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Abstract

This paper examines the factors that enhance Hgmdty in Northern Noodles Nigeria Limited. Theage
several factors that encourage customers to betmyakto either the company or brand they are usiagthis
study focused on three factors which are Produailiement, Perceived quality and Brand trust. Prindata
was used for the study. Questionnaires were diggthamong 300 respondents in Kaduna State. THg ssed
correlation coefficient analysis to examine theatiehship between these focused factors and brayulty.
Findings reveal that product involvement, perceigedlity and brand trust are factors that enhaogalty to
brand. It is recommended that Northern Noodles Rageimited should continue to make their produciren
unique in order to sustain their consumers andudéita their involvement, maintain their qualitypbduct and
identify ways in which to gain more trust into thearts of the consumers. Also they should explareerways
in which to improve on other factors that positivehpact on customer loyalty to brand in order éphfurther
strengthen brand loyalty towards their offeringritta
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1. Introduction

Brand loyalty is becoming more complex to achieseaaesult of increased competition. Companiegrgieg
hard to keep their brand loyal customers loyal amdid means of making room for competitors to giadse
customers (Fisher, 1985). Businesses require castono be particularly loyal to their brand of puots
because it contributes greatly in reducing coats tmproving brand as well as company’s profitépi(Tiele &
Mackay, 2001). For instance a company will gainfiprathen loyal customers provide free advertisement
through positive word of mouth. Satisfied and happgtomers recommend stores, products or senacteeir
family and friends. Sonnenberg (1993) revealed ¢laah satisfied customers tells nine or ten pealptait their
happy experiences and 13% of dissatisfied custotedirmore than 20 people about how bad the compmany
products are. This among other reasons is why rnampanies are trying to understand the contribuctprs

of brand loyalty.

In Nigeria, Indomie Noodles are popular among comexns. Indomie Noodles has become a common and
popular category among the young and old as ittifies them with a quick satisfaction (Adeleke & A,
2012). This has prompted Indomie noodles to becant®ousehold name. However the Indomie market is
amongst the turbulent markets due to increased etitigm, environment, quality, promotion, brand ream
among others and all these factors affect the btapdlty. Noodles like Dangote noodles, Cherie fesd
Golden Penny noodles are some of the other Noeddsave in Nigeria yet the common name attachedl i
Indomie Noodles thus making Indomie noodles haeectimpetitive edge.

What are the factors that enhance consumer loyaltyrand? What makes consumers stick to that péatic
brand of Indomie noodles when there are others®d geestions are mind boggling and so this pamdsiat
consumer loyalty and sheds light on factors th&trdeine customer’s loyalty with the brand. It als@amines
differences that exist in consumer brand loyaltdifferent brands.

In this paper, the selection of brand in the fawdlistry has been exceptionally rapid grown in maanys of the
world. This study attempts to examine three fact@mely Product involvement, perceived quality énaind
trust that could possibly enhance brand loyalty mgnconsumers of Indomie noodles in Nigerian consama
this study, brand loyalty is approached based emipus studies and literature, by building a frardto link

the dimensions of brand loyalty and brand involvetand also the factors that enhance both. Thectibgeof

the research is to examine the factors that enharaed loyalty. These factors are product involvete
perceived quality and brand trust.

Literature Review

The Concept of brand loyalty

The success of a firm depends on its capabiligttiact consumers towards its brands. This carchiewed by
identifying customer needs and requirements andtinteehose needs in a better way than competitors.
Consumers enjoy the benefit of a much wider choickbrands arising from the fact of customers bdieger
informed about alternatives. The customers are tousleveraging on this privilege and other factwirsnarket
dynamics to force brands to compete on even surn{iéel, Alam & Nor, 2011).
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Branding mitigates a customer’s risk feeling duripgrchases and a high level brand enhances customer
satisfaction and loyalty degree (Kim, Kim, Kim, Ki& Kang, 2008). Brand loyalty has been recognizecha
focal point of marketing practitioners. This is base writers like Rozenberg and Czepiel (1984)alkethat it
costs six times less for customer retention thanaftracting and/or acquiring new customers. THastings
have enhanced the value of brand loyalty.

Quester and Linn (2003) mentions that the origibbmaind loyalty is the commitment to the particidaand that
goes well beyond repetitive purchases. He mentibas creating loyalty about any brand and retaining
customers is an essential factor that influencesalvperformance of the company. Understandingltyyis
essential in marketing products and services aal loystomers are less likely to switch and makeemor
purchases than similar non loyal customers (Reidih@96). Thus if the company can retain just 5%evaf its
loyal customers profits will increase by 25% - 128Reichheld & Sasser, 1990). Reichheld’s (199Guither
supported by Strauss and Frost (1999) who sugfestrelationship marketing is cost effective, itléss
expensive to retain one customer than to acquieg ibis easier to sell more products to one laystomer than

to sell the same amount to two new customers. ffigians that it is easier to persuade loyal custothersto
persuade new customers. The loyal customers have sunfidence towards the firms compared to new
customers.

Brand loyalty by any customer not only represestrgpeat purchase of that brand but sometimesatrafers

to the psychological commitment of that customensard that brandtherefore, brand loyalty does not only
mean that customer will not purchase that brandt mibsn but also he or she will refute to purchasg other
brand of same or better quality as compare to lth@we he or she is loyal to that brand (Rehmaimnia &
Akhtar, 2010).

Conceptual Framework for the study

The conceptual model tested in this paper contonstructs that have demonstrated theoretical stibppsed
on a number of researches done by Morgan & Hu894}; Leclerc & Little, (1997); Charles, (1998); WRer,
Wetzels & Bloemer, (1998); Chaudhuri &Holbrook, (A9 &Quester & Lim, (2003). The research shows tran
loyalty on end user perspective. The model exantimegactors that would possibly enhance brandltgy@he
conceptual model is shown below:

Product Involvemesnt \

Perceived Chuality Brand Lovalty

J—

Fig 1: A schematic diagram of the conceptuahizaork.
The diagram above is used to show the relationshgroduct involvement, perceived quality and bramt to
brand loyalty.

Brand Trist

Product Involvement

Product involvement is the perceived relevance @ir@duct class based on the consumers’ inhererdsnee
interests and values (Zaichkowsky, 1994). Reseesaifeconsumer behavior attribute a great deainpiirtance
to the product-involvement variable. These studiagse shown that product involvement can influerfoe t
decision making process regarding a product, thenéxo which consumers will search for informateimout
the product, the timing in adoption of the proddlee manner in which the consumers attitudes aafbpnces
regarding the product are influenced, the consumperseption of alternatives in the same producgmaty and
brand loyalty ( Bauer, Sauer & Becker, 2006; Char&Pettigrew, 2006; Lin & Chen, 2006; lwasaki & Va,
1998; LeClerc & Little, 1997; Park, 1996; Ram &Jui§94; Brisoux & Cheron, 1990; Celsi & Olson, 1998
Park & Young, 1986 and Traylor, 1981). Another emggl analysis by Le Clerc and Little (1997) foutitht
brand loyalty interacted positively with productvadvement. According to Quester and Lim (2003) ene’
involvement in a product class is directly relatecbne’s commitment or loyalty to a brand withimtproduct
class. Besides that, they also suggested thatvienwnt with a product is a necessary preconditiwrbfand
loyalty. On the other hand Charles (1998) suggisisthe characteristics of the products/brandmsedves or
their usage contexts may thoroughly act to stineut@nsumers involvement. Therefore product invoketis
taken into consideration as one of the factorsaffatt brand loyalty.
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Tsiotsu (2006) posits that there exists a direlaticnship between product involvement and perakeduct
quality stating that product involvement affects tivay quality cues operate and reports that product
involvement as a significant predictor of perceigeglity.

Perceived Quality

Perceived product quality is a global assessmeartackerized by a high abstraction level and reffes specific
consumption setting (Zeithaml, 1988). The reasaicgieed quality was included in the framework icdgse
quality becomes an important factor for customeyosing which brand to buy. According to VraneSeaicl
Starandccaronec (2003), the importance of product brand lwa seen primarily in its impact on consumers’
choice and their loyalty towards the brand throudéntifying and differentiating quality. In otherowds,
customers will more likely to become loyal to artavhen the particular brand is perceived to previ level

of quality that can meet customers’ expectations.

Similarly, Ruyter, Wetzels and Bloemer (1998) hasinid that there was a positive relationship between
perceived service quality and service loyalty whieey conducted series of studies for five differsetvice
industries. The same goes to perceived quality lznachd loyalty as well because customers’ perceptbn
quality towards a product or services may enhahnee toyalty towards a brand.

Brand Trust

Brand trust is a factor that makes an average hederve that brand will perform its stated purpod®tsoever
(Chaudhuri & Holbrook, 2001). Brand loyalty is déoed if there is an element of trust (Berry, 1988jcheld
& Schefter, 2000). Brand loyal consumers are madténg to pay more for a brand because they peesme
unique value in the brand that other brand canmotige (Jacoby and Chestnut, 1978; Pessemier, 1959;
Reichheld, 1996). This uniqueness most probabliveléifrom greater brand trust in the reliabilityabrand or
from more favorable affect when customers use thad(Chaudhuri and Holbrook, 2001). In the comraititn
trust theory, Morgan and Hunt (1994) stated thagttis a key variable in the development of an endulesire
to maintain a relationship in the long term e.@ tbng term relationship might be developed towadsand
due to the trusting relationship that the custohaes. Likewise, Ballester and Aleman (2001) fourat there are
possible conceptual connections of trust to théonatf loyalty and this actually drives the authtwsfocus on
analyzing the relationships existing among theseepts. Subsequently, the results suggested thatl irust
play an imperative role in generating customersgirmiment towards a brand or brand commitments tdsvar
particular product. In other words, brand trusibas of the variables in their study would possiéffects the
level of brand loyalty. Thus, brand trust is inatddn the theoretical framework of this research.

M ethodology

The study was a cross-sectional survey that wagedawut in Northwestern parts of Nigeria. The plarsize of
300 respondents was used, determined by convengaropling. The main research instrument was a close
ended questionnaire. Questions used in the questi@were collected from different literature sms and
were adjusted to conform to the study objectivé& af the questionnaires were correctly filled aatlirned,
translating into 90 per cent response rate. Tha ftatthe study was analyzed using the SPSS 1#ipuier
software. The hypotheses were tested with Pearsarl@tions.

Results and Discussions

The study used correlation coefficient analysiexamine the relationship between these chosenrfaatad
brand loyalty. The internal reliability of the itsmwas verified by computing the Cronbach’s alphajctv
suggests that a minimum alpha of 0.6 sufficed fantyestage of research. The Cronbach alpha estihfate
product involvement, perceived quality and brangsttrwas 0.7585, 0.7567 and 0.7297 respectivelyceSin
Cronbach’s alpha in this study were all much higtiem 0.6, the constructs were therefore deemedthte
adequate reliability.

The hypotheses of this study were prepared basehleoprevious study done by Wel, Alam & Nor (201A4).
the three hypotheses are intended to test for dhelation between the dependent andependent variable.
Correlation coefficient analysis was used to tkethypothetical relationship between product ingotent and
brand loyalty.

HOL1: The higher the product involvement the higiherbrand loyalty towards a particular brand.
Table|: Correlation between product involvement and braxydlty.

Statement Brand loyalty

Product involvement 0.382**

**Correlation is significant at the 0.01 level (@Hed)

The first hypothesis tested the relationship betws®duct involvement and brand loyalty. Table bwh that
the association between product involvement anddotayalty is significant at 0.01 level (2-tailedjth the
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correlation coefficient value of 0.382. The anaysidicates that the association between the twiahlas is
statistically significant. The direction of the as&tions is positive which indicates that peoplevinvolve with

a product will be more likely to be loyal towardparticular brand name. In this situation, conswmweno are
involved in buying process tend to be more loyavaad the particular brand as compared to purchakstys
made by other person like the parents, guardiansiemds receiving the product as a gift. The datren
coefficient of ‘0.382’ falls within the range of &k association. Which means that there are low Everoduct
involvement for most of the respondent under stQdy= 3.89). However, we can expect to get stronger
association if the level of involvement is high esplly in the purchasing process because customiirbe
more likely to be loyal towards the brand. Furthere) it is believe that product involvement doespha
enhancing brand loyalty as it is a necessary piition for brand loyalty although the correlaticreefficient is
very weak.

HO2: The higher the product perceived quality tighér the brand loyalty towards a particular brand.
Tablell: Correlation between perceived quality and brandllyy

Statement Brand loyalty

Perceived quality 0.594**

**Correlation is significant at the 0.01 level (@Hed)

Table 1l shows the association between perceiveditguand brand loyalty is significant at 0.01 levehereby
the analysis resulted the coefficient value of .594 ¢ = 0.000)".

Accordingly, the hypothesis 2 which stated that pleeceived quality of the product is one of thetdbnting
factors towards the brand loyalty could not beatgd. Thus, it indicates that perceived qualityasrelated well
with brand loyalty in the case of Indomie noodlesaddition, the direction of the associations igoaitive in
which it indicates that the higher the

perception on the product quality of a certain dratine higher will be the brand loyalty. Furthermothe
correlation coefficient of 0.594 could be considees moderately strong (Hair et. al., 2002). Inse¢hat the
respondents does think that perceived quality doesribute to brand loyalty. As the consumers idgrthe
quality of a particular brand that able to meetrtbgpectations, they are more likely to loyal e brand.

HO3: The higher the feeling of trust in a brand lifigher the brand loyalty towards a particular biran
Larzelere and Huston (1980) and Morgan and Hun®4)1L%iew trust as a central construct of any logignt
relationship. Hess (1995) stated that in the custdmand context, trust may be an important coatobto the
kind of emotional customer. The higher the feelirigrust in a brand the more the customers arel kyeards
the brand.

Tablelll: Correlation between brand trust and brand loyalty.

Statement Brand loyalty

Brand Trust 0.600**

**Correlation is significant at the 0.01 level (@{ed)

Referring to Table lIll, the third hypothesis testhd relationship between brand trust and brandltgyamong
Indomie consumers. The correlation coefficient eadfi ‘r = 0.600’ indicates that the associatiornwsstn brand
trust and brand loyalty is significant at 0.01 lefge= 0.000). In term of direction, the result shotwattthere is a
positive direction between the two constructs. Tdmslysis proves that the contributing effect odirfat trust
towards brand loyalty means as the trust towardsioebrand increases the level of brand loyaltylddikely
to increase as well. No doubt, brand trust is dr@ important facets that should be developeariter for the
company to maintain long-lasting relationship wikkeir customers. Normally, trust in the brand igc@l to
drive the customer to repeatedly purchase the $amaral from the company. However, brand trust evofvem
past experience, prior interaction and it is atjuabmething that develops overtime. Some consunmmegt
have great experience with a particular brand asmté they have the feeling of trust towards thendbrand
subsequently tend to be loyal towards the brandohtrast, consumers who do not have any experientsss
experience with a particular brand are more likelgwitch brand. Therefore, the trust towards adnaithin an
individual merely depends on the experience they tiad with the brands.

Conclusions

This study basically explains some factors thataech brand loyalty of consumers to Indomie noodfes
Nigeria. It gives an insight on how product invaivent, perceived quality and brand trust enhanceddi@yalty
in general. In terms of product involvement, ifasind that product involvement does have a relatigmwith
brand loyalty and it did affect brand loyalty inr@én ways. Indeed involvement with a product isezessary
precondition for brand loyalty. Where else, peredivquality is not the main factor that contributesbrand
loyalty but it can be assure that perceived qualidgs have association with brand loyalty thatd@mhance the
loyalty of an individual towards a brand. In terofsbrand trust, it is found out that the higher teeling of trust
in a brand the more the customer is loyal to théiqudar brand. Honesty is important dimension cdrid trust
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that could enhance brand loyalty.

Recommendations

Findings reveal that indeed these three factomsjumt involvement, perceived quality and brandttams factors
that have enhanced brand loyalty in Northern NaodiBgeria Limited. It is recommended that Northern
Noodles Nigeria Limited should continue to makertipeoduct more unique in order to sustain theinsomers
and stimulate their involvement. Also, product dgyashould never be compromised and they shouldoesp
more ways in which to improve on other factors thasitively impact on customer loyalty to brandoier to
help further strengthen brand loyalty towards tloiering brand.

There are other factors which may also have infledrconsumers loyalty to this particular brand thdsrther
study is needed in order to further understand kératther factors also prompt consumers to sti¢ck imdomie
noodles. Also other factors should be examinedrdetstand consumer loyalty to a particular brarkis T
research have given a deeper understanding of fatiatrs enhance consumer loyalty to brand and wiskies
consumers stick to that particular brand of Indomimdles when there are others? These factorsctrat
enhance brand loyalty helps managers and marketdostter understand their market and also helmtte
better serve the needs and wants of their poteruigtbmers. Most importantly, is to build branddly towards
their offering brand.
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