01) has a 
strong correlation with Consumer buying behavior thus we accept hypotheses and strength of relationship is strong. The 
third results indicate that brand image has positive association with Consumer buying behavior. Overall brand image with 
pearson correlation coefficient .477 (sig< .01) has a strong correlation with Consumer buying behavior thus we accept 
hypotheses and strength of relationship is moderate.   

The fourth results indicate that Product design has positive association with Consumer buying behavior. Overall Product 
designwith pearson correlation coefficient .473 (sig< .01) has a strong correlation with Consumer buying behavior thus 
we accept hypotheses and strength of relationship is moderate.  The fifth results indicate that promotion has positive 
association with Consumer buying behavior. Overall promotion with pearson correlation coefficient .546 (sig< .01) has a 
strong correlation with Consumer buying behavior thus we accept hypotheses and strength of relationship is moderate.   

H1 accepted, moderate relationship 
H2 accepted, strong relationship 
H3 accepted, moderate relationship 
H4 accepted, moderate relationship 
H5 accepted, moderate relationship 

Table 8: Regression (Consumer buying behavior is dependent variable) 
Independent variables Beta Sig. Adj R-Square T-statistics Sig. 
Product Quality .383 .000 .158 9.729 .000 
 
The above table showed that P value is less than 0.05 which means H1 is accepted. Product Quality adjusted R square 
showed 15.8% change in Consumer buying behavior.            

 Table 9: (Consumer buying behavior is dependent variable) 
Independent variables Beta T Sig. Adj R-Square Sig. 

Product Price .782 23.584 .000 .528 .000 
 
The above table showed that P value is less than 0.05 which means H2 is accepted. Product Price adjusted R square 
showed 52.8% change in Consumer buying behavior 
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Table 10: (Consumer buying behavior is dependent variable) 
Independent variables Beta Sig. Adj R-Square T-statistics Sig. 
Product Design .528 .000 .222 11.991 .000 
 
The above table showed that P value is less than 0.05 which means H3 is accepted. Product design adjusted R square 
showed 22.2% change in Consumer buying behavior. 

Table 11:  (Consumer buying behavior is dependent variable) 
Independent variables Beta Sig. Adj R-Square T-statistics Sig. 
Promotion .704 .000 .296 14.527 .000 
 
The above table showed that P value is less than 0.05 which means H4 is accepted. Promotion adjusted R square showed 
29.6% change in Consumer buying behavior. 

Table 4-12 
Independent variables Beta Sig. Adj R-Square T-statistics Sig. 
Brand Image .528 .000 .276 12.123 .000 
 
The above table showed that P value is less than 0.05 which means H5 is accepted. Brand Image adjusted R square 
showed 27.6% change in Consumer buying behavior. It showed significant relation between all variables. 

Summary & Conclusion 

After completion of research, it is proved that all hypotheses are accepted and brand loyalty influences consumer buying 
intention. Brand loyalty has some dimensions which are product price, product quality, brand image, promotion and 
product design. This research concludes that all dimensions of brand loyalty positively influence consumer buying 
intention.  Among all dimensions, product price has great influence on consumer buying intention than any other factor 
and product quality has low influence on consumer buying intention than any other factor. In short, more or less all 
dimensions of brand loyalty are influencing consumer buying behavior.  In a severe competition, Loyalty of brand is the 
only an instrument for any firm to make survive. Product or brand assists in making connection amongst manufacturer and 
customer. A circumstance in which purchaser buys and uses the brand of his trust, he make a promise to that brand. 
Loyalty of product or brand can be measured through fulfillment of client, positive informal, trust of producer, 
affectability of price and so forth. Consumer loyalty is the establishment for any association to accomplish its target. At 
the end of the day, the level of consumer loyalty mirrors the rate of accomplishment of authoritative goals. Clients that are 
satisfied have a tendency to make great and amicable association with the company. The key factor of staying or leaving 
an organization is customer satisfaction. When a customer is satisfied, he becomes loyal to brand and his buying intention 
towards that brand inclines. Customer satisfaction and customer retention is seen as an important indicator, but it is also a 
fact that customer satisfaction is not always ensuring customer retention because when a new company will offer more 
attractive products with reasonable prices, customer will go with that brand. 

Recommendations 

• It has been recommended that manufacturers need to devote their great attention and consideration towards the 
effect of image of brand because it has a large effect on consumers mind and thus it leads to brand loyalty. 

• Brands must introduce some schemes to their customers through which they offer some incentive to the client and 
client stays faithful to the association.  

• Pricing of item and its accessibility strongly affect the consumer buying behavior so these elements must be under 
consideration. Low prices with good quality attract customers and switching behavior from one brand to another 
brand declines.  

• The effect of brand quality has strong impact on the consumer buying behavior. Shoes makers ought to know 
customers will assess the nature of an item during purchase.  So, all standards of good quality which can be 
comfortable footwear, reliable footwear, strong, good stuff etc should be met. 
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• Brand’s producers need to devote more consideration and attention toward attractiveness and diversification of 
brand as well as Brand’s producers attempt more in this field and it directs mind of consumers toward their 
product for the reason that more choices has been found by consumers in this case. 

• It is also recommended that possible pricing will act as brand’s promoter and advertiser between other individuals 
that resulted in more and more productivity for manufacturers.  

• Brands need to concentrate on product design. This factor has great influence on customer buying intention. 
Innovative and stylish designs attract young girls and boys, and decent footwear attracts everyone. 

• The marketing managers in firms should pay very close attention to the needs and demands of the customer 
prevailing in market. The product which is offered to the customers should meet the needs and demands of the 
customers.  

• Frequent studies must be done to get informed about client's observation, need, complains and recommendations. 
This study can increase the value of product and it can convert a simple product to customer desired product. 
Further, client inform about cost of product and the ways through which the product is in his access. 

References 

Krugman, H. E. (1965). The impact of television advertising: Learning without involvement. Public opinion 
quarterly, 29(3), 349-356. 

Pride, W. M., Ferrell, O. C., Lukas, B. A., Schembri, S., & Niininen, O. (2012). Marketing principles. Cengage Learning. 
Sprotles, G. B., & Kendall, E. L. (1986). A methodology for profiling consumers' decision-making styles. Journal of 

Consumer Affairs, 20(2), 267-279. 
Tester, J. W., Anderson, B. J., Batchelor, A. S., Blackwell, D. D., DiPippo, R., Drake, E., ... & Petty, S. (2006). The future 

of geothermal energy: Impact of enhanced geothermal systems (EGS) on the United States in the 21st 
century. Massachusetts Institute of Technology, 209. 

Armstrong, G., & Kotler, P. (2005). Marketing: an introduction. Prentice Hall. 
Oliver, R. L. (1999). Whence consumer loyalty?. the Journal of Marketing, 33-44. 
Fornell, C. (1992). A national customer satisfaction barometer: The Swedish experience. the Journal of Marketing, 6-21. 
Nezakati, H., Kuan, Y. L., & Asgari, O. (2011). Factors influencing customer loyalty towards fast food restaurants. 

In International Research Symposium in Service Management. 
Hoq, M. Z., Amin, M., Chowdhury, I. A., & Ali, S. (2009). The Effect of Globalization, Labor Fexibilization and National 

Industrial Relations Systems on Human Resource Management. International Business Research, 2(4), 36. 
Chye, W. C., Dahari, Z., Sidek, O., & Miskam, M. A. (2010, October). Electromagnetic micro power generator—A 

comprehensive survey. In Industrial Electronics & Applications (ISIEA), 2010 IEEE Symposium on (pp. 376-
382). IEEE. 

Jackson, M. O. (2010). Social and economic networks. Princeton university press. 
Dibb, S., Simkin, L., Pride, W. M., & Ferrell, O. C. (2005). Marketing: Concepts and strategies (p. 850). Houghton 

Mifflin. 
Keller, K. L., & Lehmann, D. R. (2006). Brands and branding: Research findings and future priorities. Marketing 

science, 25(6), 740-759. 
 

 


