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Abstract
Customer loyalty has long been a topic of high interest in both 
academia and practice. Aim of Customer Loyalty is to increase 
consumer allegiance, meaning tying customers to the company 
and its products or services for the long term. In this paper, we 
have discussed about the Brand based Customer Loyalty.
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I. Introduction
Customer loyalty has long been a topic of high interest in both 
academia and practice, and a loyal customer base has been found 
to be beneficial for the firm. During the last decade, customer 
disloyalty or relationship ending has also gained attention. Fig. 
1 shows Literature streams influencing the study.

Fig. 1: Literature Streams Influencing the Study [1]

As more and more companies are realizing the importance of 
retaining existing customers rather than focusing entirely on the 
acquisition of new accounts, customer loyalty marketing is playing 
an ever stronger and more important role within the corporate 
strategy [2, 7].

II. Value of Brand
From the consumer point of view, brands are often identified with 
a company logo, corporate colors or conspicuous advertising. But 
creating a lasting brand goes much deeper. Successful brands create 
a feeling of positive customer experience that leads to customer 
loyalty and repeat business. Strong brands require systematic, hard 
work in all areas of a company, from training to global product 
design, global business processes and top performance in sales and 
customer service. All these factors contribute to customer loyalty 
[3, 6]. Following are the few points which should be considered 
in deciding about loyalty program:

The loyalty program must enhance the value proposition of • 
your product or service.
Don’t allocate all your marketing budget to a loyalty • 
program.
Design a reward scheme which maximizes the motivation of • 
the buyer to make the next purchase of your product [8].

III. Long Term Relationship with Customers
There are numeral reasons for the long term relationship with 
customers which are discussed below:

Acquiring new customers can cost 5 to 10 times more • 
than the costs involved in satisfying and retaining current 
customers.
Loyal customers tend to spend more and cost less to serve• 
Satisfied customers are likely to recommend your products • 
and services
Advocates of a company are more likely to pay premium • 
prices to a supplier they know and trust
Retaining exiting customers prevents competitors from • 
gaining market share
A 5 percent reduction in the customer defection rate can • 
increase profits by 25 to 85 percent, depending on the industry 
[4].

IV. Ways to Improve Customer Loyalty
Always say “Thank You” to your customers for doing business • 
with you.
Stay in contact with existing and past clients on a consistent • 
basis.
Give the customer more than they expect. • 
Take time to truly listen to what your customers say, and if • 
they don’t volunteer information—ask for it.
Mind your manners. Use please and thank you. Be on • 
time for meetings. Promptly return phone calls and e-mail 
messages.
Make realistic promises• 
Share information. Send pertinent articles or information that • 
may be valuable or simply interesting to a client. Always look 
for ways to help customers learn.
Give referrals to clients. Send business back to a client • 
whenever possible, and let them know you are doing it.
Explain how things work. If you sell a product, show how • 
to use it. If you sell a service, explain what the customer can 
do to maximize its value.
Have fun! Really enjoy your customers, develop relationships, • 
and look upon them as your extended family. On occasion, 
treat a customer to something fun to show your appreciation. 
Use your imagination! [5].

Apart from these points, there are 5 more methods to improve 
loyalty which are shown in fig. 2.

Fig. 2: Improving Loyalty [10]

V. Pricing Schemes
There are several pricing schemes that fulfill the criteria of 
rewarding customers for specific behavior and increasing their 
loyalty. Some of them are listed below: 
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Multi-step quantity discounts• 
The two-part tariff• 
Time and loyalty based pricing• 
With multi-product pricing• 
Multi-person discounts• 
Price guarantees• 
Contracts and Exclusivity agreements [2]• 

VI. Conclusion
Aim of Customer Loyalty is to increase consumer allegiance, 
meaning tying customers to the company and its products or 
services for the long term. Maintaining and solidifying existing 
customer relationships is of utmost importance, even in or precisely 
because of difficult economic times.

References
[1] Christina Nordman, Understanding Customer Loyalty, 

Disloyalty,"The Effect of Loyality-Supporting and Repressing 
factors", Helsingfors 2004, [Online] Available: https://helda.
helsinki.fi/bitstream/handle/10227/97/125-951-555-820-4.p
df;jsessionid=2FF867D7DF1928D1307BD6649014D2F6?
sequence=2

[2] Stephan A. Butscher,"Using Pricing to Increase Customer 
Loyalty", The Journal of Professional Pricing, [Online] 
Available: http://members.pricingsociety.com/articles/
Using-Pricing-to-Increase-Customer-Loyalty.pdf

[3] Knowledge,"Brands and Customer Loyalty, RaDT", [Online] 
Available: http://www.termnet.org/downloads/english/news/
RaDT_KnowledgeBrandsandCustomerLoyalty-Terminolog
yasaCriticalSuccessFactor.pdf

[4] Katriina Mattsson,"Customer Satisfaction in the Retail 
Market", Business Economics and Tourism, 2009, 
[Online] Available: http://publications.theseus.fi/bitstream/
handle/10024/6350/Mattsson_Katriina.pdf?sequence=1

[5] "Ways to Improve Customer Loyalty", [Online] Available: 
http://www.abadvisors.com/pdf/Loyalty%20article.pdf

[6] Lin Chien-Hsiung,"A study on the relations between the brand 
image and customer satisfaction in catering businesses", 
[Online] Available: http://www.academicjournals.org/ajbm/
pdf/pdf2011/6SepConf/Lin.pdf

[7] Xueming Luo, C.B. Bhattacharya,"Corporate Social 
Responsibility, Customer Satisfaction, and Market Value", 
Journal of Marketing Vol. 70 (October 2006), pp. 1–18, 
[Online] Available: http://wweb.uta.edu/faculty/luoxm/
Home/jm%20csr%20oct06.pdf

[8] Grahame R. Dowling, Mark Uncles,"Do Customer Loyalty 
Programs Really Work", Centre for Corporate Change, 
[Online] Available: http://royalloyalties.com/Case_Study.
pdf

[9] Martina Donnelly, Building Customer Loyalty: A Consumer 
Experience based approach in a tourism context", June 
2009, [Online] Available: http://repository.wit.ie/1396/1/
Building_Customer_Loyalty_A_Customer_Experience_
Based_Approach_in_a_Tourism_Context.pdf

[10] Craig F. Churchill, Sahra S. Halpern, (2001),"Building 
Customer Loyalty", [Online] Available: http://www.
microfinancegateway.org/gm/document-1.9.27775/2685.
pdf



IJMBS Vol. 3, ISSue 2, AprIl - June 2013  ISSN : 2230-9519 (Online)  |  ISSN : 2231-2463 (Print)

w w w . i j m b s . c o m 80   INterNatIONal JOurNal Of MaNageMeNt & BuSINeSS StudIeS

Table 1: Loyalty Dimensions [9], Source: Adpated from Jones and Taylor (2007)

Dimensions Loyalty Related 
Outcome Definition Related Research

Behavioural Repurchase 
Intentions

Customer’s aim to maintain a 
relationship with a particular service 
provider and make his or her next 
purchase m the category 
From this service provider.

Jones et al. (2000); Zeithaml et al. 
(1996)

Switching 
Intentions

Customer’s aim to terminate a 
relationship with a particular service 
provider and patronise another in the 
same category

Bansal and Taylor (1999); Dabholkar 
and Walls (1999)

Exclusive 
Intentions

Customer’s aim to dedicate all of his 
or her purchases in a category to a 
particular service provider.

P-eynolds and Arnold (2000); 
Reynolds ana Beany (1999)

Attitndinal Relative Amtude

The appraisal of the service, including 
the strength of that appraisal and 
the degree of differentiation from 
alternatives.

Dick and Basu (1994); Maml3 (2001); 
Pritchard et al, (1999)

Willingness To 
Recommend

Consumer’s willingness to 
recommend a service provider to 
other consumers.

Butcher et al.(2001); Zeithaml et al., 
(1996)

Altruism

Consumer willingness to assist the 
service provider or other service 
consumers in the effective delivery of 
the service.

Price et al. (1995)

Cognitive Willingness To 
Pay More

Consumer’s indifference to price 
differences betw een that of his or her 
current service provider ana others in 
the same category.

Anderson (1996); de P.uyter et al. 
(1998)

Exclusive 
Consideration

The extent to which the consumer 
considers the service provider as his 
or her only choice when purchasing 
this type of service.

Dwyer et al. (1987); Ostrowski et al. (1993).

IdennScation

The sense of ownership over the 
service affiliation with the service 
provider, or congruence values that 
exists between service provider and 
the consumer.

Butcher et al. (2001)


