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ABSTRACT: 

Brand loyalty is a pattern of consumer behavior where consumers become committed to brands and 

make repeat purchases from the same brand over time .companies often use different marketing 

strategies to cultivate loyal customer, including loyalty programs or trials and incentives. A company 

strives to deliver what consumers want by discovering the gap between their brands and customer 

ideals. If product performance is less in comparison to expectations then customer may move on to 

a different brand. In case of consumer electronics also brand loyalty has a great impact as consumer 

electronics are products intended for everyday use, most often in entertainment, communications 

and office productivity. The present research paper is an attempt to study the effect of various 

variables like brand love, self-brand integration etc. on brand loyalty. Various statistical tools have 

also been applied like reliability statistics, factor analysis to analyze the data using software for 

Statistical Package for Social Sciences (SPSS). 

 

 

INTRODUCTION: 

The electronics industry, especially meaning consumer electronics, emerged in the 20th century and 

has now become a global industry worth billions of dollars. Contemporary society uses all manner of 

electronic devices built in automated or semi-automated factories operated by the industry. 

Products are assembled from integrated circuits, principally by photolithography of printed circuit 

boards. 

The size of the industry and the use of toxic materials, as well as the difficulty of recycling has led to 

a series of problems with electronic waste. International regulation and environmental legislation 

has been developed in an attempt to address the issues. Consumer electronics are products 

intended for everyday use, most often in entertainment, communications and office productivity. 

https://en.wikipedia.org/wiki/Consumer_electronics
https://en.wikipedia.org/wiki/Consumer_electronics
https://en.wikipedia.org/wiki/Entertainment
https://en.wikipedia.org/wiki/Communication
https://en.wikipedia.org/wiki/Office
https://en.wikipedia.org/wiki/Integrated_circuit
https://en.wikipedia.org/wiki/Photolithography
https://en.wikipedia.org/wiki/Printed_circuit_board
https://en.wikipedia.org/wiki/Printed_circuit_board
https://en.wikipedia.org/wiki/Electronic_waste
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Radio broadcasting in the early 20th century brought the first major consumer product, the 

broadcast receiver. Later products include personal computers, telephones, MP3 players, audio 

equipment, televisions, calculators, GPS automotive electronics, digital cameras and players and 

recorders using video media such as DVDs, VCRs or camcorders. Increasingly these products have 

become based on digital technologies, and have largely merged with the computer industry in what 

is increasingly referred to as the consumerization of information technology. This research paper 

focuses on the study of electronic products of companies like LENOVO and DELL. 

Lenovo Group Ltd.  is a Chinese multinational computer technology company with headquarters in 

Beijing, China, and Morrisville, North Carolina, United States. It designs, develops, manufactures and 

sells personal computers, tablet computers,  smartphones,  workstations, servers, electronic storage 

devices, IT management software and smart televisions. It markets the ThinkPad line of notebook 

computers and the Think Centre line of desktops. 

Dell Inc. is an American privately owned multinational computer Technology Company based 

in Round Rock, Texas, and United States that develops, sells, repairs, and supports computers and 

related products and services. The company is well known for its innovations in supply chain 

management and electronic commerce, particularly its direct-sales model and its "build-to-order" or 

"configure to order" approach to manufacturing—delivering individual PCs configured to customer 

specifications. The company has since made additional acquisitions in storage and networking 

systems, with the aim of expanding their portfolio from offering computers only to delivering 

complete solutions for enterprise customers.   

INTRODUCTION TO TOPIC:      

“Brand love” or brand loyalty is a term used to describe the tendency that consumers have to stick 

with the products or services bearing brand names they know and trust. Brand loyalty translates to 

repeat sales, so it’s in the best interest of the company that carries the brand to maintain its 

reputation and recognizability in order to maintain profit. Brand loyalty has become very much 

important factor for marketers and consumer researchers.  an organization which is having so many 

loyal customers will lead them to greater share and high profit and suggest that brand loyal 

customers will engage in positive word of mouth for company and even do not accept the marketing 

strategies of competitors.  
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STEPS TO BUILD BRAND LOVE: 

1) Establish brand storytelling:  

Create stories that communicate the personality, values and experiences of your 

brand.   Create a brand story that connects with your product/service and target 

demographics.  Don’t equate your brand story with a list of products, services or 

prices.  Build your brand story by determining what sets your company apart from your 

competitors and what establishes a unique identity for you (unique selling proposition – 

USP). Create brand storytelling and experiences both in-person and online. 

2) Connect with your customers: 

Be present at touch points which matter most to your customers and provide an emotional 

connection.  As brands are battling for higher affinity, connect and engage with your 

customers on a regular basis.  Increase awareness amongst your customers.  Provide your 

customers with value and motivation and create a community that builds buzz around your 

brand. 

3) Anticipate their needs: 

 Don’t start selling to your customers, listen to their needs and focus on what your 

customers want. Your customers are looking for the next experience, so offer them 

additional value or incentives (i.e. loyalty cards or programs), as these customers are 

typically more profitable and will most likely reciprocate by staying loyal to your brand. 

4) Deliver on promise: 

Make it a habit to deliver happiness every step of the way.  Show your customers that you 

truly care by surpassing their expectations.  Offer something new or exciting and stay true 

to your brand mission and promise. 
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5) Be consistent: 

Consistently delivering the same message and performance through all lines of business is 

reassuring and helps keep your brand top-of-mind.  Being consistent helps re-affirm your 

customers’ trust and credibility in your brand, and helps provide clarity of distinction from 

competitors. 

6) Deliver personalized experiences: 

Digital marketing enables us to connect with customers in different ways.  Drive a strategy 

of conversational marketing that orchestrates one-to-one seamless messaging across all 

channels.  Profile, segment and analyze your customer base and past buying patterns and 

create personalized, two-way interactions with your customers that are relevant and 

customized. Don’t group your customers as stats. Keep your focus on building customer 

relationships. 

To establish brand loyalty you must live by your company’s core principles and go above and beyond 

customer expectations.  Go the extra mile to set your brand apart from anyone else.  Determine 

your company’s inside advantage.  Kevin Roberts from Saatchi & Saatchi describes the goal of 

marketing as the creation of “love beyond reason.”  Marketers should focus on creating more brand 

loyalists and “brands that create an intimate emotional connection that you simply can’t do 

without.   

RESEARCH METHODOLOGY:  

CONSTRUCT: 

To study the effect of various variables on brand loyalty with special reference to Electronic products 

of DELL and LENOVO.  

DEPENDENT VARIABLE: 

 Brand Loyalty 

INDEPENDENT VARIABLE: 

 Brand Love  i.e. 

 Passion Driven behavior 

 Self-brand integration 

  Positive Emotional Connection  

 Long-Term Relationship 
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RESEARCH OBJECTIVES: 

 Studying the Brand love with regard to Passion Driven behavior, Self Brand Integration, 

Positive Emotional Connection, Long Term Relationship for seeing their effect on Brand 

Loyalty  

 To study the behavior of the consumers.  

 To study the impact of self-brand integration, passion driven behavior, emotional 

connection on brand loyalty.  

 To study the impact of long- term relationship on brand loyalty.  

DATA COLLECTION: 

Data collected from both primary and secondary sources. Observation and questionnaire is used to 

collect the primary data. Various books, journals and websites are used for secondary data. A sample 

of 300 respondents have been used using non probability sampling technique. 

RESEARCH DESIGN: 

 

PURPOSE OF THE STUDY 

 

 Exploratory cum Descriptive 

 

TYPE OF INVESTIGATION 

 

Causal 

 

STUDY SETTING 

 

Non contrived 

 

TIME HORIZON 

 

Cross-Sectional 

MEASUREMENT AND SCALING Likert Scale (Interval Scaling) 

 

Hypothesis is an assumption regarding anything 

 Null Hypothesis (H0): There is no significant impact of Brand Love on Brand Loyalty. 

 

 Alternate Hypothesis (H1): There is a significant impact of Brand Love on Brand Loyalty. 
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INTERPRETATION: 

From this table, Chi-square value is less than .05 so, alternate hypotheses are accepted  

STATISTICAL TOOLS: 

Various statistical tools are:-  

 Factor Analysis 

 Chi-Square Test 

 Reliability 

RELIABILITY STATISTICS: 

Case Processing Summary 

 N % 

Cases Valid 300 100.0 

Excluded 0 .0 

Total 300 100.0 

a. List wise deletion based on all variables 

in the procedure. 
 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.872 19 

INTERPRETATION: 

By applying reliability statistics on variables, the value of Cronbach’s Alpha has been found to be 

0.872 which is greater than 0.5. It means that instrument under study is reliable. 
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FACTOR ANALYSIS: 

KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .829 

Bartlett's Test of 

Sphericity 

Approx. Chi-Square 3861.008 

Df 171 

Sig. .000 

INTERPRETATIONS: 

 Kaiser-Meyer-Olkin measure of Sampling Adequacy is 0.829 which is more than 0.6. 

 The Kaiser-Meyer-Olkin measure of sampling adequacy tests whether the partial 

correlations among variables are small. Bartlett's test of sphericity tests whether the 

correlation matrix is an identity matrix, which would indicate that the factor model is 

inappropriate. -- From the SPSS on-line help. 

 Kaiser-Meyer-Olkin (KMO) and Bartlett's Test: The next item from the output is the Kaiser-

Meyer-Olkin (KMO) and Bartlett's test.  

Here the KMO measures the sampling adequacy which is greater than 0.5 for a satisfactory factor 

analysis to proceed. 

Rotated Component Matrixa 

 
Component 

1 2 3 4 

I am always ready to invest my 
time, effort and money to this 
brand. 

.455       

I am emotionally connected 
with this brand. 

    .627   

I feel a bond between myself 
and this brand. 

    .748   

I always feel a sense of natural 
fit. 

    .751   

I always feel strongly associated 
with this brand. 

      .697 

I frequently find myself when I 
am thinking about this Brand 

      .593 

This brand is an important part 
of how you see yourself. 

.702       
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I am always ready to spend 
money in improving this brand 
after buy it. 

.669       

I feel this brand is a part of me. .480   .492   

I feel happy after using this 
brand. 

.643       

I feel distressed if this brand is 
discontinued. 

.561       

I am always ready to invest lot 
of energy to this brand. 

    .648   

I always feel sense of desiring 
towards this brand. 

      .680 

I always prefer to buy the new 
products of this brand. 

.557       

I always feel a sense of long 
term commitment to this brand. 

.570       

I always accept that this brand 
will remain a part of my life for 
long time. 

    .535   

I spread the good word about 
this brand. 

  .990     

I defend this brand when other 
says badly about it. 

  .986     

This brand is the name which 
can I always trust. 

  .988     

Extraction Method: Principal Component Analysis.  

 Rotation Method: Varimax with Kaiser Normalization. 

a. Rotation converged in 9 iterations. 

After Applying factor analysis we have 4 components. All the 19 questions have been reduced to 

following 4 components. After applying factor analysis it has been observed that 4 factors are 

extracted namely.  

1. Self-Brand Integration ( items include-  1,7,8,10,11,14,15) 

2. Positive-Emotional Connection (items include- 2,3,4,9,12,16) 

3. Passion Driven Behavior (items include- 5,6,13) 

4. Long-Term Relationship(items include-17,18,19) 
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INTERPRETATION: 

NORMED FIT INDEX: 

The normed fit index (NFI) analyzes the discrepancy between the chi-squared value of the 

hypothesized model and the chi-squared value of the null model. However, this NFI was found to be 

very susceptible to sample size. NFI should range between 0 and 1, with a cutoff of .90 or greater 

indicating a good model fit. Here NFI value is .920, so the model is fit. 

COMPARATIVE FIT INDEX: 

The comparative fit index (CFI) analyzes the model fit by examining the discrepancy between the 

data and the hypothesized model, while adjusting for the issues of sample size inherent in the chi-

squared test of model fit, and the normed fit index. CFI values range from 0 to 1, with larger values 

indicating better fit; a CFI value of .955 or larger is generally considered indicating model fit. 
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RELATIVE FIT INDEX: 

The relative fit index analyze the model fit by examining the relation between the data and 

hypothesized model, the RFI value should be between o and 1 and in this model the value of the 

.906 which indicates that the model seems fit. 

TUCKER-LEWIS INDEX: 

The tucker-Lewis Index was given the two researchers Tucker and Lewis. According to them, for a 

good model fit the value of the TLI should be between 0 and 1. If the value of the TLI is 0 then the 

model would be poor fit. The more the value is closer to 1 , the good fit would be the model. Here in 

this model, the value of the TLI is .947 and it indicates that the model is fit. 

RMSEA: 

Interpretation:  

The root mean square error of approximation (RMSEA) avoids issues of sample size by analyzing the 

discrepancy between the hypothesized model, with optimally chosen parameter estimates, and the 

population covariance matrix. The RMSEA ranges from 0 to 1, with smaller values indicating better 

model fit. A value of .063 or less is indicative of acceptable model fit. 

RESULTS AND FINDINGS: 

The following are the major findings of the study: 

 Reliability test for brand switching shows that Cronbach Alpha’s value is .872 which depicts 

that data is reliable and it truly depicts the whole population. 

 The descriptive statistics show that all the variables are important and truly depict the whole 

population. 

 The world-over accepted index is over 0.6 and in this research the value of KMO is .829, 

which shows that sample is adequate.  

 For the model to be fit well, the value of RMSEA should be <.80 and here the value is coming 

as .063 so the model is fit. 

 After applying factor analysis 4 factors have been extracted namely Self—Brand Integration, 

Passion Driven Behaviour, Positive-Emotional Connection, Long-Term Relationship. 
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 Chi Square test shows that the significance value is .000 which shows that Self—Brand 

Integration, Passion Driven Behaviour, Positive-Emotional Connection, Long-Term 

Relationship have impact on brand love. 

 103 respondents are emotionally connected with Lenovo.  

  Most of the respondents agreed that brands give intrinsic satisfaction. 

CONCLUSION: 

Brand loyalty is basically a positive feeling towards a brand and dedication to purchase the same 

product or service repeatedly now and in future from the same brand, regardless of a competitor’s 

action or change in the environment. Loyalty consists of both attitudinal and behavioral 

components. Thus we can say self-brand integration, Passion Driven Behavior, Emotional connection 

have deep impact on Brand love and Brand Loyalty. In order to capture maximum market share 

companies should implement proper promotional activities. Loyal customers should be identified, so 

that special promotional efforts are made to those customers. From above analysis we can see that 

various variables or factors are responsible for building the brand loyalty among customers and if we 

want to sustain it regular efforts are required, so that long term relationship can be formed among 

customers and marketers.  
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