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ABSTRACT

Brand Loyalty occurs when a customer is a lifelong fan of a particular brand. Loyal
customers are always an asset to a company because they are their stable base of
income. Customers who stay loyal towards one brand for a long period of time are
those that even pass down their favorites to the next generations. On the other hand,
repeat purchase intention is when a particular product has been purchased again- but
due to the action of a previous purchases. When a customer purchases the same
product again, this means that the product has a positive impact on the customers
behavior and that they really like it. When such situation applies to the purchase
intention of several purchases afterwards- it can be clear that, that particular
customer has started building brand loyalty towards that particular brand. This
relationship is understood by many companies loyalty programs has been initiated
The Sri Lankan shampoo market is cluttered with so many brands providing so many
solutions, therefore it is a challenge for these companies to keep their customers to be
loyal. The purpose of this research is to study whether brand loyalty has an impact on
repeat purchase intention in the shampoo market in Sri Lanka while the objective is to
identify the impact on brand loyalty and repeat purchase intention. For the purpose of
this study, used non-probability convenience sampling technique has been used and
selected a sample of 384 people residing in the Colombo district in Sri Lanka. One of
the major findings of this research is that males use shampoo more than females in the
Colombo district and one of the most favorite brands of the population is Dove. In
conclusion, the study also proves that repeat purchase intention and brand loyalty has
a positive relationship.
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1. Introduction

In aworld thot 1s so dynomi¢ ond that has plenty of ¢hoice, staying loyoal to bronds 1s
really hord. However, 1n spite of oll the other options avouloble, staying true to one
porticulor brand 1s ¢olled brond loyalty. Having loyal ¢ustomers 1s on asset to o
¢ompany, bec¢ouse loyal ¢ustomers will beCome advocated for that porticulor business.
Brond fons or loyal ¢ustomers are needed by ¢omponies to ensure thot they have a
stable bose of business as well a firm foundation 1n whi¢h 1ts morketing relies on.
Loyal ¢ustomers love to talk obout their favorite bronds, ond word of mouth 1s the best
way to ¢onvert potentiol new ¢ustomers. Sr1 Lonka’s shompoo market hos o variety of
products- providing mony solutions to mony har reloted 1ssues. This results 1 on
aomple supply of ¢hoices between bronds m within bronds itself. There 1s a tough
¢ompetition that bronds fa¢e when 1t comes to ensuring ¢ustomers stay loyal- ond how
this be¢omes ¢on be truly subjective. Customers stay loyal based on their experience
they have hod with the brond ond the higher ond fovoroble 1t ended, the higher
likelihood for loyalty.

Repeat purchose intention on the other hond 1s when one portiCulor ¢ustomer
purc¢hoses o produét agoun based on their previous purchases. This group of
repurchasing ¢ustomers ore o vitol group for businesses because they are those that
keep the business running. This group of ¢ustomers ore the most profitoble for a
¢ompony therefore 1t 1s ¢rucial that componies need to hold on to these Customers. In
the shompoo morket in Sr1 Lonka, there ore so mony different types of products
providing so mony different types of hour ¢are solutions. In su¢h o Cose, 1t 1s always o
¢hallenge for componies to keep customers attached with abrond so that they will keep
repurchosing them. In addition to this, the shampoo moarket 1s so competitive that 1s
eosy for a¢ustomer to tend to swit¢h between products.

Researc¢h ¢onducted 1n the area of brond loyolty ond purchose intention on Fost
Moving Consumer Goods (FMCG) produéts in shampoo market. Be¢ouse lock of
researches ¢onducted on Sr1 Lonkon ¢ontext regording shampoo market. Hence, this
research cums to study 1f there 1s o relationship between brand loyolty ond repeot
purchose intention.
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2. Theoretical Underpinning
2.1 Brand loyalty

As defined by the Ameri¢on Moarketing Asso¢iation (AMA), brond loyoalty 1s the
situotion when o consumer generolly buys the some service/ product from the some
supplier repeatedly over a period of time rather thon puréhosing from multiple sellers
who sell within the same ¢ategory.

Ifloyal ¢ustomer has deep loyalty towards ony product or servic¢e,he/she willing to re-
purchose thot product or service in the future. Becouse 1t ¢ould satisfy the reason
behind puréhase that product or service. Hobib and Aslom (2014)(os ¢ited inOliver,
1997).Factors like price ond ¢onvenience are not even ¢onsidered 1n a situation like
this, since the ¢ustomer knows exoctly whot they wont, ond they need exadtly that. In o
generol typical séenario, o consumer’s purchose 1s based on 3 séenorios- one, o
¢onsumer buys a produét whi¢h 1s more fomilior to them or two, the customer already
hos used/ tried the product or even three, 1s recommended by onother friend who 1s on
advocate for the brond. Furthermore, a¢¢ording to Thormi ond Senthilnathon (2011)a
powerful brand mfluences ottitudes of ¢ustomers ond mokes o strong product
association through the brond. Business industriolists uses different Creative
morketing strategies like loyalty programs, so¢iol media ond brond ombossadors to
¢reate brond loyalty.

2.2 Repeat purchase intention

Accéording to Hobib ond Aslom (2014)as ¢ited from Morgon ond Rego (2006),
repurchose intentions ore the most widely used indicator of ¢ustomer loyolty 1n the
¢ustomer feedback systems used in componies. Suryadi (2015)as ¢ited from Chong
(1998), that the prospect of buying must support the desired product approoch,
otherwise kindness or purchose Intentions will be in voun. Bosed on a ¢ustomers’
purchase history, they will ¢ontinue to purc¢hose products repeotedly since the
purc¢hose mtension 1s the likelihood of a ¢ustomer. For a ¢onsumer to purchose o
product there should orise apur¢hase mtention for them to buy thot ¢ertoun product or
else there should arise aneed for a product for a customer to buy that product. When
such a situation hoppens- this 1s one of the most complex s¢enarios foced by
¢omponies. Figuring out whot 1s running nside their torget ¢ustomers’ heod 1s
¢hallenging ond due to 1ts complexity mokes 1t hord to understond. This 1s bec¢ouse of
the ¢hoice avouloble 1n the market ond this enobling ample ¢hoiée for customers to shift
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immediotely to other brands. Due to this reason, pur¢hase intentions ore the most
widely used indicotor of Customer loyalty 1n firms’ customer feedbock systems (Hob1b
& Aslom, 2014). Purc¢hase intention 1s the hidden promise to someone’s self to
purc¢hose the product continuously whenever re-visit to the maorket. This 1s be¢ouse o
¢ustomer will ¢ontinue to purchose products repeatedly based on their purchose
history. For a ¢onsumer to pur¢hase o product there should be a situation when they
remember their previous purchose ond enable them to only buy that ¢ertoun product or
else there should arise a need for a product for a ¢ustomer to buy thot porticulor
product. The objective of purchosing ¢ustomers ¢on be ¢honged by various foctors
su¢h os price ond quality of aproduct or service. Moreover, when aproduct hos abosi¢
immportonce or when aproduct has avalue for the ¢ustomers, they tend to eloborate the
product. Dodds, Monrore, ond Grewal (1991) proposed, pur¢hose mtention meons the
actions for ¢ustomers to purchase to products. Lin and Lu (2010, p. 20)as ¢ited from
Blackwell, Miniord, ond Engel (2001)suggested this purc¢hose intention inc¢ludes
‘subjeétive judgement for future behavior.” Thot meon pur¢hose intention meons for
what ¢onsumer would like to purchase 1n the future Lin ond Lu (2010) os ¢ited from
Shoo, Boker, ond Wogner (2004), re¢commend purc¢hose intention point out to the
attempt to moke purchase o product or to go a morket offering services. If customers
have apositive puréhose intention towards o porticulor shampoo brond, then they will
re purchose 1t ogoun when the same need orises agoun. The consumers will then be
willing enough to purchase that particulor brond ¢ontinuously and eventually settle to
retoun with thot parti¢ulor brond in the long term.

Accéording toTharm1 ond Senthilnothon (2011)0s ¢ited from Vronesevié ond Stonced
(2003)the importonce of a brond bosiCally highlighted through meosuring the brond
impacts on ¢hoiée ond loyalty of ¢consumers with the identifi¢ation and differentiation
of a produ¢t’s quality, ac¢ording to(Hobib & Aslom, 2014)as ¢ited from Schultz
(2005)loyal ¢ustomer’s likes to speok about their brond ond they often recommend
those bronds to their ¢loser ones. Loyalty ¢on be 1 two dimensions either the
purchase or ottitudinol. And oféording to (Homeed & Konwoal, 2018)as ¢ited
fromYoon ond Kim (2000), aloyal ¢ustomer will pay higher prices for the product that
satisfy 1ts needs ond wonts even prices of the products mnc¢reases. A¢cording to(Hab1b
& Aslom, 2014)os ¢ited from Anderson, Fornell, ond MAzvonéheryl (2004), o loyal
¢onsumer ¢on help on orgonization to néreose 1ts borgouning power regording its
portner ond suppliers Hobib ond Aslom (2014)based from the works from(Dick &
Basu, 1994)argued that o loyol ¢ustomer of firm will ¢reates positive Word of Mouth
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regording compony ond product ond competitive strategies of orgonization competitor
will not impact loyal ¢ustomer. Therefore, purchase intention 1s dire¢tly linked with
brond loyalty.

3. Design/ Methodology/ Approach
3.1 Design

This resear¢h wos ¢onduéted a¢cording to the desériptive reseorch design method
which 1s used to desc¢ribe the ¢haracteristi¢s of a population or phenomenon being
studied ond this will help to examine the impoct of brond loyolty y on purchose
mtention of shampoo products in Sr1 Lonko.

3.1.1Resear¢h method ond somple design

This study adopted both quontitative ond qualitative methods ond waos focused on
¢olle¢ting numerical dota for stotistiCal onalysis. The reason to use both quontitative
ond quolitative methods wos to generate numeri¢ data or dato that ¢on be tronsformed
mnto usoble to understond the underlying reosons ond opinions respectively. In addition
to this, the reasons for a consumer to reach out for a porticulor brond 1s purely
subjective, hence the need to use both of these methods.

The torget morket selected for this research 1s based on Sr1 Lonka’s commer¢ial City
distriét- Colombo which has apopulation of 752,993 people. This was selected due to
the proximity of the target oudience.

3.1.2 Sampling te¢hnique ond somple s1ze

The non-probobility ¢onvenience sompling te¢hnique wos used to ¢onduct this
reseorc¢h. This teChnique wos utilized since the easiest sampling te¢hnique under non-
probobility sompling also given the time ond budgetory restri¢tions that had to be
faced when ¢onducting the researc¢h. In ¢onvenience sompling the portiCiponts ore
sele¢ted based on avoulobility ond willingness to take port.

The sample size selected for this reseorch 1s 384 ond this number wos derived from the
Persion Morgon Toble.
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3.1.3 Method of data.¢olle¢tion

Dota for this researé¢h wos ¢onducted using primory doto sinée this reseoréh wos
¢onducted in the Sr1 Lonkon ¢ontext.

3.2. Methodology
3.2.1 Rehobility

Table 1: Factor Analysis of Brand Loyalty

Variable Initial No. of Final Items Cronbach’s Alpha
Items
Brond Loyalty 5 3 11

The Reliobility of the questionnoure used for this research was meosured by
Cronbach’s alpha. In the Toble 1, the Cronbach’s alphahas reduc¢ed to 0.711 and 1t ¢on
be ¢onsidered as acceptable since the alpha volue 1s greater thon 0.7 ond 1s ¢loser to on
alphavolue of 1.

3.2.2 Demographi¢ ¢haracteristiés

Table 2: Demographic
Frequency Percentoge
Gender Mole 193 50.3%
Female 191 49.7%

Anoalyzing the dota ¢olleéted from the final survey Table 2, 1t wos found that 50.3% of
the mojority were males who use shampoo while the rest 49.7% ore the females who
use shompoo.

Table 3: Age Groups

18-25 122 31.8%
26-33 137 35.7%
Age 34-41 111 28.9%
42-49 10 2.6%
Above 50 4 1.0%
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When ¢onsidering the seCond demogrophi¢ foctor which 1s oge Toble 3,. It 1s
¢ategorized os 18-25, 26-33, 34-41, 42-49 ond obove 50. From the dota Collected
through the final survey, there were only 122 people who are under the oge ¢ategory of
18-25. Majority, which 1s 35.7% of the people who use shampoo are the young people
who are ot the oge ¢ategory of 26-33. Under the oge ¢ategory of 26-33, there are only
35.7% of both males ond females who use shampoo. The shampoo usoge of adults 1s
lower thon the shompoo usoge of the youth. Furthermore, when ¢onsidering the age
¢ategories of 34-41 ond above 50 there 1s only 28.9% ond 1% shoampoo users
respectively. It ¢on be seen thot the age limit of above 50 hos the leost omount of
shampoo users which 1s only 1%. From this data set ollected 1t ¢on be ¢oncluded thot
majority of the shampoo users are the youth.

Table 4: Occupation of Population

Student 81 21.1%
Housewife 61 15.9%
o Publi¢ sector 58 15.1%
ccupotion Privote seétor 76 19.8%
Entrepreneur 85 22.1%

Unemployed 23 6.0%

When ¢onsidering oé¢éupation Toble 4 mojority which 1s 22.1% of the people ore
entrepreneurs. Out of the 384 responses, 81 are students who use shampoo 1n their day
to day life to wash their hour. Least number of shampoo users are 1n the ¢otegory of
unemployed whi¢h 1s only 6%.

3.2.3 Popular ¢hoice

The below word ¢loud Figure 1 shows thot the most populor ond used shampoo bronds
n Sr1 Lonkao. Bosed on the word ¢loud the majority of the sample use the brond Dove to
wosh their hour. Cleor shampoo has the se¢ond highest usoge while L’Oreal has the
third highest usoge. Sinc¢e Dove shampoo 1s being used by majority of the respondents
1t ¢on be ¢onéluded that the Dove shampoo possess all the qualities whi¢h o ¢onsumer
1s seeking. Lux, Head & Shoulders Oribe, Body Shop ond many other shampoos are
being used of o mimimum quontity. It might be bec¢ouse the consumers do not get the
needed output from those shampoo bronds. Furthermore, boased on the survey, 80% of
the respondents use bottled shampoo ond only 11% of the respondents use shampoo
(pockets).
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Table.5: Reliability Analysis of Brand Loyalty

Item Descriptive Statistics Inter Item Correlation

Meon SD BL20 BL21 BL22
BL20 2.80 1.255 1.000 421 410
BL21 2.75 1.200 421 1.000 .536
BL22 2.98 1.218 410 536 1.000

Table 5.1: Questions of Brand Loyalty

Question No. Question

BL20 I use this shampoo becouse 1t 1s populor

BL21 When I need to buy shampoo, I think of ony shampoo brond
BL22 I keep ¢hanging shampoo bronds Constontly

Based on Table 5, the level of agreement 1n oll 3 1tems 1s 1n the agreeable level. The
highest ¢orrelation for each item with ot least one other item 1n the Construct 1s between
0.3 and 0.9. In factor analysis the KMO value was 0.657 which 1s ¢loser to 0.7. A single
factor was extracted that explouns 63% of the total variotion 1n the 3 items. The meon
for the 3 1items wos ¢omputed ond saved os Brond Loyolty to be used in further
onolysis.

Furthermore, when ¢onsidering the KMO measure of sampling adequoady, there 1s o
value of 0.657 which 1s n between 0.60 and 0.69. Since 1t 1s 1n between 0.60 ond 0.69,
1t ¢on be ¢onsidered as medioc¢re which 1s also acceptable. From this 1t ¢on be soud thot,
there 1s common varionée 1n the ¢orrelation motrix ond Certounly 1t 18 oppropriate to
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onolyze 1n foctor onolysis. Aé¢ording to the findings done i this reseorch, the
¢umulative peréentoge 1n the extraction sums of squared loading wos 63.340%. From
the Brond Loyalty factor, which 1s being extraéted 1t explouns 63% of the variation in
the 3 1items. It 1s recommended thot the cumulative peréentage should be obove 60%
ond 1n the brond loyalty factor, the cumulative peréentage 1f above 60%.

3.2.4 Correlation

Table 6: Correlation Analysis of Brand Loyalty

Correlation
Brand Loyalty Brand Loyalty Purchase Intention
Pearson Correlotion 4817
Sig (2-tonled) .000
N 384

Based on the obove toble, when Brond Loyalty ond Puréhose Intention 1s token mnto
¢onsideration, 1t ¢on be seen that there 1s on r volue of 0.481 which indicates apositive
moderate ¢orrelation. In addition, there 1s a significonée value of 0.000 whic¢h ¢on be
¢onsidered os highly signifiont. 1t ¢on be ¢oncluded thot there 1s o stotistiCally
significont Correlation between the two variobles which are Brond Loyolty ond
Pur¢hose Intension. This meons, on 1ncreose or deéreose mn one varioble 18
significontly related to inéreose or decrease in the other vorioble.

3.2.5Regression
Table 7: Regression Analysis of Brand Loyalty

Coefficients
Model Understondodized Coefficients Stondordized t Sig.
B Std. Error Coefficients
Beta
(Constont) 1.175 156 7.555 | .000
1 | Brond Loyolty 320 033 420 | 9.557 | .000
o. Dependent Vorioble: Pur¢hose Intention
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In the obove toble, the p-volue for brond loyalty 1s less thon 0.05. Hence, repeat
purc¢hose intention depends on brond loyolty. When ¢onsidering the R? volue, 1t
exploans how much the total variotion 1n the dependent varioble (purchose intention)
¢on be explouned by the independent varioble (brond loyalty).

H1—Repeat purchase intention has a significant impact on Brand Loyalty.

3.2.6 Summary of Regression Analysis

Table No.8: Summery of Regression Analysis

No.  Hypothesis P-Volue Conclusion
H1 There 1s a relationship between brond <0.05 Supported

loyalty and purc¢hase intention.

Objective 1:To identify the impact of brand loyalty on purchase intention of
shampoo products in Sri Lanka.

As per the regression onalysis, brond loyalty ond purc¢hase mtention hove o positive
relationship where the significant volue 1s 0.000 whi¢h indicates thot the test results
statistically signifiContly prediéts the outCome voarioble. Moreover, since the
significoanée value waos below 0.05 1t 1s being supported by data. Through the results
generated 1n this study, 1t ¢on be indi¢ated thot the test results showed brond loyolty hos
on impact on purchose intention.

4.  Findings

HI: Thereis animpact of brand loyalty on purchase intention.

As per the regression onalysis there 1s a positive relationship with asignificonée value
of 0.000 whi¢h supports the hypothesis. Brand loyalty olso plays oo major role n the
purchose mtention of consumer produdts. A reseorch done by on the effect of brond
loyalty on purchose itention n ¢osmeti¢ industry, evoluates that how much buying
behavior of ¢onsumer are influenced by brand loyolty. The results of this resear¢h had
shown apositive significont impact on brond loyalty on purc¢hase intention.

The results obtauned from the study 1s in line with the researéhes done 1n the post.
According to there are six voariobles which influence the brond loyalty which ore
produét quality, design, brond name, price, promotion ond store environment. The
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loyal ¢ustomers will buy a product repeatedly and will be ready to pay extra price for
their desired produ¢t whi¢h in turn enhonce the profits and soles of the firm. Therefore,
prices Cannot offe¢t the purchase mntention of these ¢ustomers. When ¢onsidering
promotion, 1t ¢on be 1dentified as asource of providing information about their brond
to the ¢onsumers. Therefore, advertising mokes 1t eosy to ¢reate o good 1mage 1n the
minds of the consumers about the product. Young people like to use bronds whi¢h ore
being communicated by Celebrities to promote the brond ond also promotions help to
¢ompel brond switchers towords o brond ond build up brond loyolty. When design of
the product 1s token mnto ¢onsideration, the foshion-Cons¢ious ¢ustomers are being
attrac¢ted towords o brond which supply stylish packoges. The foshion lovers ond the
leaders of fashion will tend to purc¢hose the producéts ¢ontinuously becouse of 1ts
design ond high foshion. Produc¢t quality on the other hond 1s very much related to
peréeption ond 1t 1s on essential quality of brond loyalty. Nowadays ¢ustomers ore
more aware of the products in the morkets ond ¢onsider quality as on importont aspect
ond ore unwilling to compromise on quality. When ¢onsidering store environment, the
attributes like store place, interior, layout of the store effe¢t brond loyalty. The lo¢ation
of the store 1s very importont becouse 1f the store location 1s out of reach 1t will
mdire¢tly impoct on the purc¢hosing pottern ond ¢consumers will swit¢h to other bronds
rather than going 1n search of the brand to onother shop. The final vorioble, which 1s
brond nome, 1s onything whi¢h 1s used to differentiote the produ¢t from other
¢ompetitors’ products. These ¢on be 1n terms of design, sign or any other factor. A
study examined that hard-Core loyal customers ond brond swit¢hers are distinguished
with the help of brond nome. In ¢on¢lusion, purchose intention depends on the
¢onsumers’ obility to pay. When there 1s enough money for a consumer they do not
¢onsider obout the price of the produét. Moreover, when ¢onsumers have more
purc¢hose intention, then ¢onsumers will be more loyol towords o brond. When
¢onsidering brond nome, 1t 1s very importont to pur¢hose intention ond brond loyalty
sice brond nome shows the image or reliobility of the product.

Brond loyolty 1s hord to establish, ond 1n the lost few decades 1t has be¢ome o big
¢hallenge for the marketers due to the in¢reasing competition. The loyal ¢ustomers Con
be passive repeoaters and olso, they spread positive word of mouth while defending the
brond ogounst ¢ompeting bronds. In other words, these ¢ustomers will purchase
products continuously sinée they are loyal to the brand ond once they are satisfied with
the brond, they will be spreading a good word of mouth whic¢h will eventually iérease
soles ond profits to the business.
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5. Research Limitations

One of the moun limitotions faced 1n this research 1s the time ond budget to ensure thot
the sample wos ¢onducted beyond the Colombo district. The questionnoure also wos
limited with only 32 questions ond this restricted from mnéluding more detouled
questions for better evoluation. In addition to this, Fast Moving Consumer Goods
(FMCG) ¢omponies do not release the market reseorch and their solutions to how they
over¢ome such problems since they ore confidentiol compony doto. If these findings
were avouloble, 1t would have been much eosier to understond ony trend/ voriotions
between these variobles ond deepen the findings of this researc¢h.

6.  Originality

This origmality of this research lies 1 the aspedt thot limited research on this areahos
been done based 1 Sr1 Lonko. Even though there 1s seen to be o handful of research
done regords FMCG bronds obrood os dis¢ussed 1n the theoreti¢al underpinning ond
findings sections, specifi¢ research on the shampoo market in Sr1 Lonka 1s limited. In
addition, this research was oble to 1dentify that more male ¢onsumers use shompoo os
opposed to the generolly peré¢eived femole consumers ond the most favored brond 1s
Dove. The most common age ronge 1s 26-33 which 1s the youth of Sr1 Lonko. Looking
at the o¢Cupations, most of those who do use shampoo are entrepreneurs. Dove 1s o
pricy shampoo ond the offordobility of this (price) ¢ould be a reason this somple
prefers Dove os product for prestige. Since there 1s a lock of published arti¢les under
this area of study, 1t will be very useful for the a¢ademia to further reseorch on this
while also enabling marketers ond senior monogement teoms to moke use of this doto
as a.guide to prepore sound ond strategi¢ morketing plons for their beloved componies.

Journal of Business Studies,7(1) -160- 2020



References:

Anderson, E., W, Fornell, C., & MAzvancheryl, S., K. (2004). Customer satisfoction
and shareholder volue. The journal of marketing, 68(4), 172-185.

Blackwell, R., D, Miniord, P., W, & Engel, J., F. (2001). Consumer Behavior (Vol. 4).
London: Har¢ourt College Publishers.

Chong, M., K. (1998). Predi¢ting unethical behavior: o comparison of the theory of
reasoned action ond the theory of plonned behavior. Business Ethics, 17, 1825-
1834.

Dick, A., S, & Basu, K. (1994). Customer loyolty towards on integroted fromework.
Journal of the A¢ademy of Marketing S¢ience, 22(2), 99-113.

Dodds, W., B, Monrore, K., B, & Grewal, D. (1991). Effe¢ts of Pri¢e, Brond ond Store
Information on Buyers' Produ¢t Evoluations. Journal of Marketing Researc¢h, 28,
307-319.

Habib, S., & Aslam, S. (2014). Influence of brond loyalty on ¢onsumer repurchose
mtentions of Ccoca-Cola. Business ond Monogement, 6(14), 168-175.

Homeed, S., & Konwal, M. (2018). Effect of brond loyalty on purc¢hase mtention 1n
¢osmetiés industry. Research in Business ond Monogement, 5(1), 25-35.
do1:10.5296/rbm.v511.12704

Lm, L., Y, & Lu, C., Y. (2010). The influen¢e of ¢orporate 1moge, relationship
morketing, ond trust on purchose intention: the moderating effects of word-of-
mouth. Tourism Review, 66(3), 16-34.

Morgon, N., A, & Rego, L., L. (2006). The volue of different customer satisfaction ond
loyalty metri¢s m predicting business performonce. Marketing S¢ience, 25(5),
426-439.d01:10.1287/mks¢.1050.0180

Olwver, R., L. (1997). Satisfoction: A behavioral perspeétive on the ¢onsumer:
M¢Graw Hill.

S¢hultz, D., E. (2005). The loyalty paradox. Marketing Monogement, 14(5), 10-11.

Shoo, C., Y, Boker, J., A, & Wogner, J. (2004). The Effe¢t of Appropriateness off
Servi¢e Contact Personnel Dress on Customer Expectotions of Service Quality
ond Pur¢hose Intention: The Moderating Influenées of Involvment ond Gender.
Journal of Business Research, 57(10), 1164-1176.

Journal of Business Studies,7(1) -161- 2020



Suryods, D. (2015). The impoct of brond equity towards purc¢hase intention on PT. X’s
¢ondy. 1Buss Manogement, 3(2), 1-8.

Thormi, U., & Senthilnothon, S. (2011). The Relationship of Brand Equity to Pur¢haose
Intention. SSRN Ele¢troni¢ Journol. do1:10.2139/ssrn.1935740

Vronesevié, T., & Stonceé, R. (2003). The effect of the brond on peréieved quality of
food products. British food journal, 105(11), 811-825.

Yoon, S.,J, & Kim, J., H. (2000). An empiri¢al validation of aloyalty model bosed on
expectation ond dis¢onfirmation. Journal of Consumer Marketing, 17(2), 120-
136.

Journal of Business Studies,7(1) -162- 2020



