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Section One
Brand Loyalty
1. Introduction
Brand Loyalty is an important area of interest of all marketers and research practitioners. According to the past studies, it has been stated that loyal consumers act as an advocates for the brands as they promote company brands by itself to others as compared to non loyal consumers (Bennett, Kennedy and Coote, 2007). 
Due to advance technology and global market place, the companies are more focusing to build strong marketing strategies so as to increase the brand loyalty. Since decades, brand is considered to be an important component in the literature of marketing. Manufacturers have been successful to sell their products to end consumers with the use of brand as an effective marketing tool. On the other hand distributors are handling their B2B (Business to Business) commercial transactions by controlling their distribution system and also building their relationships with consumers. According to the research, Marketing strategies adopted by companies have been diverted to the value creation and relationship which is directly link to the brand loyalty (Falahat, Chuan and Kai, 2018).
The aim of this paper to analyze the factors of brand loyalty and how consumers make loyal to the particular brand.
2. Literature Review
Since last decade, the review of the literature produced in Brand loyalty leads us to identify certain factors impact the behavior of the consumers to become a loyal to the particular brand. The discussion from different authors in the last decade has suggested that both dimensions of brand loyalty, attitudinal plus behavioral impacted consumers to be loyal. There are many factors but most importantly loyalty can be positively affected by brand trust, Customer Satisfaction, Price and Perceived value of the brand.


 Theoretical Literature Underpinning-Critical Analysis on Discussion.
Findings by some of the researcher since last decade from major theoretical studies have been summarized to develop discussion to proceed. The conceptual framework has been developed to explain the factors which leads to brand loyalty.
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Conceptual Framework of Brand Loyalty
Source: (Fazal and Kanwal, 2017).
2.1. Brand Loyalty
The concept of brand loyalty has been introduced in 1920’s which is defined as the biased behavioral response which is expressed with certain period of time in the decision making process in regard with one or chances of more alternative brands out of a number of set of brands and it is denoted as physiological process(Nawaz and Usmaan,2011). Additionally, other author supports this and states that it is a deeply held physiological commitment to re buy or repurchase preferred product/services despite of the marketing efforts made by companies to switch the behavior of the consumer to other product (Dib and Al-Masallam, 2015).
In other terms, brand loyalty could be defined as the customer have strong commitment and deep relationship with the brand or organization, which would not affected under some normal circumstances which could clearly benefit to the marketers to spend less on promotion as it saved cost .Additionally,most of the researchers said loyalty can be classified either true or sometimes spurious, where spurious loyalty can be changed as it is based on situational circumstances such as price and convenience whereas true loyalty has some indicators of previous psychological experience and affective commitment to the brand(Maheshwari, Lodorfos and Jacobsen, 2014).
· Dimensions of Brand Loyalty
According to the researcher, brand loyalty has two important dimensions which are attitudinal and behavioral loyalty. The author states that  behavioral loyalty is the measurement of repeated consumer purchase, percentage of buying products and recurrence rate of purchase of the products. The actual purchase has been made by the consumer over a certain period of time would result the customer to be loyal for the particular brand. On the other hand, attitudinal loyalty is considered to be an attitude of the consumer which constitutes factors like intention of re-buying, positive feedback and commitment (Fazal and Kanwal, 2017).
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Figure1: Dimensions of Brand Loyalty
Source: (Fazal and Kanwal, 2017).

Some scholars supported attitudinal dimension is the important element when compared with behavioral loyalty, which suggested this dimension has more focused on consumer preference or intention so it gained more increased attention (Dib and Al-Masallam, 2017). However, other researcher divided brand loyalty into affective and continuance loyalty which states that the emotional connection between the company and the buyer is denote as affective loyalty whereas continuance loyalty has the weakness that customers easily switch to other competitors (Shlash Mohammad, 2017).
· Importance of Brand Loyalty
Many scholars argued that brand loyalty is a vital objective for every organization, which help to achieve higher market share and greater rate of return on investment with pool of loyal customers. Most of the researchers favored this and said that loyal customer base helps the organization to gain bargaining power in regard with supplier, partners and other channels. According to the author, it is to be said that based on 20-80 formula, top 20% of customers increase profitability up to 80% for the organization (Nawaz and Usmaan, 2011).
In addition to this, other researcher support this argument that the base of the marketing strategy of any organization are loyal consumers, who helped to develop brand and became a sound platform for profitability of the company. The loyal users are the directions for the brands which leads to convert positive outcome but if a company loses its sight on consumers then they could suffer loses and decline in market share(Fazal and Kanwal, 2017).
2.2. Brand Trust
The concept of brand trust has been functioned as the organization capability to fulfill customer needs and also to reduce every doubt and vulnerability in non physical services. It has been studied that trust play an important role to grow and develop brand equity of a firm. The experience of a brand by consumer results trust in the company and it positively generate loyalty. Moreover, many scholars studied and seen that brand’s ethicality has positive impact on brand affect and brand trust and these two variables relate with brand loyalty positively. Furthermore, the study revealed that trust is a relational determinant with other factors such as customer delight, involvement, satisfaction and commitment. According to the author, if there is any reduction in satisfaction that could directly impact in decrease of loyalty (Ali and Muqadas, 2015).
Moreover, other researchers support this by saying that there are two main components of brand trust which are reliability and intention. Brand reliability is the root of creating trust in the brand while providing the value to consumers which has been promised where as Brand intention is based on the consumer confidence on the company where they prioritized the interests of user when problem arise unexpectedly while using product (Afif et al., 2015).The line of argument has been supported by other researchers also which states that it is a long term process to develop a brand trust in consumers eyes by fulfilling their expectations and trustworthy brand always keep their promises, value the customer’s requirements that eventually convert to trust and brand reliability. Although there are some debates found between satisfaction and trust as some scholars suggested that satisfaction has direct effect on loyalty but other said trust is the main antecedent in repurchase intension. In addition to this debate, some scholars said trust is the dominant factor for consistent customers while satisfaction is only important for occasional customers (Upamannyu, Maheshwari and Bhakhuni, 2013).On the contrary, some of the researchers said trust and satisfaction are conceptually connected as these variables generate commitment by consumer especially in high level of involvement. It is to be discussed that perceive quality is a favorable object in order to trust a brand (Nawaz and Usmaan, 2011).
The argument has been supported by some scholars who explained that there is a positive correlation between satisfaction and trust, if a trust is established for that brand then consumer will be satisfied automatically and willing to commit to the brand.Committment is described by two dimensions affective and continuance commitment. The strong and deep attachment with the brand represents consumer’s shared personal values with the brand and also based on their identification which is referred as affective commitment. On the other hand, continuance commitment is based on the weak feelings attached to the brand because if there are more alternatives and high switching costs available for consumers, they would easily change the brand. As a result brand equity; brand satisfaction and perceived value are directly link to affective commitment whereas they do not have any effect on consumer repurchase intention. This has been suggested that a consumer who has strong affective commitment to the brand would able to help the organization and act as reference, whereas continuance commitment had a weak impact on the re-buying intentions. The academic literature states that attitudinal loyalty does not motivate behavioral loyalty (Ercis et al., 2012).
2.3. Customer Satisfaction
Many scholars concluded that the most important determinant of brand loyalty is satisfaction, purchase decisions of the customers became habit in nature which as a result provide satisfaction about a brand. It has been research that satisfaction leads to increase reputation of the company as consumers who have high purchase frequency are more likely connected to the brand and also recommend to others(Nawaz and Usmaan, 2011).Most of the empirical studies proved that satisfaction is an antecedent of brand intention and attitude. In the consumer literature context, the high level of involvement about the brand experience high level of satisfaction because of past positive experience associated with the brand. However, author stated that opposite is also possible that higher satisfaction will convert to high level of involvement (Bennett, Kennedy and Coote, 2007).
According to researcher, the organization ensured that customer satisfaction is an increased life time value by retaining consumers for a long time with superior quality. The three important aspects are quality; value and satisfaction are collectively play an important role. Customer satisfaction and value are very close elements to repeat the buying behavior of consumer for the particular brand. The customer who is satisfied saved the cost of attracting new consumers as it would do word of mouth publicity which increases the profitability of the organization (Ghafoor et al., 2012). In addition to this, researcher support this statement and said that customer choose the brand as they thought it reflects their personality. For instance, if a customer like Sony brand, they would choose most of the products from this brand such as Television, disc players, photo cameras regardless of the competitors products even if they are superior quality. The customers who are satisfied would be a loyal despite of other mediating variables. Now a companies are more focusing on the strategy of satisfaction as this would generate more repurchase intentions of the product. Customer satisfaction plays a role to increase the performance of the company (Awan and Rehman, 2014).
· Price Fairness is positive relationship with customer satisfaction
According to Kotler, the amount of money being charged for the product or service and in exchange customer could get benefit of using the product or service by giving that value. In addition to this, price is the most important factor which leads to customer satisfaction, the way it is fixed for the product would have a great impact on satisfaction. On the other hand, it is to be said that there is also no guarantee of higher satisfaction level, if the organization lower the monetary price or perceived price of the product so consumers also use price as a clue for the product. Similarly, consumers generate their level of acceptance or dissatisfaction level usually judge by the concept of ‘equity’ which consists price and service quality (Dib and Al-Masallam, 2017).
· Perceived Brand Equity has effect on Customer Satisfaction
The concept of brand equity is an intrinsic value that poses by customer on a brand on the basis of how they think, feel and know about the brand. According to the author, perceived brand equity is the important variable for customer satisfaction. The study proved that brands which can able to create important equity would improve consumer satisfaction whereas organization which can caught important equity would impact on  customer satisfaction (Dib and Al-Masallam, 2017)..
· Perceived quality have positive impact on customer Satisfaction
Many scholars states that it is the judgment created by customer about a product or service on the basis of excellence and superiority. It is the performance of the product which labeled as a free from defects and degree of customization, how the product is reliable to meet the requirements of the customer. The concept of perceived quality is defined as the response generated through the whole set of judgments about the quality comparisons with other competitive brands. Consumers use extrinsic product cues as an indicator to see product quality such as price, brand name and store name .The author states that there is a positive relation between quality and satisfaction (Dib and Al-Masallam, 2017). Quality was divided into two terms which were objective and perceived quality, objective quality is conformity to determined previous standard and has no agreement about the type of standards The general assessment of the product and brand quality by the customer which conformity to its standard and fulfilling all the functions is denoted as perceived quality (Ercis et al., 2012).
· Brand Image is positively associated with customer satisfaction
According to Kotler, brand image is a set of perceptions created in consumer mind by brand associations. It is the company’s ability with the use of effective marketing strategies to position the image of brand in consumer’s mind and influence them to buy. The brand image also regard as helping consumer to retrieve information, differentiate brand with competitors, giving positive feelings and generate reasons to buy.Although, there are not much research carried which proved there is a relationship between brand image and customer satisfaction (Dib and Al-Masallam, 2017).The other author also support this line of argument by stating that brand image is a logical and emotional perception developed by customer towards specific brands. It is an important element for every business which influences the mind of consumer regarding the product and services. It is to be stated that strong brand image create financial performance, increases corporate image along with revenue and profitability of the organization. However it also pointed out that brand image is not the only element considered by consumer and support to customer loyalty, they also look into different determinants also such as value, comfort or quality of the product which leads to satisfaction (Durmaz, Cavusoglu and Ozer, 2018).



2.4. Perceived Value of Brand
According to researcher, it is stated that the perception developed about a product against payable cost is referred as perceived value and it is depend on the product type and different services. Some of the researcher claims that customer perception is different in different stages of the product such as purchasing, during using product and after used product. The author said there is a relationship between prior usage,re purchase intention and perceived value as these are  all factors considered to be equally important but perceived value is much better component in reuse tendency.Moreover,one research carried out and claims that perceived value affects customer satisfaction(Shiraz, lorestani and Mazidi, 2013).Many scholars agree with this line of argument and states that customer made decisions according to the price and quality of the products and services after buying. It is the value perception which develops by the customer after comparing the cost of the product with the advantage they received. According to author, customer wants more benefits from the product and services than the cost they paid. So the investigation carried out by some scholars which resulted there is a relationship between perceived value and satisfaction, if the perceived value is high then automatically satisfaction goes high. They also state that there is a positive relationship between perceived value and trust as well, if the customer trust the brand it increase the perception value of the product and services(Ercis et al., 2012).

Similarly, overall perceived value can be obtained by customer in terms of quality,money,benefit and social phycology.Additionally,monetary aspect  value can be generated when customer paid less and received more, so marketers need to work hard to increase loyalty by satisfying customers with providing more value. One of the researcher, Richhield (1996) highlighted that most of the businesses failed as they focus more on earning profit as compared to gaining value creation.Additionaly,the customer satisfaction is only result driven ,if organization successfully obtained perceived value, so the result of perceived value is customer satisfaction. As suggested by literatures, perceived value can capture benefit-sacrifice in the same way as disconfirmation achieved with the variations of expectation and perceived performance (Igau et al., 2013).
· Customer-Perceived Value
Many scholars suggested that the roots of the perceived value are from equity theory which explained that the ratio of the customer output/input to the organization output/input. The concept of equity described that customer evaluated the products and services on the basis of what is right, fair or deserved for the perceived costs. The perceived costs factors include both monetary and non monetary such as time consumption, energy consumption and customers experienced stress as well which in turn results relative rewards and sacrifices offering by the organization. One of the author super ordinate goals is value and loyalty could be considered as achievable goal as it is behavioral intention. According to goal and action theory, customer value regulates the behavioral intention of the loyalty provide by organization and it states that perceived value is the most important determinant to gain loyalty from the customer(Yang and Peterson, 2004).
3. Conclusion and Discussion
The main aim of this literature is to find out the factors which impact on brand loyalty and what makes the customer to be loyal for the brand. The literature revealed that customer are more loyal to a brand if they are satisfied from the brand. In addition, the researcher find out some deep rooted relationship which impact on brand loyalty such as customer satisfaction, Brand trust,Price,Brand image and Perceived value. However all are mostly connected to customer satisfaction. However, numerous studies mentioned about the direct impact of customer satisfaction to brand loyalty but there are very less research carried out for brand image,brand equity and price fairness in regard with customer satisfaction.
There are some mediating factors in customer satisfaction which also played a important role to generate brand loyalty such as perceived quality, perceived brand equity, perceived quality and brand image. These all are connected directly to customer satisfaction and indirectly link to brand image because all the determinants are important to gain competitive advantage for any organization. The customer could only be loyal if they are satisfied with the benefit received from the organization on the price they paid for the product. In addition to this, customer could also change in some circumstances where they received high switching costs and more features and quality from their existing brand so it is very difficult for the marketers to sustain their customers these days.

















Section Two
1. A detailed Discussion of Brand Loyalty: An Empirical analysis by Dib and Masallam (2017).

This research analysis by Dib and Masallam(2017) , which is one of the most favorable article that are reviewed in this essay and covered all aspects of brand loyalty. According to the literature review, author started with the theoretical framework developed by Fazal and kanwal(2017) which contain all the relevant factor of brand trust, price of product, customer satisfaction and perceived value but after reviewing most of the articles it has concluded that customer satisfaction is the most dominant factor for brand loyalty where all the determinants are necessary to achieve satisfaction which leads to convert loyalty.So,the author decided to critically analyze the most relevant article which fulfill all the determinants of brand loyalty.

1.1. Research Philosophy
The research philosophy is defined as a set of system which constitutes belief and assumptions which is developed during the research. It is the development of a knowledge which helps to answer a specific problem of the research about a company or product. The assumptions developed shape how you understand the research questions and how to analyze findings with the help of methods (Saunders, 2009).
In this paper, the research was carried out to check the brand loyalty about the mobile phone users.The author already mentioned in the introduction that focus would be around how the different determinants of brand loyalty make the consumer to be loyal about the particular brand. The author also want to suggest to expand the sample size and also focus on other elements for brand loyalty in depth such as brand experience,commitment,involvement and brand image. 

1.2. Methodology
The researcher in this study used quantitative method to analyze the findings of the research questions. Quantitative method is defined as focus on quantity which contains numbers and the data which is drawn can be concluded according to counting the things. Quantitative method is best to analyze ‘macro ‘view with the use of large number of sample size. This method is always provide reliable analysis and appropriate in such situations where systematic comparisons are needed (Yilmaz, 2013). The researcher made a descriptive research questionnaire to measure percentage and proportions such as percentage of men and women using different bands of mobile phone. 
1.3. Ontology
It is defined as the assumptions made about the nature of reality (Saunders, 2009).The researcher  has used hypothesis test to check the nature of reality that what is the most dominant factor for the customers to make them loyal for the brand such as price, perceived value, and satisfaction etc. The hypothesis made on the basis of relationship method that which factor is independent variable and which is dependent variable. The nature of reality could be verified with different methods to get more clarified results.
1.4. Epistemology
Epistemology is defined as the study of knowledge, justification and rationality of belief. In more elaborate sense, under what conditions the subject knows that something to be true and how we can communicate that knowledge to other person (Saunders, 2009).. 
The data used in this research paper are undergraduate students(male and female) who basically uses mobile phones from the brands such as Sony,Nokia,HTC,Samsung and others,which is reliable data used on the basis of purely quantitative method where author could easily prove about the truth on the basis of the knowledge generated after research. The literature suggested that there is a effect of customer satisfaction on brand loyalty and also think perceived value also link with brand loyalty. The author of this paper would like to convey his knowledge to others by generating hypothesis around the assumptions that would help to justify his belief.

1.5. Axiology
It is defined as study of nature of value and valuations and the things which are valuable for the study (Saunders,2009). The researcher in this study conducted analysis on the basis of using reliable data which is constituted male and female who are using mobile phones of different brands. The author is using data from approximate 99 reliable sources to reach on conclusion and not on the basis of particular biases. The author has conducted survey only on the basis of relevant questions which would be helpful to analyze the data and summarized to findings.

1.6. Reliability and Validity
Researcher’s defined reliability is the measurement of the test which gives stable and consist result as it is concerned with repeatability (Taherdoost, 2016).In this research, the structural equation modeling has been used to develop casual relationship among variables. Each and every variable has measured on the basis of past psychometric properties. The survey has consisted of five sections: brand image using two items, price fairness with four items, customer satisfaction has three items, perceived quality with six items, brand loyalty using eight items.
To test the measurement model, confirmatory factor analysis (CFA) was conducted. With the use of CFA, construct reliability was assessed to test empirically using Cronbach alpha and then composite reliability and average variance extracted. The researcher collected data by distributing 600 questionnaires to undergraduate students of major universities in Syria. The researcher selected undergraduate students as they had experience of most of the brands and could able to give right opinion as they are more tech savvy. Out of 600,584 respondents give answers  and the response rate was 97.4%.The total of 584 respondents,258 were male and 326 were female and the result were found that (70%) 410 students were using Samsung,15% using Sony,7.5% using Nokia,0.5% which were only 3 students were using HTC and 6.5% were using another brands. It has been denoted that 

There were seven hypothesis generated by author  as described below:
H1: Customer satisfaction is positively associated with Brand loyalty.
H2: Perceived quality is positively associated with customer satisfaction
H3: Brand Image is positively associated with customer satisfaction
H4: Price fairness is positively associated with customer satisfaction
H5: Perceived product is positively associated with brand loyalty.
H6: Brand Image is positively associated with brand loyalty.
H7: Price fairness is positively associated with brand loyalty.
According to the researcher, if Cronbach value is greater than 0.70 as per guideline then the scale can be applied for acceptable reliability. The researcher calculated correlation and average variation extracted with the use of composite reliability which says that AVE can exceed the recommended level of 0.5.Based on the measurement model, the assessment could be verified the acceptable levels which support reliability constructs.

Validity
There are three types of validation which are content, convergent and discriminate. Content validation states that judgments are verified by experts and the results on the basis of careful literature review. The researcher in this paper has reviewed 99 reliable sources to conclude the final result. Convergent validity states if it is greater than 0.50 that would be considered as good convergent validity. To understand discriminate validity, the square root of average variation extract should be greater than the correlation between all the constructs.
To test the hypothesis, the results could be described on the structural model where it proved that all factors supporting reliability construct which is shown in below table.
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From the above, it has seen that all the factors supporting customer satisfaction thus it leads to brand loyalty. Some of the factors has direct link to brand loyalty but according to researcher there are less studies conducted on the basis of brand image, price fairness and perceived quality.


2. Ethical Consideration in Social Science (Akaranga and Makau, 2016)
There are major ethical principles in social science which need to be taken care while conducting research which are as follows:
2.1.  Safety/Advocacy
It is the responsibility of the researcher to take care about the rights of the respondents or interviewees. In this paper, the researcher has taken care the safety of all the respondents while conducting survey on the basis of questionnaire.
2.2. Anonymity, Confidentiality and privacy.
The researcher in this paper keeping secret of all the respondents by not identifying their ethnic or cultural background and also not disclosing the names of the respondents and also other sensitive information about the person.As per this research paper, the author should do promise to all the respondents for not revealing any personal information.
2.3. Beneficence
The author before distributed questionnaire has explained the undergraduate students  about the purpose of the study and also makes them understand that this research could give some benefits as well. The beneficence means in actual terms doing well and should not harm to anyone. So as per this paper, the major purpose of this survey is to analyze the brand loyalty factors so that they could give some suggestions to the organization that which brand is more successful and which required some marketing efforts to promote the brand so that they can attract more customers to that particular brand.



2.4. Deception
The researcher in this paper is not biased as he already explained about the whole truth to the respondents about the reason of conducting survey.
2.5. Non Maleficence
The non maleficence is opposite to Beneficence which states the potential risk associated with the research which constitutes emotional, phycological,social and even economic side of the study. The author in Dib and Masallam(2017) empirical study, taken care of all the harm such as not embarrassing or disappointing respondents by asking useless questions in the study as the author used simple straight forward questions to get some useful information about the satisfaction factor of brand loyalty toward particular mobile phone.
2.6. Voluntary and Informed Consent
The researcher in this paper has already taken approval from undergraduate students to take part with their own will. The researcher already explained the purpose of the study and the possible results which he would want to get from the research. The researcher does not reveal any personal information of the students which also explained the truth about the survey. The possible benefits and risks has explained to the students and took their consent while revealing results to the public or publishing this paper.
2.7. Vulnerable groups/special population
This involves the population who are children, sick and poor, the researcher only distributed questionnaire to youngsters who are undergraduate as the mobile phones are expensive so the author focused only respondents who are capable of purchasing branded phones, while conducting the survey of investigating brand loyalty of mobile phone users.
3.Conclusion and Discussion 
The key objective of this study was to explore the determinants of brand loyalty; the result was basically lead to customer satisfaction according to most of the literatures reviewed. The higher the customer satisfaction, then there would be more chances to be brand loyalty. There was very less empirical studies on perceived quality, brand image and price fairness. According to the author trust and perceived value is built,if customers are satisfied from that particular brand so it has been revealed that all determinants are directly or indirectly link to customer satisfaction and customer satisfaction link to brand loyalty.
The study investigated that perceived quality was an important factor for customer satisfaction and simultaneously it also proved that price fairness and brand image are also positively impacted customer satisfaction. So marketers should not only emphasize perceived quality as a whole on customer satisfaction. The organization should focus on marketing strategies to improve product attributes to gain perception of the consumers about the product.
In this research paper, it has concluded that marketers should improve brand appearance to gain attention and to become consumer loyal to their brand. The consumer can sacrifice the price but could not compromise on the quality of the brand so price is important but could be manageable as per different literatures. According to the author, every single determinant would fulfill, if customer satisfaction is higher so if customer is satisfied it generate trust for the brand including all the benefits of the product then customer would be loyal for the brand. 





4.Limitations and Future Research 
This research paper focus on mobile phones there could be other sectors which need to be identified for research to investigate brand loyalty. The sample size were chosen specific people which are undergraduates only, they should choose larger sample size from all over the world or specific country. In future study, the author is suggested to do wider research which includes brand experience, trust, involvement, commitment, brand equity, brand image as these are all wider topics to touch as per current scenario and corporate social responsibility.
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